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An Overview of 
Marketing



Learning Outcomes

Define the term marketing

Describe four marketing management 
philosophies

Discuss the differences between sales and 
market orientations

Describe several reasons for studying 
marketing and related jobs
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Define the term 

marketing



WHAT IS

MARKETING?

 The process of creating, 
distributing, promoting, 
and pricing goods, 
services, and ideas to 
facilitate satisfying 
exchanges with 
customers and develop 
and maintain favorable 
relationships with 
customers in a dynamic 
environment.



American 
Marketing 
Associatio

n

• Activity, set of institutions, and 
processes for creating, 
communicating, delivering, and 
exchanging offerings that have 
value for customers, clients, 
partners, and society at large



SIMPLY….

Marketing is the process of:

1. Understanding customer needs

2. Developing products/services
that provide superior customer 
value 

3. At fair and competitive prices

4. Distributed/Placed so 
consumers can access them

5. Promoted clearly and effectively 
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Beats By Dre Presents - 'Got No Strings'.mp4


Marketing Requires



Marketing is not sales…
Marketing is not advertising…

I will make all of your dreams come true, 

make you a wonderful wife and mother 

and you’ll live happily ever after

Marketing

I’m handsome, rich, sensitive, great 

communicator, drive a nice car, have a 

great body, and make pretty babies

Advertising

Trust me, he is a great lover & will make a 

great boyfriend and husband

Public Relations

I understand you would make a great 

husband and I will live happily ever after 

I will date only YOU!

Brand Loyalty



MARKETING IS COMPOSED OF

THREE DISTINCT ELEMENTS

• Research: 

• Understanding what 
customers (or potential 
customers) want

• Product Development: 

• Creating products, services 
and experiences that satisfy 
those desires

• Communication: 

• Letting customers know that 
your products and services 
will satisfy their desires and 
where they can buy it



MARKETING HAS TWO FACETS (SIDES)

Philosophy

• A philosophy, an 
attitude, a perspective, 
or a management 
orientation that stresses 
customer satisfaction.

• Delivering value & 
benefits to customers

• Building long term 
rewarding experiences

Organizational Function

• An organizational 
activity, set of functions 
performed by different 
departments

• Processes 

• 4 P’s (product, price, 
promotion & 
placement)



Marketing entails processes 
that focus on :  Delivering 
Value and Benefits

• Value in marketing is the 
difference between a prospective 
customer's evaluation of the 
benefits and costs of one product 
when compared with others.

• Benefit - Desirable attribute of a 
good or service, which a customer 
perceives he or she will get from 
purchasing.



Marketing is about satisfying consumers wants and needs

Developing products and services that meets those specific 
needs

A need is something you have to have, 
something you can't do without. (food)

A want is something you would like to 
have. It is not absolutely necessary, but it 

would be a good thing to have. (iPad) 

Begins with an understanding of consumers needs and wants
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• Aim

• Aquafresh

• Arm& Hammer 

• Babool

• Binaca

• Chlorodont

• Cibaca

• Close-Up

• Colgate

• Crest

• Darlie

• Doramad Radioactive 
Toothpaste

• Elmex

• Euthymol

• Fluorodine

• Gleem

• Ipana

• Kalodont

• Kolynos

• Lion Corporation

• Marvis

• Mentadent

• Meswak

• Pepsodent

• Promise

• Sensodyne .

• Signal

• Sozodont

• Stomatol

• Therabreath

• Tom's of Maine

• Ultra Brite

• Zendium

• Dant Kanti

• Fresh Moments



Teeth Whitening



STARBUCKS –
TRENTA -
THIRSTY



People often buy products not for what they do…. 
but for what they mean!

• Consumers “Buy” the concept of what 
that product/service will do for them, 
or help them do for themselves.

• People don't buy a car to own a good-
looking sculpture made of steel, 
plastic and glass. 

• They buy cars to get to work safely, 
to travel in comfort, to impress the 
world or to express their good taste.

• Selling customers on how the 
product actually improves their 
life and makes them a better 
person. 



Improving your life:  Steve Jobs

When everyone else was saying “1GB storage on your MP3 player”, telling people about the product, Apple went ahead and 

made you a better person, that has 1000 songs in your pocket.



UNDERSTAND

THE

DIFFERENCE…
“Here is what our product can 

do” 

vs. 

“Here is what you can do with 
our product”



Axe Shower Gel 
Ingredients

• Sodium laureth sulfate - a cleansing 
agent that may be derived from 
coconut. 

• Cocamidopropyl betaine is a cleansing 
agent known as a surfactant, meaning it 
degreases fats and suspends soil, which 
allows these substances to be washed 
away

• pH and thickening agents

• Citric acid - used to adjust the body 
wash's pH. 

• This prevents it from becoming 
too alkaline  

• Sodium chloride - as salt 



Axe Shower Gel

“Buy” the concept of what that product/service will do for them, or help them do for 

themselves.



WHAT ARE CUSTOMERS REALLY

BUYING?

