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Managerial Economics Principles
Economics in general is the study of the ‘production, distribution and consumption of goods and services’ (Stengel, 2011).  Managerial economics focuses on the aspect of choice, that is, economics defined as the study of choice related to the allocation of scarce resources. Its purpose is to apply economics to improve decision making in management within an organization.  Economics as you will learn is broken down into two concepts, Micro and Macro. Most of the subject material in managerial economics comes from microeconomics, which focuses on individual consumers and businesses.  However, macroeconomics is also useful for managers when having to make decisions as it relates to the economic environment, where macro focuses on the overall systematic behavior of the economy. 
Microeconomics is used when the organization targets a particular group of people and markets their products in such a way that it is enticing to them, for example: producing a new phone approximately every six months with new functions that the ones before did not have. Any and everyone into technology believe that they need and have to get it. The macroeconomic part of this is weighing whether producing these phone so rapidly helps the economy in any way and if not then why produce them so often. Is there a different way to use the same phones by just upgrading them, what happens to all the old ones?
There are certain key terms and relations to consider in business, whether starting, venturing into a new one or joining.  Most businesses are in the production and distribution of selling goods and services and more importantly to make a profit. Profit is the difference between revenue and cost. ‘The total monetary value of goods and services sold is called revenue’ (Stengel, 2011) and cost is the monetary value of collective expenses incurred to produce revenue over time. Types of cost include, fixed cost which doesn’t vary depending on the output (buildings and insurance) and variable cost which does change with the output produced (raw materials).  Other costs discussed in this book are economic and accounting cost, opportunity cost and sunk cost (cannot be returned).
It is good to know your market before going into business, this way you will have an idea of whether or not the goods and services you are going to provide will be needed. It will play an important role in whether or not the business is going to make a profit or not, even breaking even may not work based on what is needed from the venture. If an aide is sent to service a patient and is paid Fifteen Dollars an hour but the organization is being paid Sixteen Dollars and Fifty cents, would it make sense for the company to keep this patient as part of their income? No, because they have not yet factored in the overhead cost in order to get the aide to and from the patient. 
Week 1 – Principles of Marketing
In business it’s not just about selling a product, but the process behind getting that product sold. This process involves marketing, which is the activity of ‘promoting and selling goods and services at a value for consumers’ (Tanner & Raymond, 2016). These activities of marketing centered on customer value are creating, communicating, delivering and exchanging, which are also traditionally known as ‘the four Ps - product, promotion, place and price’ (Karell, 2017). When considering who engages in marketing, that is everyone, for-profit companies, and nonprofit organizations and to some might argue, even individuals engage in marketing.
Providing the customer with what they need and sometimes what they want is one of the key to marketing. If it is packaged right then it is easier for the customer to agree that it is something that they have to get or want to be a part of. Catering to the needs to the customer is also important because everyone needs are different and not because it works for one mean it will work for all. Selling tickets for a conference in a local church where if feels like everyone knows each other, will have the challenge of know the member and what works best for him/her. 
In order to create, promote, price and sell products and services, businesses must develop plans, and strategies that outline the process. This in marketing is what’s known as strategic planning process, which “includes conducting a situation analysis and developing the organization’s mission statement, objectives, value proposition, and strategies” (Tanner & Raymond, 2016). This can occur at different levels in an organization, corporate, business (SBU) and functional. Companies should take into account when planning, the internal conditions of the company and the external environment that is the economy. 
Getting everyone to see things eye to eye or being on the same page will depend on the four Ps of marketing, it will take knowing which one of the Ps is needed to get the member to purchase the ticket. Which member in particular will the price have a bigger effect on and what might be their reason for not being able to take part in the conference. If these things are taken into consideration before approaching the members, then you stand a better chance of convincing them that there is a way around their situation. It is like having the answers before the questions are even asked. 
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