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LECTURE 1: INTRODUCTION TO MARKETING 
• Marketing, def. – “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 Getting the right product to the right customer 
o As a science: price and supply demand; as prices lower, sales go up 

• Marketplace is dynamic and constantly changing; benefit towards marketers as 
work is constant 

o Marketers need to learn what people want, develop new ideas & offer 
something that is unique or special to customers 

• Exchange – mutually beneficial transfer of offerings of value between both 
buyer and seller 

• Marketing exchange: involves 2 or more parties each with something of 
value desired by the other party; all parties must benefit from the transaction 
& exchange must meet both parties’ expectations 

o Total offering – the product & everything else that comes along with 
the product 

o Value – a customer’s assessment of the utility of an offering based on 
perceptions of what is received and what is given; value refers to ‘total 
offering’ 

! Quality/price 
! Benefits expected/benefits received 

• Market – a group of customers with heterogeneous/different needs and wants, 
e.g. geographic markets, product markets, demographic markets  

o Customers purchase good and services for their own or other’s use 
o Consumers use the good or service 
o Clients – ‘customers’ of the products for not-for-profit organisations 
o Partners – organisations or individuals who are involved in the 

activities of the exchange 
• Stakeholders – individuals, organisations & other groups that have a rightful 

interest in the activities of a business 
o E.g. owners, employees, customers & clients, partners, suppliers, 

government 
• Marketing mix – a set of variables that a marketer an exercise control over in 

creating an offering for exchange 
o Traditionally known as the 4 Ps: 

! Product 
! Price 
! Promotion 
! Place (distribution) 

• How does marketing improve business performance? 
o Firms with a market orientation performs better than firms without 
o Better profit, sales volumes, market share & return on its investment 

when compared to competitors 
o Every employee is a stakeholder in the success of their organisation 
o Drives economic growth; marketer play a role in stimulating consumer 

demands 
! Basic needs are turned into wants & desires and sold 

o Developing social change influences the voluntary behaviour of target 
audiences to improve the welfare of the society 
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• Marketing environment – internal & external forces that affect a marketer’s 
ability to create, communicate, deliver & exchange offering of value 

• Environmental analysis – the process that involves breaking the marketing 
environment into smaller parts to gain a better understanding of it 

o Internal environment: parts of the organisation, the people & processes 
used to create, deliver & exchange offerings 

! Organisations can directly control its internal environment 
! Strengths & weaknesses are internal factors that positively & 

negatively affect organisations’ ability  
o External environment: people & processes that are outside the 

organisation & cannot be directly controlled 
! Marketers can seek to influence external environment 
! Outsourcing: transferring an internal function to an external 

provider 
! Opportunities and threats are external factors  

• Micro-environment – the forces within an organisation’s industry that affects 
its ability to serve customers & clients 

o Not controlled by the organisation 
o Consists of: 

! Customers and clients – marketers must understand the current 
and future needs and wants of the target market 

! Partners include: logistic firms, financiers, advertising 
agencies, retailers, wholesalers & suppliers 

! Competitors – marketers must ensure their offerings provide 
their target market with greater value than their competitors; 
understand their competitors (i.e. marketing mix, sales 
volumes/trends, market share etc.) 

• Macro-environment – PESTEL framework; factors include: 
o Political forces 

! Influence of politics on marketing decisions 
! Directly relevant through: 

• Lobbying for favourable treatment or favourable 
regulation 

• Large market of the government & its bureaucracy 
• Effect of political issues on international marketing 

o Economic forces 
! Factors that affect how much people & organisations can spend 

& how they choose to spend it 
! Economic factors include: 

• Income 
• Prices 
• Level of savings 
• Level of debt 
• Availability of credit 

o Sociocultural forces 
! Social & cultural factors that affect people’s attitudes, beliefs, 

behaviours, preferences, customs and lifestyles 
• Demographics – stats about a population: age, gender, 

race, ethnicity, educational attainment, marital status, 
parental status etc. 



! Page 4 of 29!

o Technological forces 
! Technology allows a better way of doing things 
! Changes the expectation and behaviour of customers & clients 

and can have huge effects on how suppliers work 
o Environmental forces 

! Natural disasters, weather, climate change 
! Growing ecological awareness and social change influence how 

firms operate 
o Legal forces 

! Laws – legislation enacted by elected official 
! Regulations – rules made under authority delegated by 

legislation; govern what marketing organisations can & cannot 
do 

• Situational analysis – identifying key factors that will be used as a basis for 
the development of marketing strategy 

o Market planning – an ongoing process that combines organisational 
objectives and situational analyses to formulate and maintain a 
marketing plan that moves the organisation from where it currently is 
to where it wants to be (i.e. short-term & long-term goals) 

• Marketing metrics 
o Return on investment: 

! Sales 
! Marketing investment 
! Bottom line (profit, share of industry profit) 

o Customer satisfaction:  
! Churn (% of customers lost) 
! Number of complaints received/resolved 

o Market share: 
! % market share 
! % market share growth/decline 
! Performance relative to competitors 

o Brand equity 
! Awareness 
! Preference 
! Loyalty 

• SWOT Analysis 
o Strengths: attributes of the organisation that helps its achieve its 

objectives 
o Weaknesses: attributes of the organisation that hinder it in trying to 

achieve its objectives 
o Opportunities: external factors that are potentially helpful to 

achieving the organisation’s objectives 
o Threats: external factors that are potentially harmful to the 

organisation’s efforts to achieve its objectives 
o Strengths and weaknesses are internal factors, controllable by the 

organisation 
o Threats and opportunities are beyond the organisation’s direct control 

 


