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第一章  认识市场营销活动
What Is Marketing

【学习目标】
1. 市场的概念及市场分类；

2. 市场营销的核心概念；

3. 市场营销观念的演进。

Learning Objectives
1. Concept and types of markets; 
2. Core concepts of marketing; 
3. Evolution of marketing concepts.
市场营销不是企业经营活动的某一方面，它始于产品生产之前，并一直延续到产品售出以后，贯穿于企业经营活动的全过程。它是企业在占领市场、扩大销售、实现预期目标的过程中所进行的一系列商务活动。企业的成功并不是取决于生产而是取决于顾客，因此，树立现代市场营销观念、正确认识市场营销活动是成功开展营销活动的前提和基础。

Marketing is not an aspect of business activities. It begins before production and extends to after-sales, which is a whole process of business operations. Marketing is a series of business activities in the process of occupying market, expanding sales, and achieving objectives. An enterprise’s success does not depend on production but on the customer, therefore, correct understanding of marketing concepts and marketing campaigns is the basis of successful implementation of marketing activities.

第一节　市场与市场营销概述
An Overview of Market and Marketing

一、市场Market
(一)市场的概念Concept of Market
市场是社会生产分工、商品生产与商品交换的产物，属商品经济的范畴。哪里存在商品交换，哪里就有市场。市场的含义是随着商品经济的发展而不断延伸的。

Market is the result of social production division, commodity production and commodities exchange. It belongs to the scope of commodity economy. Where there exists commodity exchange, there is market. The meaning of market extends with the development of commodity economy. 
美国著名营销学家菲利普·科特勒认为；“市场是指某种产品的实际购买者和潜在购买者的集合。这些购买者有某种欲望或需要，并且能够通过交换得到满足。因而，市场规模取决于具有这种需要及支付能力、并且愿意进行交换的人的数量。”

Philip Kotler, the famous American marketing expert, believes that the market is a collection of actual and potential buyers of certain products. These buyers have certain desire or needs, which can be met through exchange. Thus, market scale depends on the number of people who have the needs and payment abilities and are willing to be engaged in the trade.
市场是人口、购买力、购买欲望三要素的集合体。

Market is an aggregate of population, purchasing power and purchasing desire.

其中，人口指的是对产品有现实和潜在需要的人，是构成市场的最基本的要素。购买力是顾客支付货币、购买商品或服务的能力。购买力是构成市场的重要因素，有支付能力的需求才促成有意义的市场。购买欲望是顾客购买商品的动机、愿望或要求，是顾客把潜在购买力变成现实购买力的重要条件。市场的三个要素相互制约，缺一不可，只有三者结合起来，才能构成现实的市场，才能决定市场的规模和容量。

Population is the people with actual and potential needs, who constitute the most basic element of market. Purchasing power is the ability to pay and to buy goods or services. It is an important factor of market, and demand with ability to pay constitutes a meaningful market. Purchasing desire is the motivation, will or demand of customers to purchase goods and is an important condition to turn customers’ potential purchasing power into reality. These three elements of market are indispensable and restrain each other. Only the combination of the three can constitute a real market, and determine the size and capacity of the market.
(二)市场的分类Types of Market
市场按不同的标准可以划分为各种不同的类型。不同的市场类型，有其不同的交换内容及其具体的需求与特点。

Market can be divided into various types by different standards. Different markets have different exchange contents, specific needs and characteristics.

1. 按竞争程度划分Divided by Competition Degree
按照竞争程度划分，市场有完全竞争市场、完全垄断市场、垄断竞争市场和寡头垄断市场。

Based on competition degree, there are fully competitive market, monopoly market, monopolistic competition market, and oligopoly market.

完全竞争市场是指竞争不受任何干扰的市场，它意味着市场中产品价格稳定，产品质量相同，要素转移自由，信息传递迅速。理想的完全竞争市场实际上是不存在的。在现实生活中，农产品市场比较接近完全竞争市场的情况。

Fully competitive market is the one without any interference which means stable price, same quality free factors and quick information transfer. Ideal fully competitive market does not exist in reality and agricultural market is similar to it in real life.

完全垄断市场是指整个产业只有一家企业，它的产品没有任何替代品，其他企业无法进入该产业。完全垄断企业能够操纵整个产业的产品和价格，该企业就是代表产业。形成完全垄断的原因主要有自然垄断、原料控制、专利权和政府特许。

Monopoly market refers to that there is only one enterprise in an industry. There are no substitutes for its products; other enterprises cannot enter the field. The monopoly enterprise is on behalf of the industry, and it is able to manipulate the entire industry’s product and price. Full monopoly is mainly due to natural monopoly, raw material control, patents, and government concessions.

垄断竞争市场是介于完全竞争市场和完全垄断市场之间的市场。垄断竞争市场的主要特点是：一切同类商品之间存在差别，市场上有很多同类企业，企业进入市场比较容易，比如一般日用工业品。垄断竞争对消费者的满足程度最高，在一定的价格水平下消费者对商品的选择余地较大，它是目前经济生活中普遍存在的市场结构。

Monopolistic competition market is a market between fully competitive market and monopoly market. Its main features are as follows: there are differences among all the goods of the same kind; there are many similar enterprises and it’s easy for them to enter the market, such as general industrial products for daily use. Monopolistic competition, in which consumers have greater choice at a certain price level, gives consumers the maximum level of satisfaction and is the prevailing market structure in current economic life.
寡头垄断市场是指一种产品在拥有大量消费者或用户的情况下，由少数几家大企业控制绝大部分的商品生产经营量，剩下的一小部分产品量则由众多的小企业去生产经营。产生这种市场的主要原因是资源的有限性、技术的先进性、资本规模的集中性以及规模经济效益所形成的排他性, 诸如钢铁、石油、航空等领域。

Oligopoly market refers to the market where a kind of product owns a large number of consumers or users and a few big enterprises control the most production of the goods, leaving a small amount produced by a large number of small enterprises. This is due to limited resources, advanced technology, centralized capital and exclusivity formed by Scale Economies Effect in such business lines as steel, oil, aviation, etc.
2. 按流通区域划分Divided by Circulation Regions

按商品流通区域划分，市场可分为国内市场和国际市场。

Based on circulation regions, there are domestic and international markets.
国内市场，是指在一国范围内可使商品和劳务发生转移的区域市场。国内市场的发展与繁荣，不仅能够促进本国经济的发展，而且能为发展对外贸易、进入国际市场提供牢固的基础与条件。国内市场又可分为省区市场、城乡市场等。

Domestic markets refer to the regional markets within a country for the transfer of goods and services. Development of domestic markets can not only promote economy but also provide solid foundation and favorable conditions for developing foreign trade and entering international markets. Domestic markets can be divided into province markets, urban and rural markets, etc.
国际市场，是指越出本国国境与其他国家进行贸易活动所形成的多国间市场。国别市场、贸易集团区域市场、洲别市场等都属于国际市场。

International markets are the multinational ones which are beyond one country’s border with trading activities taking place in different countries. Country markets, markets for trading blocks and continent markets all belong to international markets.

