

[bookmark: _GoBack]	Brihmi Besma
Marketing
1) Definition

1a) Here is a definition of Marketing. Complete it by inserting the following verbs in the gaps:
Design, develop ,identify,  influence,  modify ,persuade

Marketers have to……………………………………or anticipate a costumer need; ……………………………a product or service that meets that need better than any competing products or sevices; …………………… target customers to try the product or service; and, in the long term, …………………… it to satisfy changes in consumer needs or market conditions. Marketers can …………………………….. particular features, attractive packaging, and effective advertising, that will……………………. Consumers’ wants. Marketing thus begins long before the product development, distribution, advertising, promotion, product improvement, and so on.

Here is a second definition of marketing ( as opposed to selling)
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1b) Vocabulary

Match up the word with its definition:
	1-Distribution channel 



2-To launch a product 



3-Market opportunities


4-Market research



5-Market segmentation


6-Packaging



7- Point of sale



8-Product concept


9-Product features


10-Sales representative      

	A- all the companies or individuals involved in moving particular good or service from the producer to the consumer                                                                                                                               

B-an idea for a new product , which is tested with target consumers before the actual product is developed

c-attributes or characteristics of a product: quality,price, reliability, etc

D-dividing a market into distinct groups of buyers who have different requirements or buying habits 

E- places where goods are sold to the public-shops, stores,kiosks,market stalls…

F-possibilities of filling unsatisfied needs in sectors in which a company can profitably produce goods or service

G- someone who contacts existing and potential customers and tries to persuade them to buy goods or sevices

H- collecting, analyzing and reporting data relevant to a specific marketing situation

I-to introduce a new product onto the market 

J- wrappers and containers in which products are sold



            

 1c- look quickly through the following text and decide which paragraphs are about these subjects:
………………….. – company- to-company marketing 
…………………. – identifying market opportunities
………………… - the marketing mix
……………… - the selling and marketing concepts
……………… - the importance of market research 
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1d- Comprehension
Which of the following three paragraphs most accurately summarizes the text in 1c, and why?
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· Transtale ONE of these summaries.





1e- look at the following diagrams from Marketing Management by Philip Kotler.
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According to the text in 1C, which of these diagrams best illustrates a company that has adopted the marketing concept? 
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There will always, one can assume, be a need for some selling.
But the aim of marketing is to make selling superfluous. The aim
of marketing is to know and understand the customer so well
that the product or service fits him and sells itself. Ideally,
marketing should result in a customer who is ready to buy.

T I W

(Peter Drucker: Management: Tasks, Responsibilities, Practices)
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THE CENTRALITY OF MARKETING

1 Most management and marketing writers now distinguish between selling and
marketing. The 'selling concept' assumes that resisting consumers have to be
persuaded by vigorous hard-selling techniques to buy non-essential goods or services.
Products are sold rather than bought. The ‘marketing concept', on the contrary,
assumes that the producer's task is to find wants and fill them. In other words, you
don't sell what you make, you make what will be bought. As well as satisfying existing
needs, marketers can also anticipate and create new ones. The markets for the

Walkman, video recorders, videogame consoles, CD players, persor
computers, the internet, mobile phones, mountain bikes, snowboar
and genetic engineering, to choose some recent examples, were lary
created rather than identified.

Marketers are consequently always looking for market opportunities
profitable possibilities of filling unsatisfied needs or creating new on
in areas in which the company is likely to enjoy a differential advantag
due to its distinctive competencies (the things it does particularly el
Market opportunities are generally isolated by market segmentatin)
Once a target market has been identified, a company has to decide wh
goods or service to offer. This means that much of the work of marketin
has been done before the final product or service comes into existent]
It also means that the marketing concept has to be understod
throughout the company, eg. in the production department of 4
manufacturing company as much as in the marketing department itsef
The company must also take account of the existence of competitos
who always have to be identified, monitored and defeated in the seard|
for loyal customers.

Rather than risk launching a product or service solely on the basis df
intuition or guesswork, most companies undertake market research (Gf|
or marketing research (US). They collect and analyse information about
the size of a potential market, about consumers' reactions to particula
product or service features, and so on. Sales representatives, who als
talk to customers, are another important source of information.

Once the basic offer, e.g. a product concept, has been established, the
company has to think about the marketing mix, i.e. all the variou
elements of a marketing programme, their integration, and the amour:
of effort that a company can expend on them in order to influence the
target market. The best-known classification of these elements is tht
"Four Ps': product, place, promotion and price. Aspects to be consideres
in marketing products include quality, features (standard and optional|
style, brand name, size, packaging, services and guarantee. Place in 3
marketing mix includes such factors as distribution channels, locations
of points of sale, transport, inventory size, etc. Promotion groups
together advertising, publicity, sales promotion, and personal selling,
while price includes the basic list price, discounts, the length of the
payment period, possible credit terms, and so on. It is the job of 3
product manager or a brand manager to look for ways to increase sales
by changing the marketing mix. ;
It must be remembered that quite apart from consumer markets 1ir1
which people buy products for direct consumption) there exists an
enormous producer or industrial or business market, consisting of all the
individuals and organizations that acquire goods and services that are
used in the production of other goods, or in the supply of services to
others. Few consumers realize that the producer market is actually larger
than the consumer market, since it contains all the raw materials
manufactured parts and components that go into consumer goods, plus.

capital equipment such as buildings and machines, supplies such as energy and pens
and paper, and services ranging from cleaning to management consulting, all of whlch
have to be marketed. There is consequently more industrial than consumer marketing,
even though ordinary consumers are seldom exposed to it.
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First summary:

Marketing means that you don’t have to worry about selling your product,
because you know it satisfies a need. Companies have to identify market
opportunities by market segmentation: doing market research, finding a target
market, and producing the right product. Once a product concept has been
established, marketers regularly have to change the marketing mix — the
product’s features, its distribution, the way it is promoted, and its price — in
order to increase sales. Industrial goods — components and equipment for
producers of other goods — have to be marketed as well as consumer goods.

Second summary:

The marketing concept has now completely replaced the old-fashioned selling
concept. Companies have to identify and satisfy the needs of particular market
segments. A product’s features are often changed, as are its price, the places in
which it is sold, and the way in which it is promoted. More important than the
marketing of consumer goods is the marketing of industrial or producer
goods.

Third summary:

The marketing concept is that a company’s choice of what goods and services
to offer should be based on the goal of satisfying consumers’ needs. Many
companies limit themselves to attempting to satisfy the needs of particular
market segments. Their choice of action is often the result of market research.
A product’s features, the methods of distributing and promoting it, and its
price, can all be changed during the course of its life, if necessary. Quite apart
from the marketing of consumer products, with which everybody is familiar,
there is a great deal of marketing of industrial goods.




