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Initial Dialoguew > ( What’s the issue? W

What Is Marketing?

MP3 01

Ken and Tom are having a friendly chat at a nearby pub after work.

Ken is not quite drunk yet but pumped up.

Ken:

Tom:

Ken:

Tom:

Ken:

Tom:
Ken:
Tom:

Ken:

Tom:

Ken:
Tom:
Ken:
Tom:

Ken:

Tom, since you are still new to Japan, let me tell you a little bat
about the way business 1s done 1n this country:.

Ken, that’s very kind of you. Shoot!

Well, betfore you try to do business, you have to establish a good
“human’ relationship with your customers.

I couldn’t agree with you more.

In order to do that, you have to know your customers and be

known by your customers.

OK. What would you do after that?
Sell! Sell! Sell!

I appreciate that selling 1s important.

It’s everything! Remember who puts rice on your table! We also
say, “Customers are God!”

I am not sure 1f I would go that far. But the importance of
customers 1s a universal truth. Now let me talk about “marketing.”
You mean PR, advertisement and the like?

Marketing does include that.

Ah, selling!

Selling and marketing are different.

(Puzzled) Oh?

X  Key Words

be pumped up INMETR high : 1BETLE
Shoot!
| couldn’t agree with you more. H5 =[G o

ST [EBBRIA < (3B-) 28 » ERAERMEE

cf. I couldn’t disagree with you more. #5¢ & AGEF -
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What Is Marketing?

Marketing is the process of discovering unmet needs in the market

MP3 02

and creating products to meet those needs.

Based on this definition you can see that products are created only after
a need for them has been established. Unfortunately, many companies
tend to do just the opposite, creating products first, and then searching
for customers to purchase them. This approach tends to lead to
Inconsistent results.

One of the keys to understanding marketing is to observe the information
flow between a company and the market it serves. As you can see In the
diagram below, information flows two ways in a simple marketing
system.

First, a company collects information on the market. This process Is
known as Market Research. This information usually concerns customer
buying habits and patterns. Through this process, a company can
determine If there are any needs which are not currently being satisfied
through existing products. With this information, new products can be
developed to meet those unmet needs.

Once products have been developed, the market needs to be made
aware of them. This process involves Sales Promotion and Advertising
activities that focus on building product awareness and highlighting
product benefits.

Market Information

<

Product Information Market

5
g
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Application Dialogue} S ( Let’s solve it!}

What Is Marketing?

MP3 03

The next morning, Ken walks over to Tom's desk to continue their last night's

conversation. Ken is carrying coffee with him.

Ken:

Tom:
Ken:
Tom:

Ken:

Tom:

Ken:

Tom

Ken:

Tom, you know, I have been thinking about what you said about
marketing.

(Puzzled) Yes?

I think our company ought to have a marketing department.

[’m listening.

We do have a PR department. They do promote our products and
the company for that matter. They use advertising agencies to
create cute product brochures and smart TV commercials.

Go on.

Here I am 1n the sales department, working my tail oftf trying to
sell our products day 1n and day out. When we occasionally have
“hit” products, I am a hero. But the reality 1s that we have had
just as many flops 1in the past. No matter how hard I try, I get
nowhere. I feel like a miserable loser.

I see.

You know, 1t’s like a hit-or-muiss. It seems there 1s no consistency
1in our approach to the market. We all say, at least on the surtace,
that customers are important. But do we really know what our
customers want? Does everyone 1n the organization work toward

the same goal of meeting our customers’ desires?

(Continued on page 12)
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Sheehan 824

Convenience for the Masses

Successful companies are those that first focus on discovering the needs of
the customer and then creating products to meet those needs.

A good example of this process in action would be the convenience store
market. Initially, convenience stores were set up to provide basic food and
household items to single working people who were unable to shop at
traditional stores during normal shopping hours. There was a need In the
market for convenience in terms of time and place, and the convenience
stores filled that need. Over the years, however, convenience stores have
expanded both their products and services to meet the growing needs of
their customers. Bill payment services were introduced. Ready-to-eat meals
were expanded. Recently, with the growing popularity of e-commerce,
convenience stores are serving as distribution and payment centers for a
variety of products. This allows customers to order online and then pay and
pick up at their local convenience store, which addresses the customers’
dual need for secure payment and convenience. Sales and inventory are
also strictly monitored, and products that don't sell within a short period are
quickly replaced with ones that will. Thus, convenience stores constantly
respond to the changing needs of their customers. As a result of these
actions in meeting customer needs, convenience stores have experienced
solid sales growth and profitability over the years.
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