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Topics Covered:
· Concept of Marketing & Marketing Management

· What are the activities done by Marketers?

· General Concepts/Philosophies of Marketing

· The Marketing Mix

· Meaning of Market Segmentation

· Bases of Market Segmentation

· Sales promotion tools

· Model Questions

CONCEPT OF MARKETING & MARKETING MANAGEMENT

· MARKETING:

Many people think of marketing only as selling and advertising. However, selling and advertising are not only tips of marketing. Today marketing must be understand not in the old sense of making a sale but in the new sense of satisfying customer needs.

The definition says marketing is about designing a product which can meet customer satisfaction   and at the same time earns reasonable profit for the organization as it is the main goal of the organization. What do customers buy ? There are a bunch of products available in the marketplace, customers buy that one which they think suitable in terms of quality and price. That’s the main challenge of the marketers 
“Marketing is a social and managerial process by which individuals and groups obtain what they need and want through crating and exchanging products and values with others.”      

- Philip Kotler & G. Armstrong.

· MARKETING MANAGEMENT:

Marketing management is the analysis, planning and implementation and control of programs designed to create, build and maintain beneficial exchanges with target buyers for the purpose of achieving organizational goals.

WHAT ARE THE ACTIVITIES DONE BY MARKETERS?

Marketers task is nothing but designing 4 p’s. Marketers do not produce products but set the features of the products that customers would probably be liking. Designing the package, choosing the brand name are the marketers job. It is interesting that brand name influences customer preference. For instance Toyota was established for its’ reputed economy cars. When it launched its first luxury cars in the US market it was a real challenge  to select a suitable brand name that could hold the right image of a posch car. So the car was named lexus, which has no dictionary meaning but relates to the theme of being a luxurious product.

During  the age of intensive competition pricing becomes really tough. Competitors can easily copy the technology used by the innovative company and offer the same product at a relatively lower price.  So today we can see huge price war in every product category. Toyota is shrinking its market share in home as well as in Asian market due to competitors like Nissan, Mitsubishi, Honda. To meet ever increasing customer expectations companies  are finding out ways to cut costs in order to remain competitive, investing more and more in R&Ds  to innovate new products, spending a lot in promotion to attract the customers. At one side profit expectation has always been pulling to spend less and remain profitable; on the other side increasing competition is pushing the opposite way. To make a balance in between these two is the marketers very delicate and crucial job. 

GENERAL CONCEPTS/PHILOSOPHIES OF MARKETING

There are five alternative concepts under which organizations conduct their marketing activities:

· The production concept

· The product concept

· The selling concept

· The marketing concept

· The societal marketing concept

·      THE PRODUCTION CONCEPT:

The production concept holds that, consumers will favor products that are available and highly affordable. Therefore management should focus on improving production and distribute efficiently.

· THE PRODUCT CONCEPT:

The product concept holds that consumers will favor products that offer the most quality, performance and innovative features. Thus an organization should devote energy to making continuous product improvements.

·     THE SELLING CONCEPT:

The selling concept holds that consumers will not buy enough of the organizations products unless it undertakes a large-scale selling and production effort.

· MARKETING CONCEPT:

The marketing concept holds that achieving organizational goals depends on determining the needs and wants of target markets and delivering the designed satisfactions and more effectively and efficiently than do competitors.

· THE SOCIETAL MARKETING CONCEPT:

The societal marketing concept holds that the organization should determine the needs, wants and interests of target markets and deliver the desired satisfactions more effectively and efficiently than do competitors in a way that maintains or improves the consumer’s and society’s well- being.
THE MARKETING MIX

Marketing mix is the set of controllable, tactical marketing tools that the firm blends to produce the response it wants in the target market. The marketing mix consists of everything the firm can do to influence the demand for its products. The many possibilities can be collected into four groups of variables known as the “Four Ps”- product, price, place and promotion.





· PRODUCT: 

Products means the goods and services combination the company offers to the target market. It includes product variety, quality, design, features, packaging, sizes, services, warranties, returns etc.
· PRICE:

Price is the amount of money consumers has to pay to obtain the product. It includes list price, discounts, allowance, credit terms etc.

