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Marketing Function

Why identify the primary marketing activities of an organization?

• You Are the Product?

• Who Is Your Customer?

• How Do You Reach These Customers?

• What’s Your Price?

• Marketing: A Life Skill

As you gain a greater understanding of marketing and its primary activities, you will
see it at work all around you. You will become more adept at knowing how
marketing works, and why. You will learn about marketing tools and techniques you
can apply to your advantage personally and professionally. You’ll appreciate the
value of good marketing principles in helping you get ahead.

Source:https://pixabay.com/phot
os/graduation-diploma-

education-1449488/
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Learning Outcomes

• Explain why the customer is the cornerstone of marketing

• Briefly explain the concepts of segmentation and targeting

• Describe the marketing mix

• Explain how organizations use the marketing mix (often called the four Ps)
to market to their target customers

• Explain the role of a marketing plan as a guiding document for marketing
activities
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Learning Hacks: What’s the Best Use of
the (Limited!) Time?

The most efficient way to learn something is by practicing.

This turns out to be a much better use of time than other study techniques
like rereading or highlighting.

It turns out that human beings learn by doing. You’ve probably experienced
this yourself – you might feel like you understand something when you’re
sitting in lecture or reading about it in your textbook, but then you start doing
the homework and realize that you haven’t quite gotten it yet. It’s not until
you actually practice the concept that you’re learning that it really starts to
stick in your brain.
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The Research

When researchers compared practice with other study techniques like
rereading and highlighting, here’s what they found:
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Outcome: Importance of Customer

What you’ll learn to do: explain why the customer is the cornerstone of
marketing

As we dive into the mechanics of marketing, we begin by locking our focus
on the customer.

Learning Activities

The learning activities for this section include the following:

• Reading: Why Customers Matter

• Self Check: Importance of Customer
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Reading: Why Customers Matter

Who Are Customers, and Why Do They Matter?

Marketing exists to help organizations understand, reach, and deliver value
to their customers. For this reason, the customer is considered the
cornerstone of marketing.

With this in mind, what is likely to happen when an organization doesn’t
understand or pay attention to what its customers want? What if an
organization doesn’t even really understand who its customers are?

Source:https://pixabay.com/photos/drin
k-coca-cola-soda-glass-cold-647063/
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Focus on Customers: The “Marketing Orientation”

The purpose of marketing is to gain a balance between creating more value
for customers against making profits for the organization. To achieve this,
many firms have adopted a marketing philosophy or what is generally
termed a “marketing orientation.”

A marketing orientation can be defined as focusing the organization on
identifying and understanding the customers’ preferences in terms of needs
and wants and delivering them more effectively and efficiently than their
competitors.
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The Problem of Misplaced Focus

Both historically and currently, many businesses do not follow the marketing
orientation. In the past, companies such as Texas Instruments and Otis
Elevator followed a production orientation, maintaining a primary focus on
technology, innovation, and low production and distribution costs. Such
companies assume that a technically superior or less expensive product
sells itself. While this may be true in some cases, over time this approach
leaves businesses particularly vulnerable to competitors who outpace them
technologically or undercut their pricing. Without a sufficient focus on the
customer’s needs and preferences, businesses can lose sight of what
matters most in the exchange process.
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Staying Close to the Customer

Insightful businesses acknowledge the importance of production and sales
but realize that the following three-step process is most effective:

• Continuously collect information about customers’ needs and competitors’
capabilities

• Share the information across departments, including production and sales

• Use the information to create a competitive advantage by increasing value
for customers

Thanks to the Internet and other technological advances, today’s consumers
have access to far more and far better information than ever before. They
also have many more choices. To succeed in this environment, businesses
must provide comparable levels of information to competitors, and they must
deal with new competitors that are quicker, smarter, and open 24-7-365.
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GLOSSARY

customer: a person or organization who pays to consume a product or
service; the customer has needs/wants that the business seeks to address

exchange process: the act of obtaining a desired object from someone by
offering something of value in return

marketing orientation: an approach focused on identifying and
understanding the customer’s needs and wants and addressing them more
effectively/efficiently than one’s competitors

production orientation: an approach focused primarily on technology,
innovation, and low production and distribution costs

sales orientation: an approach focused on selling a product and using
promotion techniques to attain the highest sales possible, regardless of what
a customer wants
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Self Check: Importance of Customer

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Segmentation and Targeting Introduction

What you’ll learn to do: briefly explain the concepts of segmentation and
targeting

We have established that the customer is at the center of marketing and
arguably of business, as well. How do businesses find and communicate
with customers?

