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Mar
k
e
ting
‘Mar
k
e
ting
 
is
 
the
 
mana
g
eme
n
t
 
p
r
ocess
 
i
n
v
ol
v
ed
 
in
 
ide
n
ti
f
yin
g
,
 
a
n
ticip
a
ting
 
and
 
s
a
ti
s
f
ying
 
cu
s
t
omer
 
r
equi
r
eme
n
ts
 
p
r
ofi
t
abl
y
.
’
 
Sou
r
ce:
 
The
 
In
s
titu
t
e
 
of
 
Mar
k
e
ting.
) (
The
r
e
 
a
r
e
 
ma
n
y
 
dif
f
e
r
e
n
t
 
d
e
finitions
 
of
 
mar
k
e
ting
 
but
 
it
 
mu
s
t
 
be
 
r
emembe
r
ed
th
a
t
 
mar
k
e
ting
 
is
 
not
 
simply
 
about
 
ad
v
ertising
 
and
 
selling.
 
A
n
y
 
d
e
finitions
 
th
a
t
imply
 
this
 
a
r
e
 
in
c
or
r
ect.
 
Mar
k
e
ting
 
a
f
f
ects
 
all
 
aspects
 
of
 
a
 
business
 
and
 
c
an
 
be
r
e
g
a
r
ded
 
as
 
a
 
philosop
h
y
 
–
 
a
 
w
a
y
 
of
 
thinking
 
about
 
how
 
t
o
 
s
a
ti
s
f
y
 
cu
s
t
ome
r
s’
needs
 
and
 
w
a
n
ts.
 
It
 
is
 
an
 
on
g
oing
 
p
r
ocess
 
and
 
businesses
 
mu
s
t
 
be
 
p
r
epa
r
ed
 
t
o
r
espond
 
t
o
 
a
n
y
 
chan
g
es
 
th
a
t
 
t
a
k
e
 
place
 
which
 
impact
 
upon
 
the
 
mar
k
e
t
 
in
 
which
th
e
y
 
ope
r
a
t
e.
) (
Mar
k
e
ting
 
i
n
v
ol
v
es
 
a
 
wide
 
r
an
g
e
 
of
 
activities:
) (
•
) (
R
esea
r
ching
 
the
 
mar
k
e
t
 
–
 
this
 
i
n
v
ol
v
es
 
g
a
thering
 
and
 
anal
y
sing
 
i
n
f
orm
a
tion
on
 
c
onsume
r
s,
 
the
 
mar
k
e
tplace
 
and
 
c
omp
e
tition.
Anal
y
sing
 
the
 
mar
k
e
t
 
–
 
this
 
is
 
an
 
e
x
amin
a
tion
 
of
 
mar
k
e
t
 
c
onditions
 
t
o
ide
n
ti
f
y
 
n
e
w
 
opportunities.
S
e
tting
 
of
 
mar
k
e
ting
 
g
oals
 
–
 
these
 
mu
s
t
 
be
 
lin
k
ed
 
t
o
 
the
 
business
’
s
 
o
v
e
r
all
objecti
v
es.
D
e
v
eloping
 
a
 
mar
k
e
ting
 
s
t
r
a
t
egy
 
–
 
this
 
i
n
v
ol
v
es
 
c
on
s
tructing
 
a
 
plan
 
which
d
e
t
ails
 
h
o
w
 
the
 
mar
k
e
ting
 
objecti
v
es
 
c
an
 
be
 
achi
e
v
ed.
 
This
 
s
t
r
a
t
egy
 
should
be
 
based
 
a
r
ound
 
the
 
use
 
of
 
the
 
mar
k
e
ting
 
mix
,
 
the
 
4
P
s
 
of
 
mar
k
e
ting:
) (
•
) (
•
) (
•
) (
•
•
•
•
) (
p
r
oduct;
price;
p
r
omotion;
place.
) (
Mar
k
e
ting
 
i
n
v
ol
v
es
 
a
 
whole
 
r
an
g
e
 
of
 
activities,
 
s
t
arting
 
with
 
r
esea
r
ching
 
the
mar
k
e
t
 
and
 
s
e
tting
 
objecti
v
es.
 
