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	5 Star Review by Readers’ Favorite

[image: Image]The marketing industry has its complexities and unique self-driven motives, as all professionals aim for one thing, and that is to become marketing managers. Marketing Management Essentials You Always Wanted to Know by Callie Daum uses real-life experiences to provide marketing managers with the skillsets aimed at establishing their roles. This book defines marketing in a broader context by looking at the role organizations play in developing, connecting, and providing value to customers. The author depicts marketing as a business philosophy in which the customer represents the core structure of the business and its activities. It has stages that involve extensive research within the marketing industry.

Marketing can be a fascinating subject in business management. I like what the title of this book addresses. This book uses simple, understandable language that engages the reader. Organizations play an important role in building their brand through advertising and PR. There's a lot to learn from this book that I didn't know about. I would also recommend this book to those undertaking business management courses. It contains a series of steps that aim to promote marketing management. Marketing Management Essentials You Always Wanted to Know provides an in-depth analysis of relatable marketing management concepts. For instance, it underlines the concept of social responsibility. This is a new aspect of societal marketing targeted towards the consumer's and society's welfare. Regarding the benefits, this book has them all.

This review is for an earlier edition.

 


			Exciting New Resources

			Thank you for an overwhelming response to Marketing Management Essentials You Always Wanted To Know. We are committed to publishing books that are content-rich, concise, and approachable, enabling more readers to read and make the fullest use of them.

			We are excited to announce a major update for this book:

			●	The 3rd edition has been updated and includes three new chapters to provide a more holistic understanding of the subject matter. New additions include three chapters which primarily touch upon the topics of essential marketing skills, forming a well-rounded marketing budget, and market return on investment (mROI). 

			●The book also comes with online resources like downloadable templates (marketing budget) and a presentation for instructors, which summarizes the learnings of all the chapters.

			Should you have any questions or suggestions, feel free to email us at reachus@vibrantpublishers.com

			We hope this book provides you with the most enriching learning experience.

			THIS BOOK IS AVAILABLE IN E-BOOK, PAPERBACK(B/W) AND HARDBACK(COLOR) FORMAT.

		


		
			Online Resources

			Congratulations! You now have access to practical templates of the marketing management concepts that you will learn in this book. These downloadable templates will help you implement your learnings in the real world and give you an in-depth understanding of the concepts. The templates include:

			1.Monthly Marketing Budget

			2.Marketing Budget Sample (For E-Commerce and Sales)

			3.Marketing Skills Self-Assessment Sheet

			4.How To Build A Budget (Guide)

			5.Budget Plans (Questionnaire)

			6.Marketing Metric Definitions

			7.Marketing Management Competencies Self-Assessment Sheet

			To access the templates, follow the steps below:

			1.Go to www.vibrantpublishers.com

			2.Click on the ‘Online Resources’ option on the Home Page

			3.Login by entering your account details (or create an account if you don’t have one)

			4.Go to the Self-Learning Management series section on the Online Resources page

			5.Click the ‘Marketing Management Essentials You Always Wanted To Know’ link and access the templates.

			Happy self-learning!
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			What experts say about this book!

						
			Marketing Management Essentials You Always Wanted to Know serves as an excellent primer for future marketing managers hoping to break into the field and become assets to their organizations. The book offers timely, relevant information necessary to have a fundamental understanding of marketing management. It also serves as a concise and effective refresher for current marketing managers who could benefit from re-learning the fundamentals or implementing new approaches and philosophies to their marketing work. Not only does this text cover a multitude of concepts critical to the health and success of a marketing team, it also offers helpful tips and guidance for career success on an individual level. 

			– Diana Amaya, Division Marketing Content Creator,

			 Alamo Colleges

			Marketing Management Essentials You Always Wanted to Know is a must-read for anyone wanting to master the art and science of marketing. The authors cover a wide range of marketing-related topics with clarity and depth and use case studies and real-world examples to help readers understand and apply the concepts presented. Whether you're a seasoned marketer looking to refresh your knowledge or a newcomer to the field, this book offers valuable insights and practical strategies to excel in today's competitive market. One of the authors, Michelle Bartonico, has extensive marketing and project management experience. Her insights into successful strategic marketing planning and stakeholder engagement set this guide apart from other "how-to" guides on the market and ensure marketing success in organizations of all sizes.

			– Jennifer Dempsey, Technical Product Marketing Manager,

			 Appfire

			This is a great resource to have under your belt, especially for new and rising marketing managers. It truly covers the essentials any marketing professional needs and would want to know.

