





What is Marketing?








Marketing is more than just advertising and selling.  It is a complex process which is adaptable to almost every product, service, or idea.  For example, when you go to a local market in search of bananas, textiles, or fresh fish, you are entering a marketing zone.  The fisherman who comes to the market with his early morning catch may be offering customers a choice of fresh fish, or dried fish in a wide variety of sizes and prices.  He is marketing his goods which have a certain value, at a certain cost, to a certain group of customers in order to meet their needs and demands.  If no customers ever bought dried fish, then he would make the decision to offer a variety of fresh fish rather than a product for which customers have no desire.  This is a simple example of the marketing concept at work.





Marketing Core Concepts





In more academic terms, marketing has been defined in many different ways but  one of the most comprehensive definitions comes from Philip Kotler, a well-known marketing professor, who describes it in this way:





�


Marketing is a social and managerial process by which individuals and groups obtain what they need and want through creating, offering, and exchanging products of value with others.








This definition is based on several core concepts which are explained in the following few paragraphs.





Needs, Wants, and Demands





The foundation for marketing lies in the fact that humans need and want certain products and services.  Some of these are necessities such as food and water, while others, such as telephones, are desired in order to make life easier and more enjoyable.  





There is a subtle difference between a need and a want.  For example, people may need to communicate and want to do so with a telephone.  A child may need to satisfy her thirst and want to drink water, or tea, or milk.  While people’s needs are usually few, their wants are numerous and diverse.  





When someone wants a particular product or service and has the willingness and ability to pay for it, those wants become demands.  Marketing serves to determine the demands of the customers and fulfil them with products and services that meet their needs.


�
Products and Services





People satisfy their needs and wants by obtaining certain products and services.  While products are tangible objects that one can own, hold, break, or touch, services here are defined as an interaction between people that is intangible and does not result in something you can own, hold, or stand on.  For example, some typical services include having a haircut, watching a football match, or putting money in a bank.  





What is telecommunications?  Telecommunications is a service (communication) that offers a product (a telephone or fax machine) as well as further services such as line installation, customer attention, and maintenance. In telecommunications, many people want access to a telephone or fax machine in order to improve their contact with friends or conduct business transactions.  The physical object of a telephone is important, but this is virtually worthless without the service of a working line. 





Marketing of products and services is different due to several characteristics that distinguish a service from a product.  A service is intangible and perishable meaning that it can not be touched or stored for later use.  A service is an interaction between a company and a customer and therefore it is inseparable and variable.  This means that the service is produced and consumed at the same time and satisfaction can vary depending on the employees, the products, and the services.  


�


Value, Cost, and Satisfaction





When there is competition in the market place, how do customers choose which service and company to use?  Customers assign value to those products or services that most effectively satisfy their needs.  They are also attracted to companies which provide the products and services which they need at an appropriate cost.  In the telecom sector, with many different product and service combinations, it is important to recognise which ones will best suit which customers, and price them accordingly.


�


Exchange and Transaction





Marketing arises from these two actions.  Exchange involves obtaining a desired product or service by offering something of equal perceived value in return.  For example, your organisation provides telephones and telephone services to a customer in exchange for money.  Once the exchange takes place, it is referred to as a transaction and is duly recorded and the money accounted for.  This is the unit of measurement of marketing which proves how many telephones and services are being exchanged and for how much money.


�



Markets


�A market can be defined as a group of potential customers who share a         particular need or want and who are willing and able to exchange (money) to satisfy that need or want.  The size of the potential market for your product or service is determined by customer interest and income.  


�The potential market are those customers who have professed an interest in having a telephone.  In telecom, the expressed levels of demand represent those people who have taken the time to fill out application forms and often paid a deposit.  But, in addition to these waiting lists, there are often a significant number of potential customers who have not signed up.  This unexpressed demand must be taken into account when developing any marketing plans.  


�Expressed interest in having a telephone is not enough to define a market.  The potential customers must also have enough income to afford the products and services.  Therefore, the market is a function of both interest and income.  These characteristics will be important when you are analysing your customer base and when you are planning a strategy to target certain groups.








Marketing Management





Marketing Management is a dynamic process of analysing, planning, and implementing the organisation’s efforts toward satisfying the needs and wants of the customers. The success of marketing management depends on the commitment of the people involved and the plan of action they have determined.





One of the key concepts of marketing management is the Marketing Mix:





�


The Marketing Mix is the set of marketing variables that the manager uses to reach the objectives, including the “Four P’s”: product (or service), price, place, and promotion.


  





The Product includes the product and/or service combination that the organisation will offer to the market.  What are you offering your customers?  What products?  Which services?  As we mentioned before, the telecommunication industry is an interesting blend of both products and services although it is generally categorised as a Service (see definition page 2).  





The Price is the amount of money the customer will have to pay for the products and services.  The set price is based on how much it actually costs to produce the product or service including the time involved, the wages of the personnel, and the cost of the physical product and materials.  What are your costs?  What are the prices for various products and services?  What is the structure of amortisations and how do these effect the prices that you charge?














The Place refers to the various activities the organisation undertakes to make the product and services easily available to the customers, including distribution and services locations.  





The Promotion functions in two capacities:  it communicates the merits of the products and services to the customers and it persuades them to buy.   Promotion includes customer attention, public relations, sales, company image, and advertising.  





The role of a marketing manager is to find the most appropriate combination of marketing mix variables as well as products and services that will meet the customer’s needs.








Marketing Concept





The Marketing Concept is a business philosophy that can be defined in the following way:





�


The marketing concept holds that the key to achieving organisational goals consists in determining the needs and wants of target markets 


and delivering the desired satisfactions more effectively and efficiently than competitors.


  Source: Philip Kotler, “Marketing Management”    











Two important elements to this business philosophy are that the organisation must set realistic goals for reaching their customers and they must do so better than the competition.  Competition in telecom includes postal service, face-to-face contact, mobile phones, Internet and e-mail systems, and all other methods of communication.   There are four underlying factors that define the marketing concept:  market focus, customer orientation, coordinated marketing , and profitability.





Market Focus


�This includes determining the characteristics of the market in order to better focus efforts to satisfy the needs.  Market focus means determining the size of the market, analysing the marketing environment, and targeting groups of customers that the organisation can best serve.  For example, in the marketing of telecommunications, this market focus says that no company can be everything to every customer and telecom entities must focus on groups of customers (called segments) which are willing and able to purchase their products and services.





Customer Orientation


�This is the key focus of a successful marketing philosophy.  Customer Orientation means that the organisation invests time getting to know the needs and wants of the customers.  It is very important to satisfy the customer, particularly in a competitive situation, because it is more profitable to retain your customers than to have them switch to a competitor.  This means that you must go beyond the customer expectations and aim at “delighting” them. 


�If a customer is happy with the products and services you provide, they will tell a few other people.  But, if the customer is dissatisfied with your organisation, they will complain to many more.  This bad publicity could harm a company.  Customer satisfaction is a good indicator of future profits and your company should encourage feedback from customers in order to keep track of the level of satisfaction.





Coordinated Marketing


�This means that the marketing ideas and efforts must involve all departments of the organisation and must have full support from the top levels of management in order to succeed.  The departments must have a clear understanding of the organisational goals and must adopt a customer-oriented philosophy.  This coordination also includes internal marketing, which means hiring, training, and motivating employees to work together to serve the customer.





Profitability


�The telecommunication sector must aim to be profitable.  The key to this is not only to focus on making money, but to look at satisfying the customer’s needs better than the competition.  This ensures that you will retain your customers and attract new ones.   The result is improved profits, expanded opportunities for growth, and a long term future for the organisation.
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