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WHAT IS MARKETING?

The activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have
value for customers, clients, partners, and society at large.



In the past marketing focused almost entirely on helping the seller
sell. That’s why many people still think of it as mostly selling,
advertising, and distribution from the seller to the buyer. Today,
much of marketing is instead about helping the buyer buy.

Let’s examine a couple of examples.



Today, when people want to buy a new or used car, they often go
online first. They go to a website like Cars.com to search for the
vehicle they want. At other websites they compare prices and
features. By the time they go to the dealer, they may know exactly
which car they want and the best price available.



The Evolution of Marketing



The Marketing Concept Era

1. A customer orientation. Find out what consumers want and
provide it for them. (Note the emphasis on meeting consumer
needs rather than on promotion or sales.)
2. A service orientation. Make sure everyone in the organization
has the same objective: customer satisfaction. This should be a
total and integrated organizational effort. That is, everyone from
the president of the firm to the delivery people should be
customer-oriented. Does that seem to be the norm today?



3. A profit orientation. Focus on those goods and services that will
earn the most profit and enable the organization to survive and
expand to serve more consumer wants and needs.



THE MARKETING MIX

We can divide much of what marketing people do into four factors,
called the four P to make them easy to remember. They are:
1. Product
2. Price
3. Place
4. Promotion





Designing a Product to Meet Consumer Needs



PROVIDING MARKETERS WITH INFORMATION

A simplified marketing research process consists of at least four
key steps:
1. Defining the question (the problem or opportunity) and
determining the present situation.
2. Collecting research data.
3. Analyzing the research data.
4. Choosing the best solution and implementing it.





THE MARKETING ENVIRONMENT



TWO DIFFERENT MARKETS: CONSUMER AND BUSINESSTO-BUSINESS 
(B2B)

THE CONSUMER MARKET



THE BUSINESS-TO-BUSINESS MARKET



PERSONAL SELLING: PROVIDING PERSONAL ATTENTION

Steps in the Selling Process

1. Prospect and Qualify The first step in the selling process is
prospecting, researching potential buyers and choosing those
most likely to buy. The selection process is called qualifying



2. Preapproach The selling process may take a long time, and
gathering information before you approach the customer is
crucial.

3. Approach “You don’t have a second chance to make a good
first impression.”

4. Make a Presentation In your actual presentation of the
software, you’ll match the benefits of your value package to the
client’s
needs.



5. Answer Objections Salespeople should anticipate any
objections the prospect may raise and determine the proper
responses.

6. Close the Sale After a salesperson has answered questions
and objections, he or she may present a trial close, a question or
statement that moves the selling process toward the actual
purchase.



7. Follow Up The selling process isn’t over until the order is
approved and the customer is happy.



TASK POINT 1

Nike wants to help its customers add soul to their soles and
express their individuality by customizing their own shoes. See for
yourself at www.nike.com. Enter “customize” in the search box
and build a shoe that fits your style.
1. What if you’re in the middle of your shoe design and have

questions about what to do next? Where can you go for help?
2. How does Nike’s website help the company strengthen its

relationships with its stakeholders? Give examples to support
your answer.

3. How do the elements of the website reflect Nike’s target
market?



TASK POINT 2



REFLEKSI

• Informasi penting hari ini

•Manfaat penting dari informasi penting hari ini

•Tindak lanjut yang dapat saudara lakukan



Thank You




