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Principles of marketing
Marketing: creating customer value and engagement in the digital and social age.
Today’s marketing is all about creating customer value and engagement in a fast-changing,

increasingly digital and social marketplace.
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How marketing process starts? € s=ill dsles jas i

1- Marketing starts with understanding consumer needs and wants,
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2- determining which target markets the organization can serve best and developing a
compelling value proposition by which the organization can attract and grow valued
consumers.
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3- engage customers and build deep customer relationships that make their brands a
meaningful part of consumers’ conversations and lives.
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WHAT IS MARKETING?

The process by which companies engage customers,
build strong customer relationships, and create
customer value in order to capture value from

customers in return.
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FIGURE | 1.1
The Marketing Process: Creating and Capturing Customer Value

Create value for customers and

Capture value from
build customer relationships

customers in return
Understand the Design a Cigpest::fet:n Build profitable : Capture value
marketplace and customer value- .g relationships and from customers to
. . marketing program .
customer needs driven marketing Widit tolvers create customer create profits and
and wants strategy superior value delight customer equity

The Marketing Process: el ke

The marketing process involves five steps ,The

first four steps create value for customers.

1- First, marketers need to understand the marketplace and customer needs and
wants.
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2- Next, marketers design a customer-driven marketing strategy with the goal of
getting, keeping, and growing target customers.
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3- Inthe third step, marketers construct a marketing program that actually delivers

superior value.
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4- All of these steps form the basis for the fourth step, building profitable customer
relationships and creating customer delight.
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5- In the final step, the company reaps the rewards of strong customer relationships by
capturing value from customers.
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Customer Needs, Wants, and Demands
J
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Needs: things that you cant live withought such as food
and place
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Wants : things you can chois between them
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Demand — When backed by buying power wants become
demands.
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Human needs
include basic physical needs demand

for food, clothing, warmth,
and safety; social needs for
belonging and affection; and
individual needs for
knowledge and self-
expression.
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Wants

are the form human needs take
as they are shaped by one’s
society and are described in
terms of objects that will satisfy
those needs.
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When backed by buying
power, wants become
demands.
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Understanding the Marketplace and Customer Needs:
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Market offerings: are some combination of products, services, information, or
experiences offered to a market to satisfy a need or want.
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include other entities, such as persons, places, organizations, information, and ideas.
Y 5 e slaall g cladaiall 5 (SLY) 5 (aladY) i ¢ gAY bl Jass,

Marketing myopia is focusing only on existing wants and losing sight of underlying
consumer needs.
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Smart marketers orchestrate several services and products, thereby creating brand
experiences for consumers.
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Exchanges and Relationships

Exchange :is the act of obtaining a desired object from someone by offering something
in return.
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Relationships: Marketing actions try to create, maintain, and grow desirable exchange
relationships. Wil Wgale Blial) g 4,68 yal) Jalal) cilbdle pL&S) gy gudl) gl o) Jglas,
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Markets

market is the set of actual and potential buyers of a product or service. These buyers share a
particular need or want that can be satisfied through exchange relationships

the main elements in a marketing system:

FIGURE | 1.2

A Modern Marketing System k H
Company

’ l— ’ Marketing
’ '7 ’ intermediaries

Each party in the system adds value. Walmart | :

cannot fulfill its promise of low prices unless Competitors

its suppliers provide low costs. Ford cannot

deliver a high-quality car-ownership

experience unless its dealers provide
outstanding service. Major environmental forces

Final

Suppliers consumers

Arrows represent relationships that must be developed and
managed to create customer value and profitable customer
relationships.

Marketing means managing markets to bring about

Each party in the system adds value for the next . . . o
profitable customer relationships. Activities such as

level and is affected by major environmental
consumer research, product development,

forces (demographic, economic, natural, o o o )
communication, distribution, pricing, and service are core

technological, political, and social/cultural).
marketing activities
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Buyers also carry out marketlng, thus, in Marketers are no longer asking only “How can

addition to customer relationship management .
p & ’ we influence our customers?” but also “How

today’s marketers must also deal effectively with . o
can our customers influence us?” and even

customer-managed relationships. .
8 P “How can our customers influence each other?”
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Desighing a Customer Value-Driven Madrketing
Strategy:

Marketing management is the art and science of choosing target markets and
building profitable relationships with them.
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The marketing manager’s aim is to find, attract, keep, and grow target customers
by creating, delivering, and communicating superior customer value.
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1- What customers will we serve (what’s our target market)?
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Market segmentation refers to dividing the markets into segments of
customers.
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Target marketing refers to which segments to go after.
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2- How can we serve these customers best (what’s our value proposition)?
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Value proposition: Vine gives you “the best way to see and share life in
motion” through “short, beautiful, looping videos in a simple and fun way
for your friends and family to see.”
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Marketing Management Orientations:

There are five alternative concepts under which organizations design and
carry out their marketing strategies: the production, product, selling,
marketing, and societal marketing concepts.
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Production Product Selling
concept concept concept

1- Production concept:
Consumers will favor products that are available and highly affordable.
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2- Product concept:
Consumers favor products that offer the most quality, performance, and features.
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3- Selling concept:

Consumers will not buy enough of the firm’s products unless the firm undertakes a large-
scale selling and promotion effort
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4- Marketing concept:

CHAPTER 1
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Know the needs and wants of the target markets and deliver the desired satisfactions

better than competitors.