			– Tara Salazar, Communications Specialist,

			 Caterpillar, Inc.   

			Daum and Bartonico have written an invaluable resource for managers, offering straightforward and pragmatic insights suitable for all expertise levels. Their work transcends industry boundaries, ensuring that individuals in any field can adeptly apply effective marketing management strategies within their department, division, or organization. This book expertly demystifies marketing complexities for professionals of all backgrounds in a practical and accessible way. 

			– Katie Ramirez, M.S., Director for the Center for Experiential Learning and Career Success

			Trinity University
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			Preface

			In our careers, we’ve seen marketing skills evolve through the years - from new takes on “old” skills to specializations that previously didn’t exist. This third edition was written with the goal to package the latest best practices with foundational principles and terminology to help marketing managers add value to their organization and thrive in their careers.

			This reading consists of core elements of marketing management that will support day-to-day activities from budgeting and planning to demonstrating return-on-marketing investment. New marketing managers may also be faced with challenges such as conducting an external audit, forecasting demand, developing a plan to gain new customers, and ensuring other departments are playing their part in providing customer value. These topics are included in this reading along with the resources marketing managers and professionals will need to understand and function in their role within any organization. Using real-life experiences and detailed study, this handbook will give you the tools to get started, and thrive, in your marketing management role. 

			After reading Marketing Management Essentials You Always Wanted To Know, you’ll have working knowledge of everything you need to know to springboard your career as a marketing professional.

		


		
			Introduction to the book

			We are all affected by marketing every day. We can see it, touch it, and feel it. But, what we don’t see is the precision, creativity, and strategy behind the marketing. What we experience on a daily basis is a result of efforts by marketing professionals. As you will learn in Marketing Management Essentials, an effective marketing manager demonstrates a blend of analytical, creative, and strategic thinking skills.

			It takes more than simply studying or reading about marketing. To be successful and add value to your organization, you need a combination of practice, examples of case studies, and real-world experience. With this in mind, Marketing Management Essentials is intentionally crafted to cover essential concepts and terminology while providing activities, quizzes, and exercises that allow you to practice and apply what you learn. 

			In industries around the world, marketing principles and skills are a means to achieve business goals. Marketing Management Essentials will give you the foundational knowledge – from budgeting techniques to marketing strategic planning to an introduction of career specialization areas – that will help ensure you are equipped for success as a marketing professional.

			Key learning objectives also include:

			●how to build a marketing plan,

			●an understanding of the various marketing specialization areas, 

			●approaches and resources to demonstrate marketing return on investment,

			●and how to self-evaluate your skills and competencies 

			After reading Marketing Management Essentials You Always Wanted To Know, you’ll have working knowledge of everything you need to know to springboard your career as a marketing professional.

		


		
			How to use this book?

			This book was written using real-life experiences and detailed study, that will equip marketing managers with the tools to get started, and thrive, in their role within any organization. This second edition articulates the latest skills and challenges that marketing managers face.

			1.	Engage with each of the practice activities and discussions. 

			2.	Refer back to this handbook for budget templates, use cases, and foundational terminology

			3.	Read the chapters in order. However, these chapters are able to stand alone if you are interested in diving into specific topics.

			4.	Approach the book knowing that you will need to take the information and apply the information in a way that works best for your organizational goals and point in your career. 

		


		
			Who can benefit from this book?

			In industries around the world, marketing principles and skills are a means to achieve business goals. Marketing Management Essentials You Always Wanted To Know will give you the foundational knowledge to ensure you are equipped for success as a marketing professional and are able to create a revenue-generating department for your organization.

			People who will benefit from this book include:

			1.	Students who are seeking a well-rounded introduction to marketing management.

			2.	Professionals — primarily entry-level or new to the marketing management role — who are looking to learn essential principles, terminology, and techniques to apply in the workplace..

			3.	Any employee who collaborates with a marketing manager or marketing department to help ensure they “speak the same language” when working on projects or campaigns.

		


		
			Chapter 1
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			Introduction to Marketing Management

			
							Marketing is a function of an organization that provides the framework for developing, connecting, and providing value to consumers. 

							In this chapter, you will learn about the processes that enable successful marketing - fulfilling those wants, needs, and desires from the consumer, both present and anticipated in future.

							You will also explore the various ways marketing contributes to an organization - keeping companies afloat in a struggling economy, building awareness and brand loyalty, and increasing demand for products and services. Let’s get started.

