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PREFACE TO THE SEVENTH EDITION




Back in 1996, when the first edition of this book was being written, the Internet was in its infancy. Mobile phones were the possessions of the wealthy, and smartphones were only able to send faxes and act as diaries – connecting to the Internet was still a dream. The quickest way of contacting customers directly was a mailshot, and most people did not have private email addresses at all.

In the intervening 23 years, the communications revolution has transformed marketing. Yet the basics remain the same – marketers are still responsible for managing the exchange process, they are still using whichever communication methods are the most appropriate, and they still monitor the needs and wants of potential customers. At the same time, there is greater emphasis on ethics, the physical environment, and on fair trade.

In this edition we have tried to reflect these shifts in the business environment: we have added some features to the book, we have rewritten much of the communications chapter, and we have revisited the consumer behaviour chapter. We have written entirely new case studies to reflect these changes, and to show how marketing theory is applied by real companies, in the real world.

Of course, this book is not solely the product of its authors. We would like to thank our friends and colleagues at Pearson for their support and advice, our colleagues in our respective universities, and of course our students, who continue to challenge us, give us new ideas and keep us in contact with our own market.








ACKNOWLEDGEMENTS







Publisher’s Acknowledgements




Text Credits:

2 The Chartered Institute of Marketing (CIM): UK Chartered Institute of Marketing 6 Pearson Education: Kotler, P., Armstrong, G., Saunders, J. and Wong, V., 2001, Principles of Marketing. Pearson Education Limited. 16 HarperCollins: Drucker, P.F.: Management: Tasks, Responsibilities, Practices (New York, Harper & Row, 1973) 58 Taylor & Francis Group: Slater, Alex and Armstrong, Kate: ‘Involvement, Tate, and me’, Journal of Marketing Management, 26 (7 & 8) (2010), pp. 727–48. 62 Oxford University Press: Davies, Harry L. and Rigaux, Benny P.: ‘Perception of marital roles in decision processes’, Journal of Consumer Research, 1 (June 1974), pp. 5–14. 85 Herlar, LLC: Ruan, L.: ‘Choice matters for Chinese luxury travelers’, Jing Daily, November, 2017. 89 The Wharton School of the University of Pennsylvania: Wind, Yoram: ‘Going to market: new twists for some old tricks’, Wharton Magazine, 4 (1984) 106 Pearson Education Limited: Proctor, Tony: Essentials of Marketing Research, 2nd edn (Harlow, Financial Times Prentice Hall, 2000). 133 American Marketing Association: Calentone, Roger J. and Cooper, Robert G.: ‘New product scenarios: prospects for success’, American Journal of Marketing, 45 (Spring 1981), pp. 48–60. 134 American Marketing Association: Calentone, Roger J. and Cooper, Robert G.: ‘New product scenarios: prospects for success’, American Journal of Marketing, 45 (Spring 1981), pp. 48–60. 138 Elsevier: DeChernatony, L. and McDonald, M.: Creating Powerful Brands, 2nd edn (Oxford, Butterworth Heinemann, 1998). 154 Centaur Communications Limited: The branding conundrum: Balancing Sainsbury’s quality messaging with Asda’s focus on value, By Ellen Hammett 30 Apr 2018 162 William Strahan, Thomas Cadell: Smith, Adam: An Inquiry into The Wealth of Nations (1776). 172 Houghton Mifflin Harcourt: Dibb, S., Simkin, L., Pride, W. and Ferrell, O.C.: Marketing; Concepts and Strategies, 2nd edn (London, Houghton Mifflin, 1994). 182 Cengage Learning: Dibb, S., Simkin, L., Pride, W. and Ferrell, O.C.: Marketing: Concepts and Strategies (London, Houghton Mifflin, 1998). 202 Taylor & Francis Group: Eagle, L., Dahl, S., Czamecka, B. and Lloyd, J.: Marketing Communications, (Oxon, Routledge, 2014). 203 Carnyx Group Ltd: Stewart, R.: ‘How much does it cost to advertise on UK TV? Here’s what Channel 4, ITV and more charge for slots’, (2017), www.thedrum.co.uk/news 205 American Marketing Association: Farris, P.W. and Buzzell, R.D.: ‘Why advertising and promotional costs vary: some cross-sectional analyses’, Journal of Marketing (Fall, 1979). 212 Taylor & Francis Group: Volkov, Michael, Harker, Michael and Harker, Debra: ‘People who complain about advertising: the aficionados, guardians, activists and seekers’, Journal of Marketing Management, 22 (3/4) (2006), pp. 379–405. 213 Emerald Publishing Limited: D’Astous, Alain and Landreville, Valerie: ‘An experimental investigation of factors affecting consumers’ perceptions of sales promotions’, European Journal of Marketing, 37 (11) (2003), pp. 1746–61. 231 International Chamber of Commerce: The Consolidated ICC Code of Advertising and Marketing Communications Practice 2011 231 Taylor & Francis Group: Tsordia, Ch., Papadimitriou, D. and Parganas, P.:’ The influence of sport sponsorship on brand equity and purchase behavior, Journal of Strategic Marketing, 26 (1) (2018), pp. 85–105 234 Taylor & Francis Group: Kim, Jae Wook, Choi, Jiho, Qualls, William and Han, Kyesook: ‘It takes a marketplace community to raise brand commitment: the role of online communities’, Journal of Marketing Management, 24 (3/4) (2008), pp. 409–31. 236 Taylor & Francis Group: Jayawardene, Chanaka: ‘Management of service quality in Internet banking: the development of an instrument’, Journal of Marketing, 20 (1) (February 2004), pp. 185–207. 238 Emerald Publishing Limited: Xie, I. and Stevenson, J.: ‘Social media application in digital libraries’, Online Information Review, 38 (4) (2014), pp. 502–23. 243 BMW UK: http://www.bmwstyle.tv/the-ultimate-driving-campaign/ 255 Pearson Education: From Kotler, P., 2003, Marketing Management, 11th edn, © 2003. Reprinted by permission of Pearson Education Inc., Upper Saddle River, N.J. 256 Advanced Management Research Inc.: Weinberg, R.: ‘Developing marketing strategies for short term profits and long term growth’, paper presented at the Advanced Management Research Inc. Seminar, New York (1969). 279 Emerald Publishing Limited: DeChernatony, Leslie and Cottam, Susan: ‘Internal brand factors driving successful financial services brands’, European Journal of Marketing, 40 (5/6) (2006), pp. 611–33. 287 Pearson Education Limited: Belbin, R.M.: Management Teams: Why They Succeed or Fail (London, Heinemann, 1981) 302 Macmillan Education: Baker, M.J.: Marketing: An Introductory Text, 5th edn (Basingstoke, Macmillan, 1991). 305 Taylor & Francis Group: van Tonder, E. & Petzer, D. J.: ‘The interrelationships between relationship marketing constructs and customer engagement dimensions’, The Service Industries Journal, 1 (2018), pp. 1–26 309 American Marketing Association: Christophe Van den Bulte ‘How Customer Referral Programs Turn Social Capital into Economic Capital’ (2017). 321 MCCANN WORLDGROUP: MCCANN WORLDGROUP 324 American Marketing Association: ‘Chatbots are the future of Marketing Research’ Marketing News, 51 (10) (2017) pp. 7–8