Learning Activities

The learning activities for this section include the following:

• Reading: Defining Your Target Market

• Self Check: Segmentation and Targeting Introduction

14



Reading: Defining Your Target Market

Whom Are You Trying to Reach?

Photo showing a hand holding a sponge, washing the hood of a red car.

Suppose you are selling automotive detailing products. Is your target
“anyone with money to pay for your product?” Or are you focusing your
efforts on a tightly defined market niche of people with an identified need for
what you are selling?
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Step 1: Identify the Business Need You Address

To define your total market, start by stating the needs you will fulfill: Who are
your products or services intended for? Who do you want to do business
with? What is unique about your product? If you’re selling products used in
automotive detailing, your total market consists of vehicle owners—that is,
all the people who could potentially buy your product. Your business will help
them keep their vehicles clean and shiny.
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Step 2: Segment Your Total Market

Next, break down this large market into smaller sections, using a process
known as segmentation. You can use a variety of approaches to segment
your total market into groups with common wants or needs. In this case, we
can segment by vehicle ownership and related behavior. Specific segments
might include the following:

People who restore classic automobiles

• People who drive old clunkers and run them through the car wash
occasionally

• People who own “status” cars

• Truck drivers

• Motorcycle owners
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Step 3: Profile Your Target Customer Segment(s)

Next, develop profiles of your target customer(s) to get a true picture of the
people you’re trying to serve. Describe these potential customers as fully as
you can. Who will actually buy your product? What do you know about
them? Where are they situated geographically? How much do they spend
on car detailing? What are they likely to spend on your products? Where do
they shop? What is their annual income? What languages do they speak?
What kinds of automobiles do they drive? If you are selling online, what
methods do they prefer for online payment? What type of Web sites do they
visit? How do they want their product delivered?
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Step 3: Profile Your Target Customer Segment(s)
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Step 4: Research and Validate Your Market 
Opportunity

Now that you have fully identified your target market, conduct research to
verify that there will be enough business in this group to support your
company in its growth. This process confirms that the need actually exists
and that it’s not just wishful thinking on your part.
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Self Check: Segmentation and Targeting 
Introduction

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Communicating the Value Proposition

What you’ll be able to do: define and communicate an organization’s value
proposition in a competitive marketplace

Once you know your target market, you must have a compelling way to
communicate your value proposition. This requires the marketer to answer a
number of questions:

• What is value?.

• What is the value this offering provides to the target customer?

• How is the value provided different from the value that competitors
provide?

• How are you communicating the promise of value to target customers?
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Outcome: Communicating the Value Proposition

Learning Activities

The learning activities for this section include the following:

• Reading: Value for the Customer

• Reading: Communicating the Value Proposition

• Self Check: Communicating the Value Proposition
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Reading: Value for the Customer

What Is Value?

Earlier in this module we discussed that marketing exists to help
organizations understand, reach, and deliver value to their customers. In it’s
simplest form, value is the measure of the benefit gained from a product or
service relative to the full cost of the item.

Value = benefit – cost
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Value Is More Than Price

You will notice that we did not express value as value = benefit – price. Price
plays an important role in defining value, but it’s not the only consideration.
Let’s look at a few typical examples:

• Example One: Two products have exactly the same ingredients, but a
customer selects the higher-priced product because of the name brand.
For the marketer, this means that the brand is adding value in the
transaction.

• Example Two: A customer shopping online selects a product but abandons
the order before paying because there are too many steps in the purchase
process. The inconvenience of filling in many forms, or concerns about
providing personal information, can add cost (which will subtract from the
value the customer perceives).
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Value in a Competitive Marketplace

As if understanding individual perceptions of value weren’t difficult enough,
the presence of competitors further complicates perceptions of value.
Customers instinctively make choices between competitive offerings based
on perceived value.

• Competitors vs substitutes

• Competitive advantage

• Differentiation

Hotel vs AirBNB

Source https://pixabay.com/photos/beijing-cctv-building-6357582/
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Reading: Communicating the Value Proposition

What Is a Value Proposition?