						
							Key learning objectives should include the reader’s understanding of the following:

						
							●The group of processes or procedures for developing, connecting, and providing value to consumers

							●How marketing is an organizational function

							●What the stages and types of marketing are

						

			Marketing affects everyone, every day. We all engage in marketing on a daily basis, so it is important that we understand what marketing is. A market can be defined by Philip Kotler as, “…all the potential customers sharing a particular need or want who might be willing and able to engage in exchange to satisfy that need or want. ”Marketing is a function of an organization. It is a group of processes or procedures for developing, connecting, and providing value to consumers. It is also for dealing with customer relations in ways that profit the organization and its stakeholders. Marketing is achieved by social and managerial processes. These processes consist of consumers and groups of consumers acquiring their needs and wants by developing and swapping products and values with one another. With the cutthroat competitive conditions and the advancement of production, distribution, stocking and pricing as well as digitalization, marketing has become managing relationships with customers, distributors, facilitators (banks, advertising, and PR people,) partners, and the public at large. Marketing seeks to fulfill the wants, needs, and desires of the consumer both present and anticipated in the future.

			Marketing is important because in the 21st century, with the struggling economy, organizations use marketing to help keep their companies afloat. Marketing helps to tackle the challenges faced in a failing environment. In a broader sense, marketing has brought awareness of products and services to the public that have made their lives better. When marketing is successful, demand increases for an organization’s products and services. It also helps to establish a brand in the public eye and build brand loyalty. Indirectly, successful marketing creates jobs for individuals because demand is increased and more assistance to produce and distribute the products and services is needed. In its simplest form, marketing puts products and services in the hands of its targeted consumers.

			Marketing is an organizational function covering almost all areas of business. The following list shows the many functions in an organization that can be categorized as a marketing function.

			●Customer Relationship Management (CRM)

			●Display

			●Stockholding

			●Servicing

			●Risk Taking

			●Transporting

			●Market Research

			●Merchandising

			●Publicity

			●Pricing

			●Forecasting

			●Buying

			●Financing

			●Selling 

			●Public Relations

			●Advertising

			●Sales Promotion

			Marketing is a management function. Management must ensure that the operations of the organization are running smoothly to ensure that the customer’s needs are met effectively and efficiently. Manager conduct analysis, plan, allocate resources, control current processes, and work to anticipate customer needs in an effort to ensure customers are satisfied. Additionally, it tries to anticipate the needs and wants of customers/ consumers in the future by evaluating social, economic, cultural, political, and technological developments.

			Marketing is a business concept (illustrated in Figure 1.1). Here is where the exchange process that is associated with obtaining goods and services comes into play. This is where supply and demand come in. If I have the supply and you have a demand for the product, we can negotiate a deal.

			It is considered an exchange when:

			●Two groups or more are involved

			●Both groups have something of value that the other group desires

			●Both groups effectively communicate and deliver

			●Both groups have the option to turn down each other’s offers

			●Both groups want to negotiate with the other party

			
			Figure 1.1 Core marketing concepts
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			Marketing is a business philosophy. It sees the importance of the customer and that all business exists to serve customers rather than manufacturing products. Marketing takes the customer as the core of its activities.

			In the remainder of this reading we will explore these concepts and dive deeper into marketing and marketing management, so we can better understand its inner workings.

			1.1 Stages of Marketing

			Not all marketing is greatly expensive, involving extensive research from a reputable firm and spending inordinate amounts of money on advertising and keeping up large marketing departments. Some organizations work with what they have. They stretch their current resources, maintain close relationships with customers, and use information gathered to meet the customer’s needs. These organizations focus on building their brand and customer loyalty and less on advertising and PR.

			Not all marketing is the same. There are three phases of marketing, shown in Figure 1.2, that can occur. 

			Examine the illustration below that describes the phases and their definitions.

			
			Figure 1.2 Three phases of marketing
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			1.2  Marketing Capacity

			In the following section, let’s answer the questions of who, what, when, where, and why in relation to marketing. First, what is marketed?

			Figure 1.3 Examples of what is marketed
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			Goods are the most commonly marketed item, as shown in Figure 1.3. They are physical in nature. Examples of goods would be cars, food, clothing, and furniture. Next are services that carry a 70-30 service-to-goods ratio. Examples of services would be airlines, banking, and doctors. Sometimes you see a mix of goods and services such as in construction. Events can also be marketed or promoted. Examples of events would be concerts, sports events, and performances. Experience is another item that is commonly marketed. Experiences include the coordination of several activities to provide a specific type of experience. A great example of this is Disneyworld; they orchestrate a lot of elements to provide a magical experience. It is strange to say that marketing helps to sell people. It is, however, true if you think about it in the context of an image of a person or a brand. For example, high-profile plastic surgeons sell themselves through marketing to lure in new clients. A more recent marketing effort has gone into marketing places. Doing this is promoting tourism in a specific city or state. For example, there are several commercials on TV advertising California and all it has to offer. Property marketing really falls within the realm of real estate. In order to sell a house or commercial property, an agent advertises the property on local websites or papers. Organizations often advertise for themselves to help build their brand. For example, Patagonia advertises its social consciousness and volunteer efforts to help really show its brand to the public. Information is also marketed. For example, advertisements you see for colleges and universities sell the education and information you would get from that college or university. Finally, ideas are marketed. For example, two famous ones are “Just Say No” and “No Means No”.