Photo Credits:

17 Shutterstock: MACVON/Shutterstock 43 Shutterstock: Rohappy/Shutterstock 68 Shutterstock: Fisher Photostudio/Shutterstock 94 Shutterstock: tsyhun/Shutterstock 117 Shutterstock: adriaticfoto/Shutterstock 150 Shutterstock: baibaz/Shutterstock 174 Shutterstock: Quality Stock Arts/Shutterstock 196 Shutterstock: Kaspars Grinvalds/Shutterstock 211 Shutterstock: trubavin/Shutterstock 244 Shutterstock: ANAID studio/ Shutterstock 273 Shutterstock: AbElena/Shutterstock 296 Shutterstock: Dragon Images/Shutterstock 320 Shutterstock: ESB Professional/Shutterstock 211 Shutterstock: trubavin/Shutterstock












Chapter 1







What do marketers do?




Objectives

After reading this chapter you should be able to:


	Describe the key roles marketers undertake

	Explain the responsibilities of various types of marketing manager

	Explain the core concepts of marketing

	Explain how marketing activities fit in with other business disciplines

	Describe the development of the marketing concept.






Introduction

This chapter is an introduction to the basic concepts of marketing, seen in terms of the roles that marketers carry out in their day-to-day jobs. Although marketers have many different job titles, what they have in common is the same orientation towards running the organisation; marketing is concerned with ensuring the closest possible fit between what the organisation does and what its customers need and want.





About marketing


Marketing is the term given to those activities that occur at the interface between the organisation and its customers. It comes from the original concept of a marketplace, where buyers and sellers would come together to conduct transactions (or exchanges) for their mutual benefit. The aim of marketing as a discipline is to ensure that customers will conduct exchanges with the marketer’s organisation rather than with the other ‘stallholders’ or key competitors. To do this effectively, marketers must provide those customers with what they want to buy, at prices that represent value for money in the most convenient way possible.

This basic concept of managing exchange leads us on to the most important concept in marketing, that of customer centrality. Marketing, above all else, uses the customer (who is often also the consumer) and his or her needs as the starting point for all decisions. Of all the building blocks of marketing, in both theory and practice, this is far and away the most important: it is also often difficult to do because it involves thinking like someone else.

One of the most widely used definitions of marketing is:

Marketing is the management process which identifies, anticipates, and supplies customer requirements efficiently and profitably.

(The UK Chartered Institute of Marketing)

This definition from the Chartered Institute of Marketing (CIM) has been criticised because it takes profit as being the only outcome of marketing, whereas marketing approaches and techniques are widely used by organisations such as charities and government departments that do not have profit as their goal. It also fails to take account of the increasing role of marketing in a broader social context, and for appearing to regard consumers as being passive in the process.

The American Marketing Association (AMA) definition was also criticised for this failing, so the organisation chose to update their definition in 2013.

This definition goes some way to developing the widening role of marketing, but the notion of the consumer having a more proactive role in the process has still not been fully addressed.

