
MARKETING 1 - Overview 
 

 Marketing Definition 
-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 
 
• Marketing Process 
-Process that involves understanding the market to create, communicate and deliver an offering for 
exchange of value  

 
 Core Concepts 

-Needs, wants and demands -> Product offering -> Value, satisfaction and quality -> Exchange, 
transactions and relationships -> Markets 
-Market orientated: Focus on people’s wants/needs 
 

 Customer Needs 
-Innate needs: Physiological needs considered primary needs (food, water, air, clothing) 
-Acquired needs: Psychological needs considered secondary needs which are learned in response to 
culture or environment (esteem, prestige, affection, power, image) 
-Communication must tune into the needs that affect purchase decisions 
-Benefits provided by marketers that attempt to satisfy consumer needs 
-Need recognition is the difference between an actual state and the desired state which can be 
triggered both internally (hunger, thirst, normal needs) and externally (advertising, environment) 
 

 Product Offering 
-Refers to more than just a tangible product (brand image is part of product) 
-Ideas (Nescafe big break, quit campaigns) 
-People (Kylie Minogue, David Beckham) 
-Services 
-Non-profit organisations 
-Events (Olympics etc) 
 

 Value, Satisfaction and Quality 
-Customer Value: The difference between the values the customer gains in owning and using a product 
and the costs of obtaining the product 
-Customer Satisfaction: The extent to which a product’s perceived performance matches a buyer’s 
expectations - could lead to continual use 
-Quality: In engineering sense is ‘free from all defects,’ in marketing sense, is continual customer 
satisfaction 
-Satisfaction = Service Quality = Positive Behavior = Market Share = Profit? 
 
 
MARKETING 2 - What is marketing offering? 
 

 Definitions 
Product 
A good, service or idea offered to the market for exchange 
Good 
A physical (tangible) offering capable of being delivered to a customer 
Service 
Intangible offering that does not involve ownership 
Idea 
Concept, issue or philosophy offered to the market 
 

 Product 



Total product concept 
-Describes the core product, expected product, augmented product and potential product in order to 
analyse how the product creates value for the customer. Potential eventually becomes augmented 
which eventually becomes expected 

 
 

 Service and services 
Service 
-Activities, performances or benefits that are offered for sale but which involve neither an exchange of 
tangible goods nor a transfer of title (E.g. an airline, uni) 
Services 
-The act of delivering a product involving human, intellectual or mechanical activity that adds value to 
the product 

 Services product classification 
Consumer services 
-Purchased by individual customers or households for their own private consumption (E.g. airlines, 
banking, hairdressing, restaurants) 
-During economic growth, demand for services generally increases 
 

 The services marketing mix 
-The unique characteristics of services are intangibility, inseparability, heterogeneity and perishability 
Intangibility 
-Services cannot be easily perceived by the five physical senses, increasing customer feelings of 
uncertainty and risk bout the purchase. To reduce this anxiety: Use tangible cues (logos, uniforms), use 
use guarantees, testimonials and word-of-mouth 
Inseparability (or simultaneity) 
-The characteristic of being produced and consumed simultaneously. Buyers and sellers of services are 
frequently ‘co- producers’ of the service 
-Need to be concerned with their technical skill and customer service delivery; may need to promote via 
personal selling  
-Delivering services face-to-face promotes trust  
Heterogeneity 
-Inevitable variations in quality in the delivery of a service product. 
-Key strategies to overcome heterogeneity (E.g. difference of lecturers at uni) include: Develop service 
delivery systems (E.g. McDonald’s), manage customer expectations and invest heavily in staff training 
Perishability 
-The inability to store services for use at a later date 
-Supply and demand can be balanced by: stimulating demand (E.g. cheaper movie tickets on Tuesday), 
restricting demand, increasing or decreasing supply capacity 
-When demand fluctuates over time, flexible pricing can be used 
 

 How to measure customer satisfaction 
1. Dependent variable of overall customer satisfaction, and ask ‘how satisfied are you on a scale of 1-

10?’ Find independent variable; what drives the dependent variable? (Items related to constructs) 
2. Ask people what their expectations are, and how well the company delivered this 
 



 The extended services marketing mix - People, process and physical evidence 
-Elements of the extended services marketing mix, focusing upon ‘the delivery of the promise’ 
People 
-Create and deliver the service, and affect value for the customer as they are directly involved in the 
service experience 
-Staff is the most controllable factor in service delivery. Must choose staff who are: Technically 
competent, able to deliver high standards of service, and able to promote products through personal 
selling 
Process 
-All of the systems and procedures used to create, communicate, deliver and exchange an offering. The 
process should result in a performance that exceeds the customer’s expectation 
-Functional expectations: Expectations of the technical delivery of the service transaction 
-Customer service expectations: Related to the service experience 
Physical evidence 
-Tangible cues that can be used as a means to evaluate service quality prior to purchase 
-The physical environment includes architectural design, floor layout, furniture, shop or office fittings, 
colours, background music and smell 
 

 Services marketing challenges 
-Search qualities can be evaluated prior to purchase, such as colour, size and smell 
-Experience qualities are evaluated during and after the service delivery 
-Delivery consistent customer service quality requires: 

1. Understanding customers’ expectations  
2. Establishing service quality standards  
3. Managing customers’ service expectations  
4. Measuring employee performance  

 
 Personal branding 

-Think about your own point of difference (POD). What sets you apart from your peers, colleagues and 
competitors? What unique benefits do you offer above the competition? A POD is only valid to your 
target market if it is: Relevant, distinct and believable 
-Must consider personality, competencies and areas of expertise, and what your brand stands for 
 

 Major elements of brand equity 
 

 
 

 Branding 
Brand 
-A collection of symbols such as name, logo, slogan and design intended to create an image in the 
customer’s mind that differentiates a product from competitors’ products 
Brand image 
-The set of beliefs that a consumer has regarding a particular brand 



-Fits in to ‘brand associations’ 
-Has brand attributes (E.g. symbols/designs), brand values (E.g. response to customer in crisis), brand 
benefits (E.g. status when wearing clothes), brand personality 
Brand name 
-Part of a brand that can be spoken, including words, letters and numbers 
Brand Mark 
-The part of a brand not made up of words (often consists of symbols or designs) 
Trade Mark 
 -A brand name or brand mark that has been legally registered so as to secure exclusive use of the 
brand 
Brand Equity 
-Added value that a brand gives a product 
Brand loyalty 
-Customer’s highly favourable attitude and purchasing behaviour towards a brand 
Brand metrics 
-Measure the value of brands and include: Brand assets, stock price analysis, replacement cost, brand 
attributes, and brand loyalty 
	  


