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Learning Outcomes

LLO!| Define the term marketing

Describe four marketing management
philosophies

L.O?

3| Discuss the differences between sales and
LO . .
market orientations

1.0%| Describe several reasons for studying
marketing and related jobs
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WHAT IS MARKETING?

e 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 Neutrogena
environment. B i

o
KRN




American Marketing Association

- 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

2.

B W

needs
Developing

value

At fair and competitive prices

oroducts/services that
provide superior customer

Distributed/Placed so

consumers can access them
Promoted clearly

effectively

and



Beats By Dre Presents - 'Got No Strings'.mp4

Marketing Requires

Product

L
[~
-
L

Price

Promotion

Promotion

FUNCTIONALITY, APPEARANCE,
QUALITY, PACKAGING, BRAND,
WARRANTY, SERVICE/SUPPORT

LIST PRICE, DISCOUNTS, ALLOWANCES,
FINANCING, LEASING OPTIONS

CHANNEL MEMBERS, CHANNEL
MOTIVATION, MARKET COVERAGE,
LOCATIONS, LOGISTICS, SERVICE
LEVELS

ADVERTISING, PERSONAL SELLING,
PUBLIC RELATIONS, MESSAGE, MEDIA,
BUDGET



Marketing is not sales...
Marketing is not advertising. ..

I understand your needs. I will help you
become a wonderful career woman, wife
and mother and do dishes and change

diapers.
I '
Marketing

I’'m handsome, rich, sensitive, great
communicator, drive a nice car, will buy
you nice things, I will be a great husband,

ete.

Advertising

Trust me, he is a great man & will be a
perfect communicator and husband

h B ¢

Public Relations

I understand you would make a great
husband and I will live happily ever after.
Let’s stop dating other people.

t e

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: s
- Letting customers know that your 14 Peanuts

2 Dates

products and services will satisfy their NoBS.
desires and where they can buy it

t Butter

Peanu /\\
Chocolate




-
MARKETING HAS TWO FACETS

Philosophy Organizational Function

- A philosophy, an attitude, - An organizational activity,

a perspective, or a set of functions performed

management orientation by different departments

that stresses customer - Processes

satlsi_‘act_lon. | - 4 P’'s (product, price,

- Delivering value & benefits to promotion & placement)

customers

- Building long term
rewarding experiences




Marketing entails processes that focus on :
Delivering Value and Benefits

- Value is the usefulness, worth
and importance of products and
services in the minds of
customers.

- Stems from how well a product fulfills
customers needs and matches
customer preferences

- Customer value is the
satisfaction a consumer feels
after making a purchase for
goods or services relative to
what she must give up to
receive them.

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

Value

Functionality &
Features

Identity

Safety

Usability

Performance

Customer
Experience

Convenience

Visual Appeal

Reliability

Compatibility &
Integration

Brand Image

Accomplishment

Sensory Appeal

Productivity

Values

Social Status

Comfort

Engagement

Efficiency

Refinement




Value Proposition Template

VALUE PROPOSITION TEMPLATE

FOR

WHO

WE
PROVIDE

THAT

UNLIKE

WHO

OUR
COMPANY

THAT

[the target customer]

[specific needs, requirements, demands, buying crtera)

[soluticn nome,/descripfion]

[gives specific business benefits/value to clients]

[the competition]

[provide solution, features, funclions, benefits]

[better approach, solution, funcfions, benefits]

[offers o better customer experience]

PN TEAR HERE Aestotlctramproductifiod’”

PREMIUM
DOG FOOD

#1 /kgw/zwfa
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Benefit

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

Market benefits,
not features.

FEATURES

BENEFITS

4 4 4
Jd 4




Sell benefits, not features

better
than the bitch
from accounting
at the end of

year party




Marketing is about satisfying consumers wants and needs

@ Begins with an understanding of consumers
© needs and wants

something you can't do without. (food)

and Se rV|CeS th at mGEtS A want is something you would like to

have. It is not absolutely necessary, but

: Developl ng prOd UCtS A need is something you have to have,
thOse SpeC|f|C needs it would be a good thing to have. (iPad)



Aim
Aquafresh

Armé&
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
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Teeth Whitening
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STARBUCKS — TRENTA - Thrsty

STARBUCKS INTRODUCING NEW SIZE
FOR ICED DRINKS

The Trenta is 325 ml larger than Starbucks’ “Venti” cup for iced
drinks, which currently is its largest size on offer.