Interestingly, neither definition includes the word ‘consumer’. This may be because there are many customers who buy the product, but do not themselves consume it (for example, a grocery supermarket buyer might buy thousands of cans of beans, but dislike beans himself). Equally, someone can be a consumer without actually making the buying decision – an example would be a child whose parents make most of the decisions about food, clothing, entertainment and so forth on behalf of the child.

To the non-marketer, marketing often carries negative connotations; there is a popular view that marketing is about persuading people to buy things they do not want, or about cheating people. In fact, marketing practitioners have the responsibility for ensuring that the customer comes first in the firm’s thinking, whereas other professionals might be more concerned with getting the balance sheet to look right or getting the production line running smoothly. Marketers are well aware that the average customer will not keep coming back to a firm that does not provide good products and services at an acceptable price, and without customers there is no business.

Competition in many markets is fierce. If there is room for four companies in a given market, there will be five companies, each trying to maximise their market share; the customer is king in that situation, and firms that ignore the customer’s needs will go out of business. Marketers therefore focus their attention entirely on the customer, and put the customer at the centre of the business.




The development of the marketing concept

The marketing concept is a fairly recent one, and has been preceded by other business philosophies. These philosophies have not necessarily come about in the straight progression implied by the following section. Although at different times there may have been a general way in which business was conducted, there have certainly been considerable overlaps between the different philosophies or orientations, and many firms have not been part of this general trend.


Production orientation

During the nineteenth century it was often thought that people would buy anything, provided it was cheap enough. This belief had some truth in it, since the invention of the steam engine allowed very much cheaper mass-produced items to be made. If an item was on sale at around one-tenth the price of the hand-made equivalent, most customers were prepared to accept poorer quality or an article that didn’t exactly fit their needs. The prevailing attitude among manufacturers was that getting production right was all that mattered; this is called production orientation. This paradigm usually prevails in market conditions under which demand greatly exceeds supply, and is therefore somewhat rare in the twenty-first century (although it does exist in some markets, for example in some Communist countries).

With rising affluence, rapidly developing emerging markets and continuous technological change, people are no longer prepared to accept standardised products. Global markets allow manufacturers to reap the benefits of mass production despite providing more specialised products; therefore the extra cost of having something that fits one’s needs more exactly is not high enough to make much difference.




Product orientation

Because different people have different needs, some manufacturers thought that an ideal product could be made, one that all (or most) customers would want. Engineers and designers developed comprehensively equipped products, with more and ‘better’ features, in an attempt to please everybody. This philosophy is known as product orientation.

Product orientation tends to lead to ever-more complex products at ever-increasing prices; customers are being asked to pay for features that they may not need, or that may even be regarded as drawbacks.




Sales orientation

As manufacturing capacity increases, supply will tend to outstrip demand. In this scenario, some manufacturers take the view that a ‘born salesperson’ can sell anything to anybody and therefore enough salespeople could get rid of the surplus products, provided they are determined enough and don’t take no for an answer. This is called sales orientation, and relies on the premise that the customer can be fooled, the customer will not mind being fooled and will let you do it again later, and that if there are problems with the product these can be glossed over by a fast-talking sales representative. Up until the early 1950s, therefore, personal selling and advertising were regarded as the most important (often the only) marketing activities.

Sales orientation takes the view that customers will not ordinarily buy enough of the firm’s products to meet the firm’s needs, and therefore they will need to be persuaded to buy more. Sales orientation is therefore concerned with the needs of the seller, not with the needs of the buyer (Levitt 1960). Essentially, what these businesses try to do is to produce a product with given characteristics, then change the consumers to fit it. This is, of course, extremely difficult to do in practice.

Selling orientation and the practice of selling are two different things – today, salespeople are usually concerned with developing a range of relationship-building activities with their customers in order to create trust (Rowe et al. 2016), and ultimately encourage them to come back and buy more. This is an important distinction that is often missed by marketing theorists; there is more on this later in the book (Chapter 9). In the meantime, though, selling skills are a necessary factor in successful marketing (Wachner et al. 2009; Troilo et al. 2009; Le Meunier-Fitzhugh & Piercy 2010).





Customer orientation


Today’s marketers take the view that customers are intelligent enough to know what they need, can recognise value for money when they see it, and will not buy again from the firm if they do not get value for money. This is the basis of the marketing concept.

Putting the customer at the centre of all the organisation’s activities is more easily said than done. The marketing concept affects all areas of the business, from production (where the engineers and designers have to produce items that meet customers’ needs) through to after-sales services (where customer complaints need to be taken seriously). The marketing concept is hard to implement because, unlike the sales orientation approach which seeks to change the customers’ behaviour to fit the organisation’s aims, the marketing concept seeks to change the organisation’s behaviour to fit one or more groups of customers who have similar needs. This means that marketers often meet resistance from within their own organisations.

At this point, it may be useful to remind ourselves of the distinction between customers and consumers. Customers are the people who buy the product; consumers are those who consume it. Customers could therefore be professional buyers who are purchasing supplies for a company, or possibly a parent buying toys for a child. The customer might also be the consumer, of course, but the consumer could equally be the recipient of a gift or the user of a service which is paid for by others.


