
CHAPTER 11 
 

Customer-Driven Marketing 
 

Chapter Summary: Key Concepts 
 

What Is Marketing? 

 

Marketing  Organizational function and set of processes for creating, 

communicating, and delivering value to customers and 

for managing customer relationships in ways that benefit 

the organization and its stakeholders. 

 

How marketing creates utility Marketing creates the “want satisfying power” of goods 

and services by researching what will provide form 

utility, time, place, or ownership utility. 

 

Evolution of the Marketing Concept 

 

Eras of marketing Marketing has evolved from the production era, to the 

sales era, followed by the marketing era, and the current 

stage, the relationship era. 

 

Emergence of the marketing concept Companywide customer orientation with the objective of 

achieving long-run success. The basic idea of the 

marketing concept is that marketplace success begins 

with the customer. A firm should analyze each 

customer’s needs and then work backward to offer 

products that fulfill them. 

 

Not-for-Profit and Nontraditional Marketing 

 

Not-for-profit marketing Both public and private not-for-profit organizations 

employ marketing strategies to reach audiences, secure 

funding, improve their images, and accomplish their 

overall missions. 

 

Nontraditional marketing Person, place, event, cause, and organization marketing 

are examples of marketing efforts that go beyond 

traditional product-oriented appeals. They are used 

primarily by the not-for-profit sector, but also have 

gained increased use in private businesses. 

 

Developing a Marketing Strategy 

 

Marketing strategy A two-step process that begins with the study and 

analysis of potential target markets. The second step is 

the creation of a marketing mix to satisfy the chosen 

market.  
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Market People with needs and wants, purchasing power, and the 

willingness and authority to buy. Markets are usually 

classified as consumer (B2C) or business (B2B) markets.  

 

Selecting a target market The target market is the group of potential customers 

towards whom an organization directs its marketing 

efforts. 

 

Marketing mix Blending of the four elements of marketing strategy: 

product, distribution, promotion, and pricing. The proper 

marketing mix aims to satisfy chosen customer 

segments. 

 

Developing marketing mix for Marketing a good or service in foreign markets, 

International markets deciding whether to offer the same mix in every market -

standardization, or to develop a unique mix to fit each 

market - adaptation 

 

Marketing Research 

 

Marketing research The process of collecting and evaluating information to 

help marketers make effective decisions. 

 

Obtaining marketing research data Internal data such as financial records, inventory level 

reports, and sales and profitability statements are useful 

examples. External is from outside sources. Secondary 

data, or previously published data, are low-cost and easy 

to obtain. Federal, state, and local government 

publications are excellent data sources. Primary data is 

collected firsthand through such methods as observation 

and surveys. 

 

Applying marketing research data Includes business intelligence, which uses various 

activities and technologies to gather, store, and analyze 

data to make better competitive decisions.  

 

Data mining Computer searches of customer data to detect patterns 

and relationships using a data warehouse, which is a 

customer database that allows managers to combine data 

from several different organizational functions. 

 

Market Segmentation 

 

Market segmentation Dividing a market into several relatively homogeneous 

groups. Both profit-seeking and not-for-profit 

organizations use segmentation to help them reach 

desirable target markets. Market segmentation is often 

based on the results of research, which attempts to 

identify trends among certain groups of people. 
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How it works First, the firm must determine if it’s offering B2B or 

B2C market.  

 

Segmenting consumer markets Four common bases for segmenting consumer markets 

are geographical, demographic, psychographic, and 

product-related segmentation. 

 

Segmenting business markets Business markets can be segmented into three 

categories: customer-based segmentation, end-use 

segmentation, and geographical segmentation. 

 

Consumer Behavior 

 

Consumer behavior Actions of ultimate consumers directly involved in 

obtaining, consuming, and disposing of products and the 

decision processes that precede and follow these actions. 

 

Determinants of consumer behavior Include individual needs and motives, perceptions, 

attitudes, learned experiences, and self-concept. 

 

Determinants of business buying   

behavior Business buyers face a variety of organizational 

influences, and these decisions often involve the 

combined judgment of people from many areas of the 

organization. 