· PLACE:

Place includes company activities that make the product available to target consumers, channels, coverage, locations, inventory, transportation, logistics all are examples of place.

· PROMOTION:

Promotion means activities that communicate the merits of the product and persuade target customers to buy it. It includes personal selling, advertising, sales promotions, public relations etc. 

SALES PROMOTION TOOLS

Sales promotion consists of short-term incentives to encourage purchase or sales of a product or services. Whereas advertising offers reasons to buy a product or service, sales promotion offers reasons to buy how. Major tools of sales promotion are:

· Consumer promotion tools

· Trade promotion tools 

· Business Promotion tools

· CONSUMER PROMOTION TOOLS: 

· Samples:

Samples are offered to consumers of a small amount of a product for trial.

· Coupons:

Coupon is a certificate that gives buyers a saving when they purchase a specified product.

· Cash refund offer:

Offer to refund part of the purchase price of a product to consumers who send a “proof of purchase” to the manufacturer.

· Price- pack:

Reduced price that is marked by the producer directly on the label or package.

· Premium: 

Goods offered either free or at low cost as an incentive to buy a product.

· Advertising specialties:

Useful articles imprinted with an advertiser’s name given as gifts to consumers.

· Patronage reward:

Cash or other award for the regular use of a certain company’s products or services.

· Contents, games:

Promotional events that give consumers the chance of using something- such as cash, trips or goods by luck or extra effort.

· TRADE PROMOTION TOOLS:

· Discount:

A straight reduction in price on purchases during a stated period of time.

· Allowances:

Promotional money paid manufacturers to retailers in return for an agreement to feature the manufacturer’s products in someway.

· BUSINESS PROMOTION TOOLS:

· Conventions and trade shows:

Many companies and trade associations organize conventions and trade shows to promote their products.

· Sales contest:

A sales contest is a contest for sales people or dealers to motivate them to increase their sales performance over a given period.

MEANING OF MARKET SEGMENTATION

Since the marketers job is to find the needs of the customers and satisfy them with their products, they have to find out who wants what. All customers are not same in nature. It is the very basic thing that people are always differentiated from each other in terms of many variables like  income, education, taste, preference; and the list could be endless. Marketers have to find out what are the characteristics of it’s customers have. What is the education level of your customers ? That have correlation to the type of ads they would prefer. Do they have access to internet ? Do they belong to urban or rural area ? It has role to play in their way of living and liking too. Rural people would have different needs and wants from those of urban people. Do your customers watch TV ? Again if they when ? That is going to influence when would you your ad.  You have got to know the potential market size, ie the potential customer size to estimate the revenue.  Then decide are you going to target one or more segments of the market. One ad that would target one specific segment won’t fit other segments. Because the way you can communicate to the young customer group you cannot do the same with customer group who are 40 plus. So your total offering i.e. product benefit, product packaging and ads should differ for each segment. For certain products like agricultural products concepts of segmentation apply less . This is known as mass marketing

BASES OF MARKET SEGMENTATION

The market can be segmented on the basis of the following bases:

Geographic segmentation

Each region has certain characteristics. For example if you say about selling of tissue papers then Dhaka, Chittagong could be the possible target area but not Dinajpur or Potuakhali. Since the formers offer more opportunity than the laters. 

Demographic segmentation

Segmenting customers on the basis of age, sex, income etc. Real estates target the up market for selling apartments in porch areas and middle class group for their apartments in remote areas.  Virgin targets its drinks to the young customer group as is reflected in their slogan, package design, and ads.

Psychographic segmentation

Customers attitude, belief, personality influence their shopping habits. Like muslim customers are concerned about halal or haram.  Aromatic soap has successfully implemented their ad strategy to this point and gained a lot. An ad telling a product for today’s customers means that it targets the trendy stylish  customers.

Model Questions:

1.  What do you mean by Marketing & Marketing Management?

2. Discuss the activities done by Marketers?

3. Describe the general concepts/philosophies of Marketing.

4. Describe the 4 P’s of marketing / the Marketing Mix.

5. What is Market Segmentation?

6. Describe the bases of Market Segmentation.

7. What are the tools could be used for promoting sales of a company?
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