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Chapter 1

Defining Marketing for the Twenty-first Century


(Notes Accompanying the Kotler text)

Learning Objectives

After reading this chapter students should:

· Know why marketing is important to contemporary organizations 

· Understand the core concepts of marketing

· Know the basic tasks performed by marketing organizations and managers

· Understand the differences between the various orientations to the marketplace

· Know the components of the marketing concept and why they are critical to successful marketing practice

· Know why marketing has been found to be critical to different types of organizations and in different environments
Overview

Marketing is the organization function charged with defining customer targets and the best way to satisfy their needs and wants competitively and profitably. Because consumers and business buyers face an abundance of suppliers seeking to satisfy their every need, companies and not-for-profit organizations cannot survive today by simply doing a good job. They must do an excellent job if they are to remain in the increasingly competitive global marketplace. Many studies have demonstrated that the key to profitable performance is knowing and satisfying target customers with competitively superior offers. This process takes place today in an increasingly global, technical, and competitive environment.

Marketing has its origins in the fact that humans have needs and wants. Needs and wants create a state of discomfort in people, relieved through acquiring products to satisfy these needs and wants. Because many products can satisfy a given need, product choice is guided by the concepts of value, cost, and satisfaction. These products are obtainable in several ways: self-production, coercion, begging, and exchange. Most modern societies work on the principle of exchange, which means that people specialize in producing particular products and trade them for the other things they need. They engage in transactions and relationship building. A market is a group of people who share a similar need. Marketing encompasses those activities that represent working with markets and attempting to actualize potential exchanges.

Marketing management is the conscious effort to achieve desired exchange outcomes with target markets. The marketer’s basic skill lies in influencing the level, timing, and composition of demand for a product, service, organization, place, person, idea or some form of information. 

There are five alternative philosophies that can guide organizations in their efforts to carry out their marketing goal(s). The production concept holds that consumers will favor products that are affordable and available, and therefore management’s major task is to improve production and distribution efficiency and bring down prices. The product concept holds that consumers favor quality products that are reasonably priced, and therefore little promotional effort is required. The selling concept holds that consumers will not buy enough of the company’s products unless they are stimulated through a substantial selling and promotion effort. 

The marketing concept moves toward a more enlightened view of the role of marketing. The marketing concept holds that the main task of the company is to determine the needs, wants, and preferences of a target group of customers and to deliver the desired satisfactions. The four principles of the marketing concept are: target market, customer needs, integrated marketing, and profitability. The marketing concept places primary focus on the needs and wants of customers who comprise the target market for a particular product. 

Rather than coax customers into purchasing a product they may not find satisfying, the emphasis is on determining the types of markets to be satisfied and creating the product that achieves this satisfaction objective. Choosing target markets and identifying customer needs is no small task; a marketer must dig beyond a customer’s stated needs. Once this is accomplished, a marketer can offer for sale the products that will lead to the highest satisfaction. This encourages customer retention and profit, which is best achieved when all areas/departments of a company become “customer-focused.” 

Beyond the marketing concept, the societal marketing concept holds that the main task of the company is to generate customer satisfaction and long-run consumer and societal well-being as the keys to satisfying organizational goals and responsibilities. 

Interest in marketing is intensifying as more organizations in the business sector, the nonprofit sector, and the global sector recognize how marketing contributes to improved performance in the marketplace. The result is that marketers are re-evaluating various marketing concepts and tools that focus on relationships, databases, communications, and channels of distribution, as well as marketing outside and inside the organization.

