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Marketing Introduction
Marketing:
the process of planning, pricing, promoting, selling and distributing ideas, goods or services to create exchanges that satisfy customers

· Goods =
tangible items that have monetary value and satisfy customer needs and wants

e.g., MP3 player; Nike shoes; Parasuco jeans; Honda Civic; LG cell phone

· Services = 
intangible (i.e. you cannot touch them) items that have monetary value and satisfy customer needs and wants

often involves a task, such as tricking out your Civic, cutting your hair, showing you a movie, removing your infected appendix, etc.

· Marketplace = commercial environment where exchanges occur (stores, internet, etc.)
· Marketing is ongoing and continually changing, since market conditions, competition, the economy, technology and customer preferences continually change

· Successful marketing requires knowledge in four key areas (the Foundations):

	Marketing Foundation
	Description

	Business, management, entrepreneurship
	· Understanding the basics of business, management and entrepreneurial concepts that affect business decision making

	Communication and interpersonal skills
	· Understanding concepts, strategies and systems needed to interact effectively with others

	Economics
	· Understanding the economic principles and concepts that are basic to marketing

	Professional development
	· Understanding concepts and strategies needed for career exploration, development and growth


· Knowledge in these foundational areas will enable you to successfully implement the seven major functions of marketing:
	Marketing Function
	Description

	1.  Product/Service Management
	· Obtaining, developing maintaining and improving a product or product mix in response to market opportunities

· Marketing research is an integral part

	2.  Promotion
	· Activities intended to inform, persuade, or remind potential customers about your products or services

· Most visible form is advertising (radio, TV, magazine, newspaper, internet, movies, direct mail, billboards…)
· Also used to improve a company’s public image, through ethical or environmentally friendly practices

	3.  Pricing
	· Decisions regarding how much to charge customers for goods or services to make a certain profit target
· Dependent on your costs, but also competitor prices and what customers are willing to pay

	4.  Distribution (Place)
	· Process of deciding how to get your product into the customers’ hands
· Will you use your own stores, other companies’ stores, the internet, a combination of these?

· Shipping via truck, train, ship or plane, locally, nationally or internationally

· Involves computer networks and databases for effective tracking and monitoring

· Some companies specialize in doing this for you, such as FedEx, UPS, Canada Post

	5.  Selling
	· Provides customers with the goods/services they want
· Influencing customer purchasing decisions

· Can be retail (to customers) or commercial (to other businesses)

· Requires accurate determination of customers’ needs and wants and demonstrating how your product or service best meets their needs

	6.  Marketing Information Management
	· Gathering info about customers, trends and competition, storing it and analyzing it
· Market research studies can provide valuable info

· Computerized inventory, cash registers and internet applications allow storage of information to better target customers and manage relationships with them

	7.  Financing
	· Can involve decisions regarding extending credit to customers through charge cards, payment or layaway plans, and leasing or financing purchase options


The Marketing Concept

· the idea that a business should endeavour to satisfy customers’ needs and wants while also generating an acceptable profit for the firm

· repeat customers keep a firm in business (studies show it costs a business ten times as much to generate a sale from a new customer than from an existing customer)

· customer satisfaction is most important, and must receive a consistent message

· Customer Relation Management (CRM) combines customer information (from computers and databases) with customer service and marketing communications to create better one-on-one communications with the customer[image: image1.png]
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