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Week 1 – Introduction to Marketing 

• Definition of marketing 

o Marketing: the activity, set of institutions and processes for creating, communicating, 

delivering and exchanging offerings that have value for customers, clients, partners and 

society at large. 

o What is marketed? Physical objects, services, people, places, ideas 

• Evolution of marketing 

o Trade: simply people exchanging what they have for what they wanted 

o Production concept: making things that could be made (were the cheapest and had the 

biggest volume) and people had to buy them because that was what was available 

o Sales orientation: increasing profits through advertising. Focus on sales techniques 

because competition increased 

o Market orientation: determining what potential customers wanted and making products 

to suit. 

o Societal market orientation: not only satisfying the wants and needs of customers but 

ensuring that they benefit society as a whole and are socially responsible 

o Service-dominant logic: use a deep understanding of customers through communication, 

such as social media, to engage customers at all stages of the marketing process. Involve 

them in the process to make the best product. 

• Marketing process 

o The marketing process involves understanding, creating, communicating and delivering 

an offering for exchange of value 

o Understand: A marketer must understand the target market, identifying their needs and 

their wants 

o Create: An offering must then be created that our target market wants/needs. This is the 

process of building the offering (manufacturing a product, developing a service) 

o Communicate: The target market must be informed of the offering that is being sold, 

this involves promoting to communicate with the audience 

o Deliver: This stage is focused on how the product/service is to be reached by the 

consumer (e.g. brick and mortar store or online store) 

• Value exchange 

o Exchange: when parties perform a transaction that involves the transfer of something of 

value from each party to the other that the other wants. To be successful it must: 

▪ meet both party’s expectations (e.g. quality and price); and  

▪ benefit them both 

o There are 4 types of value 

▪ Functional value: The product does what I want it to do 

▪ Hedonic value: How the product makes me feel 

▪ Symbolic/Expressive value: How other people see you by using that product, it 

symbolises something about you 

▪ Cost/Sacrifice value: Price and convenience e.g. a meal deal at a fast food 

restaurant 

• The marketing mix (7 P’s) 

o Product → anything you offer to your target market (e.g. objects, services, people) 

o Price → cost to the consumer 
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▪ Not only money, other psychological costs too (e.g. convenience) 

o Place (Distribution) → How is the product transported; How can consumers get the 

product 

o Promotion → How do I communicate my offer to the target market? 

o People → People providing and influencing the customer’s service experience 

o Process 

o Physical evidence → Tangible clues about the service 

 

Week 2 – Marketing Environment 

• Elements of the organisation’s internal environment 

o Internal environment: the parts of the organisation, the people and the processes used 

to create, communicate, deliver and exchange offerings that have value. This is directly 

controllable by the company 

▪ The organisation 

• Culture of the organisation 

▪ People 

• Staff 

▪ Processes 

• How departments are set out 

• The way things are completed 

o Internal marketing: activities, processes, policies and procedures that treat employees 

as an internal market who need to be informed, educated, developed and motivated in 

order to serve clients more effectively. 

▪ It is a cultural framework to achieve strategic alignment between front-line 

employees and marketing 

▪ We need to treat employees as an internal market, and have systems in place 

▪ Examples: employee of the month, arranged social activities to build and 

maintain morale 

▪ Manage internal communication 

▪ Provide training needed by employees to attain company goals 

• Elements of micro-environment 

o 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 markets. 

• They need to know their customers and how they behave, and be able 

to identify how their preferences change and adapt to them or 

anticipate those changes 

▪ Partners 

• Marketers need to be able to understand their partners, how each 

partner’s processes work and how their partnerships benefit each party. 

• We need to be able to trust our supplies because it is an important 

relationship as their performance affects your performance and abilities 

• These include: 

o Advertising agencies 