Chapter Outline

I. Introduction 

A. New economy

1. Focus on the digital revolution (Internet and related) and the impact on businesses and consumers in terms of capabilities

a) For consumers: multiple new capabilities related to increases in buying power, variety of goods and services available, information, interactivity and product comparability

b) For companies: enhanced marketing reach, direct connectivity, information on all of its stakeholders and competitors, communications (internal and external), customized services and products, enhanced logistics, enhanced training

B. Information age versus industrial age

1. Management has recognized the potential quickly

2. Marketing: meeting needs profitably

3. “Change or die” (Welch)

II. Marketing tasks

A. Radical marketing

1. Firms moving closer to the customer versus expensive research and mass marketing

2. Note the 10 rules of “radical marketing”—including CEO direct involvement, close to the customer, rethinking the marketing mix, and focus on brand integrity (others in text)  

3. Stages of marketing practice: entrepreneurial, formulated marketing, intrepreneurial marketing 

4. Kotler focus on formulated marketing versus creative marketing 

B. Scope of marketing, which involves a broadened view of marketing (including goods, services, and ideas)

1. Products—anything offered for sale or exchange that satisfies a need or want 

2. Products can be goods, services, ideas 

3. Scope of marketing—includes people, places, activities, organizations, and information 

C. Broadened view of marketing tasks—decisions marketers make

1. Focus on demand states and marketing tasks, along with the questions that marketers ask to remain aware and focused 

2. Consumer markets and business markets—each requires new tools and capabilities to better understand and respond to the customer

3. Global markets, nonprofit and governmental markets—becoming more sophisticated in recognizing and dealing with marketing challenges and decisions 

III. Marketing concepts and tools

A. Defining marketing

1. Marketing defined—a social and managerial process by which individuals and groups obtain what they need and want through creating, offering, and exchanging products of value with others

B. Core marketing concepts

1. Target markets and segmentation

a) Every product or service contains features that a marketer must translate into benefits for a target market 

b) The consumer perceives these benefits to be available in a product and directly impacts the perceived ability to meet the consumer need(s) or want(s)

2. Marketers and prospects 

a) A marketer is someone actively seeking one or more prospects for an exchange of values 

b) A prospect has been identified as willing and able to engage in the exchange

3. Needs, wants, and demands 

a) To need is to be in a state of felt deprivation of some basic satisfaction 

b) Wants are desires for specific satisfiers of needs 

c) Demands are wants for specific products that are backed by an ability and willingness to buy them

4. Product or offering

a) Anything offered for sale that satisfies a need or want.

b) Products consist of three primary components: goods, services and ideas

c) The physical product provides the desired service or action.

5. Value and satisfaction

a) Value is the consumer’s estimate of the product’s overall capacity to satisfy his or her needs 

b) Needs are determined according to the lowest possible cost of acquisition, ownership and use

6. Exchange and transactions—exchange means obtaining a desired product by offering something desirable in return

a) Five conditions must be satisfied (see text) 

b) A transaction is the trade of values (involves several dimensions)

7. Relationships and networks

a) Relationship marketing XE "Relationship marketing"  seeks long-term, “win-win” transactions between marketers and key parties (suppliers, customers, distributors)

b) The ultimate outcome of relationship marketing is a unique company asset called a marketing network of mutually profitable business relationships

8. Marketing channels

a) Reaching the target market is critical

b) To do this the marketer can use two-way communication channels (media including newspapers and the Internet), versus more traditional means 

c) The marketer also must decide on the distribution channel, trade channels, and selling channels (to effect transactions) 

9. Supply chain

a) The long channel process that reaches from the raw materials and components to the final product/buyers 

b) Perceived as a value delivery system

10. Competition

a) Includes actual and potential rival offerings and substitutes 

b) A broad view of competition assists the marketer to recognize the levels of competition, based on substitutability: brand, industry, form, and generic

11. Marketing environment

a) The task (immediate actors in the production, distribution, and promotional environments) 

b) The broad environments (demographic, economic, natural, technological, political/legal, and social/cultural)

12. Marketing mix 

a) The set of marketing tools the firm uses to pursue marketing objectives with the target market

b) Involves recognition and use of the four Ps and the four Cs in the short run and the long run

IV. Company orientations toward the marketplace

A. Production concept—assumes consumers will favor those products that are widely available and low in cost

B. Product concept—assumes consumers will favor those products that offer the best combination of quality, performance, or innovative features

