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Ã Indiana University Marketing Program lists 
over 20 Undergrad Marketing classes

ÄMarketing Research

ÄMarketing Management

ÄRetail Marketing Management

ÄDatabase Marketing

ÄCreativity and Communication

ÄConsumer Behavior

ÄMarketing Strategy

Tip of the icebergé



What is Marketing?



ÃMost visible business functioné

Ãéleast understood business function

Ã American Marketing Association definition

ñprocess of planning and executing the 
conception, pricing, promotion, and 
distribution of ideas, goods, and services to 
create exchanges that satisfy individual and 
organizational objectivesò

Marketing



Marketing Definition
Confused??



Ã Marketing is the process of planning and 
executingé

Marketingépiece by piece



Ã Conception, pricing, promotion, distribution

Marketing ïpiece by piece

What 
are we 
going 
to sell

How 
much 
will 
we 

charge

How will 
we 

advertise 
our 

product 
or service

How will 
we get 

our 
product 

or service 
to 

customers



ÃThe obviousé

ÄWe watch, hear or see advertisements 

ÄWe see brand names

ÄWe read product descriptions

ÄWe interact with salespeople

Ã All of these are marketing 

activities

Marketing Activities



ÃéThe not so obvious

ÄStoring products in warehouses and moving 
them to the final point of sale (logistics)

ÄEstablishing/accepting credit

ÄArranging payment (online and in -person)

ÄData gathering

Marketing Activities



Ã All businesses complete some marketing 
activities

Ã Some business are directly involved in 
marketing

ÄAdvertising agencies

ÄResearch firms (Nielsen)

ÄShipping and delivery companies

Marketing Businesses



Marketing Functions



Ã Developing, maintaining, and improving 
services that meet consumer needs

Marketing Functions 
Product/Service Management



Ã Determining the best ways for customers to 
locate, obtain, and use the products/services

Marketing Functions
Distribution



Ã Communicating directly with customers to 
determine and satisfy their needs

Marketing Functions
Selling



Ã Obtaining and using market information to 
improve business decision making and the 
performance of marketing activities.

Ã Market research

Ã Databases with information regarding

ÄCustomer tastes, products, competitors

Marketing Functions
Marketing Info. Management



Ã Budgeting for marketing activities

Ã Obtaining necessary funds for operating

Ã Providing financial assistance to customers

Marketing Functions
Financing



Ã Setting and communicating the value of 
products/services

Ã Must be readily identifiable

Ã Set low enough to get customers 

but still make a profit

Ã Consider competitor prices

Marketing Functions
Pricing



Ã Communicating information about products 
and services to customers

ÄAdvertising

Ã Last 5 commercials

Marketing Functions
Promotion



Ã Target Markets and Demographics

Next Timeé
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Ã Product       pricing     promotion    placement

Marketing ïThe 4 Pôs

What 
are we 
going 
to sell

How 
much 
will 
we 

charge

How will 
we 

advertise 
our 

product 
or service

How will 
we get 

our 
product 

or service 
to 

customers



Ã We know
ÄEvery business engages in some form of marketing

Ã Marketing activities often cost 50% or more of 
the selling price of a product/service

Ã Marketing must be done RIGHT!
ÄConsumer knowledge increasing

ÄCompetition

ÄPrice constraints

Marketing Strategy (Pg. 238)



Ã Aimed at satisfying customer needs better 
than competitors 

Ã MARKETING STRATEGY ïplan that 
identifies how a company will use marketing 
to achieve its goals

Marketing Planning



Ã Identify Target 
Market

Ã Create Marketing 
Mix

Marketing Strategy ï2 Steps



Ã TARGET MARKET ïspecific group of 
consumers that have similar wants and needs

ÃCompanies can not meet everyoneôs needs 
with any one product

Ã Focusing on a target market makes it easier to 
develop products people want

Target Market



ÃNo single product can meet everyoneôs needs

Importance of target markets

More than 30 different 
varieties/flavors 



ÃñFrom a marketing management point of 
view, selection of the appropriate target 
market is paramount to developing successful 
marketing programs.ò ïMarketing 
Management 9th edition (Peter & Donnelly)

Importance of Target Market



Ã Also called market 
segmentation

Ã Relies on 
Demographics

Ã See Moodle link for 
Sample Market 
Segments

Building a target market



Ã Marketing Mix ïblending of the four 
marketing elements: product, price, 
placement, promotion.

Ã Should satisfy wants and needs of target 
market

Ã AND provide a profit for the company

Marketing Mix



Ã Inward focus (BAD L)

ÄGuessing/Assuming what consumer wants

ÄTrying to convince consumer they want it

Ã Outward focus (GOOD J)

ÄMarketing orientation considers customer needs 
first when developing marketing mix

ÄUse research and study customers

Successful Marketing Strategy



Marketing Strategy ïIn Action



Ã What customer group will we serve?