ADULT HUMAN STOMACH

verage city: About 900 mi
Volume: 591 mi Volume: 916 ml Muhnm?;acnr 2,000 — 4,000ml

SOURCE: STARBUCKS, COMPTONS ENCYCLOPEAINA ONLINE Va0, CORTIS, MELENA & N. SUE BARNES; INVITATION TO BOUOGY sTH EINTION
ANDEEW BARKR ) NATRONAL POST




People buy products not for what they do.... But for what they mean...

- “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.

- Marketers: “Selling customers on
how the product actually
improves their life and makes
them a better person.”




ler® Watc X +

Search

Registries & Lists Weekly Ad REDcard @ restock (

$29.49
ler” Watch with Leather Strap - Silver/Brown T20041JT WHRR 6

Save and watch price

Quantity: | 1

Shipping to 94

Get it by Wed, Ja
shipping on $35

Buy in store
Limited stock at

LU

Visit store to purt

Check other store

i if Registry/List

Help us improve

Q

About this item

Details Shipping & Returns Q8A (3) What's GiftNow?




Improving your life: Steve Jobs

iPod.
@- 1000 songs in your pocket.

Welcometo the digital musicrevolution. 7500 50ngs in your pocket. | 1~ 11 voc 111 v

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...

e ———

“Here is what our
product can do”

VS.

“Here is what you can
do (feel-like) 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




WHAT ARE CUSTOMERS REALLY BUYING’

- State Farm
Insurance

- City College
Education
-eHarmony

- Oreo

uuuuuuu
LLLLLLLLLLLLLLLLLLLLL



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

Oreo
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The desired outcome of marketing Is an exchange

Exchange

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




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 Philosophy Timeline

Turn of the
Century 1920
| |

Production

Production Orientation Marketing Orientation
Sales Orientation Societal Orientation




e
MARKETING MANAGEMENT PHILOSOPHIES

Four competing philosophies strongly
influence an organization’s marketing

Processes

Production internal capabilities of the firm rather than
needs of marketplace

aggressive sales techniques and belief that

Sales high sales result in high profits
satisfying customer needs and wants while
Market meeting objectives
satisfying customer needs and pi——
Societal wants while enhancing individual and ‘

societal well-being




-
PRODUCTION ORIENTATION

78 »

°
Focus on internal Firms look internally and Field of Dreams approach...
capabllltl_es of firm rather decide how to pro_ceed “If we build it, they will
than desires and needs of depending on their own come.”
marketplace capabilities.
Consumers will favor products that are Does not take into consideration Chooses to ignore their customer's
available and highly affordable, and product/service meets needs or desire needs and focus only on efficiently
management should focus on of consumers in marketplace building a quality product. This type of
improving production and distribution company believes that if they can make
efficiency. the best .

- What can we make or do best?



Assumptions of a Production Oriented Company

- Management should focus all
efforts on improving the quality of
their products, and the products will
sell themselves.

- We can sell any product if the
quality is good enough “They can have any color they want,

- Our customers will buy all that we as long asits black™- — Henry Ford
can produce if our price if fair
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Apple has a history
of a Production
Orientation

e Apple tells US what we want.

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

e Works best for
products/services that are
superior to competitors.

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

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




e
Sales Orientation la % y

'l’umoﬂho

Production

Production internal capabilities of the firm rather than
needs of marketplace

Sales aggressive sales techniques and belief that
high sales result in high profits
satisfying customer needs and wants while
Market meeting objectives

satisfying customer needs and
Societal wants while enhancing individual and
societal well-being



SALES ORIENTATION PHILOSOPHY

&

Belief —you sell
more product or
services if very
aggressive sales
methods are used to
gain higher sales.

Central theme = making
items and making money.

)4

SR

Rely heavily on
promotion and a
highly trained
aggressive sales
force.

These firms lack
understanding of the
needs and wants of
the marketplace.

=

Firms make a
product it believes
target customers
want, and then

aggressively sells it.

M

S
Problem - does not
focus on what the
customer and market
requires.

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

- How can we sell more aggressively?



e
MARKET-ORIENTATION PHILOSOPHY

Marketing The idea that the social
Concept and economic justification
for an organization’s
existence is the
satisfaction of customer
wants and needs while

A meeting organizational

B \&= objectives.

- What do customers want and need?



Market Orientation

Focusing on customer wants and needs to distinguish products from
competitors’ offerings

P Integrating all the organization’s activities to satisfy customer wants

dxrd Achieving the organization’s long-term goals by satisfying customer wants
2 and needs legally and responsibly

depend on an aggressive sales force but rather on a customer’s decision to

3 Market orientation: a philosophy that assumes that a sale does not
purchase a product; it is synonymous with the marketing concept




Achieving a
Marketing
Orientation

A company invests time researching current trends in a given market.