 

Steps in the consumer behavior Consumers first recognize a problem or 

process opportunity. They then search for and evaluate 

alternatives. They make a purchase decision, and then 

complete the transaction (the purchase act). Then they 

generally perform a postpurchase evaluation. Each step 

is influenced by the personal and interpersonal 

determinants mentioned above. 

 

Marketing Relationships 

 

Relationship marketing Developing and maintaining long-term, cost-effective 

exchange relationships with partners. 

 

Benefits of relationship marketing Relationship marketing helps all parties involved: 

providing mutual protection against competitors, lower 

costs and higher profits, better targeting of best 

customers, and helping marketers identify potential new 

customers and establish ongoing contact with them. 

These elements contribute to a higher lifetime value of a 

customer, the revenues and intangible benefits. 

 

 

 

 

Tools for nurturing customer  
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relationships Frequency marketing, affinity marketing 

 programs, comarketing, cobranding, and one-on-one 

marketing are commonly used tools. 
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Business Vocabulary 
 

affinity program market segmentation 

business intelligence  marketing 

business products (B2B) marketing concept 

cause marketing  marketing mix 

co-branding marketing research 

co-marketing organization marketing  

consumer behavior ownership utility 

consumer products (B2C) person marketing  

data mining place marketing  

data warehouses place utility 

demographic segmentation product-related segmentation  

end-use segmentation  psychographic segmentation  

event marketing  relationship marketing 

exchange process target market 

frequency marketing time utility 

geographical segmentation  utility 

lifetime value of a customer  

 

Application of Vocabulary 

 

Select the term from the list above that best completes the statements below. Write that term in 

the space provided. 

 

1. _______________________________ are activities and technologies for gathering, 

storing, and analyzing data to make better competitive decisions. 

  

2. The __________________________is a combination of product, pricing, distribution, 

and promotional strategies. 

 

3. __________________________ seeks to educate the public and may or may not attempt 

to directly raise funds. 

 

4. The need satisfying power of a good or service is known as its _____________________. 

 

5. The __________________ takes place when two or more parties trade something of 

value. 

 

6. __________________________ is the collection and use of information to help make 

marketing decisions. 

 

7. Searching through customer data to detect patterns that guide marketing decision making 

is known as _______________________. 
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8. Common __________________________________ measures include gender, income, 

age, occupation, household size, stage in the family life cycle, education, and racial or 

ethnic group. 

 

9. When a firm directs its marketing efforts toward a select group of customers, that group 

is called the _____________________________. 

 

10.  ___________________________ marketing strategy focuses on the precise way a B2B 

purchaser will use a product. 

 

11. ___________________________ are defined as products purchased by consumers for 

personal, non-business use. 

 

12.  A firm that figure out the customer’s wants and needs, and then works backwards to 

satisfy those wants and needs is utilizing the _______________________________. 

 

13. ___________________________ is the process of dividing the total market into several 

relatively homogenous groups. 

 

14.  __________________________ are products purchased by industry for business or 

industrial use. 

 

15. _________________________is the total process of determining customer wants and 

need then providing the goods and services that meet or exceed customer expectations. 

 

16. Data mining uses __________________________, which are sophisticated customer 

databases combining data from several different organizational functions. 

 

17. Athletic competitions and cultural and charitable performances are examples of 

_________________________________. 

 

18. The buying behavior of ultimate consumers is called ____________________________. 

 

19. The oldest segmentation method is ___________________________________. 

 

20. A ___________________________program rewards purchasers with cash, rebates, 

merchandise, or other premiums to enhance and protect customer relationships. 

 

21. _____________________________ influences consumers to accept the goals of, receive 

the services of, or contribute in some way to an organization. 

 

22. The _______________________________measures the revenues and other benefits over 

the duration of a customer relationship, less the costs of acquiring and servicing that 

customer. 

 

23. __________________________ refers to an orderly transfer of goods and services from 

the seller to the buyer. 

 

24. Companies who develop long-term, mutually beneficial, cost-effective links with 

customers are engaged in ___________________________. 
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25. A(n) ___________________________ builds emotional links with customers by 

soliciting involvement by people who share common interests, activities, or affiliations. 

 

26. When two businesses jointly market each other’s products, ______________________ is 

in use. 

 

27. _________________________ is a cooperative arrangement in which two or more 

businesses team up to closely link their names on a single product. 