3. 按产品形态划分Divided by Product Forms
市场按产品形态划分，可分为有形产品市场与无形产品市场。
Based on product forms, there are tangible product market and intangible product market.
有形产品市场是指具有物质形态的商品市场，它包括工业品商品市场与农产品商品市场。工业品商品市场可分为轻工商品市场、机械商品市场、零配件商品市场、生产设施商品市场等市场；农产品商品市场可分为种植类、养殖类、林产类等商品市场。

Tangible product market is for commodities with physical forms, including those for industrial goods and agricultural goods. The markets for light industry goods, machinery, spare parts and production facilities all belongs to industrial goods market, while agricultural goods market includes those for cultivation, aquaculture and forestry products.

无形产品市场是指不提供有形的物质产品，而通过交换提供各种形式的服务，用以满足非物质消费需求的市场。在无形产品市场中，又可分为劳务市场、服务市场、信息市场等市场。

Intangible product market is the one where there is no tangible products exchange but the exchange of various services to meet the demand for non-material consumption. The markets for labor, services and information all belong to intangible product markets.
4. 按产品用途划分Divided by Product Uses
市场按产品用途划分，可分为消费者市场与生产者市场，实际上也就是生活消费品市场与生产消费品市场。

Based on product uses, there are consumer market and industry market, which are actually markets for consumer goods and industrial goods. 

消费者市场是指居民生活消费品的商品市场，可分为食品市场、日用工业品市场、服装市场、家具市场等生活消费品市场。

Consumer market is for consumer goods, which includes food market, daily-use industrial products market, clothing market, furniture market, etc.

生产者市场是指生产者所需的各种生产资料的商品市场。生产者市场包括原材料、生产工具、生产设施、肥料、种子等生产消费品商品市场。

Industry market is for various means of production needed by producers, including markets for raw materials, production tools, production facilities, fertilizer and seeds, etc.

5. 按生产要素划分Divided by Production Factors
市场按产品生产过程中所需的基本生产要素划分，可分为物质产品市场、资金市场、劳动力市场、科技市场、信息市场、服务市场、房地产市场等要素市场。

Based on production factors required in the production process, there are markets for material products, capital, labor, science and technology, information, services and real estate, etc.
物质产品市场是指生产活动所需的原材料、生产工具、生产设施等生产资料商品市场。

Material product market is for raw materials, production tools, production facilities and so on.

资金市场是指进行生产经营活动所需资金的交易市场，可分为资金借贷市场、证券市场、股票市场等资金市场。

Capital market is for funds needed in production and business activities, which includes capital lending, securities, stocks and other financial markets.

劳动力市场是指进行生产活动所需劳动力的交易市场，可分为零用工市场、人才市场等。

Labor market is for labor exchange required in production activities. They can be markets for flexible employment and human resources market, etc.

科技市场是指进行生产活动所需科学技术的交易市场，可分为科技成果转让市场、科技成果出租市场等。

Science and technology market is for technology exchange needed in production activities, including transfer and rental markets for scientific and technological achievements.

信息市场是指进行生产经营活动所需各种信息的交易市场，可分为科技信息市场、商品供求信息市场、竞争者信息市场、社会经济发展信息市场以及网络信息市场等。
Information market is for information exchange, which is required in production and business activities, including markets for technology information, commodity supply and demand, competitors, socio-economic development, network and so on.
服务市场是指进行生产经营活动所需各种服务的交易市场，可分为中介服务市场、代理服务市场、承包服务市场等服务市场，还可按服务行业划分为餐旅、洗染、维修、医疗以及劳务等服务市场。

Service market is for service exchange that are needed in production and business activities. It can be divided into intermediary services, agency services and contracting services. According to service sectors, there are service markets for hospitality, laundry, maintenance, medical treatment, labor and other services.
6. 按购买者的购买目的和用途来划分Divided by Buyers’ Aims and Purposes
按照顾客购买目的或用途的不同，市场可分为消费者市场和组织市场两大类。

Based on buyers’ aims or purposes, there are consumer market and organization market.
消费者市场是指个人或家庭为了生活消费而购买产品和服务的市场。

Consumer market is market where individuals and households can buy goods and services for personal consumption.

组织市场是指以某种组织为购买单位的购买者去购买所需产品与服务而构成的市场。组织市场又包括生产者市场、中间商市场、非营利组织市场和政府市场。

Organization market is market where an organization buys goods and services as a purchasing unit. Organization market includes industry market, reseller market, non-profit organization market and government market.
总之，市场有各种不同的类型。认识不同的市场类型，有利于生产者与消费者准确地选择市场，进行业务范围定位，进而进行产品定位，找到最有利的市场空间。

In brief, market has a variety of types. Understanding different markets helps producers and consumers to choose appropriate markets, locate business scopes and find the most favorable market space based on a good product positioning.

