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| At tThe end of this presentation,
you should be able to:

1. Know what marketing is and why you
should learn about it.

2. Understand the difference between
marketing and macro-marketing.

3. Know the marketing functions and why
marketing specialists—including
iInfermediaries and collaborators—develop
to perform them.

4. Understand what a market-driven
economy is and how it adjusts the macro-
marketing system.
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| At tThe end of this presentation,
you should be able to:

5. Know what the marketing concepft is—
and how it should guide a firm or
nonprofit organization.

6. Understand what customer value is and
why it Is Important to customer
satisfaction.

7. Know how social responsibility and
marketing ethics relate to the marketing
concept.

8. Understand the important new terms
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Marketing—What's It All Aboute

More than Selling or Advertising
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f)hings a Firm Should Do
INn Producing a Bike




“ Production vs. Marketing

Creates Customer Satisfaction
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Marketing Is Important fo You




| How Should We Define
Marketing?

and
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l[dentity Customer Needs

what’s wrong?

| help’

[ have a
headaehe




Marketing




| Macro-Marketing
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Separation Between Producers

and Consumers
Economles of Scale__ Lower Unit Cost

Output
Marketing Bridges the Gap!

-_ Marketing
Functions /




~ Marketing Facilitates Production
and Consumption (Exhibit 1-1)
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Spatial Separation

\

: : : Separation in Time
Discrepancies of Quantity

Separation of Information

Discrepancies of

Separation in Values
Assortment P

Separation of Ownershi



Universal Functions of Marketfing
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Who Performs Marketing Functionse

Transport
Firms

Ad Agencies
ISP's

Product
Testing Research

Firms Firms Consumers



Economics Systems
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Model of a Market-Directed Macro-
Marketing System (Exhibit 1-2)
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~ Marketing’s Role Has Changed
a Lot Over the Years




" The Marketing Concept
(Exhibit 1-3)
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Some Differences in Outlook between Adopfters of the
Markefing Concept... (Exhibit 1-4)

Aftfitudes foward
customers

Product offering

Role of marketing
research

Interest in innovation

Customer needs
determine company
plans.

Company makes
what it can sell.

To determine
customer needs and
how well company is
satisfying them.

Focus is on locating
new opportunities.

They should be glad
we exist, frying to cut
costs and bringing
out better products.

Company sells what it
can make.

To determine
customer reaction, if
used aft all.

Focus is on
technology and cost
cutfing.
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Some Differences in Outlook between Adopfters of the
Markefing Concept... (Exhibit 1-4)

Customer service

Focus of advertising

Relationship with
customer

Satisfy customers after
the sale and they'll
come back again.

Need-satisfying
benefits of goods and
services.

Customer satisfaction
before and after sale
leads to a profitable

long-run relationship.

Eliminate costs that do
not give value to
customer.

An activity required
to reduce consumer
complaints.

Product features and
how products are
made.

Relationship ends
when a sale is made.

Keep costs as low as
possible.




| The Marketing Concept and
Customer Value
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Putting It All Together (Exhibit 1-6)
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Govern
Markerti

In a country

of 250

million, is it possible
to have a
personal relationship

with everyone?

= UNITED STATES
’_ POSTAL SERVICE
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The Marketing Concept Applies in
Nonprofit Organizations

Will “Satisfied
Newcomers to Customers”
Marketing Offer
Support?
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- I.\IOt 2L The Bottom
Organized for .
: Line"
Marketing
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“The Marketing Concept, Social
Responsibility, and Marketing Ethics

Micro - Macro

r Needs :
© QUR ‘ Dilemma

Individual Needs

The Marketing Concept Guide% \
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Key Terms
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production

customer satisfaction
INnnovation
marketfing

pure subsistence
economy

macro-marketing
economies of scale

universal functions of
marketing

buying function

10. selling function

11,
12.
13.

14,
1.
16.

17.
18.
19.
20.

transporting function
storing function
standardization and
grading

financing

risk taking

market information
function

infermediary
collaborators
e-commerce
economic system
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Key Terms

22.

23.
24.
25.
26.

27.

28.
29.
30.

command economy

market-directed
economy

simple frade era
production era
sales era

marketing department
era

marketing company
era

marketing concept
production orientation
marketing orientation

32.
Sk
34.
35.

triple bottom line
customer value
micro-macro dilemma
social responsibility
marketing ethics



