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Glossary of Marketing and Business Terms

Brand: 

· A design, mark, symbol or other device that distinguishes one line or type of goods from those of a competitor. A brand may identify one item, a family of items, or all items of that seller. If used for the firm as a whole, the preferred term is trade name.

Brand name: 

· A term, symbol, design or combination thereof that identifies and differentiates a seller's products or service. 

Break-even: 

· The point of business activity when total revenue equals total expenses. Above the break-even point, the business is making a profit. Below the break-even point, the business is incurring a loss. 

Business Cycle:

· It revolves this way: after a period of expansion, demand starts to outpace supply; the Central Banks respond by raising interest rates, which softens demand; inventories begin to build up, forcing companies to cut production, which causes recession; then the Central Banks cut rates, leading to recovery of demand and output, and thus starts the next expansion.

Business Model: 

· The method of doing business by which a company can sustain itself -- that is, generate revenue. The business model spells-out how a company makes money by specifying where it is positioned in the value chain.
Business Plan: 

· A written review of the business to identify strengths and weaknesses, locate needs, and begin planning how to best accomplish the business' objectives.

Cash: 

· Money in hand or readily available. 

Cash flow: 

· The amount of cash derived over a certain period of time from an income-producing property. The cash flow should be large enough to pay the expenses of the income producing property (mortgage payment, maintenance, utilities, etc.).

· The sources of funds and the uses of funds for a business during a specified time frame.

· The actual movement of cash within a business; the analysis of how much cash is needed and when that money is required by a business within a period of time.

Commodity:

· A raw material, such as grain, coffee, cocoa, wool, cotton, jute, or rubber (sometimes known as soft commodities), that is traded on a commodity market. 

· A good regarded in economics as the basis of production and exchange. A commodity in this sense is characterized by its physical attributes and where and when it is available. Anything produced, especially by industrial manufacturing.

Competition: 

· A market in some particular good or service is said by economists to be "competitive" if a substantial number of buyers and sellers trade in the good or service independently and thus no single buyer or seller is so "weighty" in the marketplace as to significantly influence the going price of the good or service by his/her individual decisions about how many units he personally will buy or sell. 

· The rivalry among sellers trying to achieve such goals as increasing profits, market share and sales volume by varying the elements of the marketing mix: price, product, distribution and promotion. The agency changes to better meet consumer wants and needs.

Copyright: 

· A type of property right which protects the expression of ideas such as literary or dramatic works, television productions, drawings etc., from being used for commercial gain without permission of the copyright owner. Registration is not a prerequisite for protection. 

· The exclusive right to reproduce or authorise others to reproduce artistic, dramatic, literary, or musical works. It also extends to sound broadcasting, cinematograph films, television broadcasts as well as to computer programs (software).

Customer:

· The actual or prospective purchaser of products or services.

Delphi technique: 

· A frequently used method in futures research to gain consensus opinion among experts about likely future events, through a series of questionnaires.

Demand: 

· The willingness and ability of the people within a market area to purchase particular amounts of a good or service at a variety of alternative prices during a specified time period.

Expenditure
· A sum spent for goods or services. Expenditure may or may not become an expense in the accounts, depending on whether any residual value remains for the purchasing organisation.

Expense:

· A sum spent for goods or services, which therefore no longer represents an asset of the purchasing organisation. Expenses are normally shown as charge against profit in the accounts.

Good:

· A commodity or service that is regarded by economists as satisfying a human need. An economic good is one that is both needed and sufficiently scarce to command a price. A free good is also needed but it is in abundant supply and therefore does not need to be purchased; air is an example. However, a commodity or service that is free but has required an effort to produce or obtain is not a free good in this sense.

Invest: 

· To lay out money for any purpose from which a profit is expected.

Intangible Asset:   

· An asset that can neither be seen nor touched.

Intellectual Property: 
· An intangible asset, such as a copyright, patent, or trademark. See also royalty.

Licence: 

· Official permission to do something that is forbidden without a licence (e.g. sell alcohol or own a TV or a firearm). Licences may be required for social reasons or simply to enable revenue to be collected. 

· Permission given to a manufacturer, distributor, trader, etc., to enable them to manufacture or sell a named product or service in a particular area for a stated period. The holder of the licence (licensee) usually pays the grantor of the licence (licensor) a royalty on sales, often with a lump sum as an advance against royalties. The licensor may also supply the licensee with finance and technical expertise.

