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Learning issues for Chapter One:Learning issues for Chapter One:

Wh i k ti i t t? Why is marketing important?
 What is the scope of marketing?
 What are some fundamental marketing 

concepts?p
 How has marketing management 

changed?changed?
 What are the tasks necessary for 

successful marketing management?successful marketing management?
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What is Marketing?What is Marketing?

Th A i M k i A i i The American Marketing Association: 
“Marketing is an organizational function and a 
set of processes for creating communicatingset of processes for creating, communicating, 
and delivering value to customers and for 
managing customer relationships in ways that g g p y
benefit the organization and its stakeholders”.

 Essentially: 
 Marketing deals with identifying and meeting human 

d i l d I i i ll b “ iand social needs. It is essentially about “meeting 
needs profitably.” 
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What is Marketing Management?What is Marketing Management?

Marketing management is the
art and science

of choosing target markets g g
and getting, keeping, and growing 

customers throughcustomers through
creating, delivering, and communicating

superior customer valuesuperior customer value.
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What is Marketed?What is Marketed?

G dGoods

Services

Events & Experiences

Persons

Places & PropertiesPlaces & Properties

Organizations

Information

IdeasIdeas
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Ten entities of marketing:Ten entities of marketing:
Marketing people are involved in marketing ten types of entities: goods services eventsMarketing people are involved in marketing ten types of entities: goods, services, events,
experiences, persons, places, properties, organizations, information, and ideas.  

A) Goods 

 Physical goods constitute the bulk of production and marketing efforts.

B) Services 

A growing portion of business activities are focused on the production of services TheA growing portion of business activities are focused on the production of services. The
U.S. economy today consists of a 70–30 services to goods mix.  

C) Events 

Marketers promote time-based events such as trade shows, artistic performances, and
the Olympics. 

D) Experiences 

By orchestrating several services and goods, a firm can create and market experiences 
such as Walt Disney World’s Magic Kingdom. 

E) PersonsE) Persons 
Celebrity marketing is a major business. 
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Ten entities (cont’d)Ten entities (cont d)
D) Places 

Cities, states, regions, and whole nations compete actively to attract tourists, factories,
and new residents. 

E) PropertiesE) Properties 

Are intangible rights of ownership of either real property (real estate) or financial
property (stocks and bonds). 

H) Organizations 

Actively work to build a strong, favorable, and unique image in the minds of their
target publics. g p

I) Information 

Can be produced and marketed as a product. Schools, universities, and others produce
information and then market itinformation and then market it. 

J) Ideas 

Every market offering includes a basic idea. Products and services are platforms fory g p
delivering some idea or benefit. 
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Marketing of PlacesMarketing of Places
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The Eight Demand StatesThe Eight Demand States

Question: What can marketers do to influence demand 
through each of the situations described above? Give 
examples to illustrate your pointsexamples to illustrate your points.
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The concept of a ‘market’The concept of a market

E i d ib k ll i f Economists describe a market as a collection of 
buyers and sellers who transact over a particular 
product or product classproduct or product class. 

 Marketers use the term “market” to cover various Marketers use the term market  to cover various 
groups of customers. The five basic markets are:
A) Resource MarketsA) Resource Markets
B) Government Markets
C) Manufacturer MarketsC) Manufacturer Markets
D) Intermediary Markets
E) Consumer MarketsE) Consumer Markets 
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Figure 1.1 Structure of Flows in a Modern 
Exchange EconomyExchange Economy
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The flows in a market systemThe flows in a market system

S ll d b d b fl Sellers and buyers are connected by flows:
 Seller sends goods, services, and 

i i h kcommunications to the market.
 In return they receive money and information.
 There is an exchange of money for goods and 

services.
Th i h f i f ti There is an exchange of information.
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Figure 1 2 : A Simple Marketing SystemFigure 1.2 : A Simple Marketing System
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Key customer marketsKey customer markets
A) Consumer Markets)

Consumer goods and services such as soft drinks and cosmetics, spend a great deal of
time trying to establish a superior brand image.  

