OUTLINE OF CHAPTER ONE--(I gave my 2016 book away; this is from the 2014 edition)
Why outlines?  Because the “hierarchical” order makes it easier to understand, learn, and memorize.  It matches the way our brains are structured. (True!)
What is a hierarchy?  Example of political-social hierarchy for a country:  king, Princes, professionals (doctors, etc), business owners/companies, military, skilled labor, unskilled labor, etc.
REGARDING the numbering:  in my system (like most)  Roman Number caps, then Alpha caps, then Arabic numbers caps, then alpha lower case, then Roman lower case, etc.
[bookmark: _GoBack]You don’t need to use all levels for every major point. 

TITLE:  Overview of strategic marketing
I. Defining marketing  				(p4)  
A. Intro
1. Marketing is the process of creating, distributing, promoting, and pricing goods, services, and ideas to facilitate satisfying exchange relationships with customers and to develop and maintain relationships with stakeholders in a dynamic environment. 
B. Marketing focuses on customers 		(p4)
1. Customers are the focal point of all marketing activities.
2. Target market: A specific group of customers on whom an organization focuses its marketing efforts.  (p5)
a. T/M is the group that we focus our efforts on when marketing. 
C. Marketing deals with products, distribution, promotion, and price.  (p6)
1. Marketing mix
a. The product	 includes a good, a service, or an idea			(p7)
i. Services include the application of human efforts to people or objects to provide intangible benefits to customers. 
1. Goods include a physical entity that you can touch. 
2. Ideas include a concept, a philosophy an image, or an issue. 
b. Distribution
i. To satisfy, products must be available at the right time and place 
ii. The products are availed by the marketing manager to as many target customers as possible while seeking to minimize the cost of:
1. Inventory
2. Transportation 
3. Storage 
2. Other roles of the marketing manager include 
1. Selection and motivation of intermediaries like retailers and wholesalers.
2. Establishing and maintaining the procedures of inventory control
3. Developing and managing transportation and storage systems. 
c. Promo
i. Promo activities that inform and persuade to create the desired response.
ii. Educate the public about the organization and new or existing products. 
iii. Sustain interest in established products. 
d. Price
i. The price relates to the decisions and actions associated with pricing objectives and policies and actual product prices. 
1. The price is a critical component of the marketing mix because customers are concerned about the value obtained in exchange. 
2. Price is used as a competitive tool
3. Price wars can arise due to intense price competition 
D. Marketing Creates value
1. Value = benefits minus costs
a. Benefits include what the buyer receives in an exchange. 
b. Costs include anything the customer has to give up to realize the benefits of the product such as cost, time, effort, and risk. 
c. There is usually a feature or an enhancement in the product that demonstrates value such as;
1. Lowest price 
2. Convenience 
3. Availability 
E. Marketing Builds relationships with customers and other stakeholders
1. The exchange process includes the provision or transfer of goods, services, or ideas in return for something of value. 
2. Customers and other stakeholders include the constituents who have a stake or claim in some aspects of a company’s products, operations, markets, industry, and outcome. 
F. Marketing occurs in a dynamic environment that constitutes the competitive, economic, political, legal, and regulatory technological and sociocultural forces that surround the customer and affect the marketing mix. 
1. These forces are difficult for the marketer to predict which may affect their ability to facilitate value-driven exchanges in different ways;
a. The influence of a change in customer lifestyles and standards of living can affect their preferences in products and their needs for different products.
b. They also determine whether or how a marketing manager can perform their tasks. 
c. They can also influence the decisions and actions of the marketing manager by influencing the reactions of the buyers to the marketing mix of the firm. 
II. Understanding the marketing concept
A. Intro 
1. The marketing concept is a managerial philosophy that any firm should strive to satisfy the needs of the customer through the coordination of activities that allows the organization to achieve its goals. 
B. The evolution of  the marketing concept has gone through three periods:
1. Production orientation- The production orientation was during the second half of the 19th century which resulted in new technology for production while the demand for manufactured products increased. 
2. Sales orientation – lasted in the first half of the 20th century where competition increased and focus shifted to selling products to many buyers. Businesses focused on sales as their main way of making profits. 
3. Market orientation- it occurred in the mid-20th century with the commitment of organizations shifting to researching and responding to customer needs. 
C. Implementing the concept
1. The management is required to establish a system of information that enables them to discover the real needs of the customers and use the information in creating products that satisfy the customers.  
a. The management needs to commit money and time for the development of the system. 
b. An organization cannot be market-oriented without an adequate information system. 
III. Customer relationship management
A. It includes the use of customer information in creating strategies that help in developing and sustaining desirable customer relationships. 
B. The fundamental goal of every marketing strategy should include achieving the full profit potential of each customer. 
C. Relationships help firms to generate profits by;
1. Enabling the acquisition of new customers
2. Promoting better profitability of the existing customers 
3. Extending the duration of the customer relationships 
IV. Importance of marketing in our global economy
A. Marketing costs consume a sizable portion of the buyer’s money. 
B. Nonprofit organizations use marketing as a way of creating, distributing, and promoting price programs that benefit society differently. 
C. Marketing is essential in the generation of profits for businesses as well as the creation of a successful economy. 
D. Marketing has been essential in fueling the economy by promoting economic growth through technological advances, the universal desire for higher living standards as well as fueling the abolishment of political barriers in business. 