C. Selling concept—assumes organizations must undertake aggressive selling and promotion efforts to enact exchanges with otherwise passive consumers

D. Marketing concept—assumes 

1. The key to achieving organizational goals consists of being more effective than competitors in integrating marketing activities toward determining and satisfying the needs and wants of target markets

2. Target market—no company can operate in every market and satisfy every need

3. Customer needs—it’s not enough to just find the market; marketers must also understand their customer’s needs and wants. This is not a simple task

4. Integrated marketing—all of a company’s departments must work together to serve the customer’s interests. This begins among the various marketing functions and carries into other departments

5. Profitability—the ultimate purpose of marketing is to help organizations achieve profitability goals

6. Hurdles to adopting the marketing concept

a) Organized resistance—some departments see marketing as a threat to their power in the organization

b) Slow learning—despite efforts by management, learning comes slow

c) Fast forgetting—there is a strong tendency to forget marketing principles

7. Profitability

E. Societal marketing concept 

1. The organization’s task is to determine the needs, wants, and interests of target markets 

2. To deliver the desired satisfactions more effectively and efficiently than competitors in a way that preserves or enhances the consumer’s and the society’s well-being

V. How business and marketing are changing

A. Major new forces changing the way business markets

1. Customers expect more and better, rising brand competition, and store-based retailers suffering

2. Company responses and adjustments—new focal points

a) Re-engineering the firm—more multidiscipline teaming

b) Outsourcing goods and services—decapitalizing 

c) E-commerce—everything from the consumer buyer to the purchasing operations

d) Benchmarking—best practices 

e) Alliances (networking), partner-suppliers—versus winning alone 

f) Market-centered (versus product-centered)—by market segment 

g) Local and global marketing (versus only local)—“global” 

h) Decentralization to encourage innovative thinking and marketing (more entrepreneurial)

B. Marketer responses and adjustments

1. Focus on relationship marketing (versus transactional marketing)

2. Creation of customer lifetime value orientation

3. Focus on customer share marketing versus only market share 

4. Target marketing (versus mass marketing)

5. Individualization of marketing messages and offerings 

6. Customer databases for data-mining

7. Integrated marketing communications for consistent images

8. Consideration of channel members as partners

9. Recognition of every employee as a marketer

10. Model and fact-based decision making versus intuition alone

VI. Summary

Lecture 1—Marketing Enters the Twenty-first Century

This lecture is intended for use with Chapter 1, “Marketing in the Twenty-first Century.” The focus is on the increasingly important role of the marketing process in the ever-changing domestic and global business environment.

Teaching Objectives


· To explain the concepts related to understanding the role and potential of marketing in the larger business environment.

· To provide students a new and possibly different perspective on the role of marketing in business and society. 

· To indicate areas where the marketing process and concept will be useful to the student in assessing business developments.

Discussion

Introduction

Many observers argue that all new or important directions in management thought and practice are marketing-oriented. Marketing is no longer something done when a company has extra revenue to invest. It must be implemented for a business to survive.

The marketing concept has changed dramatically over the last several decades, and recently the focus has increasingly moved to customers (versus products and selling) marketing globally and the various technology issues that impact the market. In addition, there is renewed emphasis in marketing on creating and innovating with new and better products and services rather than just competing against other firms and following the marketing patterns established by competitors. 

The marketing concept is a matter of increased marketing activity, but it also implies better marketing programs and implementation efforts. In addition, the internal market in every company, marketing your company and products to and with the employees of the company, has become as challenging as the external marketplace due to diversity and many other social/cultural issues. 