二、市场营销Marketing

(一)市场营销的概念Concepts of Marketing

菲利普·科特勒认为，市场营销是通过创造和交换产品及价值，从而使个人或群体满足欲望和需要的社会过程和管理过程。它包含两种含义：作为动词，指企业的具体活动或行为，这时称为市场营销或市场经营；作为名词，指研究企业的市场营销活动或行为的学科，称为市场营销学、营销学或市场学等。

Philip Kotler believes that marketing is a social and managerial process by which products and value are created and exchanged to satisfy the wants and needs of individuals and groups. Marketing can be understood as actions—companies’ actual activities and behaviors, which is also called Market Management. Marketing can also be understood as a noun—the study of companies’ marketing activities and behaviors, which is also called Marketing Discipline.
(二)市场营销的核心概念Core Concepts of Marketing

1. 需要、欲望及需求Needs, Wants and Demands
1) 需要Needs 

需要是一种感觉缺失的状态。它包括生理需要和心理需要。对食物、衣服、房屋等的需要属生理需要；对安全、归属感、尊重和自我实现等的需要属心理需要。市场营销者不能创造这些需要，而只能适应它们。 

Human needs are states of felt deprivation, which include basic physical needs and psychological needs. The former includes needs for food, clothing, housing, etc. The latter includes needs for safety, belongingness, esteem, self-actualization, etc. Marketers are not able to create such needs but adapt to them.
2) 欲望Wants

欲望是从需要派生出的一种形式，是文化和个性形成的人类特定需要。不同背景下的消费者欲望不同，如饥饿的美国人可能想要一个汉堡包，中国人可能需要米饭。人的欲望受社会因素及机构因素，诸如职业、团体、家庭、教会等影响。

Wants are the form derived form human needs, which are specific needs shaped by cultures and individual personalities. Consumers with different background have different wants. A hungry American, for example, probably wants a hamburger while a Chinese may want rice. Wants are influenced by social and organizational factors, such as occupations, groups, families and churches.

3) 需求Demands
指有支付能力和购买某种物品的意愿。消费者的需要在有购买力作后盾时就成为需求。许多人想购买奥迪牌轿车，但只有具有支付能力的人才能购买。
Demands refer to buying power and the willing to buy something. When backed by buying power, wants become demands. Many people want to buy an Audi, but only those who are able to pay can buy such cars. 
2. 产品及相关的效用、价值和满足Products and Related Utility，Value and Satisfaction
1) 产品Product 

产品是指用来满足顾客需求和欲望的商品、服务、信息和体验的组合。产品包括有形产品和无形产品。有形产品是向市场提供的实体和服务的可识别的形象表现，通常表现为产品质量、式样、品牌以及服务设施、环境等。无形产品或服务是通过其他载体，诸如人、地、活动、组织和观念等来提供的。当我们感到疲劳时，可以到音乐厅欣赏歌星唱歌(人)，可以到公园去游玩(地)，可以到室外散步(活动)，可以参加俱乐部活动(组织)或者接受一种新的意识(观念)。
Product is the combination of goods, services, information and experiences that satisfy the demands or wants of customers. There are tangible and intangible products. Tangible products are physical objects or recognizable forms of services supplied in market, such as quality, style, brand, service equipments or environment, etc. Intangible products provide services through other carriers such as people, places, activities, organizations, ideas, etc. When we feel tired, we could go to concert halls to enjoy singers’ singing (people), go to the park (place), walk in the open (activity), participate in clubs (organization) or accept a new notion (idea). 
2) 效用、价值和满意Utility, Value and Satisfaction 

消费者对产品的选择，是基于他们对满足其需要的每种产品的效用的评估。效用是消费者对满足其需要的产品的全部效能的估价。那么，如何确定产品的全部效能呢？例如某消费者到某地去的交通工具，可以是自行车、摩托车、汽车、飞机等。这些可供选择的产品构成了产品的选择组合。假设某消费者有不同的需求——快速、安全、舒适及价廉，这些就构成了其需求组合。每种产品能满足其不同的需要。

How consumers choose products depends on their evaluation of the utility from each product that satisfies them. Utility is consumers’ evaluation of the whole effectiveness from the product that satisfies them. Then, how to determine the whole effectiveness? For example, if consumer chooses transport means to some place, the options can be a bicycle, a motorcycle, an automobile, an aircraft, etc., which constitute a combination of selection. Suppose a consumer has different needs—speed, safety, comfort and cost saving, which is his selection combination. Each product can meet his different need.
顾客通常会面对能满足其需要的一系列产品和服务。怎样从这些市场供给中加以选择呢？顾客对各种各样的市场供给传递的价值和满意度形成期望并据此购买。
Consumers usually face a broad array of products and services that might satisfy a given need. How do they choose among these many market offerings? Customers have expectations about the value and satisfaction that various market offerings will deliver and buy accordingly.

3. 交换、交易和关系Exchange, Transaction and Relationship
1) 交换Exchange

产品只有通过交换才使市场营销产生。只有通过等价交换，买卖双方彼此获得所需的产品，才产生市场营销。很显然，交换是市场营销的核心概念。

Only through product exchange can marketing come into being. Through equivalent exchange, both buyers and sellers get the products they need and so marketing comes about. Obviously, exchange is the core concept in marketing.
2) 交易Transaction

如果双方通过谈判并达成协议，交易便发生，交易是交换的基本组成部分。交易是指是以货币为媒介的买卖双方价值的交换。

When an agreement has been reached through negotiation, there occurs a transaction. Transaction is an essential component of exchange. Transaction means value exchange between a buyer and a seller, with currency as a medium.
交易涉及几个方面，即两件有价值的物品，双方同意的条件、时间、地点，还有来维护和迫使交易双方执行承诺的法律制度。 
Transactions involve the following aspects—two pieces of goods with value, agreed conditions, time, place and legal system that maintains the implementation of the two parties’ commitments. 
3) 关系Relationship

精明能干的市场营销者都会重视同顾客、分销商等建立长期、信任和互利的关系。而这些关系要靠不断承诺及为对方提供高质量产品、良好服务及公平价格来实现，靠双方加强经济、技术及社会联系来实现。关系营销可以减少交易费用和时间，最好的交易是使协商成为惯例化。

Capable marketers think it important to establish long-term, trusting and mutually beneficial relationships with customers and distributors. These relationships depend on constant commitments and supply of high quality products, good services and fair prices. The relationships also depend on the economical, technical and social ties between two parties. Relationship marketing can reduce transaction cost and time, and the best transaction is the one that makes consultation practices.
4. 市场、市场营销及市场营销者Market, Marketing and Marketer
1) 市场Market 

市场是由有特定需求或欲求并且可以通过交换来满足其需求满足的潜在顾客所组成的。一般说来，市场是买卖双方进行交换的场所。从市场营销学的角度来看，卖方组成行业，买方组成市场。行业和市场构成了一个简单的市场营销系统。 

Markets are made up of potential customers who have specific needs or wants and may meet their needs or wants through exchange. In general, markets are places where buyers and sellers trade. From the view of marketing principle, sellers make up the industries and buyers make up the markets. Industries and markets constitute a simple marketing system.
2) 市场营销及市场营销者Marketing and Marketer
市场营销是指与市场有关的人类活动，即为满足消费者需求和欲望而利用市场来实现潜在交换的活动，是一种社会的和管理的过程。 

Marketing means human activities related to markets, i.e., activities that aim to meet the needs and wants of consumers and realize potential exchange through markets, which is a social and managerial process.

