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Summary


Marketing was a revolutionary new concept 50 years ago, when corporations began to recognize that it was not just the product that was the most important aspect of their business. Companies recognized that consumers had a myriad of choices of competitive product offerings, and marketing was responsible to ensure that the company’s products had the benefits and attributes that customers wanted and was willing to pay for. Marketing reverse prior business logic and said: «the customer is king.» Marketing oriented companies began the venture by looking segmented markets and providing products perfect for each segment. As technology developed in virtually every function of the company, it became economically feasible to define the market segments into smaller and smaller units. As time went on, the mantra of the successful marketing oriented companies changed from «the customer is king» to «the customer is a dictator.»


Like any social science, marketing has basic principles. These principles need to be considered when making any type of marketing decisions. This book describes these basic principles of marketing, and while the authors recognize that each decision may be slightly different from any previous decision, the rules or principles remain the same. The concept of basic principles is nothing new as the generals of history recognized in warfare there are basic principles as well. For example, Admiral Mahan stated that «War acknowledges principles, but these are not so much fetters which compel its movement outright but as guides which warn us when it’s going wrong.» John J. Alger noted that «Perhaps a principle is most of all a “guide” that can sometimes be violated, but always must be considered.» And Frederick the Great said, «Do not attack the enemy when he adheres to the rules, but profit from his slightest mistakes without delay.»


Marketing warfare has principles as well. In each of the chapters in this book, we present the important issues associated with each essential area of marketing. The task is not an easy task, because the principles are often within the context of the problem which are trying to solve for the marketing program you’re trying to develop. However, in almost every marketing case you will find some aspect of each of these critical factors intertwined within the problem. For example, if a company is considering something which might appear to be simple such as changing a package, one must also consider issues as to what consumers currently are motivated by consumer Behavior –Chapter 3– and Marketing Research –Chapter 5–. Will the retailers accept the new package? –Distribution, in Chapter 8–. Does the new product have a different price in a different margin? –Price, in Chapter 9–. How will our competitors react to our new? –The Environment, in Chapter 2–, and so on.


Two facts cannot be denied about marketing. Fact one is while marketing may not be the most important function within a company, a company will not be successful without a successful marketing function. Fact two recognizes that creativity and genius are essential pieces of the marketing function, but they are not sufficient to create effective marketing program. The major step of a student of marketing, whether it’s a young college student or an older business executive, is to understand the principles of marketing. Reading this book will be the first step in accomplishing this task.




Chapter 1


Introduction to marketing


1.1. The concept of marketing.


1.2. The evolution of the marketing conceptualization.


1.3. Marketing related concepts.


1.4. The marketing orientations.


1.5. The role of marketing in the economy.


1.6. The role of marketing within the company.


1.7. References.


 


1.1. The concept of marketing


Originally a market was a meeting place where people could buy and sell produce. In modern societies a market is much more complex, but keeps the core principles of bringing together buyers and sellers with common interests. The modern concept of the market is based on groups of people who have similar needs and wants, who are the actual and potential consumers and companies that aim to satisfy the consumers’ needs and wants better than their competitors, which is an industry. Many people think that marketing is advertising and selling; however, today marketing should be understood not in the sense of making a sale, but in the broad sense of satisfying customer needs. More precisely, we can state that marketing deals with identifying and meeting human and social needs.


Nowadays, successful companies have one thing in common which is the commitment with marketing. But, what is marketing? One simple definition is that marketing is «managing profitable customer relationships», since its two main goals are attracting customers by promising superior value and growing current customers by delivering satisfaction (Kotler et al., 2008). In fact, marketing mostly deals with customers, aiming to create customer value and to provide customer satisfaction.


