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Marketing is the creation, communication and delivery of value, as well as the management of relationships with customers throughout life. Define marketing, your role within a company and the competitive advantages it offers. The main points of Takeaways The set of commitments required for successful marketing management includes the capture
of marketing insights, connecting with customers, building strong brands, modeling market offerings, delivering and communicating value, Creating Growth and Long-term Plans and Development of Marketing Strategies. Marketing is one of the various functional areas in a business that should be guided by a philosophy of the central company, while
focusing on exchanges that occur in external markets to maximize performance. The specific role of marketing is to provide assistance in identifying, satisfaction and retention of customers. If marketing consistently highlights the competitive advantage of a company on other alternatives, consumers can become loyal to the point of selecting the mark
by pattern. Key Terms Competitive Advantage: Something that puts a company or a person above the concurrence. Marketing is the act of facilitating the exchange of a given commodity for goods, services and / or money to offer maximum value to the consumer. From a social point of view, marketing is the connection between the material
requirements of a society and its economic reply patterns. Marketing satisfies these needs and we wish through the exchange processes and building long-term relationships. Marketing can be seen as an organizational function and a set of processes to create, deliver and communicate value to customers and manage relationships with clients in ways
that benefit organizations and their shareholders. Marketing is the science of choosing target markets through market analysis and market segment, in addition to understanding the purchase behavior of the consumer and provide superior value to the customer. The successful commitment set for the successful marketing management includes the
capture of marketing insights, connecting with customers, building strong brands, shaping market offerings, delivering and communicating value, creating growth and long-term plans and development of marketing strategies. The role of marketing within a company The official definition of marketing marketing association published in July 2013
Defines marketing as an € "the activity, set of institutions and processes for The creation, communication, delivery and exchange of offers that have value for customers, customers, partners and society in general. ã, â € ¬ While this definition can help us understand Better marketing parameters, do not provide a complete figure. Marketing definitions
can not transfer specific transactions and other relationships between these elements. The following propositions are offered to complement This definition: the general directive for any organization is the statement of mission or an equivalent expression of organizational goals. It reflects the inherent commercial philosophy of the organization . Every
organization has a set of functional areas (eg Accounting, Production, Finance, Processing D and data, marketing), in which the tasks pertinent to the success of the organization are performed. These functional areas should be managed if they are achieving maximum performance. Every functional area is guided by a philosophy (derived from the
Mission Declaration or Company Goals) that governs its approach to its final set of tasks. Marketing differs from the other functional areas, because its main concern is intercounts that occur in the markets outside the organization. Marketing is more successful when philosophy, tasks and implementation of available technology are coordinated and
complementary to the rest of the business. Marketing is sometimes a critical part of the success of a company, but your importance should be maintained in perspective. For many large manufacturers, such as Proctor & Gamble, Microsoft, Toyota and Sanyo, Sanyo, It represents a great expense, since these companies depend on the efficacy of their
marketing effort. On the other hand, for regulated industria (such as public services, social services, medical care or small enterprises that provide an unique product), marketing can be little more than some informative leaflets. Marketing Continuum Members: Marketing Continuum Members provides a structure to categorize the tactical
medications for the strategy. Marketing As a source of competitive advantage, the specific role of marketing is to provide assistance in identifying, satisfaction and retention of customers. Noted Harvard Business Professor Theodore Levitt claimed the purpose of all business is to "rely and keep customers." The only way to achieve this goal is to create
a competitive advantage. That is, you should convince buyers (potential customers) that what you have to offer satisfies your need or desire private. I hope you can be able to provide this advantage consistently, then eventually the customer will buy your product without considering alternatives. This loyal behavior is displayed by people who drive
only the Fords, brush their teeth with only crest and buy only Dell's computers. Creating this blind commitment - no consideration of alternatives - for a private brand, store, person or idea is the dream of all business. It is improbable that it occurs, however, without the support of an effective marketing program. Consumer desires and needs should
conduct marketing decisions, and no strategies should be pursued until they pass the consumer research test. Identify how customers do their wishes and needs of a key marketing perspective Takeaways key points a need is a consumer "The desire for a product" or "specific benefit, be functional or emotional benefit. The desire for products or
services that are not necessary, but that consumers desire. The five-step consumer decision process includes the need for identification, information research and processing, identification and evaluation of alternatives, purchase decision and post-purchase behavior. Consumers process information through exposure a stimulus, attentively Attension
she, attributing significance to the stomach, maintaining this meaning and recovering and applying these information to solve a problem or need in the future. Customer's focus should be treated as a subset of corporate strategy instead of the only conduction factor. This It means looking at the current state's customer focus to predict what clients will
require in the future even if they discuss the forecast. Fundamental terms: a state of disagreement or conflict. Customer's retention: a product assessment or service quality provided by a business that measures as loyal your customers. Demand: The desire to buy goods and services. The demand is the economic principle that describes the desire for
a consumer, will and the ability to pay a price for a good or specific service. A company in the market economy survives producing goods that are in demand for consumers. Consequently, ascertain consumer demand is vital for the future viability of a company. Many companies today have a focus on the client. In this approach, consumers desire and