市场营销者则是从事市场营销活动的人。市场营销者既可以是卖方，也可以是买方。作为买方，他力图在市场上推销自己，以获取卖方的青睐，这样买方就是在进行市场营销。当买卖双方都在积极寻求交换时，他们都可称为市场营销者，并称这种营销为互惠的市场营销。

Marketers are people engaged in marketing activities. Marketers can be sellers or buyers. As a buyer, a marketer tries to market himself to obtain sellers’ favor, which is the marketing made by the buyer. When the buyer and the seller are actively seeking exchange, they both can be marketers, and the marketing they are performing is called reciprocal marketing.

第二节  市场营销观念
Marketing Concept

市场营销作为一种有意识的经营活动，是在一定的经营思想指导下进行的。这种思想是企业营销的导向，是一种观念。市场营销指导思想的正确与否，对企业经营的成败兴衰具有决定性的意义。

As conscious activities, marketing is carried out under certain guidance of business ideas. Enterprises’ marketing is orientated by those ideas or notions. Whether the marketing idea is correct or not is of great significance to a enterprise’s success or failure.

企业的经营思想是在一定的经济基础上产生的，并随着经济的发展和市场形势的变化而发展变化。在西方市场经济高度发达的社会里，企业营销管理的指导思想大体上有五种，即生产观念、产品观念、推销观念、市场营销观念和社会市场营销观念。

Enterprises’ business ideas come about on certain economic basis and develop as economy and market situations develop and change. In the western society where market economy has highly developed, generally, guiding ideas in marketing management can be divided into five types: production concept, product concept, selling concept, marketing concept and social marketing concept.

一、如何理解市场营销观念How to Understand Marketing Concept

市场营销观念是企业在从事生产和营销活动时所依据的指导思想和行为准则。它体现了人们对市场环境、企业在市场运行中所处的地位以及企业与市场的相互关系等基本问题的认识、看法和根本态度，是企业所奉行的一种经营哲学或理念。

Marketing Concept is the enterprise’s guiding ideology and behavior standards in production and marketing activities. It reflects people’s knowledge, opinions and basic attitude on marketing environment, enterprise status in marketing operations and relationship between enterprises and markets. It is a kind of management philosophy or idea that enterprises follow.

市场营销观念作为一种指导思想和经营理念，是企业一切经营活动的出发点。它支配着企业营销实践的各个方面，包括从事市场营销活动的目的、组织市场营销活动的重点、应建立的市场营销组织结构和管理体制，以及采取的市场营销策略、方法和手段等。奉行正确的营销观念是企业组织市场营销实践的核心和关键所在。

As guiding ideology and business ideas, marketing concept is the starting point of all the business activities of enterprises. It dominates all aspects of marketing practices, including the purposes and focuses of marketing activities, the organization structure and management system that should be built, the marketing strategies, methods and techniques, etc. Following the right marketing concept is the key of enterprises’ marketing practices.

二、市场营销观念的演进Evolution of Marketing Concept

企业营销管理的指导思想大体上有以下几种营销观念：以企业为中心的营销观念、以消费者为中心的营销观念、以社会长远利益为中心的营销观念以及其他现代市场营销的新观念。

There are the following marketing concepts as guiding ideas in marketing management— enterprises as the center, consumers as the center, long-term social interests as the center and other new modern marketing ideas.

(一)以企业为中心的市场营销观念Enterprise-centered Marketing Concept 

在早期的企业经营活动中，企业的市场营销观念，多称为经营观念。其基本特征是以企业为中心，以利润为导向。这是由于当时产品在市场上主要表现为供不应求，企业在销售方面基本上不成问题，企业间的竞争主要表现为以成本为基础的价格竞争。以企业为中心的市场营销观念按其发展顺序来看主要有以下三种。

In early business activities, enterprises’ marketing concept is kind of business concept, with enterprises as the center driven by profit. Enterprises had no problem with sales because demand exceeded supply at that time. The competition among enterprises is mainly price competition based on costs. According to the order of development, there are three types of enterprise-centered marketing concept.

1. 生产观念Production Concept

生产观念是指企业的一切经营活动以生产为中心的“以产定销”。生产观念的假设前提是消费者可以接受任何买得到和买得起的商品，因而企业的主要任务就是努力提高效率、降低成本、扩大生产。

With production concept, all the business activities of an enterprise focus on production-basing sales on production. The premise of this concept is that consumers can accept any goods available and affordable, so the main task of enterprises is to improve efficiency, reduce costs and expand production.

这是一种传统的、古老的经营思想，20世纪20年代以前在西方发达国家占支配地位。当时由于生产效率不高，许多商品的供应还不能充分满足市场的需要。例如，在20世纪20年代初，美国汽车大王亨利·福特的经营哲学就是千方百计地增加T型车的产量，降低成本和价格，以更多地占领市场，获得规模经济效益。至于消费者对汽车颜色等方面的爱好，则不予考虑，他的T型车只有黑色的。

It is an ancient and traditional management thought dominant before 1920s in the western developed countries. Due to low production efficiency, supplies of many commodities could not fully meet the market needs. The business philosophy of Henry Ford, the American automobile magnate, for example, was to try every means to increase the production of Model T cars, reduce costs and prices so as to occupy more market and gain scale economic benefit. Consumers’ preference for color or other aspects would not be considered and Model T cars had the only color of black.