Obtaining information about customers, competitors,
and markets

Determine how to deliver superior customer value and implement actions to
provide value to customers

Upon introduction, the company advertises the products as items that consumers
already want rather than convincing them that the products are something they
should want.

For example, if a car company engages in market orientation, it will research what consumers most
want and need in a car rather than produce models meant to follow the trends of other
manufacturers.




e
SOCIETAL MARKETING ORIENTATION

An organization exists not only

Societal to satisfy customer wants but
Marketing also to preserve or enhance
Orientation individuals’ and society’s long-

term best interests.

Climate change

Depleting of ozone layer
*  Fuel shortage

greengro «  Pollution

Health issues

«  Selling food items with ingredients that are
- o




THE SOCIETAL MARKETING CONCEPT

- Been around for over
30 years, did not get
widespread support - Ll o W
until early 2000. Linkedin for Good

- The societal marketing
approach tends to
balance the pursuit of
business profits with
consumer desires and
society's best interests.

THIS BAG
PROVIDES
WATER

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


TOMS Roasting Co. -- It all starts with a need....mp4

Body Shop

- The Body Shop is a
cosmetic company
found Anita Roddick.
The company uses
only vegetable based
materials for its
products. Against
animal testing,
supports community
trade, activate Self-
Esteem, Defend
Human Rights.



lushcosmetics © I Bl

Charitable G

We believe...

We believe in making effective products from fresh
organic* fruit and vegetables, the finest essential oils
and safe synthetics.

We believe in buying ingredients only from
companies that do not commission tests on animals
and In testing our products on humans.

We invent our own products and fragrances. We
make them fresh* by hand using little or no
preservative or packaging, using only vegetarian
Ingredients and tell you when they were made.

We believe in happy people making happy soap,
putting our faces on our products and making our
mums proud.

We believe in long candlelit baths, sharing showers,
massage, filling the world with perfume and the right
to make mistakes, lose everything and start again.

We believe our products are good value, that we
should make a profit and that the customer is always
right.

We believe that all people should enjoy freedom of
movement across the world.

*We also believe words like “fresh” and “organic”
have an honest meaning beyond marketing.


https://www.lushusa.com/new/

QUESTIONS THAT HELP DETERMINE MARKETING ORIENTATION

Orientation Focus




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 Currently
- Technology - Customer service
- Innovation - Customer needs/wants
- Economies of scale - Customer buying habits
- Manufacturing - Competition
- Talent - Trends in marketplace
- Raw materials - Customer value
- Suppliers - Customer satisfaction

- Societal well-being




Customer want value....

Requirements

- Offer products that perform
* Earn trust

 Avoid unrealistic pricing

* Give the buyer facts

» Offer organization-wide \ W (elling fime nerer lecked se-goed
commitment in service and %
after-sales support

* Co-create with customers




CUSTOMER SATISFACTION




Customer Satisfaction

Fix it, improve

it, make
changes \

Ask customers

if they like the Sell the
new product

improved
product
Assess
progress
(is it

selling?)



-
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




| ( R E \XI WOMEN MEN GIRLS BOYS SALE
*

MILLARD DREXLER

We know there are a lot of choices when it comes
to where you shop, so on behalf of the entire team,
I want to personally thank you for being a J.Crew
customer. As we head into 2016, our most important
mission continues to be providing you with the very
best in design, quality and service. We look forward
to seeing you in the new year.

If there is anything we can ever do better, please
don’t hesitate to let us know: 24-7@jcrew.com.

WISHING YOU
A VERY HAPPY NEW YEAR.

bttty




RE: A special thank-you

Marilyn Goodman

Se

Tao

nt Mon 1/11/2016 8:43 AM
‘Mickey Drexler, 1.Crew'

Dearest ). Crew,

I am a marketing professor at City College of San Francisco as well as an obsessed J. Crew customer. (just ask my students). Of allthe promotions you have executed in the past year, | have to say this

“personalized” letter from Mickey completely reinforced by loyalty to ). Crew as a customer. Good work.

Marilyn Goodman

P.5. Please tell Mickey that if he ever wants to come guest lecture, my students would love to hear him speak about retail marketing.

From: Mickey Drexler, J.Crew [mailto:jcrew@email.jerew.com]

Sent: Friday, January 1, 2016 1:55 PM
To: Marilyn Goodman
Subject: A special thank-you

From the desk of...

J.CREW

WOMEN

MEN

GIRLS

View on a web browser

BOYS

SALE

MILLARD DREXLER




RE: A special thank-you [#2316942]

William H. Gardner <William.Gardner@JCrew.Com:> on behalf of J. Crew 24-7 <24-7@JCrew.Com>

© Click here to download pictures. To help protect your privacy, Outlook prevented automatic download of some pictures in this message.