It
 
also
 
includes
 
d
e
v
eloping
 
n
e
w
 
p
r
oducts,
designing
 
pac
k
agin
g
,
 
e
s
t
ablishing
 
the
 
rig
h
t
 
mar
k
e
ting
 
mix,
 
e
t
c.
 
All
 
these
 
activities
a
r
e
 
aimed
 
a
t
 
p
r
o
viding
 
g
oods
 
and
 
se
r
vices
 
which
 
will
 
s
a
ti
s
f
y
 
the
 
cu
s
t
omer
 
and
 
a
t
making
 
a
 
p
r
ofit
 
f
or
 
the
 
business.
 
The
 
b
e
t
t
er
 
the
 
mar
k
e
tin
g
,
 
the
 
mo
r
e
 
desi
r
able
(or
 
desi
r
ed)
 
the
 
p
r
oduct
 
or
 
se
r
vice
 
which
 
is
 
p
r
o
vided
 
f
or
 
the
 
cu
s
t
omer
 
and
 
the
)

 (
Cha
p
t
er
 
2
 
–
 
Mar
k
e
ting
) (
©
 
W
J
E
C
 
|
 
C
B
A
C
) (
mo
r
e
 
p
r
ofits
 
the
 
business
 
should
 
be
 
able
 
t
o
 
ma
k
e.
) (
Dif
f
e
r
e
n
t
 
types
 
of
 
mar
k
e
ts
) (
Businesses
 
need
 
t
o
 
be
 
a
w
a
r
e
 
of
 
the
 
type
 
of
 
mar
k
e
t
 
th
e
y
 
ope
r
a
t
e
 
in.
 
The
 
s
trict
 
d
e
finition
of
 
a
 
mar
k
e
t
 
is
 
‘
a
 
place
 
whe
r
e
 
bu
y
e
r
s
 
and
 
selle
r
s
 
me
e
t
’
.
 
This
 
me
e
ting
 
does
 
not
 
h
a
v
e
 
t
o
 
be
p
h
y
si
c
al;
 
it
 
c
an,
 
f
or
 
e
x
ample,
 
be
 
on
 
the
 
phone
 
or
 
o
v
er
 
the
 
i
n
t
ern
e
t.
 
The
 
actual
 
mar
k
e
tplace
of
 
a
 
business
 
c
an
 
be
 
small,
 
lo
c
al
 
mar
k
e
ts
 
with
 
a
 
specific
 
lo
c
a
tion.
 
Other
 
mar
k
e
ts
 
a
r
e
 
n
a
tional
or
 
i
n
t
ern
a
tional
 
with
 
no
 
single
 
lo
c
a
tion.
 
