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Chapter 1:

Marketing's Role
within Organizations
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Utility and Marketing
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Marketing’s Changing Role
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The Marketing Concept
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Customer Value Reflects Benefits and Costs .’

Customer value concerns the difference between the benefits a
customer sees from a firm’s market offering and the costs of
obtaming those benefits

The customer’s view of costs and benefits is not just limited
to economic (or even rational) considerations--and a low
price may NOT result in superior value.
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