• State Farm Insurance

• City College Education

• eHarmony

• Oreo

Dads Who Play Barbie® - Barbie.mp4
FRED WATER 'Pockets'.mp4
State Farm® - 'Jingle 2.0 Shopping'.mp4


Oreo



Most Recently…

OREO Dippers.mp4




The desired  outcome of marketing is an exchange

Exchange

Chapter 

PHOTO

Here

People giving up something to 

receive something they would 

rather have.

Normally, we think of money as the 

medium of exchange. 



Criteria needed for an exchange to occur

At Least Two Parties

Each party has something of 
value to the other party

Each party is capable of 
communication and delivery

Each party is free to accept or 
reject the exchange offer

Each party believes it is appropriate 
or desirable to deal with the other 

party 

Conditions for 
Exchange



Exchange will not necessarily take place even if 
all conditions exist

• But they must exist for an exchange to be possible.



Describe Four 
Marketing 

Management 
Philosophies



Marketing Management Philosophies

Societal Orientation

Marketing OrientationProduction Orientation

Sales Orientation

SocietalMarketingSalesProduction

Companies adopt one of four philosophies when deciding on how to create a 

firms marketing process. 



MARKETING MANAGEMENT PHILOSOPHIES

A company will select their philosophy by deciding on how to 
harness their internal strengths to reach their consumers. 



PRODUCTION ORIENTATION

Focus on internal capabilities 
of firm rather than desires and 

needs of marketplace

Uses the most sophisticated and 
efficient production processes to 

develop the best possible product in the 
most efficient way.

Firms look internally and 
decide how to proceed 

depending on their own 
capabilities. 

Firms that use this philosophy 
believe that they are utilizing their 

firm's strengths in the best way

Field of Dreams approach…

“If we build it, they will 
come.”

Chooses to ignore their customer's 
needs and focus only on efficiently 

building a quality product. 



Assumptions of a 
Production Oriented 
Company

• Businesses focus all efforts on 
efficiently building a better 
product, and the products will sell 
themselves.

• Products will sell if the quality is 
good enough.

• Customers will buy all that the 
business can produce if the price is 
fair.



Ashley Furniture



Ivory Soap - 1879



Evolving consumer needs



Apple has a history of a 
Production Orientation

 Apple tells US what we 
want.

 Product orientation is 
most effective when 
customers want the 
latest technologies and 
most advanced product 
features. 

 Works best when develop a 
product that is superior to 
competitors. 

 The more in-demand or 
superior benefits the more 
capable companies are of 
selling them. 

 The big limitation - little 
consideration is given to 
needs and desires in the 
marketplace.



Sales Orientation



Sales 
Orientation
• A sales-oriented business depends on 

promotions and outbound sales efforts 
to drive revenue. 

• Firms make a product it believes target 
customers want, and then aggressively 
sells it.

• Characteristics include:  

• Use aggressive selling methods

• A tendency to plan for the short-
term rather than the long-term

• The need for heavy promotion 
and the assumption that 
consumers will buy the product if 
the company makes it.



SALES ORIENTATION PHILOSOPHY

Belief – companies sell more 
product or services if very 

aggressive sales methods are 
used to gain higher sales. 
Central theme  = making items and 

making money. 

Rely heavily on promotion and 
a highly trained aggressive 

sales force.

Little attention is paid to changes in 
customer preferences or changes 

that take place in the market place. 

Not a long term sustainable 
orientation

Can’t convince people to buy what 
they don’t want or need.



MARKET-ORIENTATION PHILOSOPHY

Marketing

Orientation 

(Concept)

Communicative 

businesses that actively 

seek ways to understand 

what their customers want 

and create products 

specifically designed for 

those customers.



Characteristics of Marketing 
Oriented Companies

1. Find out what people want

• Invest in research and surveys

• Ask their customers for their opinions

• Want to know what their potential customers 
are looking for in products and services

2. Respond to market feedback

• Once businesses find out customers and 
prospects want, they meet or exceed those 
desires

3. Create excitement for their products and 
services

• Build anticipation for new releases by 
announcing new features and benefits based 
on what customers asked for

• Build communications matching 
product/service benefits to customers wants 
and needs





ACHIEVING A MARKETING

ORIENTATION FOR A START-UP

1. If you don’t enjoy it, don’t do it. You 
must love what you do.

2. Be innovative: Create something 
different that will stand out – that 
consumers want.

3. Your employees are your best asset. 
Happy employees make for happy 
customers.

4. Lead by listening: Get feedback from 
your staff and customers on a regular 
basis.

5. Be visible: Market the company and 
its offers by putting yourself or a 
senior person in front of the cameras.



SOCIETAL MARKETING ORIENTATION

Societal

Marketing

Orientation

Societal marketing is a marketing 

concept that holds that a company 

should make marketing decisions 

by considering consumers wants, 

the company's requirements, and 

society's long term interests.

