Marketing

Role of Marketing: Chapter 5

Marketing is the process of developing a product an implementing a series of strategies aimed at correctly promoting, pricing and distributing the product to a core group of customers. 
Marketing is used primarily for enhancing revenue streams and increasing the market’s awareness of its products.

Strategies are the actions that a business takes to achieve specific goals.

Strategic role of marketing goods and services

Strategic role of marketing refers to the long term role that the key business function of marketing has within a business.

Strategic role of marketing  Choice  Standard of Living  Employment  Brand Awareness = Market Share

Marketing Plan is a document that lists activities aimed at achieving particular marketing outcomes in relation to goods
or services. The plan provides a template for future action aimed at reaching business goals, such as profit maximisation.

Choice: (Marketing provides consumers with Choice)

Competitive Advantage refers to those features of a product or business that provide it with an advantage over its competitors.
Businesses must differentiate their products from similar products in the marketplace, otherwise consumers would perceive the products to be the same. 
Differentiating the product by product features, quality, reputation, consumer loyalty, pricing strategies or promotional activities.

Standard of Living:

Standard of Living is an individual’s quality of life. It is partly based on what goods and services the individual can afford to buy.
Organisations

will develop and market products that are aimed at enhancing our lifestyles that appeal to the ‘want’ element of human behaviour.

Employment:

Marketing would not exist without a product or service to sell. To provide a product to consumers, a business must employ labour to assist in the transformation of process of changing input resources into finished goods. It must use the skills of this labour to research innovative methods of improving and enhancing the product. 

Brand Awareness:

Brand Awareness refers to the extent to which consumers are aware of the existence of a particular product, its features, price and possible places of purchase. 
Strong brand awareness allows a product to remain in the mind of consumers. This, in turn, is likely to influence the consumer’s purchasing decision.

Increasing Market Share:

Market share refers to the percentage of total sales a business has compared with its competitors within a particular market. 
Increases in market share = increases in the profitability

Interdependence With Other Key Business Functions

Marketing Concept   is a business philosophy that states that all sections of the business are involved in satisfying a customer’s needs and wants while achieving the business’s goals.
Marketing covers areas such as market research, planning, promotions, public relations, sales, advertising and distribution.
Customer focus: developing, designing, packaging, naming, pricing, promoting, distributing and servicing something that will satisfy customer needs
Each key business function must 

work effectively with other functions to ensure the goals of the business are achieved and the success of the business.

Operations function refers to the physical production of a good or the provision of a service.

The key business functions:
Human Resources
Operations
Marketing
Accounting and Finance

Production, selling, marketing approaches

The focus of businesses today is to develop a marketing plan based on the marketing concept – that is, an emphasis placed on customer satisfaction. Prior to the marketing concept in the early 1960s was two different approaches to   marketing: production and sales.

The Production Approach – 1820s to 1920s

The production approach focused businesses on the production of goods and services
The Industrial Revolution created a tremendous burst of industrial output, which saw demand for goods (and some services) exceed the production capabilities of many businesses.
Businesses were usually able to sell all their output. Production design was based more on the demands of mass production techniques than on customer needs and wants.

The Sales Approach – 1920s to 1960s

The sales approach emphasised selling because of increased competition.

OR

The sales approach refers to the use of sales representatives to highlight the positive attributes and qualities of a product in order to convince the potential customer to buy.

After World War I, businesses started to catch up with demand, No longer could a business rely on selling all it produced. Because customers’ basic needs were satisfied, businesses had to 

develop a new marketing approach — one that was sales-oriented in an attempt to beat the competition and gain new customers.
To stimulate demand for their goods and services, businesses increased their spending on advertising, making use of newly developed electronic communications systems such as radio and film. However, marketing still continued to play a secondary role to other functional areas such as production and finance.

The Marketing Approach: Stage One – 1960s to 1980s

The marketing approach focuses on finding out what customers want — through market research — and then satisfying that need.
The method of achieving business success changed from focusing on production or pushing goods and services on customers, to placing the customer at the center of all marketing activities.

Discretionary income refers to disposable income that is available for spending and saving after an individual has purchased the basic necessities of food, clothing and shelter.

The marketing concept is based on four principles:
• Customer-oriented
• Supported by integrated marketing strategies
• Aimed at satisfying customers
• Integrated into the business plan so as to achieve the business’s goals.