F
or
 
e
x
ample,
 
the
 
w
orld
 
mar
k
e
t
 
f
or
 
oil
 
is
 
a
 
global
mar
k
e
t
 
in
 
which
 
bu
y
e
r
s
 
and
 
selle
r
s
 
a
r
e
 
lin
k
ed
 
b
y
 
t
elephones,
 
f
a
x
es
 
and
 
the
 
i
n
t
ern
e
t,
 
and
t
r
ading
 
t
a
k
es
 
place
 
in
 
ma
n
y
 
lo
c
a
tions.
) (
Mar
k
e
t
 
orie
n
t
a
tion,
 
p
r
oduct
 
orie
n
t
a
tion
 
and
 
ass
e
t
-led
 
mar
k
e
ting
) (
mix
 
on
 
its
 
pe
r
ce
p
tion
 
of
 
wh
a
t
 
the
 
ma
r
-
) (
mix
 
on
 
wh
a
t
 
the
 
business
 
sees
 
as
 
its
) (
on
 
the
 
needs
 
of
 
the
 
c
onsumer
 
and
 
the
) (
When
 
mar
k
e
ting
 
decisions
 
a
r
e
 
based
 
s
t
r
en
g
ths
 
of
 
the
 
business.
) (
Ass
e
t
-led
 
mar
k
e
ting
) (
When
 
a
 
business
 
bases
 
its
 
mar
k
e
ting
 
i
n
t
ernal
 
s
t
r
en
g
ths.
) (
P
r
oduct
 
orie
n
t
a
tion
) (
When
 
a
 
business
 
bases
 
its
 
mar
k
e
ting
 
k
e
t
 
w
a
n
ts.
) (
Mar
k
e
t
 
orie
n
t
a
tion
)
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Mar
k
e
t
 
orie
n
t
a
tion/mar
k
e
t
-led
) (
When
 
a
 
business
 
is
 
mar
k
e
t
-orie
n
t
a
t
ed,
 
the
 
business
’
s
 
mar
k
e
ting
 
activities
 
will
 
be
 
dic
t
a
t
ed
b
y
 
the
 
mar
k
e
t.
 
It
 
will
 
a
t
 
all
 
times
 
a
t
t
em
p
t
 
t
o
 
me
e
t
 
the
 
needs
 
of
 
the
 
mar
k
e
t
 
with
 
little
 
if
 
a
n
y
r
e
f
e
r
ence
 
t
o
 
i
n
t
ernal
 
s
t
r
en
g
ths
 
of
 
the
 
business.
 
A
n
y
 
business
 
th
a
t
 
is
 
mar
k
e
t
-orie
n
t
a
t
ed
thin
k
s
 
th
a
t
 
its
 
mo
s
t
 
impor
t
a
n
t
 
‘
ass
e
t
’
 
is
 
its
 
cu
s
t
ome
r
s.
 
The
 
business
 
beli
e
v
es
 
th
a
t,
 
as
 
long
 
as
it
 
is
 
able
 
t
o
 
ide
n
ti
f
y
 
po
t
e
n
tial
 
cu
s
t
ome
r
s,
 
find
 
out
 
wh
a
t
 
th
e
y
 
w
a
n
t,
 
and
 
then
 
p
r
oduce
 
th
a
t
 
f
or
them,
 
it
 
will
 
r
emain
 
succes
s
ful.
) (
Fl
e
xible
 
t
o
chan
g
es
 
in
t
a
s
t
e
 
and
f
ashion
) (
Ad
v
a
n
t
a
g
es
of
 
mar
k
e
t
orie
n
t
a
tion
) (
Decisions
based
 
on
 
e
ﬀ
ecti
v
e
mar
k
e
t
 
r
esea
r
ch
) (
N
e
w
 
p
r
oducts
designed
 
t
o
 
me
e
t
cu
s
t
omer
 
needs
) (
H
o
w
e
v
e
r
,
 
the
r
e
 
c
an
 
be
 
disad
v
a
n
t
a
g
es
 
t
o
 
being
 
mar
k
e
t
-led.
 
These
 
disad
v
a
n
t
a
g
es
 
include:
) (
•
•
•
•
) (
high
 
c
o
s
t
 
of
 
mar
k
e
t
 
r
esea
r
ch
 
t
o
 
unde
r
s
t
and
 
the
 
mar
k
e
t;
c
on
s
t
a
n
t
 
i
n
t
ernal
 
chan
g
e
 
as
 
the
 
needs
 
of
 
the
 
mar
k
e
t
 
a
r
e
 
m
e
t;
unp
r
edic
t
ability
 
of
 
t
he
 
futu
r
e,
 
especially
 
f
r
om
 
the
 
poi
n
t
 
of
 
vi
e
w
 
of
 
s
t
a
ff;
abandonme
n
t
 
of
 
earlier
 
p
r
oduct
 
i
n
v
e
s
tme
n
t.
)
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P
r
oduct
 
orie
n
t
a
tion
) (
When
 
a
 
business
 
is
 
p
r
oduc
t
-orie
n
t
a
t
ed,
 
it
 
will
 
base
 
its
 
p
r
oducts
 
or
 
se
r
vices
 
on
 
wh
a
t
 
it
pe
r
cei
v
es
 
as
 
its
 
i
n
t
ernal
 
s
t
r
en
g
ths.
 