Changes in Consumer Behavior

There have been many major marketing shifts during the last few decades of marketing change that have shaped marketing in the twenty-first century. There is a view among professional marketers that there is no longer the substantial product loyalty that existed over the last few decades. Product and brand loyalty, many argue, has been replaced by something more akin to a consumer decision that is based on the absence of a better product or service. In addition, there are major changes in the way customers look at market offerings. During the 1980s customers were optimistic, and in the early 1990s they were pessimistic. Later in the 1990s, consumers appeared rather optimistic, but still cautious at times. The following chart demonstrates some of the major shifts that have occurred to the present:

	1980s
	1990s
	2002

	Conspicuous consumer
	Frugal consumer, becoming more well-off 
	Suspicious but generally well-off consumer

	Image-driven
	Value- and quality-driven
	Highly eclectic 

	Trusting
	Skeptical and cynical
	A “prove it“ attitude

	Brand loyal 
	Does not exhibit loyalty
	Believes that there is always something better 

	Emotional buyer 
	Informed buyer
	Highly informed and specialized buyer

	Dreamers
	Escapists
	Focused on personal needs

	Overindulgent
	Health- and wellness-conscious
	Health, wellness, and some overindulgence, without expectation of costs or consequences

	Overworked
	Burned out, stressed out, and placing tremendous value on convenience and time
	Reliant on technology and telecommunications to save time in making purchasing decisions

	Industrious Baby Boomer
	Responsible Baby Boomer
	Unconvinced Generation Xer


It is increasingly clear that although the four Ps (product, price, promotion and place) have value for the consumer, the marketing strategies of the 21st century will use the four Cs as added critical marketing variables:

Care: It has replaced service in importance. Marketers must really care about the way they treat customers, meaning that customers are really everything. 

Choice: Marketers need to reassess the diversity and breadth of their offerings into a manageable good-better-best selection.

Community: Even national marketers must be affiliated, attached to neighborhoods wherever they operate stores. 

Challenge: That is the task of dealing with the ongoing reality of demographic change.

End of the Mass Market

During the late 1990s, we witnessed the death of the concept of the mass market. Regardless, some marketers continue to argue that database marketing will never replace mass marketing for most products. The view is that communicating with users by e-mail, Web site, mail, phone, or fax will never become cost-efficient enough to justify the return. However, the success of the Internet provides considerable evidence that one-to-one marketing is and will be appropriate for many packaged goods and other high- and low-involvement products that in the past sold almost exclusively with brand advertising. 

Through the 1970s, only high-end retailers and personal-service firms could afford to practice one-to-one marketing. For the most part, they did it the old-fashioned way—with personal selling and index-card files. In the 1980s, as the mainframe computer became more practical, airlines got into the act with a proliferation of frequent flyer programs. Frequency marketing programs such as these relied on monthly statement mailings and large, batch-processed databases of customer records. 

Later in the 1990s, bookstore chains, supermarkets, warehouse clubs, and even restaurants began to track individual purchase transactions to build their “share of the customer.” Many of these programs now run on PC platforms or workstation environments much more powerful than the most capable mainframes of the 1970s. It is possible today to track 5 or 6 million customers for the same real cost as tracking a single customer in 1950. With Internet-based databases and remote access, this capability has literally exploded in the last few years.

The situation will become even more interesting as one-to-one marketing becomes increasingly more pervasive. With an increasingly powerful array of much more efficient, individually interactive vehicles, the options are virtually unlimited, including on-site interactivity, Web site connections, fax-response, e-mail, and interactive television.

Most households today either have direct Internet access or TV sets that provide real-time interactivity through the Internet. We are closing rapidly on the time when individuals will interact with their television or computer simply by speaking to it. Via the Internet dot-coms, we are able to remember transactions and preferences, getting smarter and smarter about finding just the right entertainment, information, products, and services. Likewise, online capabilities enable providers to anticipate what a consumer might want today or in the future. Unfortunately, the system has been slower to protect consumers from commercial intrusions that they may not find relevant or interesting. 

