Outline of Chapter 2

              MARKETING'S ROLE WITHIN

              THE FIRM OR NONPROFIT

              ORGANIZATION

              INTRODUCTION MARKETING'S

              ROLE HAS CHANGED A LOT

              OVER THE YEARS 

                  Transparency 7 "Stages of

                  Marketing Evolution"

                Specialization permitted

                trade--and middlemen met the

                need

                SIMPLE TRADE ERA--a time

                when families traded or resold

                their "surplus" output to local

                middlemen, who sold these

                goods to other consumers or

                distant middlemen.

                From the production to the

                sales era

                PRODUCTION ERA--a time

                when a company focuses on

                production of a few specific

                products--perhaps because

                few of these products are

                available in the market.

                SALES ERA--a time when a

                company emphasizes selling

                because of increased

                competition.

                To the marketing department

                era

                MARKETING DEPARTMENT

                ERA--a time when all

                marketing activities are

                brought under the control of

                one department to improve

                short-run policy planning and

                to try to integrate the firm's

                activities.

                To the marketing company era

                MARKETING COMPANY

                ERA--a time when in addition

                to short-run marketing

                planning, marketing people

                develop long range

                plans--sometimes 10 or more

                years ahead--and the whole

                company effort is guided by

                the marketing concept. 

              WHAT DOES THE MARKETING

              CONCEPT MEAN? 

                MARKETING CONCEPT--an

                organization aims all its efforts

                at satisfying its customers--at

                a profit.

                PRODUCTION

                ORIENTATION--making

                whatever products are easy to

                produce and then trying to sell

                them.

                MARKETING

                ORIENTATION--trying to carry

                out the marketing concept.

                  Transparency 8 (Exhibit

                  2-1) "Organizations with a

                  Marketing Orientation

                  Carry Out the Marketing

                  Concept" 

                  Overhead 10 "Marketing

                  Orientation"

                Customer satisfaction guides

                the whole system

                Work together to do a better

                job

                  Transparency 9 "A. A

                  business as a box (most

                  departments have high

                  fences)," and "B. Total

                  system view of a business

                  (implementing marketing

                  concept; still have

                  departments but all guided

                  by what customers want)"

                Survival and success require a

                profit 

              ADOPTION OF THE

              MARKETING CONCEPT HAS

              NOT BEEN EASY OR

              UNIVERSAL 

                Service industries are catching

                up

                It's easy to slip into a

                production orientation

                  Overhead 11 (Exhibit 2-2)

                  "Some Differences in

                  Outlook Between Adopters

                  of the Marketing Concept

                  and the Typical

                  Production-Oriented

                  Managers"

              THE MARKETING CONCEPT

              AND CUSTOMER VALUE 

                  Overhead 12 "The

                  Marketing Concept and

                  Customer Value"

                Take the customer's point of

                view

                Customer value reflects

                benefits and costs

                CUSTOMER VALUE--the

                difference between the

                benefits a customer sees from

                a marketing offering and the

                costs of obtaining those

                benefits.

                Customer may not think about

                it very much

                Where does competition fit?

                Build relationships with

                customer value

                L. L. Bean delivers superior

                value 

              MARKETING CONCEPT

              APPLIES IN NONPROFIT

              ORGANIZATIONS 

                Newcomers to marketing

                thinking

                Support may not come from

                satisfied "customers"

                What is the "bottom line"?

                May not be organized for

                marketing

                The marketing concept

                provides focus

                Nonprofits achieve objectives

                by satisfying needs

                  Overhead 13 "Nonprofit

                  Organizations and the

                  Marketing Concept"

              THE MARKETING CONCEPT,

              SOCIAL RESPONSIBILITY, AND

              MARKETING ETHICS 

                Society's needs must be

                considered

                SOCIAL RESPONSIBILITY--a

                firm's obligation to improve its

                positive effects on society and

                reduce its negative effects.

                Should all consumer needs be

                satisfied?

                What if it cuts into profits?

                The marketing concept guides

                marketing ethics

                  Overhead 14 "Social

                  Responsibility and

                  Marketing Ethics"

                  Overhead 15 (Exhibit 2-3)

                  "Code of Ethics of the

                  American Marketing

                  Association"

              THE MANAGEMENT JOB IN

              MARKETING 

                MARKETING MANAGEMENT

                PROCESS--the process of (1)

                planning marketing activities,

                (2) directing the

                implementation of the plans,

                and (3) controlling these plans.

                  Transparency 10 (Exhibit

                  2-4) "The Marketing

                  Management Process"

                Marketing managers should

                seek new opportunities

                Strategic management

                planning concerns the whole

                firm

                STRATEGIC

                (MANAGEMENT)

                PLANNING--the managerial

                process of developing and

                maintaining a match between

                an organization's resources

                and its market opportunities. 