Marketing could be defined as «a social and managerial process by which individuals and groups obtain what they need and want through the creation and exchange of products and value in the marketplace» (Kotler et al., 2008). Consequently, this definition deals with a social and a managerial definition of marketing. On one side, some authors provide a social conceptualization of marketing as the process by which individuals obtain what they need through the creation, offering and exchanging of products and services of value (Kotler and Keller, 2006). On the other side, authors provide a managerial definition, noting that the objective of marketing is to know and understand the consumer so well that the product or service meets his or her needs, and ideally marketing should result in a customer who is ready to buy (Drucker, 1973).


Finally and considered all the definitions above, we can assume marketing as «the process by which companies create value for customers and build strong customer relationships» (Kotler et al., 2008).


1.2. The evolution of the marketing conceptualization


The activity of commercializing and exchanging goods and products or services is one of the first human beings. This activity has evolved with the years to become an increasing complex activity with complex transactions, driving an evolution in the concept of marketing.


1.2.1. The concept of marketing and its evolution


1.2.1.1. The concept of marketing in the 50-60s


The concept of marketing arises in the 1950s and 1960s, and in these years marketing learned the value of borrowing from other disciplines, particularly the behavioral sciences and quantitative methods, to deepen the understanding and managing traditional marketing activities (Enis, 1973). The concept of marketing originates in the needs and desires of the consumers, with the goal of satisfy these needs and desires in the most effective and beneficial way, both for the consumer and for the company. However, this initial concept of marketing was limited exclusively to the economic and business field, and the term marketing connoted an exchange relationship between buyers and sellers of economic goods and services. These exchange relationships also mean a monetary transaction, where a company sells a product or service in exchange of a sum of money. So, marketing texts in these years reflected marketing as a management technology applicable to the commercially oriented business environment (Graham, 1993). This initial concept of marketing has suffered an evolution until nowadays.


1.2.1.2. The concept of marketing in the 70s


The concept of marketing was broadened in this decade to include all organizations, and not only companies or businesses. So, in these years, the term of marketing broaden from business or companies exchange relationships with customers to organizations exchange relationships with customers. According to this new concept, marketing could be applied to all types of organizations, such as non-profit organizations, public and private institutions, and in addition, persons, places or even ideas could be subjects of marketing.


Some authors highlighted the concept of marketing as including «all organizations» (Kotler and Levy, 1969), providing the example of non-profit organizations that carried out activities similar to private companies. Kotler and Levy (1969) claimed that marketing should be expanded to include all the transactions between any organization and all its publics, meaning a significant extension, since marketing was previously considered as a relevant discipline for all organizations that have customers and products (Kotler and Levy, 1969).


Therefore, the new conceptualization of marketing includes three dimensions: broadening the nature of the product exchanged from economic goods and services to anything of value, broadening the objective of the exchange from profit to any type of payoff and broadening the target audience of the exchange relationship from consumer to any public that relates to the organization (Enis, 1973). So, the core concept of marketing is the exchange process.


1.2.1.3. The concept of marketing from the 90s until today


In these decades, the concept of marketing has been broadened in order to include the social dimension of marketing. Marketing authors claimed to show how social causes could be advanced more successfully through applying principles of marketing analysis, planning and control to problems of social change (Graham, 1993).


Authors like Kotler and Zaltman (1971) were the first to introduce the concept of social marketing to refer to the application of marketing to the solution of social and health problems, highlighting that the social marketing goal is to meet the society’s desire to improve the citizens’ quality of life. More precisely, these authors defined the social marketing as «the design, implementation and control of programs designed to influence the acceptability of social ideas, and involving considerations of product planning, pricing, communication, distribution and marketing research» (Kotler and Zaltman, 1971). So, the marketing concept was redefined to include the marketing of ideas and the consideration of its ethical implications.


Today, according to this social dimension, marketing could be defined as «the exchange relationships between the company’s products and the market, that takes into consideration not only the needs of individuals that guide the production and the offering, but also the needs of the society in general terms» (Santesmases et al., 2011). So, the social dimension of marketing includes both the promotion of social causes and the consideration of the social responsibility of marketing practices.