Liquidity: 

· The ability of a business to meet its financial responsibilities. 

· The degree of readiness with which assets can be converted into cash without loss.

Loss:

· A negative profit.

Market:

· The set of actual of potential users/customers.

· The number of people and their spending for a product line within a given geographic boundaries.

· A set of potential or real buyers or a place in which there is a demand for products or services.

· Actual or potential buyers of a product or service.

Market area:

· A geographical area containing the customers/users of a particular company/organisation for specific goods or services. 

Market demand:

· The total volume of a product or service bought/used by a specific groups of customers/users in a specified market area during a specified period.

Market development:

· Pursuing expansion of the total market served by 

1) entering new segments, 

2) converting nonusers, 

3) increasing use by present users.

Market positioning: 

· Finding a market niche that emphasises the strengths of a product or service in relation to the weaknesses of the competition.

Market profile:

· A breakdown of a facility's market area according to income, demography, life style, etc.

Market research:

· The systematic gathering, recording and analysing of data with respect to a particular market, where market refers to a specific user group in a specific geographic area.

Market segmentation:

· The process of subdividing a market into distinct subsets of users that behave in the same way or have similar needs/requirements.

Market share:

· A proportion of the total sales/use in a market obtained by a given company/organisation.

Marketing: 

· finding out what customers want, then setting out to meet their needs, provided it can be done at a profit, or at least without incurring a loss. Marketing includes market research, deciding on products and prices, advertising, promoting, distributing and selling.

Micro-payment: 

· A low-value online financial transaction that Internet users pay via virtual wallets that plug into their Web browsers. 

Patent:

· The grant of an exclusive right to exploit an invention. An applicant for a patent (usually the inventor or his employer) must show that the invention is new, is not obvious, and is capable of industrial application. 

Price:

· The ratio that indicates the quantity of money needed to acquire a given quantity of goods or services.

Profit: 

· Financial gain, returns over expenditures.

· For a single transaction, the excess of the selling price of the article or service being sold over the costs of providing it. 

· For a period of trading, the surplus of net assets at the end of a period over the net assets at the start of that period, adjusted where relevant for amounts of capital injected or withdrawn by the proprietors. As profit is notoriously hard to define, it is not always possible to derive one single figure or profit for an organisation from an accepted set of data. 

Profitability
· The capacity or potential of a project or an organisation to make a profit. Measures of profitability include return on capital employed, positive net cash flows, and the ratio of net profit to sales.

Royalty:

· A payment made for the right to use the property of another person for gain. This may be an intellectual property, such as a book (see copyright) or an invention (see patent). It may also be paid to a landowner, who has granted mineral rights to someone else, on sales of minerals that have been extracted from his land. 

Service
· An economic good consisting of human worth in the form of labour, advice, managerial skill, etc., rather than a commodity. Services to trade include banking, insurance, transport, etc. Professional services encompass the advice and skill of accountants, lawyers, architects, business consultants, doctors, etc. Consumer services include those given by caterers, cleaners, mechanics, etc. 

Stakeholder:

· One of a group of publics with which a company/organisation must be concerned.

Supply:

· The willingness and ability of potential sellers to offer various specific amounts of a good or service for sale at each of a variety of alternative prices during a particular time period.

Sustainability:

· The capacity or potential of a project or an organisation to conduct a business without incurring in losses.

SWOT:

· Abbreviation for Strengths, Weaknesses, Opportunities, and Threats. During the planning of the marketing of a new product a company needs to embark on a SWOT analysis to assess its strengths and weaknesses (internally) and the opportunities and threats facing it (externally). Internal strengths could be a good distribution system and adequate cash flow. Weaknesses might be identified as an already extended product line or poor servicing facilities. Opportunities could be consumer demand for a particular product or the vulnerability of a competitor, while threats might be forthcoming government legislation or diversification by a competitor.

Trademark:

· A distinctive symbol that identifies particular products of a trader to the general public. The symbol may consist of a device, words, or a combination of these. 

Unique Selling Proposition (USP):

· A product benefit that can be regarded as unique and therefore can be used in advertising to differentiate it from the competition.

Value Chain 

· Every firm is a collection of activities that are performed t design, produce, market, deliver, and support its product. All these activities can be represented using a value chain. A firm's value chain an the way it performs individual activities are a reflection of its history, its strategy, its approach to implementing its strategy, and the underlying economics of the activities themselves.
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