 

28. _____________________________ use of efforts designed to attract the attention, 

interest, and preference of a target market toward a person. 

 

29. _______________________ may involve appealing to consumers as a tourist destination 

or to businesses as a desirable business location. 

 

30. ______________________ is created by making a product available in a location 

convenient for customers. 

 

31. The three most popular approaches to ________________________________ are based 

on benefits sought, usage rates, and brand loyalty levels. 

 

32. ______________________________ is dividing consumer markets into groups with 

similar attitudes, values, and lifestyles. 

 

33. Marketing creates _______________________ by making a good or service available 

when customers want to purchase it. 

 

Analysis of Learning Objectives 
 

Learning Objective 11.1: Summarize the ways in which marketing creates utility. 

 

True or False 

 

1. ______ Utility in marketing is defined as “want satisfying power.” 

 

 

2. ______ Retailers create ownership utility when they accept credit cards as a method of 

payment. 

 

3. ______ A presence on the Internet can help a firm create utility. 

 

4. ______ Getting a product to market when the customer wants it creates time utility. 

 

5. ______ Marketing is really nothing more than selling. 

 

 

Learning Objective 11.2: Discuss the marketing concept. 

 

True or False 
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1. ______ The marketing concept requires organizations to take a customer orientation in all 

the organization’s activities to achieve long-term success. 

 

2. ______ The marketing concept has little application in not-for-profit organizations. 

 

3. ______ A good or service provides added value when its price is higher than the offerings 

of competing producers. 

 

4. ______ Customer satisfaction is defined as the degree of excellence or superiority of an 

organization’s good and services. 

 

5. ______ Value is customers’ perception of what they got for their money. 

 

6. ______ Quality is judged by what producers decide it should be, not by what customers 

want or expect it to be. 

 

7. ______ Marketing campaigns can focus on people, places, causes, events, and 

organizations. 

 

8. ______ In marketing, only one type of nontraditional marketing is possible at any given 

time. 

 

Learning Objective 11.3: Describe not-for-profit marketing, and identify the five major 

categories of nontraditional marketing. 

 

Multiple Choice 

 

1. Marketing a destination for tourists is an example of: 

 

 a. person marketing. d. event marketing. 

 b. place marketing. e. organization marketing. 

 c. cause marketing. 

 

2. Marketing a politician is an example of: 

 

 a. person marketing. d. event marketing. 

 b. place marketing. e. organization marketing. 

 c. cause marketing. 

 

3. Marketing an art festival is an example of: 

 

 a. person marketing. d. event marketing. 

 b. place marketing. e. organization marketing. 

 c. cause marketing. 

 

4. Marketing with the goal of gaining recruits by the U.S. Army is an example of: 

 

 a. person marketing. d. event marketing. 

 b. place marketing. e. organization marketing. 

 c. cause marketing. 
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5. Marketing to gain awareness of disease prevention programs is an example of: 

 

 a. person marketing. d. event marketing. 

 b. place marketing. e. organization marketing. 

 c. cause marketing. 

 

6.  Not-for-profit organizations operate in both the public and private sectors, and use 

marketing to:  

 

a. obtain volunteers and donations. 

b. make people aware of their existence. 

c. achieve certain goals for society. 

d. all of the above. 

 

 

Learning Objective 11.4: Outline the basic steps in developing a marketing strategy. 

 

Multiple Choice 

 

1. The first step in developing a marketing strategy is: 

 

 a. creating a product to sell. d. developing a distribution strategy. 

 b. selecting a target market. e. planning a promotional campaign. 

 c. developing a price strategy. 

 

 

2. Package design, branding and labeling, and customer service are all components of: 

 

 a. product strategy. d. promotional strategy. 

 b. price strategy. e. all of the above. 

 c. distribution strategy.  

 

3. Advertising, personal sales, sales promotion, and public relations comprise: 

 

 a. product strategy. d. promotional strategy. 

 b. price strategy. e. all of the above. 

 

4. Deciding which wholesalers and retailers to use in bringing a product to market is part 

of: 

 

 a. product strategy. d. promotional strategy. 

 b. price strategy. e. all of the above. 

 c. distribution strategy.  