1.2.2. The concept of marketing today


There is no unanimity regarding the concept of marketing, and consequently there are numerous definitions from various authors. Early definitions of marketing are centered on the exchange or transaction process, and in this context, Kotler (2000) proposes that in order to satisfy people’s needs and wants, products and services are exchanged in mutually rewarding transactions, but not exclusively using the monetary system. Kotler originally suggested that this exchange process, known as transaction marketing, is a core concept in marketing. Later, Kotler et al. (2008) define marketing as: «a social and managerial process by which individuals and organizations obtain what they need and want through the creation and exchange of products and value».


Another set of definitions suggests that marketing is a management process aimed at delivering customer satisfaction. Examples of this approach include the definition offered by the American Marketing Association (AMA) that introduced the key aspect of marketing management and planning. Nowadays, the conceptualization provided by the American Marketing Association has received a general consensus: «marketing is the activity and processes of creating, planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy customers, organizational objectives and society at large» (AMA, 2008).


Most significantly, it has become clear that the consumer is the driving force in marketing today. Companies today are investing more resources to determine exactly what the consumer wants. Unlike years the technology of the production function has changed so dramatically that narrowly defined markets can be targeted with products specifically designed for them. Equally as important is the technology of communication via the internet and social media that makes it possible to deliver marketing messages to these targeted markets.


Since the first day that the word marketing was used, business executives knew that they needed to focus more on consumers. It is only been the advent advanced technology has permitted marketers in today’s world to focus so narrowly and so precise that they can develop products to satisfy consumers’ needs and wants.


1.2.3. Marketing beyond today


No one has a crystal ball to say exactly what marketing will be like in the future, but one can extrapolate what is happening today. There are two key changes that are having a major influence on today’s marketing that will change the marketing in the future. Just to be clear, the philosophy of marketing is not really changed from its genesis of a focus on «making what people want to buy, and not making people buy what you want to make.» However, so much accomplished in this have obviously changed somewhat as can be seen in the previous section.


The first major change which allows marketers to become more effective in the use of marketing is the technology of data analysis or also called «analytics.» The marketing analytics have the ability to use large databases to know what consumers really need, want, or demand (see Chapter 3 below). Marketers, when provided with this detailed analytic look to consumer’s behavior will be able to spend more time «thinking» and less time digging through piles of seemingly unrelated data. Tomorrow’s marketer will be more familiar with using data to help them think and help them understand exactly what needs to be done to satisfy consumers’ needs, wants, and demands.


The second major change is also related to technology, since it is the technology that makes marketing more efficient. For example, in the area of communications, advertising will become much more effective by using consumers cell phones to deliver messages in the store when a customer is standing in front of products. Advertising about the benefits of the products, offer discounts on the product and send them to a website to give details on products could be done today. Technology that has been used for years called «radio frequency identification» (RFID) will be available on individual products such that consumers will simply pick up a product, avoid going to any checkout lane, and simply leave with the product only to have it charged to their credit card directly. Finally, another example is the use of product recognition software –similar to the facial recognition used by many law enforcement organizations– to scan retail shelves to notify producers and retailers of out of stock situations, promotions that have not been made available, and shelf programs that have not been properly executed.


The tools that marketers have today will be very different than the tools that the early marketers had in the past, but marketing as a philosophy of business is no different today than it was in the 70s, and it will most likely not be any different in the next 50 years.


1.3. Marketing related concepts


1.3.1. Needs, wants, demands and motivation


A core of key concepts set the foundations of marketing, which are the concepts of consumer needs, wants and demands.


1.3.1.1. Needs


Needs are the basic human requirements. More precisely, needs can defined as states of felt deprivation, including physical and psychological needs (Kotler et al., 2008). Physical needs arise from states of tension such as hunger, thirst, warmth, safety or discomfort; while psychological needs arise from the need for recognition, affection or belonging. Some of these needs will not be strong enough to motivate the individual to act at a given point of time. In addition, the purchasing decision starts with the recognition of a need.


