
Chapter 1 – Introduction to Marketing 
What Is Marketing? 

Marketing is 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.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Evolution of Marketing  

Trade – People exchanged what they have for what they wanted so marketing core ideas 
didn’t exist.  

Production Orientation – As technology and infrastructure were developed and built, businesses 
were able to produce greater volumes and demand was strong. Marketers offerings were 
largely determined by what could be made and what people bought was largely determined 
by what was available.  

Sales Orientation – Competition increased, and marketing focused on increasing profits through 
advertising and one-to-one selling. Marketing was defined as the performance of business 
activities that direct the flow of goods and services from producers to consumers.  

Market Orientation – Consumers had a large variety to choose from and businesses realised they 
would not automatically buy any product that a business happened to devise. Marketing 
became mainstream business practice as businesses were successful who adopted marketing 
orientation in which businesses worked to determine what potential customers wanted and 
then made products to suit.  



Societal Market Orientation – Businesses need to satisfy customers and ensure they are socially 
responsible corporate citizens. Businesses face well-informed customers with large number of 
competing products. Marketers broadened the concept of market orientation to not only 
consumers but the wider society.  

Where Now/Where Next? The most recent advancement in marketing is the idea of service-
dominant logic which is a move away from goods-dominant mentality. It moves away from 
tangible resources and focuses on service exchanges. Companies seek a deep understanding of 
customers and utilise communication to engage with customers at all stages of the marketing 
process.  

The Marketing Approach to Business – Marketing puts customers, clients, partners and 
society to the heart of all business decisions. Marketers prefer knowing what products are 
valued by customers or wanting to be offered by consumers. Marketers need to learn what 
customers, clients, partners and society want with an ongoing process called customer 
preferences and continually evolving. Marketers are creative and develop new ideas.  

The Marketing Process – The marketing 
process involves understanding the market to 
create, communicate and deliver an offering for 
an exchange. This may start from market research 
to gain insights into a problem faced by marketers.  

The Exchange of Value – An exchange is a 
mutually beneficial transfer of offerings of value 
between the buyer and seller. Value is a 
customer’s overall assessment of the utility of an 
offering based on perceptions of what is received 
and what is given. Value changes with each purchase, experience and conversation that a 
person has.  

The Market – The market is a group of customers with different needs and wants. Markets 
cover varying groups of customers from geographic markets, product markets and 
demographic markets.  

Customers – Customers are those who purchase products for their own or someone else’s 
use while consumers are people who use the good or service.  

Partners – Partners are organisations or individuals who are involved in the activities and 
processes for creating, communicating and delivering offerings for exchange.  

Clients – Clients are customers of not-for-profit organisations or social marketers.  

Society – Society is a body of individuals living as members of a community.  

Ethics, Corporate Social Responsibility and Sustainable Marketing  

Ethics – Ethics refers to the set of moral principles that guide attitudes and behaviour. It 
involves doing the right thing. The way individuals and organisations conduct themselves in 
society is governed by law. Most law is derived by ethics. CSR is that businesses have an 
obligation to act in the interest of the societies that sustain them.  
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It is an overarching 
responsibility that 
affects all aspects of a 
business’s operations 
and involves all of its 
stakeholders.  

Sustainability – 
Sustainable 
development is the 
development that 
meets the needs of the 
present without 
compromising the 
ability of future 
generations to meet 
their own needs. 
Sustainable marketing 
refers to the marketing 
profession’s obligation to change marketing processes in which the exploitation of resources, 
the direction of investments, the orientation of technological development and institutional 
change are made consistent with future as well as present needs.  

The Marketing Mix  

The marketing mix is the term given to a set of variables that a marketer can exercise control 
over in creating an offering for exchange. A target market is a group of customers with similar 
needs and wants. This includes: 

• Place   • Promotion  • Process • Physical 
evidence  

• Price  • Product • People 

Chapter 2 – The Marketing Environment and Market Analysis 

The Marketing Environment 

The marketing environment refers to all of the internal and external forces that affect a 
marketer’s ability to create, communicate, deliver and exchange offerings of value. Marketers 
seek to monitor, understand, respond to and influence their environment. Environmental 
analysis is an analytic approach that involves breaking the marketing environment into 
smaller parts to better understand it.  