 

5. The marketing mix is comprised of: 

 

 a. product strategy. d. promotional strategy. 

 b. price strategy. e. all of the above. 

 c.  distribution strategy. 

 

Learning Objective 11.5: Describe the marketing research function. 
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True or False 

 

1. ______ Marketing research requires the collection and interpretation of data for use in 

marketing decisions. 

 

2. ______ Marketing research focuses exclusively on external data. 

 

3. ______ The U.S. government provides little if any useful information to private firms 

doing market research. 

 

4. ______ Observational studies and surveys are means of collecting primary data. 

 

5. ______ Data mining is a way for a company to avoid maintaining costly data warehouses. 

 

6. ______ Information technology has greatly aided the development of responsive marketing 

strategies by improving the quantity, quality, and accuracy of marketing data. 

 

 

 

Learning Objective 11.6: Identify and explain each of the methods available for segmenting 

consumer and business markets. 

 

Multiple Choice 

 

1. Market segmentation: 

 

 a. combines differing groups into one mass market. 

 b. divides the varied total market into groups with similar characteristics. 

 c. has little application in defining target markets. 

 d. is done for the consumer market but not for the business market. 

 

2. Segmenting markets on the basis of age, race, gender, occupation, household type, or 

ethnic group is called: 

 

 a. demographic segmentation. c. psychographic segmentation. 

 b. geographic segmentation. d. product-related segmentation. 

 

3. Psychographic segmentation divides markets on the basis of: 

  

 a. socioeconomic characteristics. c. where people live or buy. 

 b. behavioral and lifestyle profiles. d. perceived product benefits. 

 

4. Product-related segmentation divides markets on the basis of: 

 

 a. customer usage rates. c. perceived product benefits. 

 b. brand loyalty levels. d. all of the above. 

 

5. Business market segmentation: 

 

 a. uses the identical segmentation criteria used in consumer markets. 
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 b. can rely on geographic, demographic, or end-use segmentation. 

 c. avoids having to use the NAICS system of business classification. 

 d. all of the above. 

 

 

Learning Objective 11.7: Outline the determinants of consumer behavior. 

 

Multiple Choice 

 

1. Consumer behavior refers to the actions of: 

 

 a. the corporate buyer. c. the organizational buyer. 

 b. the distributor. d. the ultimate consumer. 

 

 

2. Personal influences on consumer behavior include all of the following EXCEPT: 

 

 a. self concept. c. attitudes. 

 b. cultural influence. d. need and motives. 

 

3. Interpersonal determinants include all of the following EXCEPT: 

 

 a. social influence. c. motivational influence. 

 b. cultural influence. d. family influence. 

 

4. Perceptions is an example of: 

 

 a. social influence. c. interpersonal determent. 

 b. personal determent. d. seller determent. 

 

 

Learning Objective 11.8: Discuss the benefits of and tools for relationship marketing. 

 

True or False 

 

1. ______ Retaining customers is important in a successful marketing strategy. 

 

2. ______ The goal of relationship marketing is to achieve customer satisfaction that creates 

repeat business. 

 

3. ______ Studying current customers’ buying habits and preferences can help marketers 

target their best customers. 

 

4. ______ Information technologies such as computers, databases, and the Internet provide 

critical support in relationship marketing. 

 

5. ______ Relationship marketing applies to customers, but not to employees or suppliers. 

 

6. ______ Frequency marketing appeals to organizations or causes that consumers feel are 

important. 
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7. ______ Information technologies are used to enhance one-on-one marketing. 

 

 

 

 

Self Review 
 

True or False 

 

1. ______ A firm that makes a product of high quality and exceptional value need not be 

concerned with marketing research. 

 

2. ______ The business products market can be segmented on a geographical basis. 

 

3. ______ In a buyer’s market, supply exceeds demand. 

 

4. ______ Market segmentation based on the income of potential buyers is rarely used. 

 

5. ______ Person marketing is visible in political campaigns. 

 

6. ______ A membership drive for a not-for-profit organization is an example of organization 

marketing. 

 

7. ______ Advertising campaigns that discourage drug or alcohol abuse are example of cause 

marketing. 

 

8. ______ Marketers of services need not be concerned with developing a distribution 

strategy. 