needs are the boosters of all strategic marketing decisions. No strategy is pursued until it passes the consumer research test. Every aspect of a market offer, including the nature of the own product, is driven by the needs and desires of potential consumers. The need is the desire for a consumer for the specific benefit of a product or service, whether
functional or emotional. The emotional benefit tends to be Driver stronger for consumers, as functional benefits can be easily copied by competitors. On the other hand, a consumer wants is the desire for products or services that are not necessarily, but consumers desire. For example, food is considered a consumer need. consumer. A steak or dessert
dinner is considered a consumer desires, as these things are not necessary to live. Customer decision process There is a process of five steps that consumers can go through taking a purchase decision. These steps include: Needs Recognition Information Research Evaluation of Alternatives Buy Polices The customer's decision-making process begins
with the need identification. If we act to solve a specific problem depends on two factors: the magnitude of the discrepancy between what we have and what we need and the importance of the problem. This involves the concept of consumer motivation, which is the internal experimentation of consumers to fulfill consumers and conscious and
unconscious needs. Once the problem is recognized, it should be defined so that the consumer can actually start the action that will bring a relevant solution. The next step is the research and processing of information. After a necessity is recognized, the prospective consumer can look for information from family, friends, personal observation,
consumer reports, vendors or mass media. The promotional component of the merchant's offer is intended to provide information to assist the consumer in their problem resolution process. If the buyer can recover relevant information about a product, mark or store, he or she will apply to solve a problem or meet the need. The criteria used in the
evaluation of alternatives vary from consumer to the consumer. A consumer can consider the price the most important factor, while another can put more weight on quality or convenience. The search for alternatives is influenced by factors such as time and money costs, how many information the consumer has already, the value of the risk perceived
if a wrong selection is made, and the provision of the consumer for the specific choices. During the purchase phase of the decision-making process, the consumer can form an intention to buy the most preferred brand because they evaluated all the alternatives and identified the value that will bring it. Anything that marketing professionals can do to
simplify the purchase will attract buyers. Providing basic product, price and location information through regulars, advertising, personal sale and public relations is an obvious starting point. Sampling products, coupons and discounts can also provide an extra incentive to buy. The feelings and evaluations of a consumer after the sale enters during the
pose-purchase phase. These feelings can influence the retention of customers and influence what the client informs others about the product or mark. The merchant can take specific steps to reduce the pose-purchase dissonance. Advertising that emphasizes the many positive attributes or confirms the popularity of the product can be useful.
Concentrating on customers: Which cell clients wanted in 1997 is probably very different from what smartphone users want today. The advice of a focus on customer focus should be treated as a subset of corporate strategy instead of the only conduction factor. This means looking at the current state's customer focus to predict what clients will
require in the future, even if they discuss the forecast. Companies should pay attention to the extent that customers say they want to do not correspond to their purchase decisions. Customer surveys can claim that 70% of a restaurant's customers want more healthy choices â € - Menu, but only 10% of them actually buy the new items after they are
offered. Understanding customers sometimes means understanding them better than they understand. Customers can be ignorant than a company can argue that they should want. IT hardware and software capabilities and automable resources are examples. You that in 1997 they said they would not put any value in the surgery on the internet on a
cell phone or 6% better fuel efficiency in their vehicle, could say something different today because the value value of these opportunities has changed. Product, placement, promotion and premise are four elements of the crucial marketing mix to determine a soft proposition of original sale. Show the features of each of the four elements, or a four
PSA that compose the Marketing Mix â €. Main conclusions Key points The term product is, is defined as anything, tangible or intangible (as a service), offered by the company; a solution for the needs and desires of the consumer; profitable or potentially lucrative; and how satisfying the requirements of the various government or society applicants.
Putting, or product distribution, is the manufacturing process of a product or accessible service for use or consumption by a consumer or business user, using means or using indirect means with intermediates. The three basic promotion objectives are 1) to present information to consumers and others, 2) increase demand, and 3) to differentiate a
product or service to mark through Advertising, Public Relations, Personal Selling, Direct Marketing and Sales Promotion. The price is the value that a customer pays for the product. A well-chosen price must (a) ensure survival (b) increased profit (c) generate sales (d) gaining market share, and (e) establish an appropriate image. Value is what the
customer receives from a product. Estégio Key Terms: The process of making a product or accessible service for use or consumption by a consumer or business user, using direct means or using indirect media with intermediates. Product: Anything, tangible or intangible, offered by the company as a solution for the needs and desires of the consumer;
something that is profitable or potentially lucrative; goods or a service that meets the requirements of the various government or society applicants. PRECE: The cost you need to gain possession of something. Product, placement, promotion and price are the four elements of the marketing mix. Product The term Ã ¢ producta is defined as anything,
tangible or intangible, offered by the company; as a solution for consumer needs and desires; something that is profitable or potentially lucrative; and a good or service that meets the requirements of the various government or society applicants. The two most common forms that products can differentiate are: consumer goods against industrial goods
and product goods (ie, durable goods â €
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