1.3.1.2. Wants


The human needs become wants, when they target specific objects that may satisfy the need (Kotler and Keller, 2006). So, the wants are defined as the form human needs take as they are shaped by culture and individual personality (Kotler et al., 2008). For example, all the individuals feel hunger –this is the need–, but persons want to eat different dishes, according to their culture and individual characteristics: a Spaniard would demand paella, while a Chinese would want a bowl of noodles and a Japanese would demand sushi. So, we can state that needs are shaped by the society. Moreover, individuals have basic needs, but almost unlimited wants.


1.3.1.3. Demands


The major limitation on how consumers can satisfy their wants is the amount they can afford to pay; so consumer demands are wants for specific products, determined by the ability to pay (Kotler and Keller, 2006). That is, considering the consumer unlimited wants and the limited resources, people demand products that add up the higher value and satisfaction, but finally select and purchase products according to their available resources and purchasing power.


1.3.1.4. Motivation


It is quite usual that the terms need, motivation and desire are used as equivalent terms. The needs, in order to be recognized and evaluated require motivation. In other words, a need becomes a motive when it is aroused to a sufficient level of intensity. Consequently, a motive is a need that is sufficiently pressing to drive the person to seek for satisfaction» (Kotler et al., 2008). More precisely, motivation could be conceptualized as the general predisposition that guides the individual behavior towards acquiring what he/she desires (Kotler and Keller, 2006).


It is frequently said that «marketing creates needs», but this statement is not true. In fact, marketing does not create needs, because needs are previous and preexist to marketing. However, marketing can influence consumer wants, as well as other societal influences (Kotler et al., 2008). For example, marketing may promote the idea that a Hermès perfume would satisfy a consumer’s need for social status, but cannot create the need for social status. In addition, understanding consumer needs and wants is not simple for marketers, given that customers have unconscious needs, or consumers cannot articulate these needs or also consumers do not know what they want in a product (Carpenter and Nakamoto, 1989). Today, simply responding to customer needs and offering them what they want may not be enough, and for this reason, many companies are instead responding to each customer’s individual needs, customizing products and services (Kotler and Keller, 2006).


1.3.2. Exchanges, transactions, transfers and relationships


Marketing takes place when people decide to satisfy their needs through exchange relationships. More precisely we could distinguish between three related concepts which are of great relevance for marketing.


1.3.2.1. Exchange


Exchange is the core concept in marketing, and can be defined as the act of obtaining a desired object from someone by offering something in return. Whether an exchange relationship takes place depends on whether the two parties can agree on the exchange terms that will leave them better than before (Kotler and Keller, 2006). So, we can state that exchanges create value and give people more consumption choices rather simply than purchasing. In order to make successful exchanges, marketers should examine what each party expects from the other party and from the transaction.


1.3.2.2. Transaction


When the two parties of an exchange relationship reach an agreement, we can say that the transaction takes place. Therefore, a transaction consists of a trading of values between two parties. One party gives A to another party that gets B in return (Kotler et al., 2008). This is a classic monetary transaction, but not all transactions involve money. For example, a barter transaction involves trading goods or services for other goods or services, without money as a traded value.


1.3.2.3. Transfer


In a transfer, A gives X to B, but does not receive anything tangible in return; so, transactions differ from transfers. Examples of transfers are gifts, subsidies or charitable contributions. Today, marketers have broadened the concept of marketing to include the analysis of transfer behavior.


1.3.2.4. Relationship


Marketing consists of actions taken to build and maintain exchange relationships with target audiences involving a product, service, idea or any other object. Beyond simply creating short-term transactions, the marketing goal is to develop actions to elicit a behavioral response from another party, which is the target audience.


