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Marketing
I. Marketing is „The art of selling” and it consists of all activities that bring buyers and sellers together. Marketing is the management process which identifies, anticipates and supplies consumer requirements efficiently and profitably. Manufacturing and marketing together provide the four basic economic utilities – form, time, place and possession utilities – which are needed to provide consumer satisfaction. In short, most products or services have no value or utility unless they are delivered to the right customer, at the right time and at the right place. Therefore, the objective of the marketing systems is to create time, place and possession utility.
II. The aim of marketing in our days: Competition for the consumers’ money forces firms to think of new and better ways of satisfying consumer needs. The marketing concept means that a firm is market oriented and aims all its efforts at satisfying its target audience – at a profit. In well-managed firms, this marketing orientation- the marketing concept is carried out by the Marketing management. 

III. The marketing management process is the continuous process of (1) planning marketing activities, (2) directing the implementation of the plans, and (3) controlling these plans. The job of planning strategies to guide a whole company is called strategic marketing planning that includes not only marketing planning but also planning for other functional areas of the company and it is a long-term plan for achieving the firm’s mission and objectives. It requires the careful examination of the firm’s strengths and weaknesses as well as its competitors and considerations of future opportunities. (SWOT) The components of the marketing strategy are:

· marketing research

· product planning and development

· pricing

· distribution

· promotion
IV. Marketing mix: Marketing tools are all the activities that help the company influence customers to buy the company’s products. Marketing mix is not else than the combination of marketing tools tailored for the given market and the given situation. 

Marketing mix is a collective term first used by Borden in the 1960s to refer to four basic decision variables that the marketing manager uses to meet the firm’s tactical marketing objectives. Following the later work of McCarthy, these are usually referred to as the 4p-s: product, price, place and promotion. These four elements are at the heart of the marketing plan because they specify which product the firm will sell; how the product will be distributed; how the product will be promoted; and what its price will be. Within each controllable element there are a number of separate sub-elements that can be added. But do not forget that the customers are never part of the marketing mix, they are surrounded by the 4 p-s. 

Price: It means the price of the product, particularly the price compared to the competitors. The sub-elements involved in price are the following: basic list price, discounts, length of the payment period, possible credit terms and allowances

Product: It means targeting the market and the product appropriate to the market segment the business is trying to sell into. The sub-elements are: quality, standard and optional features, style, brand name, colour, services and guarantee, size and packaging.

Place: It means how the product is distributed. The sub-elements are: channels of distribution, locations of points of sale, transport and logistics and inventory size. 

Promotion: It involves advertising, sales promotion, personal selling, PR and publicity.

Besides the traditionally accepted four p-s there are additional p-s: people, physical evidence, process, positioning, profit, planning, policy, probing and c-s: customer value, cost, convenience and communication.

V. Demand, supply, needs, wants, drives
• Economists describe a market as a collection of buyers and sellers who transact over a particular product or product class that is capable of satisfying needs.
• Economists describe the market as the total public demand, present and future for a commodity. 

Demand in economics measures the desire of customers to possess a commodity, which they want to buy and the ability to pay the price necessary to possess it. Supply measures the quantity of goods which will be produced and offered for sale at various prices at a certain time. If the market price is higher than the equilibrium price then some quantity of the product will remain unsold. In reverse, if the market price is lower than the equilibrium price then there will be a shortage of the product, as demand at that price will exceeds supply. The determination of price by the interaction of supply and demand is known as the price mechanism.

A set of psychological processes is combined with certain consumer characteristics to result in decision processes and purchase decisions. Needs are the basic forces which motivate an individual to do something. Needs are more essential than wants. Wants are needs which are learned during a person’s life. When a need isn’t satisfied, it leads to a drive. A drive is a strong stimulus that encourages action in order to reduce a need. Drives are the reasons behind certain behaviour patterns. A product purchase is the result of a drive to satisfy some need.
VI. Stages of demand for the company’s product:  There are 5 stages of demand and 5 basic marketing tasks can be linked to these stages.

