Chapter 1 pp. 1-17:Marketing in the Twenty-First Century

MARKETING TASKS

Effective marketing can take many forms but creativity and passion of marketing managers are always important. Three stages of marketing practice:

1.Entrepreneurial marketing: “Knock on every door and gain attention” 

2.Formulated marketing: formulating marketing department that carries on market research and adopting some of the tools used in professionally run marketing companies.

3.Intrepreneurial marketing: large companies get stuck in formulated marketing and lack the creativity and passion of the guerrilla marketers in the entrepreneurial stage
The scope of marketing
Goods/ Services

Experience: by orchestrating several services and goods, one can create market experience
Events:  such as shows, sports events and artistic 
Persons: celebrity marketing of artists, musicians, CEOs, high-profile lawyers,… 

Places: attempting to attract tourists, factories and company headquarters and new residents

Properties: real estate or financial properties

Organizations: to boost companies’ public images to compete more successfully for audiences and funds

Information: the production, packaging and distribution of information

Ideas: every market offerings has a basic core idea 

A broadened view of marketing tasks

Marketers are responsible for all kind of demand management

The decisions that marketers make: how can we spot and choose the tight market segment? how can we differentiate our offering? how can we grow our business? how can we build stronger brands?,….

 Defining marketing: 

Social definition: Marketing is a societal process by which individuals and groups obtain what they need and want through creating, offering, and exchanging products and services of value freely with others 

Managerial definition: “to know and understand the customer so well that the product or service fits him and sells itself” Peter Drucker, “the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organization goals

 Core marketing concepts

Target markets and segmentation: the firms identify market segments by examining demographic, psycho graphic, and behavioral information and decide target segment of greatest opportunities. Market place (physical) vs. market space (digital). Metamarket (a cluster of complementary products and services that are closely related in the minds of consumers but are spread across a diverse set of industries)

Markets and prospects: a marketer is someone who is seeking a response from another party, called the prospects

Needs, wants, and demands: needs describe basic human requirements; the needs become wants when they are directed to specific objects that might satisfy the need. Demands are wants for specific products backed by an ability to pay
Product or offering: any offering that can satisfy a need or want

Value and satisfaction: 
Value=Benefits =           Functional benefits + Emotional benefits                .                              

            Costs        Monetary costs+ time costs+ energy cost+ psychic costs

Exchange and transactions: obtaining a desired product from someone by offering something in return. Five conditions must be met for exchange potential to exist (1.two parties, 2.something valuable 3.each party communicate 4.freedom to accept or reject 5. belief that it’s appropriate or desirable to deal with the other party)
Relationships and Networks: building long term mutually satisfying relations with key parties- customers, suppliers, distributors – in order to earn and retain their long-term preference and business

Marketing channels: communication channels (deliver messages to and receive message from target buyers including newspapers, radio and TV), dialogue channels (e-mail and toll-free numbers), monologue channels (such as ads)

Supply chain: a channel stretching from raw materials to components to final products that are carried to final buyers.

Competition: brand competition (among companies that offer similar products and services to the same customers at similar price), industry competition (among companies that make the same product or class of products),  form competition (among companies that manufacture products that supply the same service), generic competition (among companies that compete for the same consumer dollars)

Marketing environment: task environment (immediate actors involved in producing, distributing and promoting the offering, including the company, suppliers, distributors, dealers and the target customers) + broad environment (demographic/economic/natural/technological/political-legal/social-cultural environment)

Marketing mix: the set of marketing tools that the firm uses to pursue its marketing objectives in the target market. McCarthy classified these tools into four broad groups: product, price, place and promotion. Rober Lauterborn suggests customers’ four Cs correspond to the sellers’ four Ps: customer solution, customer cost, convenience, and communication
COMPANY ORIENTATIONS TOWARD THE MARKETPLACE

The production concept

Consumers prefer products that are widely available and inexpensive

The product concept

Consumers favor those products that offer the most quality, performance, or innovative features

The selling concept

Consumers and business, if left alone, will ordinarily not buy enough of the organization’s products. The organization must, therefore, undertake an aggressive selling and promotion effort.

The marketing concept

The key to achieving organizational goals consists of the company being more effective than its competitors in creating, delivering, and communicating customer value to this chosen target markets. This concept rests on fur pillars: target market, customer needs, integrated marketing, and profitable sales.

 Target market: carefully choose target market and prepare tailored marketing programs

Customer needs: stated needs/ real needs/ unstated needs/ delight needs/ secret needs

Integrated marketing: taking place on two levels: first, various marketing functions – sales force/advertising/customer service/product management/marketing research – must work together and be coordinated from the customer’s point of view. Second, marketing must be embraced by the other departments – internal marketing (hiring, training and motivating employees) / external marketing (directed to outside of the company)

Profitability: the major objective of private firms

The social marketing concept (cause-related marketing): organization’s task is to determine the needs, wants, and interests of target markets and to deliver the desired satisfactions more effectively and efficiently than competitors in a way that preserves or enhances the consumer’s and the society’s well-being.