We have discussed the complexity of understanding customer perceptions
of value. As the company seeks to understand and optimize the value of its
offering, it also must communicate the core elements of value to potential
customers. Marketers do this through a value proposition, defined as
follows:

1.Twin, Alexandra. "Value Proposition." Investopedia. Accessed September 10, 2019. http://www.investopedia.com/terms/v/valueproposition.asp ↵
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Self Check: Communicating the Value Proposition

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Evaluating Value Proposition Examples

What you’ll learn to do: evaluate examples of value propositions

In this section, you’ll get to review some value propositions that are quite
good (in our view). As you read them, think about what they are doing right
and how they could be improved.

Learning Activities

The learning activities for this section include the following:

• Reading: Value Proposition Examples

• Video: Coffee Shop Marketing

• Self Check: Evaluating Value Proposition Examples
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The Value Proposition in Action

Let’s take a look at some real examples and evaluate them. Are they clear,
compelling, and differentiating? Keep in mind that you may not be the target
market for all of these examples. Your role as a marketer is to evaluate them
from the perspective of the target customer.
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Source: http://Skype.com/
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Source: http://salesforce.com/33



Source: http://Uber.com/
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Video: Coffee Shop Marketing

Starbucks is a powerful global brand that brings with it a sense of being cool

and new. A stodgy coffeeshop brand in the United Kingdom had to find a

different value proposition to convince coffee drinkers that they were worth

another try. Watch the video, below, to see what they tried:

Starbucks vs Costa Coffee vs Luckin coffee

(北京的瑞幸咖啡)
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Video: Coffee Shop Marketing
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Self Check: Evaluating Value 
Proposition Examples

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Marketing Mix

What you’ll be able to do: describe the marketing mix

Learning Activities

The learning activities for this section include the following:

• Reading: Defining the Marketing Mix

• Reading: Components of the Marketing Mix

• Self Check: Marketing Mix
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Defining the Marketing Mix

Reaching Customers through the Marketing Mix

The value proposition is a simple, powerful statement of value, but it is only the tip
of the iceberg. How do marketing professionals ensure that they are reaching and
delivering value to the target customer?

• Features: A company has just released a new phone with amazing features that
appeal to you.

• Price: You’re concerned about the price—is this phone a good deal? Too
expensive? So cheap that you suspect there’s a “catch”?

• Information: How did you find out about this phone? Did you see an ad? Hear
about it from a friend? See pictures and comments about it online?

• Customer service: Is your cell service provider making it easier for you to buy this
phone with a new plan or an upgrade?

• Convenience: Could you easily buy it online in a moment of indulgence?
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Defining the Marketing Mix

You can see there are multiple factors that might influence your thinking and
decision about what to buy—a mix of factors. Taken together, these factors
are all part of the “marketing mix.”

Organizations must find the right combination of factors that allow them to
gain an advantage over their competitors. This combination—the marketing
mix—is the combination of factors that a company controls to provide value
to its target customers.
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Evolving Definitions of the Marketing Mix

There are a few different ways the marketing mix is presented. During the
1950s the components of the marketing mix were conceived as the “four Ps”
and were defined as follows:

• Product: the goods and services offered

• Promotion: communication and information

• Place: distribution or delivery

• Price: ensuring fair value in the transaction
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Evolving Definitions of the Marketing Mix

Over time, new categories of the marketing mix have been proposed. Most
are more consumer oriented and attempt to better fit the movement toward a
marketing orientation and a greater emphasis on customer value. One
example is the four Cs, proposed by Robert F Lauterborn in 1990:

• Customer solution: what the customer wants and needs

• Communication: a two-way dialogue with the customer

• Convenience: an easy process to act or buy

• Cost: the customer’s cost to satisfy that want or need
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The Four Ps Alignment with the Four Cs
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The Four Ps Alignment with the Four Cs
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Competitors and the Marketing Mix

The challenge of getting the right marketing mix is magnified by the
existence of competitors, who exert market pressures using strategies
defined by their marketing mix alternatives. Remember, the purpose of the
marketing mix is to find the right combination of product, price, promotion,
and distribution (place) so that a company can gain and maintain advantage
over competitors.
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Components of the Marketing Mix
Product
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Promotion
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Place
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Place