As a result, the marketing approach is characterised by the importance placed on identifying and satisfying customer needs and wants prior to producing the goods or services — the motivation being that the business would produce what the customer desired, and the customer would then buy the good or service.
  * 
  * The Marketing Approach: Stage Two – 1980s to Present

Corporate

social responsibility (CSR)
  * 
  * With growing public concern over environmental pollution and resource depletion came a shift in the emphasis of marketing plans. Marketing managers now realise that businesses have a corporate social responsibility (CSR). External pressure from customers and environmental organisations, as well as political forces, is presently influencing the marketing plans of many businesses. One major change has been the increase in demand for ecologically sustainable products.
  * 
  * There are two main areas to consider in a marketing approach: Customer Orientation and Relationship Marketing
  * 
  * Customer Orientation
  * 
Customer orientation refers to the process of collecting information from customers and basing marketing decisions and practices on customers’ wants and interests.
For businesses that adopt a customer orientation approach, the customer relationship does not end with the sale; it begins there.
  * 
  * Customer satisfaction measures how goods and services supplied by a business meet or exceed customer expectation.
  * 
  * Relationship Marketing
  * 
  * Relationship marketing is the development of long-term and cost-effective relationships with individual customers.
The core of relationship marketing is customer loyalty — so as to generate repeat sales — and which can be achieved through reward programs, customer care or good after-sales service

Types of Markets

A market is a group of individuals, organisations or both that:
need or want products (goods or services)
have

the money (purchasing power) to purchase the product
are willing to spend their money to obtain the product 
are socially and legally authorised to purchase the product.

The markets are divided into four main types: 
Resource
Industrial
Intermediate
Consumer (The consumer market can be sub-divided into mass market and niche market.)

Resource Market
The resource market consists of those individuals or groups that are engaged in all forms of primary production, including mining, agriculture, forestry and fishing.

Industrial Market
The industrial market includes industries and businesses that purchase products to use in the production of other products or in their daily operations.
Industrial market; these businesses are either secondary or tertiary.

Intermediate Market
An intermediate market consists of wholesalers and retailers who purchase finished products and resell them to make a profit.

Developing marketing strategies

Marketing strategies are actions undertaken to achieve the business’s marketing objectives through the marketing mix.

Marketing mix refers to the combination of the four elements of marketing, the four Ps — product, price, promotion and place — that make up the marketing strategy.

Products (goods and/or services
Determine such features as the product’s quality, packaging/labelling, design, brand name and guarantee.
Customers will buy products that not only satisfy their needs and wants but also provide intangible benefits such as a feeling of security, prestige, satisfaction or influence.
Price
The amount of

money a customer is prepared to offer in exchange for a product.
A business must consider other factors too, such as the costs of production and level of consumer demand.
Promotion
A promotion strategy details the methods to be used by a business to inform, persuade and remind customers about its products. E.g. Advertising, personal selling and relationship marketing, sales promotion, publicity and public relations.
Place/distribution
This element of the marketing mix deals with the channels of distribution: the ways of getting the product to the customer.
This process usually involves a number of intermediaries or ‘go betweens’, such as the wholesaler or retailer.

Implementation, monitoring and controlling – developing a financial forecast; comparing actual and planned results, revising the marketing strategy

Implementing the marketing plan
Implementation is the process of putting the marketing strategies into operation.
Implementation stage is the how, where and when it is to be done.

To implement the marketing plan effectively, a number of basic questions need to be answered:
Is the plan fully integrated with all other sections of the business? 
How should the business be structured and organised? 
Have effective lines of communication been established between the marketing  department and all other departments? 
Who are the best people for the various tasks needed to implement the plan? 
Are the marketing personnel motivated and focused on achieving the  marketing objectives? 
Are all other employees familiar with the marketing objectives

and marketing  strategies? 

Monitoring and controlling the marketing plan
Monitoring means checking and observing the actual progress of the marketing plan.
This requires the marketing department personnel, as well as other employees, to gather information and report on any important changes, problems or opportunities that arise during the life of the marketing plan
The information collected during the monitoring stage is now used to control the plan. Controlling involves the comparison of planned performance against actual performance and taking corrective action to make sure the objectives are attained

To achieve this, the marketing manager needs to constantly ask two questions regarding the marketing plan:
  * 1. What does the business want the marketing plan to achieve; that is, what are the objectives?
  * 2. Are these objectives being achieved?

The first step in the controlling process requires the business to outline what is to be accomplished; that is, to establish a key performance indicator (KPI).
A KPI is a forecast level of performance against which actual performance can be compared. 

For example, a KPI could be: 
  * • increase monthly sales by 5 per cent 
  * • improve sales revenue per salesperson by 10 per cent over the next six months.

The second step in the controlling process is to compare or evaluate actual performance against the KPI. Budgets, sales statistics and cost analyses can be used to evaluate results.

Developing a financial forecast

A financial forecast that details the costs and revenues for each strat
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