• Climate change

• Depleting of ozone layer

• Fuel shortage

• Pollution

• Health issues

• Selling food items with ingredients that are 

sustainably farmed



Societal Marketing 
Orientation

• Suggests that to sustain long-term success, 
the company should develop a marketing 
strategy to provide value to the customer’s 
to maintain and improve both the 
customers and society’s well being better 
than the competitors.

• Societal Marketing is not Social Media 
Marketing

• It calls for sustainable marketing, 
socially and environmentally 
responsible marketing that meets the 
present needs of consumers and 
businesses while also preserving or 
enhancing the ability of future 
generations to meet their needs.



Examples

• McDonalds instituted and 
publicized a number of 
environmentally positive steps in 
its domestic operations by using 
lighter weight recycled paper and 
cardboard in packaging. 

• Adidas has embarked on a number 
of projects, all community-based, 
aimed at paying fare wages for 
local workers in underdeveloped 
countries and avoiding underage 
workers in their factories 



Warby Parker



QUESTIONS THAT HELP DETERMINE MARKETING ORIENTATION

Production

Sales

Marketing

Societal

What can we make or do best?

How can we sell more 
aggressively?

What do customers
want and need?

What do customers want/need, 
and how can we benefit society?

Orientation Focus
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Take 5…

• Your company president has decided to 
restructure the firm to make it more 
market oriented. She is going to announce 
the changes at an upcoming meeting. She 
has asked you to prepare a short speech 
outlining the general reasons for the new 
company orientation.

What bullet points does she need to make 
sure she addresses as it pertains to the 
company and management approach?



WHO’S IN CHARGE?

• Shift in power from manufacturers 
and retailers to consumers and 
users

• Internet used to access 
information

• Smarter shopping

• “Customer is now the boss”

• Jeff Bezos (Amazon) – Working 
backwards

• Studying customer and gaining deep 
insights to inform and guide 
companies’ outside-in views.



The Organizations Focus

Historically

• Technology

• Innovation

• Economies of scale

• Manufacturing

• Talent

• Raw materials 

• Suppliers

Currently

• Customer service

• Customer needs/wants

• Customer buying habits

• Competition

• Trends in marketplace

• Customer value

• Customer satisfaction

• Societal well-being



CUSTOMER

VALUE

The relationship 
between benefits 
and the sacrifice 
necessary to obtain 
those benefits.  

• Customer value ≠ high 
quality or price

• The quality customers 
expect sold at prices 
they are willing to pay



Customer Value 
Requirements

• Offer products that perform

• Earn trust

• Avoid unrealistic pricing

• Give the buyer facts

• Offer organization-wide commitment 
in service and after-sales support

• Co-create with customers



CUSTOMER SATISFACTION

Customer 

Satisfaction

The customers’ evaluation of 

a good or service in terms of 

whether that good or service 

has met their needs and 

expectations.



Customer Satisfaction



Relationship marketing is…

Strategy that focuses on 
keeping and improving 
relationships with customers.

• Truly profitably = keeping a 
current customer engaged, 
satisfied, and referring your 
products and/or services.

• 80/20 rule
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SUCCESSFUL CUSTOMER

RELATIONSHIP STRATEGIES:

◆ Customer-oriented personnel

◆ Every employee 
represents the firm in the 
eyes of the customer.

◆ Employee training programs

◆ Empowered employees

◆ Employees are given 
more authority to solve 
customer problems on 
the spot.

◆ Teamwork

◆ Emphasizing cooperation 
over competition while 
helping a customer. 



Reasons for Studying Marketing…

Transactions needed a day to feed, clothe, shelter our population.

Marketing makes all of this available when we want it, in quantities we want, at locations we frequent, 
and at prices we can afford.

Marketing plays 
an important role 

in society

Contributes directly to a businesses survival, profits and growth

Assessing customers wants & satisfaction, designing products, pricing policies, distribution strategies, 
and communication.

Basic understanding of 4 P’s is important to all business people

Marketing is 
important to 

business

Areas:  Professional selling, research, product design, retail buying, promotions, advertising.

Marketing offers 
outstanding 

career 
opportunities

We are all part of the marketing process.

Marketing plays a 
major role in 
everyday life



GREAT MARKETING JOBS

• PR  - Ciroc Vodka 

• Brand Manager – Pixar 

• Media Placement – NFL Super Bowl

• Distribution - KMART Martha Stewart Bedding

• Social media marketing – Uber

• Product development - FitBit

• Pricing Manager – Virgin America

• CEO – Your Own Small Business



“Marketing salaries for great marketers will double over the next 5 years.”



10 Lessons From Steve Jobs That 
Every Marketer Must Learn

1. Find good mentors.

2. Make a great product.

3. Stand for something.

4. Spend money.

5. Create experiences.

6. Keep secrets and build mystery.

7. Find an enemy.

8. Turn customers into evangelists.

9. Don’t talk about products.

10. Use pictures, not words.

Steve Jobs   Keynote MacBook Air.mp4