Businesses
 
with
 
a
 
p
r
oduc
t
-orie
n
t
a
t
ed
 
app
r
oach
 
t
o
 
selling
t
r
y
 
t
o
 
sell
 
wh
a
t
e
v
er
 
th
e
y
 
c
an
 
ma
k
e,
 
without
 
t
r
ying
 
t
o
 
find
 
out
 
if
 
it
 
is
 
wh
a
t
 
the
 
cu
s
t
ome
r
s
w
a
n
t.
 
So
n
y
 
g
r
e
w
 
hu
g
ely
 
succes
s
ful
 
using
 
this
 
polic
y
.
 
The
 
clea
r
e
s
t
 
e
x
ample
 
w
as
 
the
 
W
alkman
c
ass
e
t
t
e
 
pl
a
y
e
r
,
 
launched
 
in
 
the
 
l
a
t
e
 
1970s.
 
Mar
k
e
ting
 
p
r
o
f
essionals
 
said
 
it
 
w
ould
 
not
sell
 
be
c
ause
 
it
 
had
 
no
 
r
e
c
o
r
ding
 
f
acility
 
–
 
a
 
g
ene
r
a
tion
 
of
 
t
eena
g
e
r
s
 
p
r
o
v
ed
 
them
 
w
r
ong.
McDonald
’
s
 
app
r
oach
 
with
 
its
 
p
r
oducts
 
is
 
he
a
vily
 
p
r
oduc
t
-orie
n
t
a
t
ed,
 
with
 
c
o
r
e
 
p
r
oducts
p
r
oduced
 
the
 
same
 
w
a
y
 
in
 
a
 
r
an
g
e
 
of
 
v
e
r
y
 
dif
f
e
r
e
n
t
 
i
n
t
ern
a
tional
 
mar
k
e
ts.
 
The
 
initial
 
f
ocus
 
is
on
 
d
e
v
eloping
 
and
 
making
 
the
 
p
r
oduct
 
then
 
t
r
ying
 
t
o
 
sell
 
it
 
t
o
 
c
onsume
r
s.
) (
Inc
r
eased
e
c
onomies
of
 
sale
) (
E
asier
 
t
o
apply
p
r
oduction
mana
g
eme
n
t
m
e
thods
) (
Ad
v
a
n
t
a
g
es
of
 
p
r
oduct
orie
n
t
a
tion
) (
F
ocus
 
on
p
r
oduct
d
e
v
elopme
n
t
) (
F
ocus
 
on
quality
)

 (
Cha
p
t
er
 
2
 
–
 
Mar
k
e
ting
) (
©
 
W
J
E
C
 
|
 
C
B
A
C
) (
H
o
w
e
v
e
r
,
 
of
 
c
ou
r
se
 
the
r
e
 
a
r
e
 
disad
v
a
n
t
a
g
es
 
as
 
w
ell.
 
These
 
disad
v
a
n
t
a
g
es
 
include:
) (
•
 
 
chan
g
es
 
in
 
mar
k
e
t
 
s
tructu
r
e
 
will
 
not
 
be
 
r
esponded
 
t
o;
•
 
 
f
ashion
 
and
 
t
a
s
t
e
 
a
r
e
 
not
 
ac
c
ou
n
t
ed
 
f
or
 
in
 
the
 
p
r
oduct
 
mix.
) (
Ass
e
t
-led
 
mar
k
e
ting
) (
The
 
per
f
ect
 
situ
a
tion
 
is
 
of
 
c
ou
r
se
 
f
or
 
a
 
business
 
t
o
 
r
el
a
t
e
 
cu
s
t
omer
 
t
a
s
t
e
 
t
o
 
the
 
business
’
s
o
wn
 
s
t
r
en
g
ths.
 