Determining a Target Market



ÅGet information 
into hands of 
prospective 
customers
ÅPersuade them!

ÅMeet the budgets 
of target market
ÅProvide profit for 

company

ÅCustomer travel 
to dock
ÅHandling 

baggage
ÅCustomer service

ÅActivities
ÅDestinations
ÅTheme

Product
Placement 

(Distribution)

PromotionPricing

Determining the Marketing Mix
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Ã4 Pôs of Marketing

Ã Marketing Strategy

Where weôve been thus faré



Ã Product       pricing     promotion    placement

Marketing ïThe 4 Pôs

What 
are we 
going 
to sell

How 
much 
will 
we 

charge

How will 
we 

advertise 
our 

product 
or service

How will 
we get 

our 
product 

or service 
to 

customers



Ã Identify Target 
Market

Ã Create Marketing 
Mix

Marketing Strategy ï2 Steps



Ã Marketing Research

Today (Pages 243 ï245)



Ã What is a ñNewò Product

Ä Depends on who you ask

ÂDominos exampleéñNewò pizza

ÂAppleôs ñNewò forthcoming tablet pc

Ã Many ñnewò products are simply improvements on 
existing products

Ã Truly new products are rare

Ä Truly new products do not have an existing substitute

Ä What new products have been introduced in our lifetime?

Creating/Improving Products



Remember!

Ç Companies should not assume what 
customers want and then try to convince 
them L

ÇGood companies are customer focusedéthey 
figure out what customers want and then try 
to provide it J

Ç (Marketing Orientation)

Creating/Improving Products



Ã Soéproduct creation 
should begin with 
researching what your 
target market desires

Ã MARKETING 
RESEARCH ïfinding 
solutions to problems 
through carefully 
designed studies 
involving consumers

Creating a new product



Ã Pros 

ÄTargeted to 
companyôs needs

Ã Cons

ÄTime consuming

ÄCostly

Ã Pros

ÄCan be cheaper

ÄQuicker

Ã Cons

ÄMay not be relevant

ÄOpen to all

Primary Research Secondary Research

Types of Research



Types of Research Studies

Customer 
Surveys

Focus 
Groups

Observations Experiments



Ã Most common type of 
research study

Ã Gather information 
using carefully 
planned questions
ÄQuantifiable is good

Ã Can be conducted in-
person, over phone, 
through mail or over 
internet

Customer Surveys



Taco Bell Customer Survey



Ã Small number of 
consumers taking 
part in a group 
discussion

Ã Discussion topics 
might include 
customerôs 
Ä experiences with a 

product
Ä reactions to new ideas
Ä suggestions for 

product 
improvements

Focus Groups

http://www.vernonresearch.com/focus_group_facility.htm


Ã Collect information by recording actions of 
consumers

Ã Common questions answered by observation

ÄHow do customers interact with packaging?

ÄWhat routes do customers take through store?

Observations



Experiments



Ã Two carefully controlled alternatives

Ã Examples

ÄCompare sales of two products 

with different size, packaging, etc.

ÄEffect of promotions

ÂCoupons

ÂCustomer ñlimitsò

Experiments



1) Define the Marketing Problem
1) Are we rolling out a new product?
2) Trying to improve customer service?

1) Study the situation

2) Develop data collection procedure

3) Gather and analyze info

4) Propose a solution

Steps in Marketing Research



Ã Product Planning/Creation

Next Discussion
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Ã Product       pricing     promotion    placement

Marketing ïThe 4 Pôs

What 
are we 
going 
to sell

How 
much 
will 
we 

charge

How will 
we 

advertise 
our 

product 
or service

How will 
we get 

our 
product 

or service 
to 

customers



Ã Identify Target 
Market

Ã Create Marketing 
Mix

Marketing Strategy ï2 Steps



Types of Research Studies

Customer 
Surveys

Focus 
Groups

Observations Experiments



Ã Each part of marketing mix is important. 
Products/services musté

Äbe available to consumer (placement)

Ähave affordable/fair price (pricing)

Ädemonstrate how they will meet consumer needs 
better than competitors (promotion)

ÃBut above allé

Product Development



The Product must be something 

PEOPLE WANT!



Ã Product ïTangible good a business offers to 
satisfy a customer need.

Ã Basic Product 

ÄSimplest form of a product

ÄNot uniqueéavailable from several companies

ÄExample: Cell Phones

Product Terminology



Ã Product Features

ÄAdditions and improvements to basic product

ÄOptions ïcustomers offered choice of features

Product Terminology



Product Life Cycle



Ã Unique 
Identification for a 
Companyôs 
Products

ÄMemorable and 
appealing

ÄSimple is effective!

Brand Names



Ã What purposes does packaging serve?

Packaging



Packaging


