Lesson 1: The Marketing Management Process

Learning Outcomes:

Define marketing, examine the nature and scope of marketing and the crucial role of marketing within the modern organisation.

Marketing Defined

If you ask several people what marketing is, they will respond with a variety of descriptions: ‘advertising’, ‘selling’, ‘conning people’, ‘targeting’, ‘packaging’.
Marketing encompasses many more activities than most people realise.  Since it is practiced and studied for many different reasons, it has been and continues to be, defined in many ways, for academic, research or applied business purposes.

According to the UK Chartered Institute of Marketing:

Marketing is the management process responsible for identifying, anticipating and satisfying consumers' requirements profitably.
















A rather different definition has been developed by the American Marketing Association (AMA):
Marketing is the process of planning and executing the pricing, promotion, and distribution of goods and services to create exchanges that satisfy individual and organisational goals.





















Marketing according to Dibb, Simkin, Pride, and Ferrell ‘Marketing Concepts and Strategies’ Marketing can be defined as:
Marketing consists of individual and organisational activities that facilitate satisfying exchange relationships in a dynamic environment through the creation, distribution, promotion, and pricing of goods and services.















The marketing management process:

Marketing management is the process of analysing, planning, implementing, coordinating, and controlling programs involving the conception, pricing, promotion, and distribution of goods, services, and ideas designed to create and maintain beneficial exchanges with target markets for the purpose of achieving organisational objectives.














‘Marketing is a social process involving the activities necessary to enable individuals and organisations to obtain what they need and want through exchanges with others and to develop ongoing exchange relationships.’  MBA Manual

· A society cannot reap the full benefits of specialisation until it develops the means to facilitate the trade and exchange of surpluses among its members. Similarly, a nation cannot partake of the full range of goods and services available around the world or penetrate all potential markets for the economic output of its citizens unless exchanges can occur across national boundaries.









An unsatisfied need is:












Wants are:














· Ultimate customers buy goods and services for their own personal use or the use of others in their immediate household. These are called consumer goods and services.

· Organisational customers buy goods and services (1) for resale 2) as inputs to the production of other goods or services or (3) for use in the day-to-day operations of the organisation. These are called industrial goods and services.











A market consists of:
A market consists of (a) individuals and organisations who (b) are interested and willing to buy a particular product to obtain benefits that will satisfy a specific need or want, and who (c) have the resources (time, money) to engage in such a transaction. 


















· Marketing Consists of Activities

· Marketing Is Performed by Individuals and Organisations

· Marketing Facilitates Satisfying Exchange Relationships



Diagram 1: Exchange between buyer and seller 























· Marketing Occurs in a Dynamic Environment

· Marketing Focuses on Goods, Services and Ideas

· Marketing Involves Products, Distribution, Promotion, Pricing and People

· Customers Buy Benefits, Not Products



Relationship Marketing















The Value of Long-Term Customer Relationships

Lifetime Customer Value









The Marketing Mix



















· Product








· Price






· Place/Distribution








· Promotion




While this is a useful framework, a vigorous debate has taken place over the last decade about the dangers of seeing marketing solely as the control of the ‘4 Ps’.
Some authors on service marketing have suggested the addition of three other Ps.

· People




· Process






· Physical Evidence













Internal Marketing

Internal marketing is:
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Current trends in marketing
































Future trends in marketing
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