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Objective 1 

•Define Marketing and Outline the Steps in the Marketing 
Process.



What Is Marketing?
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Marketing is a process by which  companies create value for 
customers and  build strong customer relationships to  
capture value from customers in return

Walmart – ‘Save money. Live better’



Objectives of Marketing:

 Some Definitions:

The Customer is King
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 1905 University of Pennsylvania offered a course ‘The Marketing 

of Products’

 1910 University of Wisconsin offered a course entitled Marketing Methods

 In 1922, Fred E. Clark (Associate Professor of Economics & Marketing, Northwestern

University) wrote Principles of Marketing, which established him as a pioneer in the 

fundamental literature of marketing. 
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Beginnings of Marketing Thought



 Robert Bartels (BS in Marketing 1935, Ohio State University; MBA in  

Marketing 1936, Northwestern University; PhD at Ohio State University)

 Bartels 1941 Dissertation leads to the future master piece of Marketing  

book. ‘Magna Opus (great work): The development of marketing  thought’

 1962 – Bartel published The development of Marketing Thought

 1967- Kotler published Marketing Management: Analysis, Planning, and Control

 1975- Kotler, the first person to receive the "Leader in Marketing Thought" award

 1976 – The History of Marketing Thought by Bartel
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The Eminent Marketing Historian



Where is Marketing?
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The Marketing Process
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Objective 2 

•Explain the importance of understanding the marketplace 
and customers and identify the five core marketplace concepts



Understanding the Marketplace and Customer Needs

• States of deprivation

• Physical—food, clothing, warmth, safety

• Social—belonging and affection

• Individual—knowledge and self-expression

Needs

• Form that needs take as they are shaped by culture  and 
individual personalityWants

• Wants backed by buying powerDemands
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Customer Needs, Wants, and Demands



• Market offerings are some
combination of products,  services, 

information, or  experiences offered 
to a  market to satisfy a need or  
want

• Marketing myopia is  focusing only 
on existing  wants and losing sight of  
underlying consumer  needs
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A Marketing Cycle
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Customer Value and Satisfaction, Expectations

Customers

•Value and  satisfaction

Marketers

•Set the right level of  expectations

•Not too high or low
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A Modern Marketing System

Markets are the set of actual and
potential buyers of a product
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Objective 3 

•Identify the key elements of a customer-driven marketing 
strategy and discuss the marketing management orientations that 
guide marketing strategy 



Designing a Customer-Driven  Marketing Strategy
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Marketing management is the art and science of choosing target
markets and building profitable relationships with them

– What customers will we serve?

– How can we best serve these customers?
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Selecting Customers to Serve

Market segmentation refers to dividing the  markets into 
segments of customers

Target marketing refers to which segments  to go after
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Choosing a Value Proposition

Value proposition Set of benefits or values a company

promises to deliver to customers to satisfy their needs

Facebook helps you “Connect and Share with the people in 

your life”



Demand Management

Negative (dislike product and may even pay a 
price to avoid it)

Nonexistent (unaware of or uninterested in the 
product)

Latent (need that cannot be satisfied by 
existing product)

Declining (buy the product less frequently or 
not at all)

Irregular (purchases vary on a seasonal, monthly, 
weekly, daily, or even hourly basis)

Unwholesome (product that have undesirable social 
consequences)

Full (adequately buying all products put into the 
marketplace)

Overfull (more consumers would like to buy the 
product that can be satisfied)
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Marketing managers seek to influence the level, timing, and composition of demand to meet

the organization’s objective. Eight demand states are possible:



Production
concept

Product
concept

Selling
concept

Marketing
concept

Societal
concept
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Marketing Management Orientations



Developing Concepts from 18th Century
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Production-Oriented and Marketing-Oriented 
Managers Have Different Views of the Market
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Societal marketing concept is the idea that a

company should make good marketing

decisions by considering consumers’ wants,

the company’s requirements, consumers’

long-term interests, and society’s long- run

interests
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The Considerations Underlying the Societal Marketing Concept 
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Following are the examples of Societal Marketing Concept:

Body Shop: Body Shop is a cosmetic company found by Anita Roddick. The company uses
only vegetable based materials for its products. It is also against Animal testing, supports
community trade, activate Self Esteem, Defend Human Rights, and overall protection of the
planet. Thus it is completely following the concept of Societal Marketing.

British American tobacco Company: BAT is a British based Tobacco company. It was found in
the year 1902. BAT is involved in working for the society in every part of the world. It conducts
tree plantation drives as part of its societal marketing strategy.
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Holistic Marketing Concept

A holistic marketing concept is based 

on the development, design, and 

implementation of marketing 

programs, processes, and activities 

that recognize their breadth and 

interdependencies.
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Objective 4 

•Discuss customer relationship management and identify
strategies for creating value for customers and capturing value
from customers in return.



Building Customer Relationships

Customer Relationship Management (CRM)

The overall process of  building and maintaining

profitable customer  relationships by delivering  

superior customer value  and satisfaction.
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Relationship Building Blocks: Customer Value and Satisfaction

Customer-
perceived value

• The difference  
between total  
customer value
and total  customer 
cost

Customer  
satisfaction

• The extent to  which a  
product’s  perceived  
performance  matches 
a  buyer’s expectations
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The Changing Nature of Customer Relationships

•Relating with more carefully selected  customers uses selective 
relationship  management to target fewer, more  profitable 
customers

•Relating more deeply and interactively by  incorporating more 
interactive two way  relationships through blogs, Websites,  
online communities and social networks



Partner relationship management involves  working closely with 
partners in other  company departments and outside the  
company to jointly bring greater value to  customers
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Capturing Value from Customers

Creating Customer Loyalty and Retention

•Customer lifetime value is the value of the  entire stream of 
purchases that the  customer would make over a  lifetime of  
patronage
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Growing Share of Customer

Share of customer is the portion of the customer’s purchasing that 
a company gets  in its product categories



Customer equity is  the total 
combined  customer lifetime  
values of all of the  company’s  
customers
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Customer equity 
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Building Customer Equity

•Right relationships with the right customers  involves treating 
customers as assets that  need to be managed and maximized

•Different types of customers require  different relationship 
management  strategies
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Objective 5 

•Describe the major trends and forces that are changing the 
marketing landscape in this age of relationships.  



The Changing Marketing  Landscape

Uncertain Economic Environment

• New consumer frugality

• Marketers focus on value for the customer
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Digital Age

•People are connected continuously to people  and information worldwide

•Marketers have great new tools to communicate with customers

•Internet + mobile communication devices creates environment for online 
marketing



• Rapid Globalization

• Sustainable Marketing

• Not-for-Profit Marketing
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So, What Is Marketing? Pulling It All Together
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