
Marketing summary notes 

 

Topic 1 

Marketing is the activity, set of institutions, and processes (way of doing business, market at 

heart of decisions) for creating, communicating, delivering (distributed r p r t)and exchanging 

offerings that have value for customers, clients, partners and society at large. Aim to make 

mutually beneficial exchanges. - an exchange= >2 participants, both parties must benefit 

 

The Marketing Process - It involves analysis and assessment of the marketing environment, 

as well as consumer and business buying behaviour • Understanding the market to create, 

communicate and deliver an offering for exchange 

 

Late 1800’s/Early 1900’s – product orientation (what could be made, henry ford) 

1930’s – sales orientation (increase profits) 

Mid-late 1900’s – market orientation (consumer want) 

2000’s – societal market orientation – minimize negative impacts on society 

Future – service dominant logic  (provide service, co-creation of value) 

Co-creation – process whereby consumer experiences are used to drive org improvement 

resulting in enhanced market performance for firm (loyalty) 

Value (total offering) – customer’s assessment of the utility of an offering based on 

perceptions of what is received and what is given. Evolving. Value = quality/price.  

 

5 Market Groups:  

•Customers purchase goods and services for their own or other people’s use.  

• Consumers use the good or service.  

• Clients are ‘customers’ of the products of not-for-profit organisations.  

• Partners are all organisations or individuals who are involved in the activities of the 

exchange process (partners are not customers)  

 

Ethics - A set of moral principles that guide attitudes and behavior. Subjective, cant be 

simplified as a set of rules.  

 

The marketing mix -A set of variables that a marketer can exercise control over in creating an 

offering for exchange. • Traditionally known as the 4 Ps: – Product – Price – Promotion – 

Place (distribution) Also: people, process, physical evidence for service. 

 

People - Anyone coming into contact with customers who can affect value for customers. • 

This includes employees and other customers.  

 

Physical evidence - tangible cues that can be used to evaluate service quality prior to 

purchase. E.g. Lighting and store fittings, music, photographs  

 

Process - the systems used to create, communicate, deliver and exchange the offering. 

 

Topic 2 

 

Market research - A business activity that discovers information of use in making marketing 

decisions. Informs -  market segmentation, sales performance, 4 p’s, behavior. 

Market research informs all aspects of the marketing process within an organization.  

 



Marketing Information System: The structure put in place to manage information gathered 

during the usual operations of the organization.  

 

Parts of MIS – marketing intelligence (sales representative reports, competitor actions, 

customer complaints/compliments), market research (problem, research design, data 

collection, data analysis, findings), internal reports (accounting, sales, production, 

distribution reports) 

 

Components of market research 1. Defining the research problem 2. Designing the research 

methodology 3. Collecting data in accordance with the research design 4. Analyzing data and 

drawing conclusions 5. Presenting the results and making recommendations. Consider these 

before completing market research - Relevance • Timing • Availability of resources • Need of 

new information • Cost benefit analysis 

 

1. Defining the research problem - the question that the market research project is intended 

to answer.  

2. Designing the research methodology - The detailed methodology created to guide the 

research project and answer the research question. Types of Research: 

Exploratory research - research intended to gather more information about a loosely defined 

problem (qualitative research) Descriptive research - used to solve a particular and well 

defined problem by clarifying the characteristics of certain phenomena (quantative) Casual 

research - research that assumes a particular variable causes a specific outcome and then, 

tests whether the variable does affect the outcome (quantative) 

Data types: Secondary data - Data originally gathered or recorded for some purpose other 

than to address the current research problem. Already exists. Allows for data mining. 

Primary data - Data collected specifically for the current research problem. Expensive, time 

consuming, not readily available. 

  

3. Collecting data in accordance with the research design – gantt chart 

4. Analyzing data and drawing conclusions – excel, quant/qual analysis 

5. Presenting the results and making recommendations. Conclusions state what the data 

has shown in terms of the original research question, and suggest one or more courses of 

action. • Recommendations are possible courses of future action. Reporting - presenting 

research findings to enable decision makers to use the information.  

 

Market research brief - a set of instructions and requirements that generally states the 

research problem and the information required, and specifies the timeframe, budget and other 

conditions of the project. -Executive Summary • Introduction • Background • Problem 

definition • Time and budget • Reporting schedule • Appendices  

 

Topic 3 

Consumer behavior -The analysis of the behavior of individuals and households who buy 

goods and services for personal consumption.  

 

Influences on Consumer Behavior 

• Situational • Group • Individual 

 

 

 



Situational Factors -  The circumstances consumers find themselves in when they are 

making purchasing decisions and/or consuming the product.  

 

Physical. Social. Time. Motivation.  Mood 

 

Group factors - Consumers’ purchasing decisions are profoundly affected by factors or 

influences from groups with which the individual interacts.  

 

Group factors include:  

• Cultural Factors – the influence of the values, beliefs and customs of the person’s 

community. Culture, subcultural, social class 

• Social Factors – the influence of other people. Reference groups, family, roles.  

 

Cultural factors  

-Influences on behaviours that operate at the level of the whole society, or of major groups 

within society. 

 

Culture - The system of knowledge, beliefs, values, rituals and artefacts by which a society or 

other large group defines itself.  

• Tangible (housing) 

• Intangible (laws, religion) 

-Core cultural values are resistant to change 

-Differences in national culture - Hofstede’s dimensions of culture 

• Power distance – degree of inequality among people  

• Uncertainty avoidance- ppl feel threatened by uncertainty and rely on mechanisms to 

reduce it 

• Individualism- focus on their own goals over goals of group 

• Masculinity-traditionally masculine values (status and success) are valued over 

traditionally feminine values (quality of life) 

• Long term orientation 

 

Subcultures - Group of individuals whose members share common attitudes, values and 

behaviours that distinguish them from the broader culture in which they are immersed  

 

• Usually identified based on differences in key demographic characteristics (age, ethnicity, 

geographic location or religious affiliation) 

 

Subcultures are important to marketers when: 

 

 • purchasing behaviour are significantly different from the remainder of the population  

• they represent a distinct commercially significant marketing opportunity. E.g. surfers 

 

Social class - The group comprising individuals of similar rank in the social hierarchy. 

 

• In Australia, an individual’s social class is defined by the values and lifestyles but 

income and occupation also plays important part 

 

Social Factors - Concerned with developing an understanding of the behaviour of the 

individual within the wider group.  
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