HOW BUSINESS AND MARKETING ARE CHANGING

Company responses and adjustments
Reengineering/outsourcing/e-commerce/benchmarking/ alliance/ partner-suppliers/ market-centered/global and local/decentralized

Marketer responses and adjustments

Relationship marketing/ customer lifetime value/ customer share/ target marketing/ individualization/ customer database/ integrated marketing communications/ channels as partners/ every employee a marketers / model-based decision making

Chapter 2 pp. 19- 35:Building Customer Satisfaction, Value, and Retention

DEFINING CUSTOMER VALUE AND SATISFACTION

Customer value

Customer delivered value is the difference between total customer value (the bundle of benefits that customers expect from a given product or service) and total customer cost (the bundle of costs that customers expect to incur in evaluating, obtaining, using, and disposing of the product or service). The seller should try to maximize delivered – value (total customer value – total customer cost).

Customer satisfaction

Satisfaction is the function of the product’s perceived performance and the buyer’s expectations. The key to high customer loyalty is to deliver higher customer satisfaction. Customer satisfaction is both a goal and a marketing tool to deliver high customer satisfaction subject to delivering acceptable levels of satisfaction to other stakeholders within the constraints of its total resources. 

THE NATURE OF HIGH- PERFORMANCE BUSINESSES

Stakeholders

Define the business’ stakeholders and their needs including customers, employees, suppliers, and distributors
Processes

Manage core processes through reengineering the work flows and building cross-functional team.

Resources

Own and nurture the resource and competences that make up the third focus of a high-performance business.

Organization and organizational culture

The shared experiences, stories, beliefs and norm should focus on delivering customer value and satisfaction.

DELIVERING CUSTOMER VALUE AND SATISFACTION

Value chain









The firms’ task is to examine the value chain and look for ways to improve its costs and performance in each value- creating activity. Five core business processes (new-product realization/ inventory management/ customer acquisition and retention/ order – to – remittance/ Customer service).
Value delivery network
Improving the performance beyond its own operations, into the value chains of its suppliers, distributors, and customers.

ATTRACTING AND RETAINING CUSTOMERS

Attracting customers

Customer acquisition requires substantial skills in lead generation, lead qualification, and account conversion

Computing the cost of lost customers

Companies can take four steps to reduce defection. First, define and measure its retention rate. Second, distinguish the causes of customer attrition and identify those that can be managed better. Third, estimate how much profit it loses when it loses customers. Fourth, figure out how much it would cost to reduce the defection rate. 

The need for customer retention

Improve customer satisfaction through listening customer complaints, responding quickly and constructively to the complaints.

Relationship marketing: the key

Customer development process: 

                    Disqualified 

Prospects

Suspects->Prospects->First –time customers->Repeat customers->Clients->Member->Advocates->Partners
　　　　　　　　　　　　　Ｉｎａｃｔｉｖｅ　ｏｒ　ｅｘ－ｃｕｓｔｏｍｅｒｓ

Five levels of investment in customer relationship building: basic marketing/ reactive marketing/　accountable marketing/ proactive marketing/partnership marketing.

Three value－building approaches to develop stronger customer bonding and satisfaction:

Adding financial benefits　frequency marketing program / club membership program

Adding social benefits　individualizing and personalizing customer relationships and building brand communities to bring the firm's customers together

Adding structural ties　supply special equipment or computer linkages to help customers manage their orders, payroll, inventory and so on．
CUSTOMER PROFITABILITY: THE ULTIMATE TEST

A company should not try to pursue and satisfy all customers, but should try to attract and keep profitable customers. Building sustainable　and meaningful customer advantages to deliver high customer value and satisfaction helps firms strengthen customer loyalty and boost profitability. 20-80-30 rules ( the top 20 percent of the customers may generate as much as 80 percent of the firm's profits and half of which is lost serving the bottom 30 percent of unprofitable customers)
IMPLEMENTING TOTAL QUALITY MANAGEMENT
TQM is an organization wide approach to continuously improving the quality of all of the organization's processes, products, and services. Higher levels of quality result in higher levels of customer satisfaction while supporting higher prices and often lower costs. Therefore, QIPs(quality improvement programs) increase profitability.  ISO 9000, a set of generally accepted principles for documenting quality. 

Definition of quality: the totally of features and characteristics of a product or service that bear on its ability to satisfy stated or implied needs
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