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MARKETING FOUNDATIONS NOTES 

o Partners 
o Government 

The Triple Bottom Line 
 

 

 

 

 

 

 

 

 

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 

o Product 
o Price 
o Promotion 
o Place (distribution) 

Why Study Marketing? 
 Firms with a market orientation perform better than firms without a market orientation. 
 They have better profits, sales volumes, market share and return on investment when 

compared to their competitors. 
 Every employee is a stakeholder in the success of their organisation. 
 Marketing drives economic growth; marketers play a role in stimulating consumer demand. 
 Developing social change programs to influence the voluntary behaviour of target audiences 

to improve the welfare of the society. 

The Marketing Environment 
 All of the internal and external forces that affect a marketer’s 

ability to create, communicate, deliver and exchange offerings of 
value. 

 Environmental analysis is a process that involves breaking the 
marketing environment into smaller parts in order to gain a 
better understanding of it. 

Internal Environment 
 The parts of the organisation, the people and the processes used to create, communicate, 

deliver and exchange offerings that have value. 
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 The organisation can directly control its internal environment. 
 Strengths and weaknesses are internal factors that positively and negatively affect the 

organisation’s ability to compete in the marketplace. 

External Environment  
 The people and processes that are outside the organisation and cannot be directly 

controlled. 
 Outsourcing  Transferring an internal function to an external provider. 
 Opportunities and threats External factors that positively and negatively affect the 

organisation’s ability to serve the market. 

The Micro-Environment 
 The forces within an organisation’s industry that affect its ability to serve its customers and 

clients — target markets, partners and competitors. 
 The micro‐environment is not directly controllable by the organisation. 
 It consists of: 

Customers and Clients 
 Marketers must understand the current and future needs and wants of their target market: 

o Understand what their customers value now 
o Identify changes in customer preferences 
o Be willing and able to respond to changes 
o Anticipate how needs and wants might change 
o Be able to influence customer preferences. 

Partners 
 Logistics firms – storage and transport 
 Financiers – banking, loans, insurance 
 Advertising agencies 
 Retailers 
 Wholesale – storage and distribution 
 Suppliers 

Competitors 
 Marketers must ensure their offerings provide their target market with greater value than 

their competitors’ offerings. 
 Marketers seek to understand their competitors’ marketing mix, sales volumes, sales trends, 

market share, staffing, sales per employee and employment trends. 

The Macro-Environment 
 The macro‐environment framework has been called the PESTEL framework. It includes: 

Political Forces 
 The influence of politics on marketing decisions. 
 Politics is directly relevant through: 

o lobbying for favourable treatment and regulation at the hands of the government 
o the very large market that the government and its bureaucracy comprise 
o the effect of political issues on international marketing. 
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Economic Forces 
 Factors that affect how much people and organisations can spend and how they choose to 

spend it.  
 Forces include income, prices, the level of savings, the level of debt and availability of credit. 

Sociocultural Forces 
 This affect people’s attitudes, beliefs, behaviours, preferences, customs and lifestyles. 

Demographics 
 Statistics about a population: age, gender, race, ethnicity, educational attainment, marital 

status, parental status and so on. 
 The natural environment is an example of a sociocultural theme that has emerged recently. 

Technological Forces 
 Technology allows a better way of doing things. 
 Technology changes the expectations and behaviours of customers and clients and can have 

huge effects on how suppliers work. 

Environmental Forces 
 Growing ecological awareness and social changes influence how firms will operate. 

Legal Forces 
 Laws and regulations govern what marketing organisations can and cannot legally do. 
 Laws and regulations fall into the following categories: privacy, fair trading, consumer safety, 

prices, contract terms and intellectual property. 

Situational Analysis 
 Identifying the key factors that will be used as a basis for the development of marketing 

strategy. 
 Marketing 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. 

Marketing Metrics 

 

SWOT Analysis 
 Analysis that identifies the internal strengths and weaknesses and the external opportunities 

and threats in relation to an organisation. 
o Strengths: Those attributes of the organisation that help it 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. 
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o Threats: External factors that are potentially harmful to the organisation’s efforts to 
achieve its objectives. 

 Strengths and weaknesses are internal factors, directly controllable by the organisation. 
 Threats and opportunities are beyond the organisation’s direct control. 

  