			1.3  Marketing Management

			Marketing management is the discipline of selecting goal markets and attaining, possessing, and increasing customers through generating, distributing, and communicating higher customer value. 

			The description above is extensive and requires resources in order to properly market each of them. A marketer is responsible for developing this marketing. They are essentially looking for some sort of response from the consumer, also referred to as a prospect. If both the marketer and the prospect are wanting to sell one another something, they can both be termed as marketers.

			1.3.1  Demand Management

			A marketer’s largest responsibility is to create demand for the item they are marketing. Essentially, marketers are demand orchestrators or demand managers. They control demand, timing, and logistics. Demand managers can create demand, diminish demand, and increase or decrease demand. When they are managing this demand, they must be cognizant of the different states of demand. See the list in Figure 1.4 to understand these different states.

			Demands management includes customer management. Organizations need to determine if they want to create new customers or maintain repeat customers, or both. Creating a group of new customers is a costly endeavor and hard to come by due to the ever-changing environment, economy, and competition. Due to these challenges, you will find more organizations shifting their focus to retaining their loyal customers.

			Figure 1.4 States of demand
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			If we are looking at marketing from a high level, and the industries that make up the economy as a whole, there are five different markets where demand occurs. These markets can really be thought of as different groupings of consumers. The exchange of goods, services, and information occurs between all of these markets. 

			Look at the diagram in Figure 1.5 to see the relationships that occur during this exchange process.

			Figure 1.5 Exchange process
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			This picture demonstrates how goods and services flow through the different markets and how government is at the center of it all. Money flows through all markets while taxes come into the government from all the markets. The government provides services to the consumer with the taxes that the consumers pay. The government gives services and money to all of the markets in exchange for their taxes and goods. Goods and services flow between manufacturers, intermediaries, and consumer markets. Resources come from the consumer market into the resource market and are put back into the manufacturer market. This is a rather complicated big picture. 

			Let’s take a look at how a simple exchange process works in Figure 1.6.

			Figure 1.6 Simple exchange process
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			There are different types of markets these exchanges can happen in, reflected in Figure 1.7. First, the consumer market is what everyone participates in to meet their daily needs. This market consists of organizations that create and distribute consumer goods and services such as groceries and clothing. Next, there is a business market where organizations employ skilled negotiators to purchase goods and services for their organizations. They also determine their competitive advantage and find different ways to demonstrate their product’s value. In the global marketplace, organizations that participate have to make a lot of decisions to ensure that they are entering the right market at the right time. They must ensure that they understand the culture and the needs of each of the different countries to determine which is right to enter. Organizations participating in the nonprofit and governmental markets are selling to customers who have limited resources for purchases such as churches, public schools, and charities. In the government market, sellers typically place bids to become the exclusive provider.

			Figure 1.7 Types of markets where exchange happens
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			As we continue on in the reading, it is important to understand the meaning of a few terms. Marketplaces are physical places or brick-and-mortar locations. Marketspaces are a digital footprint. Metamarkets are products that are complementary to each other, but they are spread across markets. Metamediaries are vehicles of navigation for consumers through metamarkets.

			1.3.2  Philosophies

			When we are in the middle of marketing management, we are completing specific activities with the goal of driving desired effects and exchanges with our target customers. The driving factor behind those marketing activities is called a philosophy. In Figure 1.8, we begin to look at several of these philosophies including production, product, selling, marketing, and societal marketing.

			Figure 1.8 Philosophies
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			In the production concept, companies try to satisfy the demand in the market with new products, because there is a big demand in the market that is not satisfied with the current products. In the early years of industrialization, all efforts were directed toward production. Customers were not demanding high-quality stuff but basic goods to satisfy their basic needs. Henry Ford, the founder of the US company Ford, introduced a car into the US market called T-Model. He said, “You can choose any color you want as long as it is black.” On the other side General Motors produced colorful cars thus giving the customers a choice. Since then Ford was not able to close the gap in sales with GM cars.

