CHAPTER ONE: KEY CONCEPTS


Each Class we will select and discuss important marketing concepts.  These concepts will not only assist you in preparing for your mid-term and final exams, they will help you prepare for your preparation of a marketing plan review.  More importantly, you will be able USE THESE CONCEPTS TO FORM SUCCESSFUL MARKETING EFFORTS IN YOUR PRESENT OR FUTURE CAREER. bb

PRODUCTION: Marketing provides direction for production, making sure that the right goods and services are produced and find their way to consumers. CUSTOMER SATISFACTION: The extent to which a firm fulfills a customer’s needs, desires, and expectations.

Utility: The power to satisfy human needs P5 - 6
· Form Utility Provided when someone produces something tangible (Bike)

· Task Utility When someone performs a task for someone (Banking)

· Time Utility Having the product available when the consumer wants it

· Place Utility Having the product available where the consumer wants it

· Possession Utility Obtaining a good / service & having right to consume it

MICRO MARKETING:
The marketing activities of an individual enterprise.

MACRO MARKETING:  The marketing activities of an entire economic system.

TARIFFS: Taxes on imported products, varying with a country’s goal to raise revenue or limit trade.

QUOTAS: Setting a specific quantity of products that can move into and out of a country.

Marketing Functions / MACRO P9 - 10
· Buying


· Selling

· Transporting

· Storing
Economic Systems: The way an economy organizes to use scarce resources to produce goods and services and distribute them for consumption by various people and groups in the society P13
· Planned Economic System Government planners decide what and how much is to be produced and distributed by whom, when, to whom, and why

· Market-Directed Economic System The individual decisions of many producers and consumers make macro level decisions for the whole economy

CUSTOMER SATISFACTION:  Give the customers what they need.  

TOTAL COMPANY EFFORT:  All departments work directly or indirectly to impact customer satisfaction.  

PROFIT:  Customer satisfaction & team effort … measured with profitability.

CUSTOMER VALUE:  The difference between the benefits a customer sees from a market offering (product or service) & the cost of obtaining those benefits. P19 

Methods:  Maintain superior customer service (L.L. Bean).  Satisfy a need that competitors do not.  SOCIAL REPONSIBILITY & ETHICS: A firm’s obligation to improve positive effects on society & reduce negative effects. P23
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