
Chapter 1 

Marketing the process of maximising returns to stakeholders by developing exchanges 

with valued customers and creating an advantage for them. 

 A Stakeholder constituents who have a claim, in some aspect of a company’s 

product, operations, market, industry and outcome. 

 Exchanges the provision or transfer of good, service, an idea, an experience in 

return for something at a value. 

 Valued customers mean that normal a business has a return customer base and 

deals with the same customers, they’re a source of current revenue 

  Advantage giving the customers the benefits that they seek when they buy a 

product, if one business does that better than the customer will return more often. 

Target Market is a specific group of customers on whom an organisation focuses its 

marketing efforts. 

Marketing Mix Four marketing activities (or variables) product, pricing, distribution and 

promotion that an organisation controls to meet the needs of customers within its target 

market.

Marketers combine and balance these four elements when determining how to satisfy 

customers’ needs for a product:  

1. Product 2.  Price 3.  Place 4.  Promotion 

Sometimes called the 4Ps 

 

 

 

 

 

 

 



Expanded marketing mix Also known as the extended marketing mix or 8Ps the variables 

used in strategic marketing planning, i.e. the controllable variables a company can use 

to respond to changing market conditions includes product, place, promotion, price, 

people, physical evidence, processes and partnerships 

More recent marketing professionals have suggested expanding the marketing mix to 

include important variables: 

5. People  6. Physical evidence  7. Processes  8. Partnerships 

The ‘expanded marketing mix’ 8Ps 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Marketing environment the competitive, economic, political, legal and regulatory, 

technological, and sociocultural forces that surround the customer and affect the 

marketing mix 

 

 

 



 

 

• Those involved in the marketing process, including customers, personnel and other 
customers present when exchanges took place 

• They are the focal point of all marketing activities 
 

• A specific group of customers on whom an organization focuses its marketing efforts 
 

• Good (tangible) 
• Service (intangible) 
• Idea (intangible) 
• Experience (intangible) 

 

• Relates to decisions and actions associated with establishing pricing objectives and 
policies and determining product prices 

• Determines the value of the exchange 
• Competitive tool for the company 
• The cost of the product for the customer  

 

• Minimize costs of inventory, transportation and storage 
• Select/motivate intermediaries 
• Establish/maintain inventory control 
• Develop/manage transportation and storage systems 
• Use of the Internet and e-commerce to facilitate distribution 
• Make products available in the quantities desired in the right place at the right time 

 

• Advertising 
• Public relations 
• Personal selling 
• Sales promotions 
• Viral marketing 

 

• Staff 
• Sometimes prominent 
• Sometimes hidden 
• Variable reliability 

• Guests and participants 
• Potential customers given clues by 8Ps 

 

• A product is demonstrated by 
• Location 
• Decor 
• Lighting 
• Other physical elements 

 

• Use of technology to automate processes 
• Origins of goods can be used to show supply chain 

• Establishing, maintaining and nurturing relationships important 
• Media, communications and information partnerships important 
• Two-way dialogues with social media 



Marketing Concept A managerial philosophy that an organisation should try to satisfy 

customers' needs through a coordinated set of activities that also allows the 

organisation to achieve its goals 

Organisation Goals are things that a firm would like to achieve for example: 

 Profits 

 Returns on assets 

 Return on investments 

 Market shares 

 To be market leader 

 Sales growth 

 Shareholders dividends 

 

 

 



Evolution of the marketing concept 

 

Production orientation (1850-1900) 

 Come about in the western countries on the industrial revolution 

 1850 increase specialisation, division of labour, development of energy and 

transportation made large scale factor assembly lines common 

 Mechaniser specialisation made standardisation, the reduction of cost and 

improvements in efficiency   

 As production increase, rapidly branded developed as it distinguished one brand 

from another  

 Products once self-made were widely available in shops 

Sales orientation (1900-50) 

 During 1920-50 demands were lower in comparison 

 Businesses couldn’t depend on customers buy their products just because they 

were produced and available to the market 

 Consumers need to be sold the products 

 Personal selling, advertising and distribution were the key areas that business 

focused on to maintain large scale production. 

Market Orientation (1950-2000) 

 Organisations knew that they needed to know what customers wanted so they 

knew what to produce 

 Required information or intelligence regarding the customer and the market prior 

to the product development 

 This process must work across the whole origination 

 This is a top manager approach and marketing should be represented at the 

highest level of the organisation 

 Requires an organisation culture, to support the philosophy 

 Certain culture values are needed to operationalise the marketing concept 

 The organisation may need to restructure and change internal process to support 

the market orientation 

 



 