49



STARBUCKS ONLINE ORDERING
How did a company like Starbucks that sells hot drinks from a storefront use
mobile technology to improve distribution? Watch the video, below, to find
out:
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Price
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Self Check: Marketing Mix

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Using the Marketing Mix

What you’ll learn to do: explain how organizations use the marketing mix to
market to their target customers

Learning Activities

The learning activities for this section include the following:

• Reading: Finding the Right Marketing Mix

• Self Check: Using the Marketing Mix
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Finding the Right Marketing Mix

How does an organization determine the right marketing mix? The answer
depends on the organization’s goals. Think of the marketing mix as a recipe
that can be adjusted—through small adjustments or dramatic changes—to
support broader company goals.

Decisions about the marketing-mix variables are interrelated. Each of the
marketing mix variables must be coordinated with the other elements of the
marketing program.
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Finding the Right Marketing Mix
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Finding the Right Marketing Mix
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Self Check: Using the Marketing Mix

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Role of Marketing Plan

What you’ll learn to do: explain the role of a marketing plan as a guiding document for
marketing activities

How do organizations use the marketing mix to achieve results? This requires a clear
understanding of the results that the organization hopes to achieve and a plan that brings
the activities together.

Learning Activities

The learning activities for this section include the following:

• Reading: The Role of the Marketing Plan

• Self Check: Role of Marketing Plan
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The Role of the Marketing Plan

Effective marketing requires a plan—specifically, a marketing plan. Although
customers should be at the center of any marketing plan, marketing
activities do not operate in a vacuum. Instead, marketing is one function
within a larger organization, and it operates within a competitive market
environment. To ensure the effectiveness of marketing activities, the
marketing plan must take all of these factors into account. Furthermore,
once a plan is in place, it serves to guide all the marketing activities that an
organization undertakes.
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Marketing Plan
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Marketing Plan Alignment with Company Goals

The executive leadership of a company is charged with creating the
framework that aligns and focuses the work of employees: the company’s
mission, objectives, and strategy. The company’s mission describes its
purpose and explains why it exists. The executive leadership defines
corporate goals and the high-level strategies that marketing activities should
support.
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Marketing Plan Input: Situation Analysis

Beyond the company’s purpose and focus, the marketing plan must take
into account a range of internal and external factors that can be very
complex. A situation analysis examines both the internal and external factors
that might impact the marketing plan.

Internally, the company has both strengths and weaknesses that will
influence the plan, such as its products, workforce, market perceptions, and
other characteristics that give it advantages or disadvantages in the market.
Outside the organization there are a range of opportunities and threats such
as competitors, economic forces, government regulations, and other political
factors.
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Translating Marketing Objectives into Strategies 
and Tactics

Once the organization has conducted a situation analysis and identified its
marketing objectives, the next step is to figure out what strategies will be
most effective and the tactics that will be used to carry them out. You will
learn more about the differences between strategy and tactics later on; for
now, think of the strategy as the “big idea,” or approach, and tactics as “the
details”—the specific actions that will be taken to make the big idea a reality
and help the organization reach its goals.
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Marketing Plan Implementation and Evaluation

Once the plan is in place, the organization begins to implement the
strategies. Successful marketing strategies require effective implementation.
For example, if the organization has a promotional strategy to launch a
social media campaign, then significant work is required to hone the
message, manage social media tools, and encourage customers to engage.
The strategy cannot achieve results if it is not executed well.
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Self Check: Role of Marketing Plan

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Putting It Together: Marketing Function
Summary

The Four Ps of Marketing

Now that you have a deeper understanding of the marketing function and
4Ps of Marketing Mix

• Product

• Promotion

• Place (Distribution)

• Price
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Simulation: Ice Cream Magnate

https://courses.lumenlearning.com/waymakerintromarketingxmasterfall2016/
chapter/sim-placeholder-2/
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Executing a Marketing Plan

With your marketing mix defined, you have defined strategies to help you
find job opportunities that fit your goals. You have also identified essential
tactics to help you take advantage of the opportunities you find. This is how
the marketing function comes together. As you work through these tactics
and make progress in your job search, you can evaluate what is effective
and focus on the most promising activities.

In this case, your marketing success is easy to gauge: you’ll know you’ve
succeeded when you land the job you wanted!

Summary part 02
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Thank you for your attention
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