Critical thinking

Many companies say that they are customer (or consumer) orientated, but how true is this? Do companies seriously expect us to believe that the customer comes first when they reserve the best parking space for the managing director? Or that the customer comes first when they raise their prices? Or that the customer comes first when the call centre closes at weekends?

In fact, would it be fairer to say that we always consider the customer’s needs, since this is the best way of getting their money off them?






Societal marketing

Societal marketing holds that marketers should take some responsibility for the needs of society at large, and for the sustainability of their production activities. This orientation moves the focus away from the immediate exchanges between an organisation and its customers, and even away from the relationship between the organisation and its consumers, and towards the long-term effects on society at large. This need not conflict with the immediate needs of the organisation’s consumers: for example, the Body Shop operates a highly successful consumer-orientated business while still promising (and delivering) low environmental impact.


Figure 1.1 Societal classification of new products


[image: Figure 1.1 Societal classification of new products]


Source: Kotler, P., Armstrong, G., Saunders, J. and Wong, V., 2001, Principles of Marketing. Pearson Education Limited.



Kotler et al. (2001) say that products can be classified according to their immediate satisfaction and their long-run consumer benefits. Figure 1.1 illustrates this. In the diagram, a product which has high long-term benefits and is also highly satisfying is classified as a desirable product. For example, a natural fruit juice which is high in vitamins and also tastes good might fit this category. A product which has long-term benefits but which is not immediately satisfying, for example a household smoke alarm, is a salutary product. Products that are bad for consumers in the long run, but that are immediately satisfying (such as alcohol or confectionery) are called pleasing products: research shows that people believe that ‘unhealthy’ foods taste better (Raghunathan et al. 2006; Anderson & Mirosa 2014; Petit et al. 2016). Finally, products which are neither good for consumers nor satisfying are called deficient products; examples might include ineffective slimming products, or exercise equipment which is poorly designed and causes injury. In theory, firms should aim to produce desirable products – but consumers often choose the pleasing products instead; for example, eating unhealthy foods when they feel unhappy or stressed (Garg et al. 2006; Gamble et al. 2010; Huang et al. 2017).

The societal marketing concept includes the marketing concept in that it recognises the needs of individual consumers, but it goes further in that it aims to improve the well-being of the wider society in which the firm operates. This means that the organisation takes on responsibility for good citizenship, rather than expecting consumers to understand or take account of the wider implications of their consumption behaviour. The problem is that firms need to balance three factors: customer needs, company profits (or other objectives) and the needs of society as a whole. Since competing companies may not be so concerned about society at large, it is not clear how societal marketing will contribute to creating competitive advantage; it is very clear how customer orientation helps firms to compete, however.

Ultimately, consumer orientation and societal marketing both seek to ensure that the organisation (whether a business or a non-profit organisation) should be looking to create greater value for customers, and thus meet the competition better (or even create competition in new markets).




Relationship marketing

During the 1990s, marketing thinking moved towards the relationship marketing concept. Traditional marketing has tended to concentrate on the single transaction with a short-term focus. Relationship marketing focuses on the ‘lifetime’ value of the customer. For example, a motor manufacturer might have one model aimed at young drivers, another aimed at families with children, and another aimed at middle-aged motorists. Each segment might be treated as a separate and unique entity. Under a relationship marketing paradigm, the organisation recognises that the young motorist will pass through each lifestyle stage in turn, and is then a customer for a different model each time. Relationship marketing aims to determine who will be (or could be) the most loyal customer throughout his or her life: marketers are responsible for establishing and maintaining these relationships.

In practice, relationship marketing has met with its greatest success in the business-to-business world. Companies which sell to other companies have generally been most proactive in establishing long-term cooperative relationships; for example, aircraft engine manufacturers such as Rolls-Royce and Pratt & Whitney need to establish close relationships with aircraft manufacturers such as Airbus and Boeing, since the designs of airframes and engines need to be coordinated. The ability to adapt the designs to meet the needs of the other company has obvious advantages in terms of cost savings and (eventually) greater profits, but it also has an advantage from the supplier’s viewpoint in that close cooperation makes it harder for competitors to enter the market. Customers that have committed to a shared design process are unlikely to want to start the process all over again with another supplier. Creating this kind of loyalty has a significant effect on future revenues (Andreassen 1995).

It is a commonly held belief that it costs five times more to attract a new customer than to keep an existing one. Therefore the creation of customer loyalty is a key element in relationship marketing (Ravald & Gronroos 1996; Tahmasbizadeh et al. 2016) as is the establishment of a mutually rewarding connection, and a willingness to adapt behaviour to maintain the relationship (Takala & Uusitalo 1996).

There is more on relationship marketing throughout the text: it has become, like the Internet, central to marketing practice in recent years.



Critical thinking


Do we really want to have a relationship with the companies which supply our needs? Of course, politeness is one thing – but we aren’t going to go on a long walking holiday with our bank, are we? Maybe the relationship is a bit one-sided: the company wants to lock us in to a long-term deal, and offers us all kinds of incentives to do so, whereas actually we would rather be free to choose between firms. We soon learn that threatening to leave means we get freebies, so the more they try to hang on to us, the more we take advantage!

