
MARKETING PRINCIPLES 

Introduction to Marketing 

What	is	Marketing?	

Marketing is managing profitable customer relationships. It is a set of institutions and processes for creating, 
communicating and delivery and exchanging offerings that have value for customers, clients, patrons and society. The 
firm should generate profit while customers get value and satisfaction.  

* Elements: Product, price, place, promotion, processes, people, physical evidence (4Ps for goods, 7Ps for 
services). 

* Two-fold goal: attract new customers by promising superior value and keeping and growing current customers by 
delivering satisfaction and excitement.  

* Successful marketing includes great strategy, dedicated employees, good information systems and excellent 
implementation with strong market orientation (focusing on customers and competitors). Marketing managers 
should also act as a profit manager. 
What customers will we serve? And how can we serve these customers best? 

Marketing landscape: Uncertain economy, rapid globalisation, contribution to performance, growth of not-for-profit 
marketing, digital age and sustainable marketing.  

Marketing process: Create value for customers by understanding needs/wants, designing customer-driven marketing 
strategy, constructing value-filled marketing programs and building profitable relationships while creating customer 
delight. Capture value from customers in return to achieve profit, customer equity and customer-managed 
relationships.  

Marketing Paradigm Shift: originally a transactional view about winning the sale, maximising profit, not expecting 
repeat sales, win-lose goal and believing there’s endless new customers. Now there is a relationship view about 
helping the customer, building a long-term relationship, repeating business, win-win goal and believing the customer 
is the most important part of the business. 

Core	Marketplace	and	Customer	Concepts	

Customer needs, wants and demands 

* Human needs are states of felt deprivation, physical, social or individual. If a need is not satisfied people with either 
reduce it or find objects to satisfy it. 

* Wants are the form of needs shaped by culture and personality. People have unlimited wants but limited resources 
so choose products that provide the most value and satisfaction.  

* Demands are wants backed by buying power. 
* Qualitative and quantitative research undertaken to understand unmet needs, wants and demands and to look for 

patterns in purchase data, complaints, inquiries, warranty claims and service performance data. Observations 
assist making marketing decisions.  

Market offerings: goods, services and experiences 

* Marketing offering is a product, tangible or intangible, that is some combination of goods, services and experiences 
to satisfy a need or want.   

* Marketing myopia is the mistake of paying more attention to the specific products offered than to the benefits and 
experiences produced by these products. Smart marketers look beyond attributes and create brand experiences.  

Customer value and satisfaction  

Exchanges, transactions and relationships 

* Exchange is the act of obtaining a desired object from someone by offering something in return.  
* Transaction is marketing’s unit of measurement.  



Markets 

* Market is where buyers and sellers meet – products are communicated by sellers to buyers who provide 
information and money in order to purchase these.  

* Marketing system incorporates major environmental forces which add value to each other including suppliers, the 
company and competitors, marketing intermediaries and consumers.  

Customer-driven	Marketing	Strategy		

Marketing management is the art and science of choosing target markets and building profitable relationships with 
them. Consider differentiation and position in the marketplace, aligned with a company’s value proposition.  

Marketing management seeks to affect the level, timing and nature of demand to help organisations achieve objectives.  

Segments are examined and analysed to select customers that will deliver profit. Strategy creates synergy. 

Managing demand  

* Demand comes from new customers and repeat customers.  
* Marketing management looks at finding and increasing and changing or reducing demand. 
* Where there is excess demand, demarketing is undertaken where the task is to temporarily or permanently reduce 

demand or shift it to another time or product.  
* Types of demand: negative demand (major part of market dislikes product and may even pay to avoid it e.g. 

vaccinations, dental work), no demand, latent demand (strong need that cannot be satisfied by existing product), 
declining demand, irregular demand, full demand, overfull demand (= demarketing), unwholesome demand 
(discouraged consumption).  

Marketing management orientations 

* Production concept: consumers will favour products that are available and highly affordable, and the organisation 
should therefore focus on improving production and distribution efficiency.  

* Product concept: consumers will favour products that offer the most quality, performance and features, and the 
organisation should therefore devote its energy to making continuous product improvements.  

* Selling concept: consumers will not buy enough of the firm’s products unless it undertakes a large-sale selling 
and promotion effort. Aggressive selling, typically for unsought goods so carries higher risks by focusing on sales 
rather than customer relationships.  
o Starts in the factory, focuses on selling and promoting existing products and generating profit through sales 

revenue – inside-out perspective.  
* Marketing concept: philosophy which holds that achieving organisational goals depends on knowing the needs 

and wants of target markets and delivering the desired satisfaction better than competitors do.  
o Starts in the market, focuses on consumer needs and integrated marketing and generating profit through 

customer satisfaction – outside-in perspective.  
* Societal marketing concept: a company’s market decisions should consider consumers’ wants, the company’s 

requirements, consumers’ long-run interests and society’s long-run interests. Emphasises sustainable marketing 
aims to achieve profitability for the firm, customer satisfaction and benefits to society.  

Customer	Relationship	Management		

Preparing an integrated marketing plan and program  

To deliver on its value proposition, the firm must create a need-satisfying market offering, decide how much to charge, 
make the offer available to target customers and communicate that offer.  

Understanding the marketplace and customer needs, designing a customer-driven marketing strategy and 
constructing marketing programs lead to profitable customer relationships.  

Product Variety, quality, design, features, brand name, packaging, sizes, add-ons, warranties, 
returns 



Price List price, discounts, allowances, settlements and credit terms 

People People interacting with people – relationships are most important 

Process Creating and enjoying experiences, increasing technology, etc. 

Placement Logistics Demand chain management, logistics management, channel management 

Physical Evidence Tangible goods, intangible services measured by satisfaction 

Promotion Advertising, personal selling, direct marketing, online marketing 

 
Customer relationships management (CRM) 

Narrowly, CRM is customer data management activity involving managing detailed information about individual 
customers and carefully managing customer ‘touch points’ to maximise loyalty. Broadly, it is the overall process of 
building and maintaining profitable relationships by delivering superior customer value and satisfaction while acquiring, 
keeping and growing customers.   

	