The
r
e
f
o
r
e,
 
a
 
business
 
should
 
find
 
out
 
wh
a
t
 
the
 
mar
k
e
t
 
w
a
n
ts,
 
and
 
then
ask
 
the
 
que
s
tion,
 
‘H
o
w
 
using
 
our
 
skills,
 
knowled
g
e,
 
ass
e
ts
 
and
 
b
r
ands,
 
c
an
 
w
e
 
me
e
t
 
these
cu
s
t
omer
 
needs
?
’
) (
Ass
e
t
-led
 
mar
k
e
ting
 
tries
 
t
o
 
achi
e
v
e
 
this
 
–
 
the
 
k
e
y
 
w
o
r
d
 
he
r
e
 
is
 
‘led
’
.
 
Ass
e
ts
 
such
 
as
 
labour
f
o
r
ce
 
skills,
 
mana
g
eme
n
t
 
skills,
 
p
a
t
e
n
ts,
 
r
e
c
ognised
 
b
r
ands
 
or
 
c
api
t
al,
 
should
 
be
 
used
 
t
o
 
help
s
a
ti
s
f
y
 
c
onsumer
 
demand.
 
Ide
n
ti
f
y
 
wh
a
t
 
y
ou
 
a
r
e
 
g
ood
 
a
t
 
and
 
r
el
a
t
e
 
this
 
t
o
 
cu
s
t
omer
 
needs.
This
 
r
el
a
ting
 
of
 
i
n
t
ernal
 
s
t
r
en
g
ths
 
t
o
 
mar
k
e
t
 
needs
 
should
 
be
 
one
 
of
 
the
 
basic
 
rules
 
of
a
n
y
 
business
’
s
 
mar
k
e
ting
 
s
t
r
a
t
egy
 
as
 
this
 
app
r
oach
 
f
ocuses
 
on
 
the
 
mo
s
t
 
app
r
opri
a
t
e
opportunities,
 
gi
v
en
 
the
 
business
’
s
 
ass
e
ts.
) (
H
o
w
 
t
o
 
e
f
f
ecti
v
ely
 
c
ombine
 
these
 
t
w
o
 
f
ac
t
o
r
s
 
(i
n
t
ernal
 
s
t
r
en
g
th
 
and
 
mar
k
e
t
 
needs)
 
c
an
 
be
demon
s
t
r
a
t
ed
 
b
y
 
e
x
amining
 
the
 
use
 
of
 
d
a
t
abase
 
mar
k
e
ting.
The
 
g
r
o
w
th
 
of
 
s
t
o
r
e
 
l
o
y
alty
 
c
a
r
ds
 
has
 
allo
w
ed
 
the
 
d
e
v
elopme
n
t
 
of
 
d
a
t
abase
 
mar
k
e
ting.
Using
 
this
 
f
orm
 
of
 
mar
k
e
tin
g
,
 
businesses
 
d
e
v
elop
 
a
 
d
a
t
abase
 
of
 
their
 
cu
s
t
ome
r
s’
 
activities,
shopping
 
habits
 
and
 
t
a
s
t
es.
 
Th
e
y
 
then
 
use
 
this
 
d
a
t
abase
 
t
o
 
t
a
r
g
e
t
 
sec
t
o
r
s
 
of
 
their
 
mar
k
e
t
with
 
dif
f
e
r
e
n
t
 
of
f
e
r
s,
 
p
r
omotions
 
e
t
c.
 