1.3.3. The marketing offering: what could be marketed?


Companies and marketers address customer needs by offering a value proposition through a market offering. So, the marketing offering is not limited to physical products and goods, and also includes services, activities or any type of benefit offered. Furthermore, today marketers look beyond the attributes of the product or service they sell, in order to create and provide experiences for consumers. For example, Disneyworld is an experience, and so is driving a Porsche or purchasing food at Whole Foods. The main reason is that as products and services increasingly become commodities, experiences have emerged as the way for differentiating the company offering. Hence, in a broad sense the marketing offering can be defined as «a combination of products, services, information or experiences offered to a market in order to satisfy a need or want» (Kotler et al., 2008).


So, we can state that marketing can involve different types of entities, which are stated below.


• Products or goods


Physical goods constitute the majority of most countries’ production and marketing effort. Today, thanks to the internet, not only companies can market their goods, but also individuals can offer their products in the marketplace.


• Services


When economies develop, an increasing proportion of their activity is focused on the production of services that include services such as banks, airlines, hospitality services, as well as professionals like doctors, teachers or lawyers. In addition, numerous market offerings consist of a mix of services and goods, like a restaurant, where customer receives a product and a service.


• Events


Marketing promote time-based events, such as artistic or cultural events, sporting events and so on. Some of the main sporting events are promoted quite aggressively.


FIGURE 1
MARKETING APPLIED TO PRODUCTS, SERVICES AND EVENTS
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• Persons


Today, artists, CEOs, politicians, musicians and high-profile professionals are developing marketing (Rein et al., 1998). We can highlight some musicians who have done a great job in marketing themselves such as David Bowie or Madonna, and today some marketing managers are advising that each person should become a brand.


• Places


Cities, states, regions and whole countries today compete actively in order to attract visitors, new residents, factories and businesses (Kotler et al., 1993). So, today place marketers could develop associations, advertising and public relations.


• Experiences


Through the combination of serveral goods and services, companies can create, develop and market experiences, offering customers experiential marketing. For example, the Hard Rock Café offers meals while customers can enjoy live concerts, some wineries offer wine tours while commercializing their own wine production.


FIGURE 2
MARKETING APPLIED TO PERSONS, EXPERIENCES OR PLACES
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• Organizations


Every organization can actively manage to create a favorable, strong and unique image in the minds of their target publics. In fact, non profit organizations, universities, museums and also companies can use marketing to improve and boost their public image and enhance corporate identity.


• Information


Information can be produced and also marketed as a product. In fact, the production and distribution of information is one of the main society’s industries (Shapiro and Varian, 1998). Even companies that offer physical products try to add value through the use of information.


FIGURE 3
MARKETING APPLIED TO ORGANIZATIONS AND INFORMATION
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• Ideas


Every market offering includes an idea; and products and services always deliver some benefit or idea. Nowadays, marketers can develop and promote ideas such as organ donations, to take or of food or sugary drink portions, as well as increase consumers’ awareness of the food waste issue.


FIGURE 4
MARKETING APPLIED TO IDEAS
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1.4. The marketing orientations


The marketing orientation is defined as the degree to which a company possesses and uses information about consumers, and then develops a strategy that meets the demands of consumers and implements that strategy by responding to consumer needs and desires (Ruekert, 1992). The so-called orientations or generic philosophies have been linked to specific economic conditions, and to certain periods in economic history. More precisely, we can talk about five marketing concepts or orientations through which the companies can design and carry out their marketing strategies, and a final orientation which is emerging today (Kotler et al., 2008).


FIGURE 5
THE MARKETING ORIENTATIONS
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1.4.1. The production orientation


The production orientation is appropriate when there is a rising demand for strong, innovative products, and when demand exceeds supply. So, in this context there is minimal or a lack of competition in the marketplace. Additionally, management concentrates on generating enough volume of products to satisfy the growing demand and the market exchange focuses in production. Therefore, the key factor to succeed in the market is the product availability, because «everything that is produced will be sold». So, this orientation holds that consumers will seek for products that are available.