Hardly the basis for a long-term relationship, is it?








Marketing and other business disciplines

As the marketing concept has evolved from production orientation through to customer orientation, the role marketing occupies relative to other business functions has also evolved. Under a production-orientated regime, marketing usually occupies a departmental role; the marketing role is contained within a marketing department which carries out the communications functions of the firm.

If customers are central to the organisation’s thinking, marketers act as the moderating group. Marketing can be seen in several ways, as follows:


	As a moderating force in the exchange process.

	As the driving philosophy of the business. Looked at in this way, everyone in the organisation becomes concerned primarily with adding value for the customer.

	As a managerial function. This aspect of marketing means that marketers manage resources to obtain the most positive responses from customers.

	As a dynamic operation, requiring analysis, planning and action. Because customers’ needs, tastes and requirements change rapidly, marketing needs to change also. A product-orientated firm does not have this difficulty, since it seeks to change its customer base (either by persuading customers to buy, or by seeking out new customers) rather than change the product or the overall offer.

	As a catalyst for change. Market-orientated firms need to change to meet customer need: marketers are at the forefront of these changes because they represent the customer.



Integration of different functions will almost always improve performance (Lyus et al. 2011), and in a customer-orientated firm it is the marketing people who are best placed to coordinate activities to maximise customer satisfaction. Bringing colleagues from other disciplines on board in developing a marketing orientation is as essential to this process as communicating with customers (Korhonen-Sande 2010; Gonzalez-Zapatero et al. 2016).





Marketing on a day-to-day basis


Marketers deal with the marketing mix, which was described by McCarthy (1987[1960]) as the four Ps of marketing. These are:


	
Product. The product should fit the task the target consumers want it for, it should work and it should be what the consumers expected to get.

	
Place. The product should be easily available from wherever the firm’s target group of customers feel it most convenient to purchase. This may be an online store, a high-street shop, it may be mail order through a catalogue or from a magazine coupon, or it may even be doorstep delivery.

	
Promotion. Advertising, public relations, sales promotion, personal selling and all the other communications tools should put across the organisation’s message in a way that fits what the particular group of consumers and customers would like to hear, whether it be informative or appealing to the emotions and through the media channels that they prefer to receive messages through (Internet, mobile messaging, social media, TV, etc.).

	
Price. The product should always be seen as representing good value for money. This does not necessarily mean that it should be the cheapest available; one of the main tenets of the marketing concept is that customers are usually prepared to pay a little more for something that really works well for them.



The 4-P model has been useful when applied to the manufacture and marketing of physical products, but with the increase in services provision the model does not provide a full enough picture. In 1981 Booms and Bitner proposed a 7-P framework to include the following additional factors:


	
People. Virtually all services are reliant on people to perform them, very often dealing directly with the consumer: for example, the waiters in restaurants form a crucial part of the total experience for the consumers. In effect, the waiter is part of the product the consumer is buying.

	
Process. Since services are usually carried out with the consumer present, the process by which the service is delivered is, again, part of what the consumer is paying for. For example, there is a great deal of difference between a silver-service meal in an upmarket restaurant and a hamburger bought from a fast-food outlet. A consumer seeking a fast process will prefer the fast-food place, whereas a consumer seeking an evening out might prefer the slower process of the restaurant.

	
Physical evidence. Almost all services contain some physical elements: for example, a restaurant meal is a physical thing, even if the bulk of the bill goes towards providing the intangible elements of the service (the decor, the atmosphere, the waiters, even the dishwashers). Likewise, a hairdressing salon provides a completed hairdo, and even an insurance company provides glossy documentation for the policies it issues.



In fact, virtually all products combine a physical product with a service element. In some cases, the service element is the main factor in distinguishing one product from another, especially in business-to-business markets (Raddats & Easingwood 2010).

Each of the above elements of the marketing mix will be dealt with in greater detail throughout the text, but it is important to recognise that the elements need to be combined as a mix. Like a recipe, one ingredient of the mix will not substitute for another, and each ingredient must be added in the right quantities at the right time if the mix is to prove successful in achieving consumer satisfaction. Each organisation will tend to have its own approach to the mix, and therefore no two firms will follow exactly the same marketing approach. This is one of the features that distinguishes marketing from the other business disciplines such as accountancy or company law. The marketing mix concept is also useful as a way of thinking about marketing, but in practice many marketing activities do not fall neatly within the boxes: there is considerable overlap. For example, a money-off special offer overlaps between pricing and sales promotion.

To illustrate how the marketing concept is implemented in practice, the next section looks at some of the jobs that marketers have.




Marketing jobs

In a sense, everybody in the organisation is responsible to some extent for ensuring that the consumers’ needs are met. Clearly, though, some individuals will have greater responsibility than others for this; some of the job titles that marketers hold are shown in Table 1.1.

In market-orientated companies it is the customer who has the major say in what happens, and it is the marketing team that works within the company to ensure that everything is geared to the customer’s (and consumer’s) needs. Not all companies are market-orientated in the sense of putting customer satisfaction at the core of everything the business does; even some marketing managers see marketing as purely a departmental responsibility rather than an organisational one (Hooley et al. 1990). In fact, everyone within the firm has some responsibility for ensuring customer satisfaction; those who have direct contact with the firm’s customers have a particular role to play (for example, secretaries, delivery drivers, receptionists, telephonists and credit controllers).

