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Learning 
Objectives
Chapter 1

 What is the definition of marketing?

 What is a marketing concept?

 Why is building relationships is important 

to marketing?

 Understand the role of marketing 

in the global economy

 The target market and segmenting



What Does 
Marketing 
Really Do?

“Marketing”

 In the simplest terms communicates a message 

or an idea to an audience

 Helps a customer identify the product that 

suits their needs

 Facilitates exchange

 Makes customers feel like they are getting a 

benefit greater than the cost of the product

– Walt Disney's goal was not to make theme 

parks. It was “to make people happy.” 

The focus point of marketing is 

the transaction between the 

buyer and the seller.



Marketing is about Facilitating Exchange – Greasing the Wheels



What Has 
Marketing 
Done for the 
iPhone?

 The first iPhone was released in 2007

and revolutionized the world of 

mobile phones

– But consumers had to be educated on 

the concept first.

• Marketing did that!

– They had to be shown how to use the 

product…

• Marketing did that too!



But first, let’s talk about 
some terminology

Marketing 
Environment1

Market 
Orientation2

Marketing 
Concept3



Marketing 
Terminology

 Affects a marketing manager’s decisions 

and actions

 Influencing buyers’ reactions to the firm’s 

marketing mix

 Includes the following forces

– Competitive 

– Economic

– Political

Marketing Environment1

– Legal and regulatory

– Technological



Components of Strategic Marketing

The center of the 
universe!

Levers that 
marketers can 
pull to impact 

customer 
behavior

Marketers have little 
control over these 

elements, but must work 
within these constraints



External Marketing Forces

ECONOMIC POLITICAL COMPETITIVE

SOCIO-CULTURAL TECHNOLOGY LEGAL/REGULATORY

 Recessions

 Unemployment

 Consumer disposable income

 Microsoft, Google, Samsung 

plans?

 Would AT&T or cell service carrier 

launch a product?

 Election year?

 Are there key lawmakers who 

support us?

 Federal, local, state laws?

 What are people using cell 

phones for?

 Is mobile technology valued?

 How do you feel about yourself 

when you have an iPhone?

 Regulation around cell phone usage

 Regulation around cell phone usage

 Medical studies

 Does the infrastructure exist?

 Can we depend on technology 

capabilities of our partners?



Marketing 
Terminology

 Requires an organization-wide focus on 

gathering intelligence on:

– Current and future customer needs

– Dissemination of the intelligence across 

departments

– Organization wide responsiveness

– Developing new products to serve target 

markets

Market Orientation2

Being responsive to 

ever-changing customer 

needs and wants



Marketing 
Terminology

 A marketing concept is adopting a coordinated 

set of activities that: 

– Satisfies customers’ needs 

– Helps an organization achieve its mission

– Guides an organization’s overall activities

– Coordinates across all divisions to achieve one 

single goal

Marketing Concept3



Example: McDonalds

 The #1 recognized fast food brand worldwide: 

– Satisfies customers’ needs by providing

• Quality, Service, Value and Cleanliness

– Every individual in the company is driven by 

achieving those four objectives. 

– All franchisees are trained with these four 

concepts in mind. 

How Does McDonald’s Execute on its 
Marketing Concept?



This Stuff –
the 4 P’s

The Marketing Mix



The 
Marketing Mix

 Marketers use a marketing mix to 

attract customers

 The primary way to create value for 

customers is by manipulating this 

marketing mix

 The variables of a marketing mix include:

– Product

– Pricing

– Distribution (Place)

– Promotion



The Product 
Variable

 Product: Goods, services and ideas

 Directly involved with creating products 

that address customers’ needs and wants. 

 Involves creating/modifying:

– Brand names

– Packaging

To maintain an assortment of 

products that achieves its goals, 

marketers must develop new 

products, modify existing ones 

and eliminate ones that 

no longer fit customer needs



Products



Services



Ideas



Distribution 
Variable

 Where will you sell the product?

– Retail store

– Online

– Mail-order

 When will you sell the product?

– Seasonal

– Year-round

 How do you maximize this variable?

– Keeping distribution costs low

– How do you store your product?

– How do you get it there?

Ensuring that your product 

is available to the maximum 

number of customers in your 

target market



Distribution

Selling Directly 

to Consumers

Selling through

Retailers

Selling through

Wholesalers

Producer Consumer

Producer Retailer Consumer

Producer Wholesaler Retailer Consumer



How do These 
Companies 
Distribute 
Their Products?



How does These 
Companies 
Distribute 
Their Products?



How does These 
Companies 
Distribute 
Their Products?

What is something you notice 
about these products?



How do These 
Companies 
Distribute 
Your Products?



Pricing 
Variable

 What is your pricing objective?

– What message are you sending?

 What is your target market?

– High-end, low-end

 What are the other variables of your 

marketing mix?

– New product, brand extension

– Where are you selling it your product?

 Who is your competition?

 What are your sales goals?

Customers are concerned 

about the value obtained 

in the exchange



Promotion
Variable



Promotion
Variable

 Increase public awareness of product

 Educate customers about the product 

features

 Urge people to take a stance 

 Help sustain the interest in a product

 Advertising

– Print, TV, Outdoor, Radio

– Social Media

Activities that inform 

individuals or groups about 

the organization and its 

products



One of the best print campaigns 

of 2014 encouraged people to pay 

attention to road signs in China



The Target 
Market



How Do You 
Know Whom 
to Market To?

 Identifying a specific market is called a 

"Target Market"

– Characteristics of a Target Market

• Measurable

• Large enough to be profitable

• Reachable (you can communicate 

with them?)

• Responsive to your product



How Do You 
Segment a 
Market?
How do you break apart a 

large group to identify a group 

that you are interested in?



The more specific 
the target market 
the better you will 
be able to 
manipulate your 
marketing mix to 
reach them!

But do you want to?

Let’s sell some Jeans!



VS.



Who is Nike’s 
Target Market?

 All Athletes

– Adults and children

– Athletes and those who want to be athletes

 Nike segments the market and targets 

all athletes with multiple brands

– Nike

– Nike Air

– Air Jordan

– Nike Skateboarding

If you have a body, you are 

an athlete.

–Phil Knight

– Cole Haan

– Hurley International

– Converse



What is Vans’ 
Target Market?

 Considered a more niche brand in the 

athletic shoe market 

 Popular on the West Coast

 Typically purchased for the way they 

look, not for athletic use

 Initial target was skateboaders

 Younger demographic, typically 18-25

 "Outgoing, creative, stylish“ – LIFE STYLE!

 Lower price point ($30–$65)



Let’s Identify 
Some Target 
Markets
(key question: are there 
distinctively identifiable 
characteristics in your target 
market that sets them apart?)

 Community college students

 Teenage girls

 Stay-at-home mums

 Single dads

 1st generation immigrants

 Who else?