生产观念在两种情况下适用：一是商品需求超过供给，卖方竞争较弱，买方争购，选择余地不多；二是产品成本和售价太高，只有提高生产效率，降低成本，从而降低售价，才能扩大销路。

Production concept applies in two cases:①Demand exceeds supply when selling competition is weak and buyers compete to buy for there is few choices; ② Production cost and price are too high, and the market can be expanded only through improving production efficiency and reducing costs and price.

生产观念容易导致企业形成“营销近视”。主要是因为它们过度集中于自身运作，而失去了对真正目标——满足顾客需求和建立顾客关系——的了解。

Production concept tends to lead to “marketing myopia”，because enterprises concentrate on their own operations so much that they ignore their real goal—to meet customers’ demands and build customer relationships.

2. 产品观念Product Concept

产品观念认为，消费者最喜欢那些高质量、多功能和有特色的产品。因而，企业应该集中力量改进产品，使之日臻完善。

Product Concept holds that consumers like the products of high quality, multi-function and distinctive features. Therefore, enterprises should focus on improving their products towards perfection.

许多经理认为，顾客欣赏精心制造的产品，他们能够鉴别产品的质量和功能，并愿花较多的钱买质量上乘的产品。然而，由于产品观念的奉行，曾使许多企业患有“营销近视症”。这些企业将自己的注意力集中在现有产品上，即集中主要的技术、资源进行产品的研究和大规模生产，而看不到消费者需求的不断发展变化，以及对产品提出的新要求，不能随顾客需求变化以及市场形势的发展去及早地预测和顺应这种变化，树立新的市场营销观念和策略，最终导致企业经营的挫折和失败。

Many managers think that customers appreciate carefully manufactured products, and they can compare qualities and functions, willing to spend more money on products of better quality. The Product Concept, however, has caused many enterprises’ “marketing myopia”. Those enterprises focused their attention on existing products, devoting technology and resources to product research and mass production. They could not see the changes in consumers’ demands and new requirements, neither could they forecast nor make advantage of those changes, which finally led to business failures and setbacks.

生产观念和产品观念都属于以生产为中心的经营思想，其区别只在于：前者注重以量取胜，后者注重以质取胜，二者都没有把市场需要放在首位。 

Both production and product concepts belong to production-centered business ideas. The difference lies in that the former pays attention to amount and the latter to quality. Neither of them put market in the first place.

3. 推销观念Selling Concept

20世纪20年代末，西方国家的市场发生了重大的变化，特别是1929年开始的资本主义世界大危机，使产品严重供过于求，销售困难，竞争加剧。企业担心的已不是生产问题而是销售问题。于是，推销技术特别受到企业的重视，推销观念也就成为工商企业主要的指导思想。

At the end of 1920s, great changes took place in western markets. Especially in the world capitalist crisis, which began in 1929, there appeared supply excess, sales difficulties and fierce competition. What worried the enterprises was not production but sales. Accordingly, selling techniques were emphasized and Selling Concept became enterprises’ guiding ideology. 

推销观念是假设企业若不大力刺激顾客的兴趣，顾客就不会购买或不会大量购买它的产品。因此，企业必须建立专门的推销机构，大力施展推销和促销技术。

Selling Concept is based on the assumption that if an enterprise is not to stimulate customers, customers will not buy its products or buy in bulk. Therefore, the enterprise must establish special selling agencies, and display their marketing and promotion techniques fully.
大多数企业在生产能力过剩时都遵循推销观念，它们的目标是售出所制造的产品而非市场需要的产品。由于这种观念强调销售交易而非与顾客建立长期的互惠关系，因此会带来市场风险。

Most enterprises follow the selling concept in excess production and their goal is to sell their products rather than meet the needs of the market. Such concept emphasizes transactions, not long-term business relationship of mutual benefit, which would cause marketing risks.

(二)以消费者为中心的市场营销观念Consumer-centered Marketing Concept
以消费者为中心的市场营销思想统称为市场营销观念。市场营销观念是商品经济发展史上的一种全新的经营哲学，它是第二次世界大战后在美国新的市场形势下形成的，相继盛行于美国、日本、西欧以及其他经济发达国家。

The marketing thought focusing on consumers is called Marketing Concept, which is a new business philosophy and was formed in the new market situation in America after WWII. Later on, it became popular in USA, Japan, Western European and other developed countries.

1. 市场营销观念的含义Meaning of Marketing Concept

所谓市场营销观念，是一种以顾客需要和欲望为导向的经营哲学，它把企业的生产经营活动看作一个不断满足顾客需要的过程，而不仅仅是制造或销售某种产品的过程。在市场营销观念下，重视顾客的关注点和顾客价值才是销售和获利之路。

The so-called Marketing Concept is a customer-oriented business philosophy. It regards production activities not only as a manufacturing or selling process, but also as a process of constantly meeting customers’ needs. Under the guidance of Marketing Concept, focusing on customers’ concern and customer value is the right way of selling and gaining profit.
市场营销观念的形成和在实践的广泛运用，对西方企业改善经营起了重要作用，取得了重大成就，如美国的P&G、IBM、麦当劳等公司都是运用市场营销观念取得成功的范例。因此，在西方，有人把这一经营思想的变革同产业革命相提并论，称之为“市场营销革命”，甚至还有人说这是企业经营思想方面的“哥白尼日心说”。虽然这未免夸大其词，但这一经营思想的重要性及其影响之大，由此可见一斑。不过，近年来也有人提出，不应过分夸大市场营销革命的作用而忽视技术革命和新产品开发的作用，因为新产品毕竟是占领市场的物质基础。

The formation of Marketing Concept and its appliance in practice play an important role in western companies’ operation and have made significant achievements, such as P&G, IBM, McDonald’s and other companies. Some in western countries equated this revolution in business thoughts with the Industrial Revolution, calling it “Marketing Revolution”, and some even say it is“Copernicus’s Heliocentric Theory”in business management ideas. Although this would be exaggerated, the importance of this business idea and its influence can be gauged. In recent years, however, some people have pointed out that the marketing revolution could not be exaggerated，and the role of technical revolution and the development of new products should not be ignored as new products which are the material bases for occupying the market.

2. 市场营销观念与推销观念的区别Difference Between Marketing Concept and Selling Concept

市场营销观念取代传统观念，是企业经营思想上的深刻变革，是一次根本性的转变。
It is a profound and fundamental change in business philosophy that Marketing Concept has replaced traditional attitudes.