			In the product concept, the idea is that consumers look for products that offer high-quality performance and features. Therefore, continually improving upon the current version of the product is critical to success. This concept is based on the idea that if I build a bigger and better bug swatter, consumers will come running to buy it. This is not necessarily always true, the consumer may be looking for better and more innovative ways to get rid of bugs such as sprays, candles, etc. Don’t fall into the trap that bigger and better equals success. Also, this concept is related to marketing myopia. Marketing myopia is where a company focuses on its needs rather than the needs and desires of the customer.

			In the selling concept, the philosophy is that you will never sell enough of a product unless you undergo a big selling effort. Consumers may not be willing voluntarily to buy a product, or perhaps they are not in need of that product. So they need to be encouraged and convinced to buy the products. Companies need to hire salesmen who can explain the special attributes of the products to the buyers. Typically, this philosophy is associated with goods that consumers don’t necessarily think of buying. This is also associated with not-for-profit organizations. You don’t typically think of “buying” a mayor, so lots of marketing happens to keep specific candidates at the forefront of your mind. 

			Another instance where this may be used is when an organization has produced too much of a specific good, so they are looking to sell their inventory regardless of what the market is asking for. There is a high risk involved with this marketing because it assumes that all you have to do is tell the consumer how much they need the product and they’ll buy it. They may buy the product and not like it, but the assumption is they will forget they didn’t like it and buy it again later. These assumptions are not necessarily grounded in factual data. In fact, research suggests that if a consumer does not like a product, they will not buy it again and they will tell their friends not to buy it either.

			However, after a certain period of the sales era, companies faced a dilemma because the customers did not want to buy products that are produced without consultation with them. They wanted to be consulted about their needs and wants. This is called the marketing concept. With the marketing concept, the organization needs to determine the needs, wants, and desires of the target market and they must deliver effectively and efficiently. They must deliver better than their competitors. In order for this to work, everyone in the organization must be on board – from top down to bottom up. Everyone must be invested in retaining customers. For this reason, organizations spend a lot of time investing their time on how to motivate and inspire all of their team members to provide excellent customer service. Organizations must hone in on the customers’ needs and competitors’ strategies. To be successful, organizations must go so far as to break down their customer population and determine each individual group’s desires, so they can meet their satisfaction requirements. In some cases, customers themselves do not know what they want, so customer-driving marketing comes into play. This is where the organization learns so much about the customer that they end up knowing more about what the customer wants than the customer does. With this concept, it is important for organizations not to get caught up with meeting customer satisfaction that they forget that it should not be met at the expense of profitability. 

			Figure 1.9 Selling and Marketing concepts side-by-side

			[image: ]

			
			Figure 1.9 shows a side-by-side between the Selling and Marketing concepts. All these philosophies reflect the historical developments in any economy, as the economic progression competition becomes more and more stiff. New companies enter the market with similar or new products, thus forcing the old ones to change the way they compete. The only solution is to go to the customer to understand what type of needs, wants, and desires they have before they start to produce.

			
			As time goes by, companies will feel the pinch of social reactions in terms of their contribution to air, sea, river, and lake pollution. People start accusing the companies of how they negatively impact nature. This brings to marketing a new dimension: social responsibility. We call this philosophy societal marketing. Societal marketing is similar to the marketing concept in that they both believe that the organization should have a clear understanding of the customer’s wants, needs, desires, and interests. Societal is different in that it adds an extra layer where we not only want to do it better than our competitors, but we want to make sure that we are doing it in a way that sustains and/or improves both the consumer’s and society’s welfare. This philosophy is the newest emerging philosophy today. It really looks at the question: Does the strict marketing concept take into account the environment of today? For example, is using coal as an energy source socially responsible and healthy for the consumer? Are genetically modified products socially responsible and healthy for the consumer? Societal marketing suggests that pure marketing does not address these questions adequately. Applying this concept forces organizations to look at meeting all of society's expectations, as shown in Figure 1.10.

			Figure 1.10 Societal marketing concept

			[image: ]

			​1.3.3  Market Types

			In order to satisfy customers, organizations must have an understanding of the market they are competing in. Understanding the market allows organizations to analyze and understand customer needs and wants.

			Customer 

			The customer market refers to customers who buy goods and services for their own use and not for resale. Customer markets are complex because each customer has different likes and dislikes, wants, and needs. Buying habits can differ from customer to customer. There are characteristics that are typically used to distinguish customers from one another, as shown in Figure 1.11.

			Figure 1.11 Customer characteristics
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