The marketing orientation is adopted because it works better than any other orientation; customers are more likely to spend money on goods and services that meet their needs than on those that do not. In other words, looking after customers is good for business, and organisations that adopt a customer orientation are more likely to meet their objectives than those that do not. This applies even in non-profit organisations; charities, government departments and other organisations that offer benefits to ‘customers’ also function more effectively if they put their customers at the centre of everything they do (Modi & Mishra 2010).


Table 1.1 Marketing job titles and descriptions





	Job title
	Job description



	Brand manager
	Responsible for all the decisions concerning a particular brand. This concept was originally introduced at Mars; brand managers compete with each other as well as with other firms for market share in the chocolate bar market, even though they are all working for the same firm. This tends to result in greater efforts and greater corporate share all round.



	Digital marketing manager
	Responsible for devising, implementing and developing a digital marketing strategy. They must drive, innovate and explore all new digital marketing opportunities in order to communicate effectively with the consumer.



	Product manager
	Responsible for all the decisions around a group of similar products within a firm. For example, a biscuit manufacturer might have one product manager in charge of chocolate-covered snack biscuits, and another in charge of savoury biscuits for cheese.



	Sales manager
	Responsible for controlling, training and motivating the salesforce and the sales back-up team. Sales managers often also have a role in credit control, since they are in the best position to know the individual customers and can give an opinion on the customer’s creditworthiness or (as a last resort) on the least damaging way to get the customer to pay up.



	Content manager
	Among many other roles, typically they create/edit copy and imagery for online promotions as well as managing blogs, undertaking webinar programme planning and production. Also responsible for ensuring that all content fits with the brand (is ‘on-message’) and is consistent in terms of style, quality, tone of voice, etc.



	Salesperson
	Finds out what each customer needs, and tries to arrange for it to be delivered. Salespeople do this by selecting from the range of products that the company has on offer, and explaining those products in terms of how they will meet the client’s needs.



	Advertising manager
	Controls media purchases, deals with advertising agencies, generally handles the flow of information to the company’s customers and consumers.



	Public relations manager
	Monitors the company’s public image and applies corrective measures if the company is acquiring a bad reputation. Organises events and activities that will put the company in a good light, and tries to ensure that the company behaves responsibly towards its wider publics.



	Market research manager
	Collects evidence about what it is that consumers really need, and what they would really like to buy. Sometimes this also includes monitoring competitors’ activity so that the company can take action early to counteract it.



	Webmaster
	Controls the design and maintenance of the corporate website, including regular updates to reflect changes in the product range, and arranges the design of new promotions (for example, online games and viral marketing activities).













Key concepts in marketing


Apart from customer centrality, there are several more key concepts which are the running themes of any marketing course or career. These will be dealt with in more detail later in the text, but they are as follows:


	
Managing exchange. This goes further than promoting exchange through clever advertising and sales techniques; it also means ensuring that goods are where they should be when they should be, and ensuring that the products themselves are worthy of exchange. Viewing marketing as the management of the exchange process gives clear guidance to people working within the firm.

	
Segmentation and targeting. This is the idea that people can be grouped according to their needs (i.e. there are groups of potential customers who are looking for the same type of product) and that we can, and should, devote our limited resources to meeting the needs of a few groups rather than trying to please everybody.

	
Positioning. As marketers, we often seek to create an appropriate attitude towards our brands, and the firms for whom we work. This perception needs to be accurate, at least for our target customers, otherwise they will be disappointed and will not do business with us again. The position our brand occupies in the minds of the target group is therefore critical, and in this context the brand is the focusing device for all our planning – it is the lens through which our customers see us.






Definitions of some marketing terms

Customers are the people or firms who buy products; consumers actually use the product, or consume it. Frequently customers are also consumers, so the terms might be used interchangeably, but often the person who buys a product is not the one who ultimately consumes it.

A need is a perceived lack of something. This implies that the individual not only does not have a particular item, but also is aware of not having it. This definition has nothing to do with necessity; human beings are complex, and have needs which go far beyond mere survival. In wealthy Western countries, for example, most people eat for pleasure rather than from a fear that they might die without eating – the need for enjoyment comes long before there is a necessity for food.

A want, on the other hand, is a specific satisfier for a need. An individual might need food (hunger being awareness of the lack of food) and want (for example) a curry rather than a sandwich.

Wants become demands when the potential customer also has the means to pay for the product. Some marketers have made their fortunes from finding ways for people to pay for the products, rather than from merely producing the product. The demand for a given product is therefore a function of need, want and ability to pay.