1. No demand: The task of the marketing executive is to generate demand.

2. Latent demand: The task of the marketer is to develop demand.

3. Faltering demand: The task of the marketing expert is to revitalize demand.

4. Full demand: The task of the marketing executive is to maintain demand.

5. Overfull demand: In this case the marketer’s job is to reduce demand.
VII. Market competition, market structures
The starting point for describing a market is to specify the number of sellers existing on the market and to define whether the product is homogeneous or highly differentiated. These characteristics give rise to four market structure types: 

Monopoly - Only one firm provides a certain product or service in a certain country or area (a local water or cable company). The monopolistic situation implies the total lack of substitutes. 
Oligopoly- A small number of large firms produces products or offers services that range from highly differentiated to standardize. 

Monopolistic competition – In the market of the monopolistic competition perfect competition and monopoly are combined. Many competitors are able to differentiate their offers in whole or in part (restaurants, furniture, hairdressers, toy shops) that’s why they can keep demand under control. Competitors focus on market segments where they can meet customer needs in a superior way and they can benefit from the well-chosen marketing strategies of the 4P-s.

Pure competition – Pure competition was a feature of free-competition capitalism but today it exists basically in the case of agricultural products. Many competitors offer the same product and service (apples, eggs,). 
VIII. Participants of the market

The market leader is ready to do everything to defend its strong position in the market by applying defence strategies. The market challenger is the second biggest participant in the market and it applies attack strategies. 
The market follower avoids competing with the larger firms and legs behind them. 
The market nicher serves a narrow but profitable part of the market and knows the target customers so well that it satisfies their needs better than other firms.
IX. Market Targeting

Once the firm has identified its market segment opportunities, it has to decide how many targets to aim and how many types of products to launch.

1, Undifferentiated marketing: 
It’s a sales growth strategy that ignores market segment differences and attempts to appeal to all prospective customers with a single, basic product line through mass advertising and distribution. It is also called mass marketing. The problem of mass marketing led to micro-marketing at one of four levels: segments, niches, local areas and individuals.

2, Differentiated marketing:  It’s a sales growth strategy in which several market niches or population segments are targeted with different products for each niche or segment. 
3, Concentrated marketing or niche marketing: It’s a growth strategy in which resources of a firm are focused on a well-defined market niche or population segment. A niche is a more narrowly defined customer group seeking a distinctive mix of benefits. The customers in a niche will pay a premium to the firm that best satisfies their special needs. It requires strong knowledge of the product and of the market.
XII. The role of image in marketing
On the one hand, image involves the complex mental pictures, beliefs, ideas and impressions that a company would like create about itself or about its product. On the other hand, image means the complexity of all that experiences that the public keep in their minds about the company. Public opinion is divided into the following subgroups: corporate opinion (employees), local opinion (neighbours), financial-monetary opinion (banks), media opinion (local and national news), opinion of the civil (customer protection or unions) and the governmental (legal system) institutions. Image can be fortified with the company’s strong PR-communicational activities.

Based on the characteristic features image can be differentiated:

A, Product image: what the product means to the public e.g. Turkish coffee- strong

                                                                                                                American coffee- watery

B, Brand image: it’s the perception of a brand in people’s minds. These are the feelings, 

                                  moods, emotions and connotations evoked by a brand. e.g. Tokaji Aszú

C, Corporate image: the image which is conjured up by mentioning of the company’s name 

XIII. The role of brand in marketing:

The American Marketing Association defines a brand as "a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods of one seller and differentiate them from the competitors. The power of a brand lies in the minds of existing or potential customers and what they have experienced directly and indirectly about the brand. When a firm introduces a new product, it has three main choices:    

1. It can develop new brand elements for the new product.

2. It can apply some of its existing brand elements for the new product.

3. It can use a combination of new and existing brand elements. 

What is a good brand name like?  It is short and simple, easy to remember, unique and distinguishable, easy to spell and read, eye-catching and convincing, pronounceable in all languages and not offensive.