Sentt Thu 1/14/2016 12:48 PM
To Marilyn Goodman

Hi Marnilyn,

Thanks so much for your resp — really appreciate you taking the time to wrte. So glad to hear that vou love what we've been domg, and smcerely value vour words of support re shared vour note with the team, and
hope vou won't hesitate to reach out if we can help with anvthing — always available.

Sincerel,
Wl

Wilkam Gardner

J- Crew | Madewell
One Ivy Crescent
Lynchburg, VA 24513
434316.5463

From: marilyn@thegoodmans.com [mailto: marilyn@thegoodmans.com]
Sent: Monday, January 11, 2016 11:44 AM

To: 1. Crew 24-7

Subject: RE: A special thank-you [#2316942]

Dearest 1. Crew,

I am a marketing professor at City College of San Francisco as well as an obsessed ). Crew customer. (just ask my students). Of all the promotions you have executed in the past year, | have to say this
“personalized” letter from Mickey completely reinforced by loyalty to J. Crew as a customer. Good work.

Marilyn Goodman

P.S. Please tell Mickey that if he ever wants to come guest lecture, my students would love to hear him speak about retail marketing.

From: Mickey Drexler, J.Crew [mailto:jcrew@email.jerew.com]
Sent: Friday, January 1, 2016 1:55 PM

To: Marilyn Goodman

Subject: A special thank-you




SUCCESSFUL CUSTOMER RELATIONSHIP
STRATEGIES:

Customer-oriented personnel
Every employee represents

the firm in the eyes of the »”
customer.
Employee training programs N O RDSTR OM

Empowered employees

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

Teamwork

Emphasizing cooperation
over competition while
helping a customer.




e
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
el frequent, and at prices we can afford.

society

 Contributes directly to a business's survival, profits and growth

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

important to

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

» 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

— ) N S




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

UL S LTI

= ] = .
- CEO — Your Own Small Business R

@i america




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

Assistant Marketing Manager Salaries in San Francisco, CA

45zlaries Updated Feb &, 2017

Mational Avg Min Max
[ |

$63,996 $aak $91k

San Francisco, CA Area Avg Min Max

$78,205. $56k £107k

Your Market Waorth

Get 3 free, personalized salary
estimate based on today's Know Your Worth
XX XXX market

How much does a Assistant Marketing Manager make in San Francisco, CA?

The average salary for a Assistant Marketing Manager in San Francisco, CA is $63.996. That is
22.2% higher than the national median salary of $63,994. Salary estimates are based on Assistant
MMarketing Manager salaries submitted anonymously to Glassdoor by employees in San Francisco,

Ca.

Find a Job like this

*Estimated Range @  About This Data @ Report Issue

Salaries by Company

Sort: Popular  Most Reports | Salary

— San Francisco, CA v

Salariesin & (USD) Average Min Max

Marketing Associate

Assistant Marketing Manager

) About
Lewi St!'auss $54k - $71k 454k 71k
2szlaries
Assistant Marketing Manager
- 4 a8 About P—
TET Y . $65k - $70k 465k 470k
1employee salary or estimate
‘ Assistant Marketing Manager abaut —
HarperCollins o 451k 455k
1 $31k- 335k -

1employee salary or estimate

Fisher Investments $54,432 —
8salaries per year $50k $72k
See 9 salaries from all locations
Marketing Associate A
5,731
E GameChanger Products $|fer vear 43k $50k
5salaries
Looking for a specific employer? ‘ m
Market Associate
Qeqedic  Expedia $60,709
4 salaries per year $60k 362k
See 38 salaries from all locations.
e Marketing Associate
Systo Sysco 458,000 e
3salaries per year $52k 570k
See 157 salaries from all locations
Marketing Associate "
Developmental Studies Center sﬁseor!?;? $45k $57k

3salaries

n |s this helpful? The community relies on everyone sharing - Add Anonymous Salary

Marketing Associate

—
TavisinK Tavistock Restaurants s:;’:gsr £21k 857k
Jsalaries
Marketing Associate 360,332 —
Art.com Der year $51k $65k
3salaries
Marketing Associate
35,218 —
Mo Starch Press $per vear $34k 536k
Jsalaries
Marketing Associate
Safeway $60,947 —



Honeylu's

- https://www.stukent.com/
- Login in

- mgoodman@ccsf.edu

- Safinal23

- Marketing book
- Video case files


https://www.stukent.com/
mailto:mgoodman@ccsf.edu