A product is a bundle of benefits. This is a consumer-orientated view, because consumers will buy a product only if they feel it will be of benefit. Diners in a restaurant are not merely buying a full stomach; they are buying a pleasant evening out. Customers in a bar are not buying fizzy water with alcohol and flavourings in it; they are buying a social life. Here a distinction should be made between physical goods and services. For marketers, both of these are products, since they may well offer the same benefits to the consumer. An afternoon at a football match or a case of beer might serve the same morale-raising function for some people. Services and physical goods are difficult to distinguish between, because most services have a physical good attached to them and most physical goods have a service element attached to them. The usual definition of services says that they are mainly intangible, that production usually happens at the same time as consumption, that they are highly perishable, and that services cannot be owned (in the sense that there is no second-hand market for them).

Publics are any organisations or individuals that have actual or potential influence on the marketing organisation. This is an important definition for public relations practitioners, because they have the task of monitoring and adjusting the firm’s activities relative to all the firm’s publics, which can include government departments, competitors, outside pressure groups, employees, the local community and so forth.

Markets are all the actual and potential buyers of the firm’s products. Few firms can capture 100 per cent of the market for their products; marketers more commonly aim for whichever portions of the market the firm can best serve. The remainder of the customers would go to the competition, or just be people who never hear of the product and therefore do not buy it. Even giant firms such as Coca-Cola have less than half of the market for their product category. For this reason, marketers usually break down the overall market into segments (groups of customers with similar needs and characteristics) or even niches (very specific need and product categories).

Price is the amount of money for which a product is sold. Value is what the product is worth to the customer or consumer. The value is always higher than the price, or no business would result, but individual customers will make a judgement as to whether the product is good value or poor value. If the product is poor value, the customer will try to find alternatives; if the product is good value, the customer will remain loyal. The decision about value for money is, of course, subjective; what one customer considers a great bargain, another customer might see as a waste of good money.




Meeting marketing resistance

Most organisations still tend to see marketing as one function of the business, rather than seeing it as the whole purpose of the business. Marketing departments are frequently seen as vehicles for selling the company’s products by whatever means present themselves, and marketers are often seen as wizards who can manipulate consumers into buying things they do not really want or need. This means that many marketers find that they meet resistance from within the firm when they try to introduce marketing thinking.

This is at least in part due to the fact that the practice of marketing is difficult. Adopting a marketing stance means trying to think like somebody else, and to anticipate somebody else’s needs. It means trying to find out what people really need, and develop products that they will actually want. It means bending all the company’s activities towards the customer. Inevitably there will be people within the firm who would rather not have to deal with these issues, and would have a quieter life if it were not for customers.

Table 1.2 shows some typical arguments encountered within firms, together with responses that the marketer could use.

Overcoming this type of resistance is not always easy because of the following factors:


	Lack of a leadership which is committed to the marketing concept.

	Lack of a suitable organisational infrastructure. For example, information about customers and consumers is a great deal more difficult to communicate throughout the firm if the firm’s information technology systems are inadequate.

	Autocratic leadership style from senior management. In companies where the top managers believe that only their own ideas are right, the idea of changing the corporate direction to meet customer need better is less likely to take root.

	Inherent mistrust of marketing by some individuals in positions of power.

	A preference for a production or sales focus (as seen in Table 1.2).

	A transactional approach to business, in which making each sale is seen as the appropriate focus rather than thinking in terms of encouraging customers to return.



In an ideal corporate situation, marketing would be seen as the coordinating function for every department. The marketing function would be supplying information about the customer base, there would be common control systems in place to ensure that each department contributes primarily to customer satisfaction, the business strategy would be based around customer need, and goals for the organisation would be realistic and aimed at customer satisfaction. In practice, most firms have some way to go in reaching this ideal.


Table 1.2 Reasons not to adopt a marketing philosophy





	Source
	Argument
	Response



	Production people
	This is what we make efficiently. It’s a good, well-made product, and it’s up to you to find people to sell it to.
	You might like the product, but the customers may have other ideas. What we need to do is not just ‘keep the punters happy’ but delight our customers and ensure their loyalty in future.



	Accountants and financial directors
	The only sensible way to price is allocate all the costs, then add on our profit margin. That way we know for sure we can’t lose money. Also, how about cutting out the middleman by selling direct to the retailers?
	If you use cost-plus pricing, you will almost certainly either price the product lower than the consumers are prepared to pay, in which case you are giving away some of your profit, or you’ll price it too high and nobody will buy the product. And that way you’ll really lose some money. And cutting out the wholesalers means we’d have to deliver odd little amounts to every corner shop in the country, which would make our transport costs shoot up. Not to mention that the retailers won’t take us seriously – we need the wholesalers’ contacts.



	Legal department
	We have no legal obligation to do more than return people’s money if things go wrong. Why go to the expense of sending somebody round to apologise?
	With no customers, we have no business. We have all our eggs in one basket; we can’t afford to upset any of them.



	Board of directors
	Business is not so good, so everybody’s budgets are being cut, including the marketing department. Sorry, you’ll just have to manage with less.
	If you cut the marketing budget, you cut the amount of business coming in. Our competition will seize the advantage, and we’ll lose our customer base and market share – and we won’t have the money coming in to get it back again, either.



	Front-line staff
	I’m paid to drive a truck, not chat up the customers. They’re getting the stuff they’ve paid for, what more do they want?
	Giving the customer good service means they’re pleased to see you next time you call. It pays dividends directly to you because your job is more pleasant, but also it helps the business and keeps you in a job.