              WHAT IS MARKETING

              STRATEGY PLANNING? 

                MARKETING

                STRATEGY--specifies a target

                market and a related

                marketing mix.

                TARGET MARKET--a fairly

                homogeneous (similar) group

                of customers to whom a

                company wishes to appeal.

                MARKETING MIX--the

                controllable variables which

                the company puts together to

                satisfy a target group.

                  Transparency 11 (Exhibit

                  2-5) "A Marketing Strategy"

              SELECTING A

              MARKET-ORIENTED

              STRATEGY IS TARGET

              MARKETING 

                Target marketing is not mass

                marketing

                TARGET MARKETING--a

                marketing mix is tailored to fit

                some specific target

                customers.

                MASS MARKETING--the

                typical production-oriented

                approach that vaguely aims at

                "everyone" with the same

                marketing mix.

                  Overhead 16 "Target

                  Marketing vs. Mass

                  Marketing"

                  Transparency 12 (Exhibit

                  2-6) _Production-Oriented

                  and Marketing-Oriented

                  Managers Have Different

                  Views of the Market"

                Mass marketers may do target

                marketing

                Target marketing can mean

                big markets and profits 

              DEVELOPING MARKETING

              MIXES FOR TARGET

              MARKETS 

                There are many marketing mix

                decisions

                The four "Ps" make up a

                marketing mix

                  Transparency 14 (Exhibit

                  2-7) "A Marketing

                  Strategy--Showing the 4 Ps

                  of a Marketing Mix"

                  Overhead 17 "The Four

                  "Ps" and Marketing Mix

                  Planning"

                -Customer is not part of the

                marketing mix

                  Transparency 15 (Exhibit

                  2-8) "Strategy Decision

                  Areas Organized by the

                  Four Ps"

                Product--the good or service

                for the target's needs

                  Transparency 13 "Product" 

                Place--reaching the target

                CHANNEL OF

                DISTRIBUTION--any series of

                firms (or individuals) who

                participate in the flow of

                products from producer to final

                user or consumer.

                  Transparency 16 (Exhibit

                  2-9) "Four Examples of

                  Basic Channels of

                  Distribution for Consumer

                  Products"

                Promotion--telling and selling

                the customer

                PERSONAL SELLING--direct

                communication between

                sellers and potential

                customers.

                MASS

                SELLING--communicating

                with large numbers of

                customers at the same time.

                ADVERTISING--any paid form

                of nonpersonal presentation of

                ideas, goods, or services by an

                identified sponsor.

                PUBLICITY--any unpaid form

                of nonpersonal presentation of

                ideas, goods, or services.

                SALES PROMOTION--those

                promotion activities--other than

                advertising, publicity, and

                personal selling--that stimulate

                interest, trial, or purchase by

                final customers or others in

                the channel.

                Price--making it right

                Each of the four Ps

                contributes to the whole

                Strategy jobs must be done

                together

                Understanding target markets

                leads to good strategies

                Market-oriented strategy

                planning at Toddler University 

              THE MARKETING PLAN IS A

              GUIDE TO IMPLEMENTATION

              AND CONTROL 

                Marketing plan fills out

                marketing strategy

                MARKETING PLAN--a written

                statement of a marketing

                strategy and the time-related

                details for carrying out the

                strategy.

                  Overhead 18 "The

                  Marketing Plan"

                Implementation puts plans into

                operation 

                IMPLEMENTATION--putting

                marketing plans into operation.

                OPERATIONAL

                DECISIONS--short-run

                decisions to help implement

                strategies.

                  Transparency 17 (Exhibit

                  2-10) "Relation of Strategy

                  Policies to Operational

                  Decisions for Baby Shoe

                  Company"

                Control is analyzing and

                correcting what you've done

                All marketing jobs require

                planning and control

                Several plans make a whole

                marketing program

                MARKETING

                PROGRAM--blends all of the

                firm's marketing plans into one

                "big" plan.

                  Transparency 18 (Exhibit

                  2-11) "Elements of a Firm's

                  Marketing Program"

                  Overhead 19 "Marketing

                  Program"

              THE IMPORTANCE OF

              MARKETING STRATEGY

              PLANNING 

                Time for new strategies in the

                watch industry 

                  Transparency 19

                  "Marketing Manager's

                  Framework"

              CREATIVE STRATEGY

              PLANNING NEEDED FOR

              SURVIVAL 

                Focus on "best practices" for

                improved results

                  Transparency 20 (Exhibit

                  2-12) "Distribution of

                  Different Firms Based on

                  Their Marketing

                  Performance"

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 2

              Transparency 153

              (S&S Mills Carpet) "Shopping for

              new carpet? Don't get burned!"