 

9. ______ Promotional strategy involves advertising and sales promotion, but excludes 

personal selling. 

 

10. _____ Relationship marketing relies less on customer feedback than does transaction 

marketing. 

 

11. _____ In the long run, the consumer is “king.” 

 

12. _____ The marketing concept focuses on production, not the customer. 

 

13. _____ Firms may have more than one target market for a given product. 

 

14. _____ Relationship marketing seeks to benefit the sellers, but provides no new benefits to 

buyers. 

 

15. _____ Geographical segmentation is useful in both business and consumer markets. 

 

16. _____ Value is the customer’s perception of the balance between the quality of goods and 

services and the prices of those goods and services. 

 

17. _____ Quality is whatever the customer says it is.  
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18. _____ In marketing products abroad, standardization can bring reliable marketing 

performance at lower cost. 

 

19. _____ In marketing products abroad, adaptation lets marketers vary their marketing mix to 

suit local conditions and preferences. 

 

Multiple Choice 

 

1. A seller’s market is characterized by: 

 

 a. more supply than demand. d. high advertising expenditures. 

 b. much competition. e. shortages. 

 c. low prices. 

 

2. If an organization adopts the marketing concept as its general policy, this means that: 

 

 a. marketing personnel will dominate the organization. 

 b. the organization will hire an advertising manager. 

 c. all areas of the organization will try to satisfy the potential buyer or user. 

 d. the organization will stress quality at low prices. 

 e. the marketing director will become the organization’s president. 

 

3. The dividing of a market into submarkets is called: 

 

 a. market partitioning. d. market conceptualization. 

 b. market mix. e. market segmentation. 

 c. market division. 

 

4. A market consists of: 

 

 a. people with the financial ability to buy. 

 b. people with the authority to buy. 

 c. people with the willingness to buy. 

 d. all of the above. 

 

5. A viable market segment must: 

 

 a. be a measurable group. c. be large enough to offer profit. 

 b. be accessible for communications. d. all of the above. 

 

6. Whether a product is a consumer or business product depends on the: 

 

 a. price. d. end user.  

 b. seller. e. economic environment. 

 c. demography. 

 

 

7. Which of the following is NOT one of the major strategies in the marketing mix? 

 

 a. distribution d. price 
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 b. competition e. promotion 

 

8. The first step in the consumer decision-making process is to: 

 

 a. seek out information about a product. 

 b. talk to others about product features. 

 c. look at all the brands that are available. 

 d. recognize a need or desire to be met. 

 e. evaluate competitive products. 

 

9. Examples of cause marketing would include all of the following EXCEPT: 

 

 a. gun control. d. abused children. 

 b. neighborhood watch groups. e. a subscription to the local newspaper. 

 c. drunken driving. 

 

10. Organizational marketing involves: 

 

 a. influencing people to accept an organization’s goals. 

 b. receiving the services offered. 

 c. getting people to contribute to the organization. 

 d. attracting new members. 

 e. all of the above. 

 

11. A marketing effort aimed at sustaining ongoing, mutually beneficial relations with 

customers is called: 

 

 a. relationship marketing. c. market segmentation. 

 b. transaction marketing. d. data mining. 

 

12. In modern business, marketing strategy must take into account external factors such as: 

 

 a. the competitive and sociocultural environments. 

 b. the economic and political and political-legal environments. 

 c. technological innovations. 

 d. all of the above. 

 

Application Exercise 
 

The owner of a new toy manufacturer will be a guest speaker in your class. The subject of her 

talk will center on marketing strategies. 

 

In preparation for the speaker, your professor divided the class into small groups. Each group 

has a chairperson and five students. The chairperson’s duty is to make sure his or her group is 

completely versed about one facet of marketing. The chairperson must also prepare a list of five 

questions to ask the speaker. 

 

You have been selected as a chairperson, and have been given the subject of market 

segmentation. 

 

1. What information will you give your group? 
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2. What five questions would you ask the speaker? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Short Essay Questions 
 

1. What is the marketing concept? How did this approach to marketing arise? What 

difference does the marketing concept make to producers? To customers? 
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2. What is the marketing mix? Carefully define each component strategy. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3. What is marketing research, and what are five reasons for doing it? 

 