The increasing level of market definition and refinement (and resulting opportunities for marketers) is possible through the massive social, economic, and technological changes of the past three decades. There is no longer a U.S. mass market because lifestyles have changed so dramatically. Some of the important demographic shifts have been:

· Increasing diversity of the population: The United States has always been an immigrant nation. However, large numbers of immigrants from Latin America and Asia have increased the proportion of minorities in the country to one in three, up from one in five in 1980. This diversity is even more noticeable in the younger market.

· Changing family and living patterns: There has been a substantial rise in the divorce rate, cohabitation, nonmarital births, and increased female participation in the labor force. In addition, married couples with one earner make up only 15 percent of all households. Dual-earner households have become much more common—the additional income is often necessary for the family to pay their bills. Thus, the stereotypical family of the 1950s has been replaced by two older, more harried working parents with much less time available.

· Emergence of a new children’s market: Minorities are overrepresented in the younger age brackets due to the higher fertility and the younger population structure of many recent immigrants. The result is that one in three children in the United States is black, Hispanic, or Asian. In addition, nearly all of today’s children grow up in a world of divorce and working mothers. Many are doing the family shopping and have tremendous influence over household purchases. In addition, they may simply know more than their elders about products involving new technology, such as computers.

· Income and education increases: These are the two other important demographic factors impacting the marketing management arena. Generally, income increases with age, as people are promoted and reach their peak earning years, and the level of education generally has increased over the last few decades. Family units today often have higher incomes because they may have two earners. Accordingly, there is an increased need for products and services because they likely have children and are homeowners.

In sum, the need for market analysis and marketing decision making, and managers to perform those tasks, has never been greater. But, as the course will demonstrate, the complexities of, and analytical tools required for, these activities have never been greater. Be prepared for a challenging experience.

CHAPTER 1

Lecture 2—The Changing Image of Marketing 

This discussion is intended for use with Chapter 1, “Marketing in the Twenty-first Century.” The focus is on the changing perceptions of marketing in the contemporary business environment.

Teaching Objectives

· To explain the concepts related to understanding the role and potential of marketing in the larger business environment.

· To provide students a new and possibly different perspective on the role of marketing in business and society. 

· To indicate areas where the marketing process and concept will be useful to the student in assessing business developments.

Discussion

Introduction

What image comes to mind when you hear the word marketing? Some people think of advertisements or brochures, while others think of public relations (for instance, arranging for clients to appear on TV talk shows). The truth is, all of these—and many more things—make up the field of marketing. The Knowledge Exchange Business Encyclopedia defines marketing as “planning and executing the strategy involved in moving a good or service from producer to consumer.” 

With this definition in mind, it’s apparent that marketing and many other business activities are related in some ways. In simplified terms, marketers and others help move goods and services through the creation and production process; at that point, marketers help move the goods and services to consumers. But the connection goes even further: Marketing can have a significant impact on all areas of the business and vice versa. 

Marketing Basics 

In your introductory marketing class, you learned some basics—first the four Ps, and then the six Ps: 

· Product: What are you selling? (It might be a product or a service.) 

· Price: What is your pricing strategy? 

· Place or distribution: How are you distributing your product to get it into the marketplace? 

· Promotion: How are you telling consumers in your target group about your product? 

· Positioning: What place do you want your product to hold in the consumer’s mind? 

· Personal relationships: How are you building relationships with your target consumers? 

The sum of the above is called the marketing mix. It is important to have as varied a mix as possible in marketing efforts, because each piece plays a vital role and boosts the overall impact. 

Let’s take a closer look at the basic Ps of marketing and particularly at how they might affect what you do in business. 

· Product 

Marketers identify a consumer need and then provide the product or service to fill that need. The marketer’s job is to pinpoint and understand existing needs, expand upon them, and identify new ones. For example, because there are more single people and small families these days than in years past, marketers might see a need for products to be sold in smaller quantities and offered in smaller packages. 

How can this impact other professionals in the business/marketing process? Let’s say your company has developed a new product that generates enormous consumer demand. Your marketing department may ask you to find a way to speed up the workflow in order to crank out more products faster. A year after the product is introduced, however, the market might be flooded with cheap imitations. Because one marketing strategy is to keep products price-competitive, a marketer may then ask you to find a way to make the product less expensively. 