	Salesforce
	You’re paying me commission to get the sale, so getting the sale is all I’m interested in.
	You can get sales once by deceit, but what happens when you go back? How much more could you sell if your customers know you’re a good guy to do business with? And apart from all that, if you’re doing your best for the customers, you can sleep at nights. Collaboration between sales and marketing is known to improve overall business performance (Le Meunier-Fitzhugh & Piercy 2007).













Quotations about marketing


For companies to be successful, the management must put the customer first. Here are some quotations that illustrate this.

Probably the most important management fundamental that is being ignored today is staying close to the customer to satisfy his needs and anticipate his wants. In too many companies the customer has become a bloody nuisance whose unpredictable behaviour damages carefully-made strategic plans, whose activities mess up computer operations, and who stubbornly insists that purchased products should work.

(Lew Young, Editor-in-Chief of Business Week)

Marketing is so basic that it cannot be considered a separate function … It is the whole business seen from the point of view of its final result, that is, from the customer’s point of view

(Peter F. Drucker, 1973)

There is only one boss – the customer. And he can fire everybody in the company from the chairman on down, simply by spending his money somewhere else.

(Sam Walton, American founder of Wal-Mart stores, the largest retail chain in the world)

And finally, Tom Watson of IBM was once at a meeting where customer complaints were being discussed. The complaints were categorised as engineering complaints, delivery complaints, servicing complaints, etc., perhaps ten categories in all. Finally Watson went to the front of the room, swept all the paper into one heap, and said ‘There aren’t any categories of problem here. There’s just one problem. Some of us aren’t paying enough attention to our customers.’ And with that he swept out, leaving the executives wondering whether they would still have jobs in the morning. IBM salespeople are told to act at all times as if they were on the customer’s payroll – which, of course, they are.


CASE STUDY 1 Lush

Lush Cosmetics is a manufacturer of ethically sourced, environmentally friendly cosmetics. Based in Poole, Dorset, the company has manufacturing facilities (or ‘kitchens’ as the company calls them) in Canada, Germany and Croatia.

The company’s founders, Mark Constantine and Liz Weir, have worked together for almost 40 years. Mark is a trichologist, Liz is a beauty therapist; they met in a salon in Poole in the early 1980s and began producing their own range of products under the name Constantine and Weir. Initially, they sold the products to the Body Shop, another cosmetics firm famous for its ethical stance, and eventually sold their formulae to the Body Shop for a reputed £11 million. The sale agreement had a no-competition clause which forbade them from opening another retail shop for five years, so they started a mail-order business instead. This business went bankrupt – taking most of their money with it.

Undaunted, Mark and Liz started up again, in rooms above Poole Market; inspired by the fresh fruit and vegetables on offer below them, they began hand-making products using vegetable essences. They ran a competition among their customers for a new brand name, and this resulted in the name Lush, which denotes freshness and verdant growth.

All Lush products are vegan – no animal products are used at all, and the company does not deal with any suppliers that do not conform to the same high ethical standard. Products are tested on human volunteers rather than animals, and the company does not use palm oil (which is often the culprit in the destruction of wildlife habitats). Lush also supports many charitable initiatives, and has a regular ‘Charity Pot’ feature in which a specific hand lotion is sold for charity. The entire sale price of the Charity Pot is contributed, usually to small charities working for environmental or animal welfare causes. So far Lush has contributed over £10 million via this initiative.

As a private company, Lush is not accountable to shareholders (apart from the very small group who are directly involved). This means the company can act in unusual ways – it can support causes as it wishes, and has sometimes been criticised for some of its initiatives. The retail stores themselves are colourful, fun places to shop, and staff are encouraged to use the products themselves, and to know about them. The firm is strongly committed to gender equality and pay equality and also to encouraging staff to have fun and enjoy the working day. All staff get the day off if their birthday happens to fall on a working day, and the company pays above the usual going rates for retail staff.


[image: CASE STUDY 1 Lush]


Even the products themselves are designed to be fun. Lush’s signature bath bombs are made from sodium bicarbonate perfumed with essential oils, so that they fizz in the bath and create a lot of bubbles. They are given names such as ‘Madame President’ and ‘Cheer Up, Buttercup!’ to emphasise that they are for fun. While other cosmetic companies have brand names such as ‘Autumn Mist’ or ‘Wild Daffodils’, Lush has a bath bomb called ‘Cyanide Pill’ and another called ‘Incredible Mum’.

This somewhat quirky approach has certainly proved successful for the company and its founders. The company has over 1,000 stores worldwide, and has a turnover of around £500 million per annum. Despite this wealth, Mark Constantine remains absolutely true to his environmental beliefs – he doesn’t own a car, but instead uses his bicycle and public transport. Saving the planet has certainly proved to work out well for Lush and its founders.


Case study questions



	Why would the company effectively give away revenue through the Charity Pot scheme?

	Why are the brand names for the various products so important?

	How are customer needs addressed by the company’s ethical stance?

	Why encourage staff to use the products themselves?

	What is the benefit of remaining a private company?



For answers to these questions, see the companion website at www.pearsoned.co.uk/blythe
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