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INTRODUCTION

What is marketing?

· Marketing is more than selling or advertising

· Marketing is not production but works closely with that function to satisfy customer needs

· Marketing is more than pricing or distribution

· Marketing is more than just persuading customers

Marketing Defined

The American Marketing Association defines marketing as: 

· The process of planning, and executing the conception, pricing, promotion, and distribution of ideas, goods and services (products) to create exchange that satisfy individual and organizational goals

Marketing consists of individual and organizational activities aimed at satisfying the needs of buyers and sellers through the exchange process.  This is achieved through the distribution, promotion, and pricing of goods and services.  Marketing creates, promotes and delivers products (goods and services) to consumers and businesses (Kotler, 2000, p. 3) through an exchange process.  Marketing takes place in a dynamic environment that influences the effectiveness of the marketing activities.

· Marketing involves product development, distribution (place), promotion and pricing (4 P’s).

· Marketing is concerned with the flow of need-satisfying goods & services (products) to customers.

· Marketing begins with customer needs

· Marketing does not satisfy customer needs alone.  It also satisfies the needs of the organization and the society

· Marketing builds relationships with consumers

Why Study Marketing?

1. Almost every organization and just about every individual uses marketing activities.

2. Marketing activities are important to business firms and the economy

3. Knowledge of marketing enhances consumer awareness
4. Marketing costs consume a sizeable part of one’s income.
Marketing and Production

Production is that economic activity or business function concerned with making goods or creating services.   However, production, by itself, is not enough to develop a strong economy.  When demand is greater than supply, the “build it and they will come” approach will lead to failure. With marketing, production is able to satisfy consumer needs.

Together, production and marketing provide FIVE kinds of economic utility:
Form and Task Utility: Provided by Production with Help from Marketing 

1. Form Utility – physical production of a product

2. Task Utility – service performance

Time, Place and Possession: Provided by Marketing   

3. Time Utility – when in relation to customer needs (available when wanted)
4. Place Utility – available where needed
5. Possession Utility – getting the product and having the right to consume it

Importance of Marketing to You

Marketing is important to everyone (“Marketing is everything” by McKenna, 19xx).  Why is marketing critical to all business operations?

· Accounts for approximately 50% of the cost of goods.

· Affects almost every aspect of daily life

· Important to your job

· Provides many career opportunities with route to the top

(sales, advertising, product mgmt, mktg research, distribution, etc.)

· Important to the success of every organization

· Affects economic growth and standard of living

· Applies to all organizations (for profit & non-profit)

· Is the only business function that brings resources into the organization

· Is the organization’s interface with the public.

Micro-Marketing

Marketing performance of activities that seek to accomplish organization’s objectives by satisfying customer needs.  Micro marketing focuses on the needs of individual organizations.

Macro-Marketing
Social process that directs economy’s flow of goods & services by matching supply and demand to accomplish objectives of society.  Macro-marketing focuses on the whole marketing system in a society, not on the activities of individual organizations.

Core Concepts of Marketing

There are several core or key concepts in marketing that you must know if you are to fully understand the marketing function.

Market

A market is a collection of buyers (the industry) and sellers (customers) for a particular product.

Need

A need is a basic human requirement that a person must have (food, shelter).

Want

A want is a need directed at a specific object (brand).  For example, a person needs food.  However, the person may want (or prefer) pizza instead of a hamburger.  I may need transportation but I want a car rather than a bicycle.

Demand

A want backed by the willingness and ability to buy.

PELFREC

All societies have seven social institutions.  The ECONONIC SYSTEM is one of these.

View Planned (government directed) versus Market Directed economic systems.  In market directed economies price tends to be a measure of value.  

Marketing involves exchange hence there must be two or more parties.

What is a market?

A market is group of potential customers with similar needs and who are willing and able to exchange something of value with sellers of goods/services.


Marketing utilizes money and intermediaries to make the system more efficient.  An effective marketing systems aids in economic development.

The Marketing Concept

The marketing concept is a way of thinking – or a management philosophy – concerning the firm’s operations.  According to the marketing concept, the firm should seek to satisfy consumer needs using an integrated marketing system (4 P’s) so that the goals of both consumer and the firm are realized.  Thus, consumer satisfaction and the use of an integrated marketing system are the main thrust of the marketing concept.  This implies that the firm must first determine the needs of the customer and then find a way to satisfy that need by integrating product, price, distribution and promotion.  Failure to first determine the need, or a lack of coordination among the marketing activities may cause consumer dissatisfaction.

Evolution of the Marketing Concept

The marketing concept evolved over time – through a number of stages: Production Era, Product Era, Selling Concept, Marketing Concept Era, Societal Marketing Concept.

Production Era: During the second half of the nineteenth century, the Industrial revolution brought about an emphasis on production.  Before this there were shortages and marketing was not a very important factor.  However, with the advent of the Industrial Revolution consumer demand was strong and firms focused on new ways of using labor to meet consumer demand since consumers wanted products that were relatively inexpensive and widely available.

Product Concept: This view posits that consumers prefer products that have the highest quality, performance, and innovative features.  During the era of the “Product Concept” firms focused on building things better in the belief that “if they had the better mouse trap” most consumers would buy it.

Selling Concept:  The selling concept focuses on the needs of the seller and is concerned on the needs of the seller to convert products to cash. According to this view of marketing, consumers have to be encourages to buy and consumer more of a product through aggressive selling and other promotional effort.  The view is that consumers can be coaxed into buying stuff that they generally would not buy.  Under the selling concept firms seek to sell what they have rather than make what the market wants.

The marketing Concept:  The marketing concept focuses on the needs of the consumer – need satisfaction seen as the main focus of the marketing effort.  This view holds that the firm is best served when it is involved in first determining the needs (wants) of its customers and prospective consumers and then meeting those needs using an integrated marketing mix (product, price, place, promotion).  Unlike the selling concept   The marketing concept rests on four main ideas: (1) target marketing (2) Customer need identification, 93) Integrated Marketing, (4) Profitability

The Societal Marketing Concept:  The societal marketing concept recognizes that the firm has a societal and ecological responsibility. Views the firm’s task as determining and meeting customer needs in a manner that preserves and enhances the well-being of the consumer and the society.

Stages of Economic Development

Stage I – Self-supporting Agriculture


Stage II – Pre-industrial or Commercial


Stage III – Primary Manufacturing

Stage IV – Non-durable and Semi-durable Consumer Products Marketing

Stage V – Capital Equipment and Consumer Durable Products Manufacturing


Stage VI – Exporting Manufacturing Products

The world’s economic system is interrelated.  Nations trade with each other to obtain products that they cannot produce or products that they do not produce in sufficient quantity. Tariff and non-tariff barriers reduce trade among nations.

As economies change so does marketing.  Among some of the ongoing changes in marketing are outsourcing, e-commerce, benchmarking, strategic alliances, globalization, relationship marketing, and direct marketing.  The extent to which these develop and or survive will depend upon economic development and customer response to marketing developments.

