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WHAT	
  IS	
  MARKETING?	
  



A	
  Philosophy	
  

An	
  A>tude	
  	
  	
  

A	
  Perspec,ve	
  

A	
  Management	
  
Orienta,on	
  

A	
  Set	
  of	
  Ac,vi,es,	
  :	
  

	
  Products	
  

	
  Pricing	
  	
  

	
  Distribu,on	
  

	
  Promo,on	
  

	
  +	
  Process	
  &	
  PE	
  	
  



the	
  science	
  and	
  art	
  of	
  exploring,	
  
crea,ng,	
  and	
  delivering	
  value	
  to	
  
sa,sfy	
  the	
  needs	
  of	
  a	
  target	
  

market	
  at	
  a	
  profit.	
  	
  	
  
Marke,ng	
  iden,fies	
  needs	
  and	
  desires.	
  It	
  defines,	
  
measures	
  and	
  quan,fies	
  the	
  size	
  of	
  the	
  iden,fied	
  
market	
  and	
  the	
  profit	
  poten,al.	
  It	
  pinpoints	
  which	
  
segments	
  the	
  company	
  is	
  capable	
  of	
  serving	
  best	
  
and	
  it	
  designs	
  and	
  promotes	
  the	
  appropriate	
  

products	
  and	
  services.	
  Kotler	
  2003	
  



Service	
  CharacterisHc:	
  	
  
Five	
  I's	
  of	
  Services	
  

1.   Intangibility	
  (lacks	
  physical	
  existence	
  or	
  
form)	
  

2.   Inventory	
  (Perishability)	
  
3.   Inseparability	
  of	
  ProducHon	
  and	
  
ConsumpHon	
  

4.   Inconsistency	
  (Variability)	
  
5.   Involvement	
  





The marketing concept 
states that businesses 

MUST satisfy customers' 
needs and wants in 

order to make a profit.  

The	
  Basic	
  Concept	
  



MARKETING	
  
GOALS	
  



1.  Customer satisfaction and (service) quality  

2.  Stimulation of market exchanges and 
customer retention 

3.  Branding of services, products, and companies 

There	
  are	
  three	
  main	
  objec,ves	
  that	
  are	
  followed	
  by	
  the	
  
marke,ng	
  discipline:	
  

CORPORATE	
  GOALS	
  



1.	
  Customer	
  saHsfacHon	
  and	
  (service)	
  quality	
  

è	
  customer	
  saHsfacHon	
  

delivered	
  (perceived)	
  service/
product	
  

expected	
  service/product*	
  <
è	
  customer	
  dissaHsfacHon	
  

delivered	
  (perceived)	
  service/
product	
  

expected	
  service/product*	
  ≥

*	
  requires	
  a	
  “posi,ve	
  expecta,on”	
  

MarkeHng	
  Goals	
  



2.  Stimulation of market exchanges and customer 
retention 

-  Customer satisfaction is a main determinant for 
stable and voluntary buying relationships 

-  Compliance management plays an important role in 
retaining customers 

-  Stimulation of market exchanges and customer 
retention is supported by a strong service/product/
company brand 

MarkeHng	
  Goals	
  





3.	
  Branding	
  of	
  services,	
  products,	
  and	
  companies	
  

Brand	
  contacts	
  	
  
by	
  Gronroos	
  (2000),	
  p.288	
  

MarkeHng	
  Goals	
  