The production orientation is based on conditions of mass production and limited consumer choice, leading to an inward-looking focus as management strives to control costs, improve production efficiency and increase volume. However, the needs and wants of customers can are not considered in the interests of organizational efficiency. This orientation is the oldest one followed by manufacturers and was originally developed by Henry Ford. Nowadays, some contract and welfare food services in hospitals or schools or contract laundry services also have a production focus given the mass markets they serve (Figure 6).


FIGURE 6
EXAMPLES OF PRODUCTION ORIENTATION COMPANIES


[image: Image]


1.4.2. The product orientation


The product orientation is not linked to any specific economic era or to specific market conditions. This orientation is common when there is an increase in competition, and in turn, a greater balance between supply and demand. Companies adopting a product orientation believe that their customers can only be satisfied with a particular type of product, and in turn, management concentrates on developing better versions of the existing product, but fails to recognize that customers could be satisfied better by different types of products. Therefore, this orientation is based on the following premise: «if a product has high quality, it will be demanded, even without the need of promotion»; being the product quality the key variable. That is, this marketing concept holds that consumers will seek for products offering the higher quality, performance and innovative features.


However, product quality alone is not enough: product quality it is necessary to retain customers; but quality alone will not attract new customers. The reason is that in the market there are a lot of similar competitor products available, and consequently, the company must develop some type of promotion.


FIGURE 7
EXAMPLE OF A COMPANY FOCUSED ON THE HIGH QUALITY OF THEIR PRODUCTS
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1.4.2.1. The marketing myopia


Many companies make the great mistake of paying more attention to the specific products they offer, than to the benefits and experiences produced by these products. So, we can state that these companies sell a product, rather than provide a solution to a need. Levitt (1960) was the first one to name this situation as «marketing myopia», described as companies that are so taken with their products that they focus only on the existing wants, while losing sight and forgetting about the underlying customer needs. So, companies focusing only on their products can lead to marketing myopia. The product orientation could lead to company failure, since the product management focuses in inward looking, while customer preferences, tastes and demands can undermine the product-led company (Levitt, 1960). Therefore, we can state that this marketing orientation comprises a great risk, since it focuses too narrowly on the company operations and production, forgetting that a product is only a tool to solve a consumer needs.


1.4.3. The selling orientation


The selling orientation was developed in the 1920s, when American companies developed efficient production systems and needed to generate more sales to maintain profitability. Companies adopt the selling orientation when their products are competing in sectors or free markets where supply exceeds demand, and growth is low or declining. Moreover, we can state that this orientation focuses on the following premise: «the company must sell what is produced». So, the aim of the company is to sell what the company makes, rather than to produce what the market wants.


A critical issue for management is surplus production capacity, combined with a high fixed investment, and this combination can force managers to focus on high sales volume and aggressive sales generation to strive to make a profitable return on investment. However, despite this external focus on sales generation the management is still inward looking, focusing on selling the product to potential customers, instead of concentrating on satisfying customer needs and wants. In addition, this orientation holds that consumers will not buy enough of the company’s products unless it undertakes a large-scale selling and promotion effort. So, the key variable is the aggressive promotion, advertising and sales promotions, since the company assumes that consumers can be pushed into purchasing a product, even though the product may not satisfy their needs.


Therefore, this strategy starts at the factory, focusing on the company’s existing products, and calls for heavy selling and promotion activities in order to obtain profitable sales. Likewise, this strategy primarily focuses on obtaining short-term sales, with little concern about who buys the product or why the customer buys the product, despite long-term relationships with existing customers can be damaged in the pursuit of short-term sales generation. This orientation is often followed by companies when they have unsought products or when they have production overcapacity.


FIGURE 8
EXAMPLES OF COMPANIES WITH SELLING ORIENTATION


[image: Image]


1.4.4. The marketing orientation


This is an alternative strategy to the selling orientation, to cope with similar economic conditions, like surplus production capacity leading to an increasingly competitive environment. Companies adopting the marketing orientation assume that customers have considerable choice and numerous alternatives in the marketplace, and aim to understand customer needs and serve customers better than their competitors. The marketing orientation is based on the following premise: «The company must produce what the market demands».