This relationship works both ways. There may be production and industrial engineers who may see a way to change the work process that would create additional options for consumers. Those engineers will also be instrumental in design and development of products for which human factors and ergonomics are important considerations. Maybe there’s room to add another product line—so that product X is still blue but new product Y is red. You can suggest this to your marketing department; it, in turn, would do research to gauge potential consumer demand for the new line. 

· Price 

Ideally, a marketer wants to be proactive in setting price rather than simply reacting to the marketplace. To that end, the marketer researches the market and competition and plots possible price points, looking for gaps that indicate opportunities. When introducing a new product, the marketer needs to be sure that the price is competitive with that of similar products or, if the price is higher, that the consumers perceive they’re getting more value for their money. 

Various other technical professionals can have an important impact on marketers’ pricing decisions. Again, you may be asked to determine if productivity can be enhanced so that the product can be manufactured and then sold for a lower price. 

· Place or distribution 

What good is a product if you can’t get it to people who want to purchase it? When marketers tackle this issue, they try to figure out what the optimum distribution channels would be. For example, should the company sell the product to distributors who then wholesale it to retailers or should the company have its own direct sales force? 

Marketers also look at where the product is placed geographically. Is it sold regionally, nationally, or internationally? Will the product be sold only in high-end stores or strictly to discounters? The answers to all of these questions also help shape how a product can be distributed in the best way. 

Such distribution questions are potentially of great significance to many professionals, including industrial and other types of engineers in a company. For instance, whether a product will be marketed regionally or internationally can have enormous implications for package design as well as obvious areas of the supply chain: logistics, transportation, distribution, and warehousing. 

· Promotion 

Promotion encompasses the various ways marketers get the word out about a product—most notably through sales promotions, advertising, and public relations. 

Sales promotions are special offers designed to entice people to purchase a product. These can include coupons, rebate offers, two-for-one deals, free samples, and contests. 

Advertising encompasses paid messages that are intended to get people to notice a product. This can include magazine ads, billboards, TV and radio commercials, Web site ads, and so forth. Perhaps the most important factor in advertising success is repetition. We’re all bombarded with an enormous number of media messages every day, so the first few times a prospective customer sees an ad, it usually barely makes a dent. Seeing the ad over and over is what burns the message into people’s minds. That’s why it’s good to run ads as frequently as possible.

Public relations refers to any nonpaid communication designed to plant a positive image of a company or product in consumers’ minds. One way to accomplish this is by getting the company or product name in the news. This is known as media relations, and it’s an important aspect of public relations. 

As with price, changes in demand created by promotions can have a direct impact on the work of many other professionals. 

· Positioning 

By employing market research techniques and competitive analysis, the marketer identifies how the product should be positioned in the consumer’s mind. As a luxury, high-end item? A bargain item that clearly provides value? A fun product? Is there a strong brand name that supports how the image is fixed in the consumer’s mind? Once the marketer answers these kinds of questions, he or she develops, through a host of vehicles, the right image to establish the desired position. 

This, too, can affect the work you do. If an upscale image is wanted, the materials used in the product and packaging are likely to be different from those used in a bargain product—a fact that could make the workflow significantly more complex. On the other hand, with your engineering knowledge, you may be able to suggest alternative materials that would preserve the desired image but be easier or less expensive to use. 

· Personal Relationships 

In recent years, personal relationships have come to the forefront of marketing programs. Now even the largest companies want their customers to feel that they have a personal relationship with the company. Companies do this in two ways: They tailor their products as much as possible to individual specifications, and they measure customer satisfaction. 

Your contribution can significantly impact the area of personal relationships. If the work processes you create can’t meet consumers’ time frames, the relationship will be damaged. If you develop manufacturing lines that cannot be tailored to fit customers’ individual needs, it will be difficult for the company to give consumers the perception of personal commitment. If salespeople promise delivery by a certain date but the product cannot be produced on schedule, consumers will not be happy. 