如图1-1所示，推销观念以企业现有产品为出发点，要求大力推销与促销，以实现有利销售。而市场营销观念则注重买方需求，以目标顾客及其需求、欲望为出发点，通过融合和协调影响消费者满意程度的营销活动，来赢得顾客的满意，从而获得利润。从本质上说，市场营销观念是一种对顾客的需求和欲望的导向。这种导向以使顾客产生满意感而实施的企业综合营销努力为基础，表明了对消费者主权论的信奉，即究竟应该生产什么的决定权不在企业手中，也不在政府手里，而是在消费者手中。
企业应该生产消费者所需要的东西，这样才能使消费者利益最大化，企业也能赚取利润。

As is shown in Figure 1-1, with Selling Concept, the company focuses on existing products to realize beneficial sales through selling and promotion. Marketing Concept focuses on the buyer’s demand. It holds that companies, starting from the target customers and their wants, can gain and maintain customers’ satisfaction therefore, to gain profit by integrating and coordinating these marketing activities, which will affect customers’ satisfaction. In essence, Marketing Concept is an orientation of customer needs and desires. Such orientation is based on enterprises’ all-round marketing efforts which aim to make customers satisfied. Such orientation also indicates a belief in consumer sovereignty, which means it is the customers, neither the enterprise nor the government, that decide what to produce.

Enterprises should produce what consumers need, so as to maximize the interests of consumers and profit of their own.
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图1-1  推销观念与营销观念的比较
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Figure 1-1  Comparing Selling Concept and Marketing Concept
(三)以社会长远利益为中心的社会市场营销观念Social Marketing Concept Focusing on Long-term Social Interest

20世纪70年代以来，西方国家市场环境发生了许多变化，如能源短缺，通货膨胀，失业增加，消费者保护运动盛行，等等。在这种背景下，人们纷纷对单纯的市场营销观念提出了怀疑和指责，认为市场营销观念没有真正付诸实践，即使在某些企业里真正确立了市场营销观念，但它们忽视了满足消费者个人需求同社会长远利益之间的矛盾，从而造成了资源大量浪费和环境污染等社会弊端。
Since 1970s, many changes have taken place in the market environment of western countries, such as energy shortages, inflation, unemployment, consumer protection campaign and so on. In such context, Marketing Concept was doubted and accused for people believe that Marketing Concept has not really been put into practice, and even in some enterprises where Marketing Concept has been really established, the contradiction between consumers’ needs and long-term social interests is neglected, which resulted in substantial waste of resources, environmental pollution and other social problems.
所谓社会市场营销观念，就是不仅要满足消费者的需要和欲望并由此获得企业的利润，而且要符合消费者自身和整个社会的长远利益。要正确处理消费者欲望、企业利润和社会整体利益之间的矛盾，统筹兼顾，求得三者之间的平衡与协调。不少公司通过采用和实践社会营销观念，获得了可观的销售量和利润。

The so-called Social Marketing Concept, is not only to meet the needs and desires of consumers and thus get the profits, but also is in line with long-term interests of both customer and society. It requires good coordination and balance between consumer desires, enterprise profit and the whole society interest should be coordinated and balanced well. Many enterprises have achieved good sales and profit through Social Marketing Concept.

(四)现代市场营销观念的新发展New Developments in Modern Marketing Concept

1. 大市场营销观念Mega Marketing Concept

美国著名市场营销大师菲利普·科特勒，针对现代世界经济迈向区域化和全球化，企业之间的竞争范围早已超越本土，形成了无国界竞争的态势，提出了“大市场营销”观念。他指出，企业为了进入特定的市场，并在那里从事业务经营，在策略上应协调运用经济的、心理的、政治的、公共关系等手段，以获得外国或地方各方面的合作与支持，从而达到预期的目的。大市场营销战略在“4P”的基础上加上“2P”，即权力(Power)和公共关系(Public relations)，从而把营销理论进一步扩展。
The American famous marketing master, Philip Kotler, put forward the “Mega Marketing” concept under the background of economic regionalization and globalization, and the situation that the competition between enterprises has already been beyond the local and internationalized. He pointed out that enterprises should adopt a comprehensive strategy of economics, psychology, politics, public relations and other means to win support and cooperation from abroad or any other regions thus to realize the intended goal. 2Ps (Power and Public Relations) should be added to the Mega Marketing strategy on the basis of 4Ps, which further expands marketing theories.

大市场营销观念相比市场营销观念有所发展，主要体现在以下几方面：一是处理企业与外部环境的关系上，变市场营销的顺从和适应为采取适当的措施，积极主动地去影响。二是在市场营销目标上，市场营销观念认为重点是通过深入的市场调研，满足目标市场的需求，而大市场营销观念认为，企业应采用一切营销手段打开和进入某目标市场。三是在营销手段上，大市场营销观念在市场营销观念常用的“4P”基础上再加上政治权力和公共关系“2P”。

Compared with Marketing Concept, Mega Marketing Concept has developed in the following aspects: on the relationship between enterprises and external environment，obedience and adaptation should be changed into active measures and influence; on marketing objectives, Marketing Concept holds that, the key point is to satisfy target market through further market research, and Mega Marketing Concept holds that the enterprise should employ any marketing methods to enter target market; on marketing tools, Mega Marketing Concept has extra 2Ps on the basis of 4Ps, the commonly used marketing concept.

2. 绿色市场营销观念Green Marketing Concept
绿色市场营销观念是指企业在绿色消费需求的推动下，保护环境，充分利用环境资源和绿色资源，研发绿色产品，把日常生活中的废品和大自然的绿色资源变为消费品，从而满足消费者需求的企业营销理念。它是以消费者的绿色消费需求为基础，综合利用各种资源进行企业的整体营销过程。这种绿色市场营销观念有利于社会环境，有利于人们的健康，是现代人比较推崇的营销观念。企业的绿色市场营销观念不仅有利于企业的长远的发展，而且有利于社会和人们的健康生活。

With Green Marketing Concept, enterprises, driven by the demand for green consumption, protect environment, make full use of environmental resources and green resources, develop green products, and change domestic wastes and natural green resources into consumption goods to meet consumers’ needs. This concept is a marketing process of comprehensive utilization of various resources based on green consumption. The Green Marketing Concept is conducive to social environment and people’s health and is favored by modern people. The Green Marketing Concept is not only conducive to the long-term development of enterprises, but also to the society and people’s healthy life.