5- Societal marketing:
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The company’s marketing decisions should consider consumers’ wants, the company’s

requirements, consumers’ long-run interests, and society’s long-run interests
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FIGURE | 1.3
Selling and Marketing Concepts Starting Focus Means Ends
Contrasted ~point
; -~ Selling . N The markeling concept
" se““t‘g Factory Existing and Profits through fakes an outside-in view
concep products promoting sales volume that focuses on satisfying
1 customer needs as a
path to profits. As
The selling concept takes an i Southwest Airlines' colorful
inside-out view that focuses on i N founder puts it, “We don't
n nd h ; Profits th h
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FIGURE | 1.4 " Societﬁ
Three Considerations Underlying N N [t iy
the Societal Marketing Concepts / responsibility “isn't just good for the
/ planet,” says the company. “It's good
// for business.”
// Societal
/ marketing
// concept
/
/
Consumers Company
(Want satisfaction) (Profits)
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Preparing an Integrated Marketing Plan and
Program

marketing mix: is the set of tools (four Ps) the firm uses to
implement its marketing strategy. This set includes product, price,
promotion, and place.
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the four Ps of marketing:

1- create a need-satisfying market offering (product).

2- decide how much it will charge for the offering (price)

3- how it will make the offering available to target consumers
(place).

4- engage target consumers, communicate about the offering,
and persuade consumers of the offer’s merits (promotion).

The firm must blend each marketing mix tool into a comprehensive
integrated marketing program that communicates and delivers the
intended value to chosen customers.
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Customer Relationship Management:

Customer relationship management: is the overall process of building and
maintaining profitable customer relationships by delivering superior
customer value and satisfaction.
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Relationship Building Blocks:
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* Customer- perceived value

The difference between total customer perceived benefits and customer
cost
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e Customer satisfaction

The extent to which perceived performance matches a buyer’s
expectations
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Customer Relationship Levels and Tools
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Engaging Customers:
Customer-Engagement and Today’s Digital and Social Media

Customer-Engagement Marketing makes the brand a meaningful
part of consumers’ conversations and lives.how??
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by fostering direct and continuous customer involvement in
shaping brand conversations, experiences, and community.
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Consumer-Generated Marketing:dlgiwall oo il (3 gl

Brand exchanges created by consumers themselves—both invited
and uninvited—by which consumers are playing an increasing role
in shaping their own brand experiences and those of other
consumers.
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Engaging Customers

Life is good starts with a deeply felt, engagement-worthy sense of
purpose: spreading the power of optimism.
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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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Marketers must also partner with suppliers, channel partners, and others
outside the company
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Creating Customer Loyalty and Retention:
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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

RETRWEON |

Share of customer is the portion of the customer’s purchasing that a

company gets in its product categories.

gilatiia il 8 48 5al agle Jeasd ) Jaanll o) 38 (g o al) & Jsand) dan

el e L) L€y i Cpllad) ¢ Dandl 5T 2 g5 i o IS il €y ¢ ¢ Dlard) duan B3l )
S e Omu\ gwaug\)aw\wmw@ymwjuum&g

Qe U1 d‘ﬂd}f‘ “:‘-’U:’-“ O s eJ\aJ Usale

Building Customer Equity:

Customer equity :is the total combined customer lifetime values of all of the

company’s customers.
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Customer Relationship Groups

Butterflies are potentially High \D True friends are both
fitable but not loyal. y
profitable but notloya Zz _ _ profitable and loyal.
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4 2 Strangers Barnacles
(D Strangers :show low o p y,
potential profitability and () Barnacles: are highly loyal
little projected loyalty. ek Low but not very profitable.
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The Changing
Marketing
Landscape
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The Digital Age:

Online, Mobile, and Social Media Marketing:

Digital and social media marketing involves using digital marketing tools
such as web sites, social media, mobile ads and apps, online videos, e-mail,
and blogs that engage consumers anywhere, at any time, via their digital
devices.
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Social media provide exciting opportunities to extend customer engagement and
get people talking about a brand.
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Mobile marketing is perhaps the fastest-growing digital marketing platform.
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Not-for-Profit:

In recent years, marketing has also become a major part of the strategies of
many nonprofits, such as colleges, hospitals, museums, zoos, symphony
orchestras, institutions, and even churches. The country's nonprofits face
stiff competition for support and membership. Proper marketing can help them
attract members, money, and support.
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Rapid Globalization

As they are redefining their customer relationships, marketers are
also taking a fresh look at the ways in which they relate with the
broader world around them. Today, almost every company, large or
small, is touched in some way by global competition.
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Sugtainable Marketing: - | usd! G2 guwi]|

As the worldwide consumerism and environmentalism movements mature,
today’s marketers are being called on to develop sustainable marketing
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O FIGURE | 1.6
An Expanded Model of the Marketing Process

Create value for customers and Capture value from
build customer relationships . customers in return
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integrated Belithe :
marketplace and customer value- marketing program relationships and from customers to
customer needs driven marketing that delivers * create customer create profits and
and wants strategy superior value delight : customer equity
Research Select customers Product and Customer Create satisfied,
customers and to serve: market service design: relationship 3l loyal customers
the marketplace segmentation and build strong management: build :
targeting brands engagement and
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Manage marketing with chosen lifetime value
information and Decide on a value Pricing. customers
customer data proposition: create real value T
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Promotion:
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value proposition