Marketing, engineering and many other professional areas are interrelated and interdependent disciplines. By understanding the role that marketers play in moving a good or service to consumers, others can operate more effectively, for the present and the future. 

Marketing Spotlight—GE

GE was established in 1892 when Edison General Electric merged with Thomson-Houston. The company produced light bulbs, elevators, motors, and appliances. Early success came as a result of J. P. Morgan’s financial backing and a focus on research and development. Over the next century, GE evolved into one of the world’s biggest companies, with a diverse portfolio of products and businesses. It is among the largest U.S. companies in terms of revenues and offers an incredible variety of products, from consumer electronics and industrial power to financial services and television broadcasting. Other operating segments include plastics, aircraft engines, and technical products and services for medicine and science. Under the leadership of Jack Welch, who became GE’s CEO in 1981, the company enjoyed two decades of unprecedented growth and prosperity.  

Welch is widely praised as a visionary business leader due to his performance at GE. He restructured the industrial giant by decentralizing the company’s operations. He also sought to expand GE’s business with highly profitable ventures and worked to shed low-performing businesses, such as air-conditioning and housewares. This massive restructuring came at a significant cost to GE’s workforce: Between 1981 and 1985, the company cut 100,000 jobs. 

Once the restructuring was completed, Welch pursued an aggressive acquisition strategy. Some of the major acquisitions included GE’s purchases of NBC Television in 1986 and Kidder, Peabody investment bank in 1990 (which it later sold to Paine Webber). In the 1990s, Welch greatly expanded the historically small GE Capital Services with bank and insurance company acquisitions. GE Capital now operates a diverse range of 27 business, including real estate, insurance, finance, and heavy equipment leasing, and provides more than 40 percent of the company’s revenues. The pace increased between 1997 and 2000, during which time GE averaged more than 100 acquisitions per year. In 1999, GE acquired 134 companies worth $17 billion. In 2000, Welch oversaw the company’s biggest acquisition during his tenure, the $45 billion purchase of manufacturing titan Honeywell International.  

Today, GE has 49 strategic business units operating under the larger master brand. Despite its size, the company is able to react to the fast pace of the New Economy. In 2000, the company reorganized GE Information Systems into an e-commerce unit called GE Global Exchange Services and a support unit named GE Systems Services. These two units manage the world’s largest electronic trading community comprised of more than 100,000 trading partners. Additionally, at Welch’s urging, GE employees saved billions of dollars for the company by finding ways to involve the Web in their jobs. The company developed an online network to monitor its manufacturing practices, put its human resources reviews online, and established a 24/7 service center for its plants. Welch sees GE as well positioned to take advantage of the Internet because he thinks content is the easy part of e-commerce while “infrastructure is the hard part, and we have the infrastructure to capitalize on” (McGinn, Daniel, “Jack Welch Goes Surfing,” Newsweek, December 25, 2000).

In the 20 years Jack Welch was at GE’s helm, the company prospered tremendously. GE stock rose 3,098 percent between April 1981 and February 2001, compared with 896 percent growth for the S&P 500 during that same period. Once Welch named his successor—Jeffrey Immelt, head of GE’s medical imaging business—in November 2000, analysts wondered what effect the change would have on the company. Immelt, like Welch, has professed a dedication to the Internet. He describes it as “a transformational technology that is right in our sweet spot” (Useem, Jerry, “Meet ’Da Man,” Fortune, January 8, 2001). What remains to be seen, though, is whether Immelt will conduct GE through a period of prosperity the way Welch has. 

Questions 
1. Marketing would appear to be an important part of what Welch did with GE. Where and how did Welch apply some of the marketing concepts discussed in the text?

2. If Welch were to return to the company in 2002, after September 11, 2001, and the Enron debacle, what changes do you think he might make in the GE marketing strategy?
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