Internal Environment  

The internal environment refers to the parts of the organisation, the people and the processes 
used to create, communicate, deliver and exchange offerings that have value. The internal 
environment is directly controllable by the organisation. The main parts of a typical 
organisation include senior management, middle management, functional management, 
employees and external vendors.  



Internal Marketing – Internal marketing is a 
cultural framework and a process to achieve strategic 
alignment between front-line employees and 
marketing. The external environment is concerned 
with things outside the environment which the 
organisation cannot control.  

Micro Environment  

The micro environment consists of customers, 
clients, partners and competitors and is not directly 
controllable by the organisation. They can be 
influenced.  

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

• Understand what their customers value now  
• Be able to identify any changes in customer preferences 
• Be willing and able to respond to changes  
• Anticipate how needs and wants might change in the future 
• Be able to influence customer preferences  

Partners – Marketers need to understand their partners, how each partner’s processes work 
and how their partnerships benefit each party. Partners include logistic firms, financiers, 
advertising, agencies, retailers, wholesalers and suppliers.  

Suppliers – Marketers need to know their existing and potential suppliers’ costs, availability, 
time frames and planned innovations to determine how they can best create value. They also 
need to know and manage the risks involved in their dependency on their suppliers.  

Competitors – To succeed, marketers must ensure their offerings provide their target 
market with greater value than their competitors’ offerings. Types of competition include: 

Pure 
Competition 

Numerous competitors offering undifferentiated products and therefore no 
market power such as sugar.  

Monopolistic 
Competition  

Numerous competitors offering similar products and wanting to 
differentiate such as laptops of  Apple and Windows. 

Oligopoly A small number of competitors offer similar but differentiated products such 
as Walt Disney and 21st Century Fox.  

Monopoly One supplier with substantial barriers to new entrants such as government 
services like provision of roads and rails. 

Monopsony The market situation where there is only one buyer controlling market 
power.  

 

 



The Macro Environment  

The macro environment encompasses the factors outside the industry that influence the 
survival of the organisation and can be at any geographic level.  

Political • Stability of the political environment  
• Influence of government policy, laws and regulation  
• Government trade agreements 
• Taxation and government rebate policies 

Environmental • Ecological and environmental aspects such as weather, climate and 
climate change  

Sociocultural • Region, culture, subculture, values, attitudes and beliefs 
• Population trends including age, household size and composition, 

marriage and divorce trends, places lived, ethnicity and health 

Technological  • Whether offerings can be made more cheaply or higher quality 
• Whether technology can be used to innovate  
• Whether distribution or communication can be improved  

Economical • Interest rates, economic growth and consumer confidence 
• Income level, savings, credit and spending levels  
• Level of inflation, employment and unemployment  
• Exchange rates and balance of trade 

Legal • Laws including Competition and Consumer Act, Privacy Act, Spam 
Act, Sale of Goods Act and the Prices Surveillance Act 

• Regulations from industries such as the advertising standards Bureau  

Political Forces – This describe the influence of politics on marketing decisions.  

Environmental Forces – This describes the environmental factors that affect individuals, 
companies and societies.  

Sociocultural Forces – This describes the social and cultural factors that affect people’s 
attitudes, beliefs, behaviours, preferences, customs and lifestyles.  

Technology – Finding better ways to do things.  

Economic Forces – This refers to the factors that affect how much money people and 
organisations can spend and how they choose to spend it. The obvious components are 
income, prices, the level of savings, the level of debt and the availability of credit.  

Legal Forces – Laws and regulations are intimately tied to politics. Elected officials and the 
bureaucracy that works for them are responsible to make legislations. Regulations are made 
under conditions established by the legislation and tend to deal with more minor or more 
specific issues than legislation. Laws and regulations govern what marketing organisations can 
and cannot legally do.  