B) B i M k tB) Business Markets

Companies selling business goods and services often face well-trained and well-
informed professional buyers who are skilled in evaluating competitive offerings.  

C) Global Markets 

Companies face challenges and decisions regarding which countries to enter, how to
enter the country how to adapt their products/services to the country and how to priceenter the country, how to adapt their products/services to the country, and how to price
their products. 

D) Nonprofit and Governmental Markets 

Companies selling to these markets have to price carefully because these organizations 
have limited purchasing power.  
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Global marketsGlobal markets
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Marketplaces, Marketspaces,  and 
MetamarketsMetamarkets

 The marketplace is physical The marketplace is physical, 
 The marketspace is digital, 
 The metamarket is a cluster of 

complementary products and services that 
are closely related in the consumer’s mind 
but spread across a diverse set of industries.
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Marketing in PracticeMarketing in Practice

H I k i d ? How Is marketing done? 
 Increasingly marketing is not done only by the 

k dmarketing department. To create strong 
marketing organizations, marketers must think 
lik ti th d t t d thlike executives on other departments and other 
departments must think like marketers. 
M k ti l i i t f Marketing planning process consists of 
analyzing marketing opportunities, selecting 
target markets designing marketing strategiestarget markets, designing marketing strategies, 
developing marketing programs, and managing 
the marketing effortthe marketing effort.
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Functions of CMOs (chief marketing 
officers)officers)

S h i h b d Strengthening the brands
 Measuring marketing effectivenessg g
 Driving new product development based on 

customer needscustomer needs
 Gathering meaningful customer insights
 Utilizing new marketing technology Utilizing new marketing technology

Question: Do you think that the responsibility for marketing 
lie entirely in the hands of the CMO? What about smaller 
organizations that have limited or no marketing 
specializations? How will marketing be managed then?
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Figure 1 3 Improving CMO SuccessFigure 1.3 Improving CMO Success
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Core Marketing ConceptsCore Marketing Concepts
Needs, wants, and demandsNeeds, wants, and demands
 Target markets, positioning, 

t tisegmentation
Offerings and brandsg
Value and satisfaction

M k ti h lMarketing channels
 Supply chain Supply chain
Competition

k i iMarketing environment
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I want it I need itI want it, I need it…

Fi T fFive Types of 
NeedsNeeds

 Stated needs
Real needs
Unstated needsUnstated needs
Delight needs
 Secret needs
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Core Marketing Concepts

Id tif d fil di ti t f b h i ht

Core Marketing Concepts

A. Identify and profile distinct groups of buyers who might 
prefer or require varying products and services mixes by 
examining: 
 Demographic information
 Psychographic information

B h i l i f ti Behavioral information 
B. Target market: which segments do we focus on?
C Market offering – what do we offer? What propositionC. Market offering what do we offer? What proposition 

should we make to customers?
D. Offering and Brands

f f ff Value proposition: a set of benefits they offer to 
customers to satisfy their needs

 Brand: is an offering from a known source Brand:  is an offering from a known source
22



An example of PositioningAn example of Positioning
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Core Marketing Concepts

l d S i f i

Core Marketing Concepts

E. Value and Satisfaction
 Successful if it delivers value and satisfaction to the target 

buyerbuyer
 Value is a central marketing concept 
 Satisfaction reflects a person’s judgment of a product’s p j g p

perceived performance

F. Marketing Channels:g
 Communication channels: different media used in 

promotions and marketing communications
Distribution channels: intermediaries Distribution channels: intermediaries

 Service channels: banks, logistics firms
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Core Marketing ConceptsCore Marketing Concepts
G. Supply chain:pp y

 The supply chain is a longer channel stretching from 
raw materials to components to final products that 

i d t fi l bare carried to final buyers.
H. Competition and the Marketing Environment: 

 Marketing doesn’t take place in a vacuum; there Marketing doesn t take place in a vacuum; there 
are many uncontrollable forces and stakeholders that 
will impact on the marketing firm