In order to do this, the company needs to identify what customer needs and wants are, and try to satisfy them better than competitors. This means that companies need to carry out marketing research and to develop an integrated approach to marketing, to ensure that all marketing activities are coordinated and help to deliver customer satisfaction. A marketing orientation is an outward-looking management philosophy, which considers the business from a customer perspective, adapting to customers’ needs and wants change. Thus, companies following this orientation aim to produce what the market wants and demands, rather than simply selling what the company makes.


The key variable is building long-lasting relationships with customers, based on customer value and satisfaction, which allows companies to avoid price competition. So, the adoption of a marketing orientation suggests that companies are seeking longer term profits, as opposed to increasing profits in the short term at the expense of longerterm customer satisfaction. For example, many successful and well-known companies have adopted this orientation such as Ikea, Mercadona, Tesco, Procter & Gamble.


On the other hand, many companies claim to practice the marketing orientation, but do not, since the main question is whether the company is tuned to the changing customer needs and competitor strategies. Additionally, in many cases customers do not know what they want and need, and these situations call for customer-based marketing, aiming to understand customer needs and create products and services that meet existing and latent needs.


FIGURE 9
COMPANIES WITH MARKETING ORIENTATION


Aquarius developed a market research that lasted years in order to test the best product attributes for consumers. Ikea keeps in the catalogue the best selling products. Zara manufactures the demanded garments.
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1.4.5. The societal marketing orientation


In the 1980s, the marketing orientation was criticized for the lack of concern for environmental and social issues. The original marketing orientation ignored the potential conflict between consumers’ wants, and the societies’ needs. So, the societal marketing orientation was a response to these criticisms, recognizing that companies have a wider responsibility than simply looking after customers’ needs and staff. A societal marketing orientation suggests that companies should become proactive in the community, adopting a good neighbor policy in their company’s best interest. Therefore, this orientation is based on the following premise: «the company must produce what the market demands, but considering the social responsibility of the company».


Companies following this orientation build long-lasting relationships with customers, but also consider the long-term society well-being, assuming that marketing strategies should deliver value to customers while maintaining or improving both the consumer and the society well-being. Consequently, the societal marketing orientation calls upon marketers to balance three considerations in setting their marketing strategies: the company profits, consumer needs and wants and the society interests (Kotler and Keller, 2006). The distinction between a genuine societal marketing approach and a superficial approach lies in the core values of the organization. Examples of companies with a societal marketing focus are Kellogs, Tom’s shoes or Keurig that collaborate in donating products to the needy people or raising money for social issues.


FIGURE 10
EXAMPLES OF COMPANIES WITH SOCIETAL MARKETING ORIENTATION
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1.4.6. The sustainable marketing orientation


Nowadays, companies have to meet the expectations of society as a whole, upholding ethical and environmental issues. In this context, some authors are proposing a sixth orientation, namely the sustainable marketing orientation. While societal marketing is concerned with the conflict between supplying consumers’ needs and the impact upon other agents, sustainable marketing consumption considers future consumers and future society, considering that the consequences of marketing clearly extend beyond the company and the consumer to society as a whole.


So, this marketing orientation considers both the social dimension and the environmental aspects in the exchange relationship between the market and society (Santesmases et al., 2011). This orientation is grounded on the recognition that the best strategy is to serve long-term needs of customers, being coherent with the long-term survival of the company and the natural environment. Examples of companies following this orientation are Patagonia, which recommends and advices to repair or recycle their jackets instead of purchasing new ones, Panera which donates surplus food to food banks, or Tide laundry detergent that promotes and incentives washing in cold water.


FIGURE 11
EXAMPLES OF SUSTAINABLE MARKETING ORIENTATION
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TABLE 1
MAIN FEATURES OF THE MARKETING ORIENTATIONS
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Source: Own elaboration from Kotler et al. (2003).


