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LESSON 1  Introduction

Marketing Definition

๏ the process of maximising returns to stakeholders by developing exchanges with 

valued customers and creating an advantage for them 
—> Not merely about selling and advertising! 

Exchange Definition

๏ the transfer of products (Goods, Services, Ideas) in return for something of value 

(Money, Credit, Labour, Goods) 

4 conditions that must exist for an exchange:

1. At least two parties must participate and each must possess something of value

2. Exchange should provide benefit to both parties

3. Each party must have confidence in the promise of the ‘something of value’ held by 

the other

4. The parties must meet expectations


Marketing is about Creating Value

๏Value Definition: the difference between the subjective benefits the customer gains from 

having access to or owning and using a product and the cost of obtaining it  
‣ many different types of values


Marketing Mix: 4 Variables

๏Marketing Mix Definition: Strategic variables controlled by a company to satisfy the 

need of their customers 
1. Product: anything that can be be offered to customers that might satisfy their needs 
or wants (goods, services, ideas) 
2. Price: value exchanged for products in a marketing transaction  
3. Place: the activities that make products available to customers when and where they 
want to access or purchase them  
4. Promotion: communication to build and maintain relationships by informing and 
persuading customers 
—> it is about making the right PRODUCT available in the right PLACE, PROMOTED to 
the right customers as the right PRICE acceptable to customers
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The Marketing Concept Philosophy

‣ a managerial philosophy which suggests that an organisation should try to provide 

products that satisfy customers’ needs through a coordinated set of activities that 
also allows the organisation to achieve its goals


‣ Major focus: customer satisfaction

‣ Satisfaction of both customers’ objectives and company’s objectives


Evolution of the Marketing Concept

1. Production Orientation (1850-1900)  

- customers prefer products that are available and highly affordable, focus on 
improving production and distribution efficiency, advancement in technology, used for 
manufactured products in high demand


2. Sales Orientation (1900-1950) 
- inside-out view that focuses on existing products and heavy selling, aims to sell what 
the company makes rather than make what the customer wants  
1. Starting Point: Factory  
2. Focus: Existing Products 
3. Means: Selling and Promotion 
4. Ends: Profits through sales volumes


3. Market Orientation (1950-2000)  
- takes an outside-in view that focuses on satisfying customer needs as a path to 
profits 
1. Starting Point: Market 
2. Focus: Customer Needs 
3. Means: Integrated Marketing 
4. Ends: Profits through customer satisfaction


Customers

๏Definition: the purchaser of products, such as goods, services, ideas and experiences

‣ Customers are the focal point of all marketing activities


Managing Customer Relationship

๏Relationship Marketing Definition: establishing long-term, mutually satisfying buyer-

seller relationship

‣ Customer Relationship Management (CRM)  

- using information about customers to create marketing strategies that develop and 
sustain desirable customer relationships


‣ Customer Value: a customer’s subjective assessment of benefits relative to costs in 
determining the worth of a product
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Current Issues in Marketing: Ethical Issues and Digital Marketing 

Ethical Issues in Marketing

๏Ethics Definition: judgement about what is right or wrong, expected moral standards of 

behaviour

๏Codes of Conduct Definition: formalised rules and standards that describe what the 

company expects of its employees

‣ Ethics is one dimension of social responsibility 

- being socially responsible relates to doing what is economically sound, legal, ethical 
and socially conscious 
- overall aim is improve society’s welfare


Digital Marketing

๏Definition: use of digital media including Internet and mobile interactive channels to 

develop communication and exchanges with customers

‣ social networks, media sharing websites, virtual websites, mobile devices, applications, 

wearable technology 
- The main distinguishing feature is interactivity that allows customers to express their 
needs and wants directly to the firm in response to its marketing communications


‣ ethical and legal issues including privacy concerns, online fraud, and intellectual 
property
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LESSON 2   The Marketing Environment

The Marketing Environment

๏Definition: forces external to the company that directly or indirectly influence a firm’s 

acquisition of inputs and creation of outputs  

‣ Monitoring the marketing environment is critical for the firm’s long term survival and 
achievement of goals, because… 
- it can change rapidly (financial crisis, change of policy, natural disaster)  
- it is unpredictable (death of CEO) 
- it can offer opportunities or threats (investment opportunities, new technology 
innovations) 

‣ Firms may need to take a proactive or reactive approach to the marketing environment  
- Proactive steps are preferred 
- firms must take the marketing environment into account when developing their 
strategies


How to monitor the Marketing Environment?

1. Environmental Scanning 

- the process of collecting information about forces in the marketing environment 
through observation of secondary resources (newspaper, the news, business reports, 
trade expos)


2. Environmental Analysis 
- the process of assessing and interpreting the information gathered through 
environmental scanning


External Forces in the Marketing Environment

1. Competitive 
2. Socio-cultural 
3. Political 
4. Legal & Regulatory 
5. Technological 
6. Economic 

Force 1: Competitive Forces 
‣ other companies selling similar or substitute products

‣ Direct vs. Indirect Competitors 

- Direct Competitors: other firms that market products that are similar to or can be 
substitute for a firm’s produce in the same target market segment (eg. 2 plane 
companies) 
1. Brand Competitors: everything is similar except for the brand name 
2. Product Competitors: same product class, but features and price are different 
- Indirect Competitors: products are different but can satisfy the same consumer need 
(eg. bus and plane company) 
3. Generic Competitors: very different product but meets same basic customer need  
4. Total Budget Competitors: any product that is the same price  