 Types of environmental factors: Competition, 
demographic, social-cultural, political-legal and 
technologicaltechnological
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The marketplace isn’t what it used to beThe marketplace isn t what it used to be…

Information technology

Globalization

Deregulation

Privatization

Competition

Convergence

Consumer resistanceConsumer resistance

Retail transformation
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New Consumer CapabilitiesNew Consumer Capabilities

 A substantial increase in buying power A substantial increase in buying power
 A greater variety of available goods and 

servicesservices
 A great amount of information about 

practically anythingp act ca y a yt g
 Greater ease in interacting and placing and 

receiving ordersg
 An ability to compare notes on products and 

services
 An amplified voice to influence public 

opinion
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Company OrientationsCompany Orientations

Production Product

Selling Marketing
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Company OrientationsCompany Orientations

P d i C Production Concept
 The production concept holds that consumers will 

prefer products that are widely available andprefer products that are widely available and 
inexpensive.

 Product Conceptp
 The product concept holds that consumers will favor 

those products that offer the most quality, 
f i ti f tperformance, or innovative features.

 Selling Concept
 The selling concept holds that consumers and The selling concept holds that consumers and 

businesses, will ordinarily not buy enough of the 
organization’s products, therefore, the organization g p g
must undertake aggressive selling and promotion 
effort.
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The Marketing ConceptThe Marketing Concept

Th k ti t h ld th t th k t The marketing concept holds that the key to 
achieving organizational goals consists of the 
company being more effective than competitors in p y g p
creating, delivering, and communicating superior 
customer value to its chosen target markets. 

 Reactive market orientation—understanding and meeting 
consumers’ expressed needs.p

 Proactive marketing orientation—researching or 
imagining latent consumers’ needs through a “probe-
and-learn” process.p
 Companies that practice both reactive and proactive 

marketing orientation are implementing a total market 
orientation.
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Holistic Marketing ConceptHolistic Marketing Concept
 Holistic marketing can be seen as the development, Holistic marketing can be seen as the development, 

design, and implementation of marketing programs, 
processes, and activities that recognizes the breath 
and interdependencies of their effortsand interdependencies of their efforts. 

 Holistic marketing recognizes that “everything 
” i h k i h

g g y g
matters” with marketing—the consumer, 
employees, other companies, competition, as well as 
society as a whole. y
 Holistic marketing
 Internal marketing

S i ll ibl k ti Socially responsible marketing
 Integrated marketing
 Relationship marketing Relationship marketing 
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Figure 1 4 Holistic Marketing DimensionsFigure 1.4 Holistic Marketing Dimensions
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Relationship MarketingRelationship Marketing

 Relationship marketing has the aim of Relationship marketing has the aim of 
building mutually satisfying long-term 
relationships with key parties—customersrelationships with key parties customers, 
suppliers, distributors, and other marketing 
partners Relationship marketing buildspartners. Relationship marketing builds 
strong economic, technical, and social ties 
among the partiesamong the parties. 
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Relationship MarketingRelationship Marketing
 Marketing must not only do customer 

l h b lrelationship management (CRM) but also 
partnership relationship management
(PRM)(PRM).

 Four key constituents for marketing are:
 Customers Customers.
 Employees.
 Marketing partners (channel partners)Marketing partners (channel partners).
 Members of the financial community. 
 The ultimate outcome of relationshipThe ultimate outcome of relationship 

marketing is the building of a unique 
company asset called a marketing 

knetwork 
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 Gives the history of marketing by Gives the history of marketing by 
Nike, who is the top athletic 
apparel and footwear 
manufacturer in the world, with 
2007 corporate revenues of $16 
billionbillion.

A k ti t k i t f A marketing network consists of 
the company and its supporting 
stakeholders (customersstakeholders (customers, 
suppliers, distributors, retailers, 
ad agencies, university scientists, 

36
and others) with whom it has 
built mutually profitable business 
relationships



Figure 1 5 The Four P’sFigure 1.5 The Four P s
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Integrated MarketingIntegrated Marketing
 The marketer’s task is to devise marketing activities and g

assemble fully integrated marketing programs to create, 
communicate, and deliver value for consumers. 