进入20世纪90年代以来，绿色消费已成为一种新的消费趋势，并将成为21世纪的消费主流。企业要生存和发展下去，就要向消费者提供安全卫生的产品。企业选择的生产技术要尽量减少生产过程对环境的不利影响，保护环境。

Since 1990s, green consumption has been a new trend and will become the mainstream in the 21st century. Enterprises need to provide safe and sanitary products in order to survive and develop. Enterprises also need to use the technology that can minimize the adverse effects to the environment in the production process and protect the environment.
绿色市场营销观念是以消费者的绿色需求为基础，是环保意识与市场营销观念的融合。企业在注重经济效益的同时，应比以往更注意生态效益和社会效益。绿色市场营销观念是对市场营销观念的进一步补充和发展。

Green Marketing Concept is a combination of environmental awareness and marketing concept based on the green consumption demand. Besides economic benefits, enterprises should pay more attention to ecological and social benefits than ever before. Green Marketing Concept is development and complement to Marketing Concept.

3. 整合营销观念Integrated Marketing Concept

1990年，美国市场营销专家罗伯特·F.劳特朋提出了整合营销概念，认为企业的全部活动都要以营销为主轴。他重新调整了营销要素，用“4C”——顾客欲望与需求(Consumer)、满足欲望与需求的成本(Cost)、购买的方便性(Convenience)以及沟通与传播(Communication)取代了传统的“4P”——产品(Product)、价格(Price)、通路(Passage)和促销(Promotion)。 
Robert F. Lauterborn, an American marketing expert, put forward Integrated Marketing Concept in 1990, which holds that all the enterprises’ activities should focus on marketing. He adjusted marketing elements, using 4Cs—customer, cost, convenience and communication, instead of 4Ps—product, price, passage and promotion.

美国西北大学舒尔茨教授1993年出版的《整合营销传播》一书，从理论上确立了整合营销传播的思想。整合营销传播(IMC)兴起于商品经济最发达的美国。其内涵是：“以消费者为核心重组企业行为和市场行为，综合使用各种形式的传播方式，以统一的目标和统一的传播形象传递一致的产品信息，实现与消费者的双向沟通，迅速树立产品品牌在消费者心目中的地位，建立品牌与消费者长期密切的关系，更有效地达到广告传播和产品营销的目的。” 

Professor Schultz in Northwestern University published Integrated Marketing Communication in 1993. The book set up the thinking of integrated marketing communication from a theoretical point of view. Integrated Marketing Communication, IMC, initiated in the USA, with the most developed commodity economy. The IMC connotation is to restructure enterprise behavior and marketing behavior with consumers as the core, to employ various forms of transmission comprehensively, to deliver consistent product information through unified goals and images, to realize the two-way communication with consumers, to set up quickly the status of the product brand in consumers, to establish a close long-term relationship between brands and consumers and to achieve more effective advertising and marketing.

将旧的推销观念与市场营销观念、整合营销观念比较可以发现：市场营销与整合营销的出发点和营销中心是一致的，但满足需求的营销手段和营销目的却不同。 
Comparing Selling Concept, Marketing Concept and Integrated Marketing Communication, we find that the starting point and marketing center of the latter two are consistent, but the means of marketing to meet the demands and goals of marketing are different.

4. 服务营销观念Service Marketing Concept
说到服务营销观念，则不能不提到服务营销。在20 世纪70年代，全球经济在第二次世界大战结束后的几十年中得到了飞速发展，人民生活水平不断提高，服务业也由此得到了迅速发展。营销理论界对服务营销的特性开始予以越来越多的关注。1981年布姆斯和比特纳建议在传统市场营销理论“4P”的基础上增加三个“服务性的P”，即人、过程和物质环境。
When it comes to the Concept of Service Marketing, service marketing must be talked about. In early 1970s, world economy developed rapidly after WWII. People’s living standards improved gradually, which also led to the development of service industry. Marketing theories paid more and more attention to the features of service marketing. In 1981, Booms and Bitner proposed that “3 service Ps” should be added to the traditional 4Ps theory—People, Process and Physical Evidence.

“7P”的核心在于它揭示了员工的参与对整个营销活动的重要意义，企业应关注为用户提供服务的全过程，通过互动沟通了解客户在此过程中的感受，使客户成为服务营销过程的参与者，从而及时改进自己的服务来满足客户的期望。企业营销也应重视内部各部门之间分工与合作过程的管理，因为营销是一个由各部门协作、全体员工共同参与的活动，而部门之间的有效分工与合作是营销活动实现的根本保证。 
The core of 7Ps is that it reveals the significance of staff’s involvement in marketing activities. Enterprises, during the whole service process, should understand customers’ feelings via interactive communication and make customers participate in process of service marketing. Then, the enterprise can improve its service and meet customers’ expectation. The enterprise should also pay attention to the management on labor division and cooperation between internal departments, because marketing involves cooperation among departments and all staff and effective labor division and cooperation among departments are the fundamental guarantee for marketing achievements.

那么“7P”是否只适合服务业呢？正如《商业银行基层网点服务营销策略探讨》一文中引用中南财经政法大学企业管理博士王成慧所说的话：“服务营销‘7P’虽然是针对服务业的特殊性而提出的，但其理论价值和实践上的指导意义却不仅仅限于服务营销的范畴，它对整个营销理论乃至企业理论的发展都有启迪。”“7P”的后三个P正是正在兴起的服务营销观念的体现。
Is the 7Ps framework only suitable for the service industry? Wang Chenghui, PhD of Business Management in Zhongnan University of Economics and Law once said in the essay Research on Service Marketing Strategies in Commercial Bank Outlets at the Grassroots Level “Although the 7Ps framework is proposed on the basis of special nature of service industry, its theoretical value and practical guidance are not limited to the areas of service marketing. It has enlightened all the marketing theories and even enterprise theories.” The latter three of 7Ps reflect the emerging concept of service marketing.

