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Chapter 1:  What is Marketing?
Marketing Goods and Services
Marketing is-
· Convincing consumers to buy goods or services by means of advertising, merchandising, product placement, social media, endorsements etc.
· Marketing connects suppliers with end users.
True marketing starts out with the customers, their demographics, related needs and values.  It does not ask, “What do we want to sell?”  It asks, “What does the customer want to buy?”  It does not say, “This is what our product or service does.”  It says, “These are the satisfactions the customer looks for.”

Peter Drucker 
No business can survive without marketing:

1. Manufacturers market their products to potential consumers.

2. Politicians market their ideas to potential voters.

3. Service businesses market their expertise to potential customers.

4. Not-for-profit organizations market their cause to potential donors and their benefits to potential clients.

5. Individuals market themselves every day.

Goods and Services (Two types: industrial and consumer)

· a good is a product. Ex: shoes, tires, toys, etc.
· a service is the performance of an act that is helpful to others. Ex: a mechanic’s service, a lawyer’s service, a hairdresser’s service, fundraising efforts, etc.
Industrial Goods – products used in business to make other products or to assist in business operations. (raw materials, processed goods, finished goods)

Industrial Goods, as a rule, do not need as much marketing as consumer goods.
Why?
Raw  
Processed
Finished

Grain
Flour
Bread

Evolution of the Marketing Concept
· Marketing is more important today then it was yesterday (Supply & Demand, Recession)
· Supply is the quantity of goods that a supplier has available to sell 
· Demand  is the amount of goods that consumers are willing/want to purchase 
· The price of an item will go down if the supply increases or if the demand for the item decreases. 
· The price of an item will go up if the supply decreases or if the demand for the item increases  (Scat Coffee)
· When demand is high, excessive marketing is not needed as the product sells itself.
Marketing Concept Today –the idea that a business or organization must consider both its potential customers and its competitors in every important business decision.  
· Consumers now realize their power in the market place and demand things; safer cars, healthier choices, better quality etc.
Businesses need to:

1. Identify an opportunity in a specific consumer or industrial market.

2. Ensure that the opportunity has not already been met in the competitive market.

3. Use appropriate marketing strategies to organize marketing plans and to sell its product or service successfully.

Marketing Activities

· Research – gathering information about consumers and the marketplace

· Product development – creating the product with the information that is gathered

· Packaging – providing protection and getting attention

· Pricing – setting a price that the consumer will pay and you still make a profit
· Branding – establishing a trademark, logo etc.

· Sales  personal sellilng etc.
· Distribution – getting goods from point A to point B
· Inventory management – a system that controls what a business has in stock and what it needs
· Storage – ex. Warehouse
· Promotion – how you will make your product known
Consumer Market – refers to all those consumers who are or may become interested in a particular product or service.

· Consist of all current and future consumers

All marketing efforts are directed at a specific group of consumers, this is called the target market.  

Target Market:  any group of consumers to whom marketers want to sell their products and/or services to.

Aggregate market – the target is everybody.

Differentiated markets – the market is characterized in some way; for example, by income, geographical location, personal values, gender, or age.

Competitive market – comprises of all the products or services that compete with one another for consumer’s money within a specific category. (flavoured sparkling water, toys)

Marketing Mix
The Four P’s

Product (or Service) 
· What are you selling?
· Is the product or service something customers will want to buy?
· Will it be of benefit to them?
· Will it meet their needs?
Place 
· How will the product or service get to the customer?
· What channels of distribution are needed?
· When should the product or service be in stock or ready?
· Where will the product or service be made available? 
Promotion 
· How will customers be made aware that the product or service is available?
· Which of the following promotional activities will be best for this item: advertising, personal selling, publicity, sales promotion or e-marketing? 
Price 
· How much are customers willing and able to pay?
· What is the best price to charge to earn a max profit? 
Packaging – the “silent salesperson”, sometimes known as the fifth P
· Most visible factor and it promotes the brand, preserves,  and protects  (medicine in child-proof containers)
· Can make a product more convenient to use or to store.  (E.g. many frozen foods are now packaged in containers that can be used in the microwave.)
The Four C’s 
Customer – Who is your customer?  What are their needs?  What makes them tick? 
Competition – What competition exits?  What are their strengths and weaknesses?

Cost – What will your product cost?  What are customers willing to pay? What effect will the cost have on it’s perceived value?
Communication – How will you communicate your offering to customers?  What method will you use?
Collaboration - Can you identify any allies or partners willing to promote your product/service with you?
· Can you share a website?
Marketing Strategies - Brand Strategies vs Distribution Strategies (Push, Pull and Combination Strategies)

Brand Strategies 
· The primary goal of any brand strategy is to communicate the value of the product or service to the consumer.  (Value Equation)

· Marketers will communicate the benefits and create a positive value equation.
Push Vs Pull Strategies

Push Strategy
· Sells the product to retailers, importers or wholesalers. 
· “Taking the product to the Customer.”
· Marketers focus all of the promotional activities on the distributor, which is most often the retailor.  This can include:
· Buying incentives, promotional discounts, prizes, point of sale displays, trade shows, packaging, and negotiations with retailers.
Pull Strategies

· Attempts to increase consumer demand directly 
· “Getting the customer to come to you”
· Manufacturers and importers try to convince consumers that they need the product
· Advertising and mass media promotion
· Word of mouth referrals
· Customer relationship management
· Sales promotions and discount
Combination Strategy
· The pull strategy is difficult to use alone, so the push and pull are often used together.