This
 
t
a
r
g
e
t
ed
 
mar
k
e
ting
 
imp
r
o
v
es
 
the
 
e
f
f
ecti
v
eness
 
of
mar
k
e
ting
 
spend.
) (
A
 
simple
 
e
x
ample
 
of
 
this
 
w
ould
 
be
 
T
es
c
o
 
sending
 
d
e
t
ails
 
of
 
their
 
bac
k
-
t
o-school
 
child
r
en
’
s
clothes
 
p
r
omotions
 
t
o
 
cu
s
t
ome
r
s
 
on
 
their
 
d
a
t
abase
 
who
 
spend
 
mon
e
y
 
on
 
fish
 
fin
g
e
r
s
 
and
bu
r
g
e
r
s
 
(these
 
cu
s
t
ome
r
s
 
a
r
e
 
li
k
ely
 
t
o
 
h
a
v
e
 
y
oung
 
child
r
en).
 
The
 
business
 
has
 
t
a
r
g
e
t
ed
a
 
mar
k
e
t
 
segme
n
t
 
th
a
t
 
is
 
mo
s
t
 
li
k
ely
 
t
o
 
buy
 
the
 
p
r
omo
t
ed
 
p
r
oduct.
 
In
 
this
 
e
x
ample
 
w
e
see
 
th
a
t
 
the
 
i
n
t
ernal
 
s
t
r
en
g
th
 
of
 
the
 
business
 
is
 
the
 
e
f
f
ecti
v
e
 
appli
c
a
tion
 
of
 
I
T
;
 
this
 
is
 
then
r
el
a
t
ed
 
t
o
 
seasonal
 
mar
k
e
t
 
demand,
 
inc
r
easing
 
p
r
oduct
 
sales.
) (
When
 
a
 
business
 
applies
 
ass
e
t
-led
 
mar
k
e
ting
 
it
 
will
 
ben
e
fit
 
f
r
om
 
s
e
v
e
r
al
 
ad
v
a
n
t
a
g
es.
 
These
ad
v
a
n
t
a
g
es
 
include:
)
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Quality
 
of
output
) (
St
r
en
g
ths
lin
k
ed
 
t
o
mar
k
e
t
needs
) (
Ad
v
a
n
t
a
g
es
of
 
being
ass
e
t
-led
) (
P
r
og
r
essi
v
e
chan
g
e
) (
M
a
ximising
r
e
turn
 
f
r
om
ass
e
ts
)
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Discussion
 
themes
) (
Explain
 
wh
a
t
 
is
 
mea
n
t
 
b
y
 
mar
k
e
ting.
) (
‘
A
 
business
 
th
a
t
 
has
 
an
 
e
f
f
ecti
v
e
 
mar
k
e
ting
 
s
t
r
a
t
egy
 
will
 
al
w
a
y
s
 
be
 
p
r
ofi
t
able
.
’
 
Discuss
 
this
 
s
t
a
t
eme
n
t.
) (
W
h
y
 
do
 
businesses
 
who
 
of
f
er
 
a
 
high
 
quality
 
p
r
oduct
 
som
e
times
 
f
ail
 
in
 
the
 
mar
k
e
tplace?
) (
‘Mar
k
e
t
 
orie
n
t
a
tion
 
has
 
mo
r
e
 
c
o
s
ts
 
than
 
ben
e
fits
.
’
 
Do
 
y
ou
 
ag
r
ee
 
with
 
this
 
s
t
a
t
eme
n
t?
) (
‘
All
 
businesses
 
should
 
adopt
 
an
 
ass
e
t
-led
 
mar
k
e
ting
 
app
r
oach
.
’
 
Do
 
y
ou
 
ag
r
ee
 
with
 
this
 
s
t
a
t
eme
n
t?
) (
W
a
t
ch
 
the
 
t
w
o
 
ad
v
erts.
 
Discuss
 
wh
e
ther
 
the
 
p
r
oducts
 
sh
o
wn
 
a
r
e
 
p
r
oduct
 
or
 
cu
s
t
ome
r
-
 
orie
n
t
a
t
ed.
 
Wh
a
t
 
ad
v
a
n
t
a
g
es
 
c
ome
 
f
r
om
 
the
 
orie
n
t
a
tion
 
ado
p
t
ed?
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