1.5. The role of marketing in the economy


The market has been traditionally considered a physical place where buyers and sellers gathered together to buy and sell goods, or to make transactions on products. More precisely, each nation’s economy and the global economy consist of a complex interacting set of markets linked through exchange processes (Kotler and Keller, 2006).


Regarding the economy, marketing deals with bringing profitable customer relationships. On one side, companies must search for customers, identify their needs, design good marketing offerings, set prices, promote them and deliver them. Activities such as product development, research, communication, distribution, pricing, and service are core marketing activities. On the other hand, consumers also carry out marketing, when they search for the products they need. These activities developed by companies and consumers mean a bidirectional flow of two types: physical and communication.


We can state that the marketing function in the economy is the organization of transactions –physical flow– and communication –communication flow– between the production and the market or between manufacturers and consumers, in order to obtain an efficient match between supply and demand. On one side, the companies sell goods and services and also send communication such as advertisings, sales promotions or direct marketing to the market. On the other side, consumers send information about their satisfaction and dissatisfaction, as well as other type of information that can be examined through market research, and finally companies receive money in return (Figure 12).


FIGURE 12
THE MARKETING SYSTEM
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Source: Kotler et al. (2008).


1.6. The role of marketing within the company


A new student of marketing may have thought that when the concept was articulated within a consumer products company that everyone in every department would be cheering as the antiquated production and sales era was becoming more and more ineffective and inefficient. Ironically, just the opposite occurred. In fact, many of the people in production and sales became opponents of the new role of marketing within the company. Production people wanted to have products as similar as possible with the lowest variations as possible. In general terms, the focus was on the cost of production, and as marketing requested more and more product variations to satisfy different market segments production costs increased. Although the company was making more profit because those targeted products had a higher margin, it really wasn’t translated into the production function of the company.


The sales force wanted lower prices, since the mantra of any sales organization is «we can sell more of a lower price»; and just as we said above those targeted well marketed products are offered at higher prices. Many sales organizations were evaluated on terms of the number of units sold, and having marketing in their minds made it more difficult to sell.


As time went on, two important changes took place. First of all, the production function was not evaluated solely on low-cost. Second, the functions of production such as reducing changeover costs and multiple production lines gave the production management a different view of marketing. In addition, on the sales organization discovered that by having targeted products to specific segments it was «easier to sell» and they were being evaluated more on margin rather than simply units sold. As these changes were adopted by consumer products companies, marketing became an important function within the company, being accepted by all of the other important business functions.


Marketing could be considered as a function of the company; and in turn, its objectives are to find, promote and provide products/services deliver value for consumers. The marketing program within a company includes numerous decisions on marketing activities. Traditionally, one depiction of marketing activities was proposed in terms of marketing mix, being defined by McCarthy (1996) as a set of marketing tools that the company uses to pursue and obtain its marketing goals and to influence consumers (Borden, 1994; Day, 1994). The marketing tools, known as the four Ps include the product, price, placement and promotion (McCarthy, 1996). These four functional areas become the «basic box» for almost all marketing decisions. As mentioned earlier, no matter how simple a decision may appear, since in almost every case some consideration must be made to all of these functional areas. The main difference between these marketing variables is that the company can change the price and the communication mix in the short term quite easily, but the products and the distribution channel can be only modified in the long term.


Additionally, to provide value for customers requires different marketing activities, and to ensure that adequate activities are selected and developed a marketing plan is required. The marketing plan is the key instrument for coordinating and directing the marketing effort and the marketing mix. This marketing plan operates in two levels: strategic marketing and tactical marketing. The strategic marketing plan lays out the target markets and the value proposition that will be offered to the marketplace, based on the examination of the company competitive advantages and market opportunities. On the other hand, the tactical marketing deals with marketing tactics, including product attributes and characteristics, promotion activities, pricing policy, distribution channels and customer services offered (Kotler and Keller, 2006). Then, the marketing plan should be implemented at the organization.
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