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(1) Marketing is the activity, set of institutions and processes for creating, communicating, delivering and exchanging offerings that

have value for customers, clients, partners and society at large.

(1) Traditionally, a consumer is the ultimate user or consumer of goods, ideas, and services. However, the term also is used to imply
the buyer or decision maker as well as the ultimate consumer. A mother buying cereal for consumption by a small child is often

called the consumer although she may not be the ultimate user.

(2) Social marketing is the marketing of political ideas and social causes.

Examples include: endangered species protection, access to clean water, opposition to tobacco, “Just say no” to drugs.

(2) A customer is an individual, household or organization that buys a product. Sellers often distinguish between end users and resellers,

both of which are customers. A customer of services is referred to as a client.

A retailer is a merchant middleman who is engaged primarily in selling to individual consumers and/or households. One retailer may

operate a number of establishments.

Retailing is a set of business activities carried on to accomplish the sale of goods and services for purposes of personal, family or

household use, whether performed in a store or by some form of nonstore selling.