              Pricing decisions are a key

              element of the marketing mix.

              Transparency 155

              (Minolta) "Does your copier look

              like this most of the time?"

              Really understanding a

              customer's needs is key to

              developing a better product. And

              the product may need to include

              more than a physical good.

              Service is important for many

              products, and often it IS the

              product.

              Transparency 160

              (Fujitsu) "Want to know how to

              distance yourself from your

              competitors? Get closer to your

              customers."

              In today's highly competitive

              markets, firms that adopt the

              marketing concept and seek

              better ways to build relationships

              with customers have the edge.

              Fujitsu has developed computing

              systems that help such firms

              quickly access customer data and

              do a better job answering

              customer questions--whether

              they come in by phone or over

              the Internet.

              Transparency 162

              (Diamond Crystal Specialty

              Foods) "Everything from soup to

              hazelnuts."

              Part of the marketing

              responsibility is to provide

              customers with an array of

              products that meet their

              ever-expanding needs and wants.

              Satisfied customers usually

              become loyal customers.

              Transparency 166

              (IBM) "Hidden costs? What

              hidden costs?"

              A firm's product may be a

              physical good, a service, or a

              combination of the two. There are

              some special challenges when

              the product is a service (as with

              IBM-Net) because it can be

              harder for the customer to

              evaluate before the purchase.

              Transparency 167

              (Mead) "Profits you can plan on."

              Firms that adopt the marketing

              concept look for better ways to

              meet customer needs. When a

              customer purchases a Mead Day

              Planner and is satisfied with it,

              there is the opportunity to create

              a long-term relationship with the

              customer and spur future sales of

              refills.

              Transparency 170

              (Vaseline Intensive

              Care-Chesebrough-Pond's)

              "There's dry skin. And the way to

              heal it."

              This ad for Vaseline Intensive

              Care does a good job of

              communicating the product's

              benefits and the consumer needs

              that it addresses. A consumer

              with dry skin problems is likely to

              view this product as having

              superior customer value because

              its benefits outweigh its cost.

              Transparency 175

              (Timken) "If gnats had wheels,

              we'd make the bearings."

              Firms that adopt the marketing

              concept look for new and better

              ways to meet customer needs.

              Transparency 186

              (United States Postal Service) "In

              a country of 250 million, is it

              possible to have a personal

              relationship with everyone?"

              The United States Postal Service

              has begun to apply the marketing

              concept and is promoting its

              services to firms that are trying to

              target personalized

              communications to individual

              consumers--to help develop

              closer customer relationships.

              Transparency 194

              (KitchenAid) "Mom had a

              KitchenAid dishwasher. I have a

              KitchenAid kitchen."

              Marketing thinking doesn't just

              focus on getting a one-time sale

              but rather on satisfying

              customers so well that they

              become loyal repeat

              customers--for a lifetime!

              Transparency 195

              (Ameritech) "Need a sure bet?

              We'll deal you a winning hand!

              Ameritech PrePaid Phone Card."

              Ameritech's goal is to offer good

              customer value. It wants

              customers to see the benefits of

              providing prepaid phone cards as

              greater than the costs.

              Transparency 202

              (Boy Scouts of America) "NASA

              didn't just say to Jim Lovell, 'Hey,

              you look like a good guy, want to

              go to the moon?'"

              Marketing is being more widely

              accepted by nonprofits--including

              organizations like the Boy Scouts

              of America.

              Transparency 210

              (Fairfax County, Virginia) "Fairfax

              County has one of the best

              educated populations in the

              country."

              Marketing is relevant to all types

              of organizations, including

              government agencies. Fairfax

              County, Virginia produced this ad

              to promote its educated

              population as a good pool of

              employees for businesses

              searching for a place to locate

              facilities.

              Transparency 221

              (Mobil) "It's two of the safest

              ships ever built."

              A firm has an obligation to

              improve its possible effects and

              reduce its negative effects on

              society. Being socially

              responsible sometimes requires

              difficult trade-offs for a company,

              but as part of its attention to

              protecting the environment, Mobil

              is building its new supertankers

              with an inner hull and an outer

              hull--which reduces the risk of

              environmental damage from an

              oil spill (but increases the

              transporting cost).

              Transparency 223

              (Newell) --Whatever it takes, we'll

              get it to you."

              This ad points out to Newell's

              target customers that the

              business it's in is "service,

              service, service, service,

              service..." Newell produces and

              distributes a wide variety of

              goods--ranging from Anchor

              Hocking Glass to Berzomatic

              brazing torches. Yet, it knows

              that the physical goods alone will

              not satisfy customers if they don't

              get the service support that they

              need.