5. 网络营销观念Network Marketing Concept

网络营销观念产生于20世纪90年代，发展于20世纪末至今。网络营销产生和发展的背景主要有三个方面，即网络信息技术的发展，消费者价值观的改变，激烈的商业竞争。
The Concept of Network Marketing (CNM) started in 1990s and developed in the late 20th century. The background of CNM lies in three aspects: the development of network and information technology, change of consumer value and intense commercial competition.
网络营销方式能够根据网络本身的特点和网络顾客的需求，将产品说明、促销方法、顾客意见调查、产品广告、公共关系、顾客服务等各种营销活动组合在一起，进行有针对性的联络和沟通。网络营销的优势在于它突破了时间和空间的限制，能够快捷准确地捕获顾客信息，从而对目标顾客和销售的产品进行跟踪，使之更加接近于目标顾客的需要。

Network Marketing is able to combine product introduction, promotion methods, customer surveys, advertising, public relations, customer service and other marketing activities and make targeted liaison and communication. The advantage of network marketing is that it could break through limitation of time and space, capture customer information quickly and accurately, and thus track the target customers and sell products so as to meet customers’ needs better.

6. 关系营销观念 Relationship Marketing Concept 

关系营销是自20世纪70年代起，由北欧的一些学者提出并发展起来的，以建立、维护、促进、改善和调整“关系”为核心，对传统的营销观念进行革新的理论。20世纪80年代以来，关系营销得到了更大的发展，在企业界得到了较为广泛的应用，在理论上也得到了更为深入的探讨，影响越来越大，被克里斯丁·葛罗斯誉为“20世纪90年代及未来的营销理论”。
Relationship Marketing was proposed and developed by some Northern European scholars in the 1970s, which is an innovated marketing theory focusing on establishing maintaining stimulating, improving and adjusting “relationship”. Relationship Marketing has been developed much more since 1980s and has been widely applied in business. It was also studied further from theoretical views and became more and more influential. Professor Christian Gronroos regards it as “the marketing theory of 1990s and the future”.

关系营销是管理“关系”的一系列活动所构成的一个社会性过程，重点在于利益各方的相互交流，并形成一种稳定、相互信任的关系。关系营销的最终实现要靠产品或价值的成熟、顺利、高质量的交换，关系营销的一系列活动都是为了达到一定的营销目标。从实践意义上讲，关系营销已经完全突破了简单的企业与消费者之间的关系，延伸到有直接或间接联系的供应商、中间商、政府职能部门、个人及社会团体等各方面。
Relationship Marketing is a social process formed by a series of relationship management activities. Its emphasis lies in mutual communication between parties and stable relationship with mutual trust. The final realization of relationship marketing depends on mature, smooth and high-quality exchange. The series of activities of relationship marketing aim to reach marketing goals. On a practical level, relationship marketing has completely broken through the simple relationship between enterprises and consumers. It has extended to suppliers, intermediaries, government departments, individuals and other social organizations that are directly or indirectly linked to the enterprises.

在关系营销观念下，好的企业不仅需要质量可靠、功能先进的产品，更需要在公众面前展示出良好的企业形象，而这种形象的塑造，在很大程度上取决于企业与公众之间的关系。树立关系营销观念，企业能够更好地适应复杂的营销环境，从而保持营销工作的主动性。关系营销观念倡导的不是以现有利益为中心的关系，而是建立一种兼顾各方利益的稳定的合作关系。

Guiding by relationship Marketing Concept, a good enterprise not only need products of reliable quality and advanced functions, but also should demonstrate good corporate image in front of the public, which mainly depends on the relationship between the enterprise and the public. The enterprise with Relationship Marketing Concept is able to cope with complex marketing environment and maintain the initiative position in marketing. This concept does not advocate the relationship focusing on current interests, but establish a stable cooperation relationship that balances all parties’ benefits.

从市场营销观念的演变过程可以发现，市场营销观念的核心是正确处理企业、顾客和社会三者之间的利益关系。市场营销观念是随着市场营销环境和营销实践的变化而发展变化的，不断会有新的观念被提出和使用。

From the evolution process of marketing concepts, it can be found that the core of marketing concepts is to handle well the relationship of enterprises, customers and society. Marketing concept develop with the change of marketing environment and marketing practices and new concepts will be proposed and applied constantly.

本 章 小 结
Summary

菲利普·科特勒认为：“市场是指某种产品的实际购买者和潜在购买者的集合。这些购买者有某种欲望或需要，并且能够通过交换得到满足。因而，市场规模取决于具有这种需要及支付能力，并且愿意进行交换的人的数量。”市场是人口、购买力、购买欲望三要素的集合体。市场按不同的标准可以划分为各种不同的类型。不同的市场类型有其不同的交换内容及具体的需求与特点。

Philip Kotler believes that market is the combination of actual and potential buyers of certain product. The buyers have some wants or needs which can be satisfied through exchange. Market is a collection of three elements—population purchasing power and purchasing desire. Market can be categorized into different types according to different standards, and different types have different exchange contents, specific requirements and characteristics.

市场营销是通过创造和交换产品及价值，从而使个人或群体满足欲望和需要的社会过程和管理过程。市场营销的核心概念包括需要、欲望、需求，效用、价值和满足(Utility，Value，Satisfaction)，交换、交易和关系，市场、市场营销及市场营销者。

Marketing is a social and management process during which products and value are created and exchanged to meet the wants and needs of individuals and groups. The core concepts in marketing include needs, desires, wants, utility, value, satisfaction, exchange, transaction,  relationship, market, marketing and marketers.

市场营销观念包括以企业为中心的营销观念、以消费者为中心的营销观念和以社会长远利益为中心的营销观念及现代营销观念的新发展等。企业要根据自己的实际情况，去贯彻市场营销观念，从而取胜于国内外市场。

Marketing Concepts include concepts with enterprises as the center, consumers as the center, long-term interests of society as the center and other new developments of modern marketing concepts. Enterprises should implement proper marketing concepts according to actual situation to win market both at home and abroad.

思  考  题

Questions

1. 什么是市场？市场的类型有哪些？

What is market and what are the types of market?
2. 市场营销的含义及核心概念是什么？

What are the meaning and core definitions of marketing?
3. 举例说明以企业为中心的营销观念类型。
Give examples of enterprise-centered marketing concept.
4. 现代市场营销观念的新发展有哪些？

What are the new developments of modern marketing concepts?




