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Topic 1: What is Marketing?  

1.) Define marketing, and outline the steps in the marketing process. 

Marketing= The activity, set of institutions, and process for creating, communicating, delivering and 

exchanging offers that have value for customers, clients, partners and society at large. 

-Managing profitable customer relationships. 

Steps in the Marketing Process  

1.) Understand the marketplace and customer needs, wants and demands. 

2.) Design a customer driven market strategy  

3.) Construct an integrated marketing program that delivers superior value. 

4.) Build profitable relationships and create customer delight. 

5.) Capture value from customers to create profits and customer equity (the value of your 

customers) 

2.) Explain the importance of understanding consumers and the marketplace. 

 

 

Needs, wants and demands  

Needs=essential for living 

Wants= The form human needs take as shaped by culture and personality  

Demands= Human wants that are backed by buying power. 

Market offerings  

A product that is some combination of goods, services and experiences that can be offered to a 

market to satisfy a need or want. 

 

Goods Services/experiences  

Persons  Places  

Organisations  Information  

Ideas   



Market Myopia= Mistake of paying more attention to the specific product a company offers than to 

the benefits produced by this product. 

Exchanges, transactions and relationships  

Exchange= obtaining a desired object by offering something in return. 

Transaction= Trade between two parties that involves at least two things with agreed upon 

conditions, time and place of agreement. 

Relationships= Marketers attempt to build and maintain desirable exchange relationships. 

Markets  

The set of all actual and potential buyers of a product or service.  

3.) Identify the key elements of a customer-driven marketing strategy.  

 

Managing Customer Demand  

Marketing Decisions  

 

De-Marketing 

Permanently= To discourage anti-social 
behaviour  
Eg.) Stop cocaine consumption  

Temporarily= To cope with peak demand 
periods and overfull demand 
Eg.) Put the prices up at the zoo during summer 

 

The Extended Marketing Mix 

 

 

 

 

 

 

 

 

 

 

What customers will we serve? How can we serve our customers best? 

Eg.) Who is our target market? Eg.) What is our value proposition? (benefits 
and values it promises to deliver to customers) 

Finding, increasing and retaining demand Changing or reducing demand  



Marketing Management Orientations  

There are five alternative concepts under which organisations may carry out their marketing 

activities:  

Production concept  Consumers will buy products that are highly 
affordable and available. Businesses should 
therefore look to improve production and 
distribution. 
 

Product concept  Consumers will buy products that offer the 
most quality, performance and features and 
organisations should devote time to making 
product improvements.  
 

Selling concept Consumers will not buy a product unless it has 
been heavily advertised. 
 

Marketing concept  Achieving organisational goals is all about 
knowing the needs and wants of the target 
market and delivering the desired satisfaction 
better than the competitors do. 
 

Societal Marketing Concept  The idea that company’s marketing decisions 
should consider consumer wants, the 
company’s requirements, consumers long term 
interests and society’s long term interests. 

 

Building customer relationships  

Customer relationship management  The overall process of building and maintaining profitable 
customer relationships by delivering superior value and 
satisfaction. 
 

Customer perceived value  The customer’s evaluation of the difference between all 
the benefits and costs of one product in comparison to 
another. 
 

Customer satisfaction  The extent to which a product’s perceived performance 
matches or exceeds a buyer’s expectations. 
 

Customer-managed relationships  Marketing relationships in which customers, empowered 
by today’s technology interact with other companies and 
each other to shape their relationship with brands. 

 

The Changing Marketing Landscape  

The uncertain world economy Rapid globalisation 

Growth of not for profit market Sustainable marketing 

Digital age Measuring marketing’s contribution to 
individual performance  



 


