
MARKETING SUMMARY SHEET 

Chapter 1- Introduction to marketing 

• What is marketing?-  

o Marketing  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. 

o The marketing approach to business  puts the customer, client, partner and society at the heart of all business 

decisions (thinking), learn, ongoing process, gain understanding, be creative and develop new ideas. 

o The marketing process  Create, communicate, deliver, and understand.  

 

• The exchange of value 

o Exchange of value  mutually beneficial transfer of (total) offerings- value creating process because it leaves 

both parties better off.  

o Value  a customer’s overall assessment on the utility of an offering based on perceptions of what is received 

and what is given. Eg) quality: price ratio  

o The market  a group of customers with different needs and wants.  

▪ Customers: those people to purchase the product for their own or someone else’s use. 

▪ Consumers: people who use the good or service. 

▪ Clients: non-for-profit customers, or social marketers. 

▪ Partners: organisations or individuals who are involved in the activities and processes for creating, 

communication, and delivering offerings for exchange.  

▪ society: body of individuals living as members of a community  

 

• Ethics, corporate social responsibility and sustainable marketing 

o Ethics  a set of moral principles that guide attitudes and behaviour; doing what is ‘right’. 
o Corporate social responsibility  business have an obligation to act in the interests of the societies that sustain 

them.  

o Triple bottom line  social, environmental and profit considerations (people, planet, profit)  
o Good corporate citizenship  looking after the environment and employees.  

o Sustainable marketing  the marketing profession’s obligation to change marketing processes in which the 

exploitation of resources, the direction of investments, the orientation of technological development and 

institutional change are made consistent with future as well as present needs.  

 

• The marketing mix 

o Product  anything offered to a market; features and functions that benefit the customer.  

o Price  the amount of money a business demands in exchange for its offerings. 

o Promotion  describes the marketing activities that make potential customers, partners and society aware of 

and attracted to the business offerings. 

▪ Already established, modified, new, information or education 

o Place (distribution)  the means of making an offering available to the customer at the right time and place. 

o People  any person coming into contact with the customers who can affect value for customers.  

o Processes  the systems used to create, communicate, deliver and exchange and offering. 

o Physical evidence  the tangible cues, including the physical environment, that customers use to evaluate 

products, particularly services. 

 

• Why study marketing? 

o improves business performance 

▪ human resources, finance, accounting, logistics. 
o higher quality of life 

▪ contribute to a better world 

▪ be a better customer 

 

 

 

 

 



Chapter 14- Social marketing and non-for-profit marketing 

• What is social marketing 

o Social Marketing  A process that uses commercial marketing principles and techniques to influence target 

audience behaviours that will benefit society, as well as the individual.  

▪ concept of social marketing as a means to change voluntary behaviour in individuals and to influence policy 

▪ translating necessarily complex educational messages and behaviour change techniques into concepts and 

products that will be received and acted upon by a large segment of the population. 

 

• Benchmark criteria for social marketing 

o Frameworks serve to support better understanding of core social marketing concepts and principles and to promote 

a consistent approach to allow others to review and evaluate work that has been undertaken. 

o Andreasen’s six criteria: 

▪ Behaviour change: The modification of behaviour targeted by a social marketing intervention.- bottom line- 

monitored to assess their effectiveness to understand whether the intervention is achieving the desired 

behavioural change aims. 

▪ Audience research: The use of market research to understand target stakeholders at the outset of 

interventions (i.e. formative research), routinely pretest intervention elements before they are implemented, 

and monitor interventions as they are rolled out. 

▪ Segmentation: The process of dividing a total market (population) into groups with relatively similar needs 

to design a social marketing intervention that addresses the needs of each group 

• Audience research and segmentation require clear thoughts about who the efforts are aimed 

towards. 

▪ Exchange: requires consideration of what has to be given up by the target audience in order for them to 

undertake the desired behaviour,  

▪ Marketing mix: A set of variables that a marketer can exercise control over in creating an offering for 

exchange/ holistic solutions that are attractive and valuable- induces both trial and repeat behaviour.  

▪ Competition: Direct and indirect competing behaviours as well as other factors (e.g. resources, perceptions 

and attitudes) affecting the targeted behaviour. 

• consider the competing pressures faced by consumers  

 

• Three social marketing streams 

o Each stream differs in the target audience and the way of measuring behaviour change. Social marketing scholars 

suggest that action at all levels is needed in any comprehensive approach to delivery. 

o downstream  focused on individual behaviour change and is the most dominant stream in social marketing 

literature.  

o midstream  focused on individual behaviour change and is the most dominant stream in social marketing 

literature.  

o upstream  Adopting thinking from other disciplines (including behavioural economics); in addition to influencing 

the way people think, social marketers need to deal with a consumers’ choice environment, which may involve 

marketing to policy makers to enact change at the policy level. 

 

• What is (and is not) social marketing 

o Integrated social marketing communication  involves communication of the brand promise consistently across 

the different elements of the communication marketing mix (e.g. advertising, public relations, sales promotion and 

social media), integrated with the other ‘3 Ps’ of product, price and promotion. 

o Social marketing  efforts should be directed at initiating new behaviour (changing) and encouraging repeat 

behaviours (maintaining) to achieve social good. 

▪ focus on behaviour change as the bottom line. 

▪ job of persuading people to change to a less desired behaviour  

▪ harder offering to sell- the rewards to a consumer occur over the longer term and not immediately following 

purchase 

o Commercial marketing  the end desired result to make profit from sales 

▪ Social marketers can significantly enhance the effectiveness of their interventions by keeping in mind that 

the promotion ‘P’ must be integrated with the rest of the marketing mix  

▪ Public health is a behaviour change discipline that seeks to understand health needs and intervene to 

improve the health of the population. 
 

 

 

 

 



• Non-for-profit marketing 

o Not-for-profit marketing The marketing activities of individuals and organisations designed to generate funds or 

awareness for charitable causes. 

▪ intended to achieve objectives other than conventional business goals such as profits. 

 

 

 

 