 The Four Ps of Marketing: Product Price Place and The Four Ps of Marketing: Product, Price, Place and 
Promotion

 SIVA
 Solution
 Information

V l Value
 Access

 Two key themes of integrated marketing are: Two key themes of integrated marketing are: 
 Many different marketing activities communicate and 

deliver value
 When coordinated, marketing activities maximize 

their joint efforts. 38



Marketing Mix StrategyMarketing Mix Strategy
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Internal MarketingInternal Marketing
 Holistic marketing incorporates internal g p

marketing, ensuring that everyone in the 
organization embraces appropriate marketing 
principlesprinciples. 

 Internal marketing must take place on two levels:Internal marketing must take place on two levels:
 At one level, the various marketing functions (sales 

force, advertising, customer services, product 
management and marketing research) must workmanagement, and marketing research) must work 
together.

 Secondly, marketing must be embraced by the 
other departments—they must “think customer ”other departments—they must think customer.  
Marketing is not a department so much as a 
company orientation.
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An example of a coordination problem that 
requires effective internal marketingrequires effective internal marketing

Question: What would you do if you were the VP of 
marketing in this airline? How would internal marketing be 
of help? Show specific examples
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Performance MarketingPerformance Marketing 
Holistic marketing incorporates performance marketing and 

Fi i l A t bilit S i l I iti ti

g p p g
understanding the returns to the business from marketing 
activities. 

 Financial Accountability
 Social Responsibility 

Marketing

Social Initiatives
 Corporate social marketing
 Cause marketingMarketing  Cause marketing
 Corporate philanthropy
 Corporate community 

linvolvement
 Socially responsible business 

practicespractices
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Social Responsibility MarketingSocial Responsibility Marketing

 Holistic marketing incorporates Holistic marketing incorporates 
social responsibility marketing and 
understanding broader concerns, 

d th thi l i t land the ethical, environmental, 
legal, and social context of 
marketing activities and programs.

 Societal marketing concept: the 
organization’s task is toorganization s task is to 
determine the needs, wants, and 
interests of target markets and to 
deliver the desired satisfactiondeliver the desired satisfaction 
more effectively and efficiently 
than competitors. 
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Marketing Management TasksMarketing Management Tasks

D l k t t t i d l Develop market strategies and plans
 Capture marketing insights
 Connect with customers
 Build strong brandsg
 Shape market offerings
 Deliver value Deliver value
 Communicate value
 Create long-term growth Create long term growth
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Example of marketing management 
challenge taskchallenge task

(text page 28)
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Marketing Management Tasks - text 
chapter referencedchapter referenced

D l i k i i d l Developing marketing strategies and plans 
(Chapter 2).
C t i M k ti I i ht (Ch t 3 d 4) Capturing Marketing Insights (Chapters 3,and 4).

 Connecting with Customers (Chapters 5, 6, 7)
B ildi t b d (Ch t 9 10 d 11) Building strong brands (Chapters 9, 10, and 11).

 Shaping the market offerings (Chapters 12 and 
13)13).

 Delivering value (Chapters 15 and 16).
Communicating value (Chapters 17 18 and 19 ) Communicating value (Chapters 17, 18, and 19 ).

 Creating Long-Term Growth (Chapters 20, 21, 
and 22)and 22). 
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An important checklist for effective marketing 
management and building a customer – A driven management and building a customer A driven 
marketing organization
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Summary of learning issuesSummary of learning issues

d d h k i i i Understand why marketing is important  
 Understand what is the scope of marketing         p g
 Understand some of the fundamental 

marketing conceptsmarketing concepts
 Understand how marketing management 

has changedhas changed
 Understand what are the necessary tasks for 

successful marketing managementsuccessful marketing management
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