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WHAT IS MARKETING?
The process of maximising returns to stakeholders by developing exchanges with valued customers and creating an advantage for them. 

Marketing to facilitate exchange
· exchange: the transfer of products in return for something in value
Four conditions that must exist for an exchange:
· At least two parties must participate and each other possess      something of value
· Exchange should provide benefit to both parties 
· Each party must have confidence in the promise of the “something of value” held by the other
· The parties must meet expectations

Marketing is about creating value 
The difference between the benefits the customer gains from having access to or owning and using a product and the costs of obtaining it.

Marketing Mix 

What is Marketing Mix ?
Strategic variables controlled by a company to satisfy the need of their customers 
· product 
· price 
· place 
· promotion 

It is about making the right product available at the right place, promoted to the right customers at the right price acceptable to customers. 

Marketing Mix Variables
1. Product- anything that can be offered to customers that might satisfy their needs or wants
Price- value exchanged for products in a marketing transaction (only variable which brings revenue to the business)
2. Place- the activities that make products available to customers when and where they want to access or purchase them.
3. Promotion- communication to build and maintain relationships by informing and persuading customers. 

Products can be classified into goods or services or Ideas 
Goods- tangible which can be touched and felt (eg: clothes/shoes)
Services- Mostly intangible, cannot be touched or felt (eg:music concert)
Ideas- concepts or philosophies that a firm tries to sell to the potential customers (eg: cancer council- want people to use sunscreen when in the sun)

Marketing concept and Market orientation
I. 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. 
II. Customers satisfaction is the major focus of the marketing concept
III. Satisfaction of both customers’ objectives and company’s objectives
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Production orientation: customers prefer products that are available and highly affordable, products are in very high demand (technological advances can assist in this strategy) 
Sales orientation: focuses mainly on existing products, trying to sell this product to heavy promotions, profits they gain are though sales volume.
Market orientation: starts from the market itself, and tries to make products that meet customers needs and demands, sell this products though integrated marketing systems, profits are through customer satisfaction

MARKET ORIENTATION
The operationalization of the marketing concepts 
An organisation-wide commitment to researching and responding to customer needs 
· involves generation of marketing intelligence in relation to current and future customer needs, competitors and collaborators 
· involves inter-functional coordination of market intelligence across business functions 
· requires an organisation to be more responsive to such market intelligence

Relationship Marketing- Managing customer relationship 

How to manage customer relationships?
Relationship Marketing- 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. 

The role of marketing in the Society 

· Consumes large promotion of buyers’ dollars 
· Is used by non-profits 
· Is important to business and the economy 
· Fuels the global economy 
· Enhances consumer awareness 
· Connects people through technology 
· Promotes welfare of consumers and society 
· Creates career prospects 

Ethics in Marketing and Digital Marketing 

Ethics- judgement about what is right or wrong, moral standards of behaviour expected by a society 

Codes of conduct- formalised rules and standards that describes what the company expects of its employees 

Ethics is one dimension of social responsibility 
Social responsibility is when an organisation goes above and beyond the bare minimum legal requirements and executes activities which are socially conscious, economically sound, and for the wellbeing of the society. 

Overall aim is to improve SOCIETY’S WELFARE 

COLES advertisement about their bakery “baked today, sold today”

ACCC sued COLES for misleading and deceptive conduct, since their bread was not baked fresh but in fact made in overseas countries and delivered to Australia where they re-heat and sell the bread. 
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The Marketing environment 

External forces that directly or indirectly influence a firm’s acquisition of inputs and creation of outputs. 

Monitoring the marketing environment is critical. Why?
- It can change rapidly
- It is unpredictable 
- It can offer opportunities as well as threats 
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Firms should think carefully as to whether to take reactive or proactive approach to the marketing environment. But whenever possible, taking proactive steps is mostly preferred. 

VALUE MARKETING  

HOW CAN WE MONITOR THE MARKETING ENVIRONMENT ??
1. Environmental scanning- the process of collecting information about forces in the marketing through observation of secondary resources (business reports, newspapers, journals)
2. Environmental analysis- the process of assessing and interpreting the information gathered through environmental scanning

Understanding the current state of the marketing environment and recognising threats and opportunities arising from changes help to assess the performance of their current marketing efforts and develop future marketing strategies. 
Six External Forces in the marketing environment:
1. Socio-cultural 
2. Technological 
3. Economic 
4. Legal and regulatory 
5. Political 
6. Competitive 

External forces 
Competitors- indirect vs. direct competitors 
Direct competitors are other firms that market products that are similar to or can be substituted for a firm’s product in the same target market segment. 
· brand competitors- market products with similar features and benefits to the same customers at similar prices. 
· product competitors- compete in the same product class but market products with different features, benefits and prices. 
· generic competitors- provide very different products that can solve the same problem or satisfy the same basic customer need. 
· total budget competitors- compete for the limited financial resources of the same customer. 
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Monopoly has only one competitor, many barriers when entering the market, the product they sell almost has no substitute. (eg: water utilities)

Oligopoly has few competitors, some barriers when entering the market, the product they sell is homogenous or differentiated (with real or perceived differences). Eg: Toyota motors (cars)

Monopolistic competition has many competitors, no barriers to enter the market, the product they sell uses product differentiation with many substitutes. Eg: Clothing Jeans Wrangler

Pure competition had unlimited competitors, no barriers, the product they sell is homogenous products. Eg: Vegetable/fruit farm (cauliflower/bananas). 
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Promotion- how we communicate value to customers- TOOLS 

1. Advertising: commercial source of information , sourcereceiver (One way, Consumer cannot interact with the message), mass communication 
2. personal selling: not used for convenience products, interactive (one to one/ one to a few), used for specialty products 
3. sales promotions: encourage demand, incentive (eg: discounts, coupons, sample)
4. public relations: public is someone who is interested and/ an impact on the business, media, local public, building maintaining relationships with interested parties
5. direct marketing: data bases are used to gather information so that we can target known or interested buyers 
6. sponsorships: organisation will align themselves with a well known or admired person or event, no control on what the third person does, hence the activity of the third person influences on the reputation of the business. 

IMC- Integrated Marketing Communication
The coordination of promotional efforts for maximum informational and persuasive impact on customers. 
Clear, consistent and compelling. 

Objectives of promotion
1. Inform: create awareness, identify prospects 
2. Persuade: stimulate demand, encourage product trial, reduce sales fluctuations 
3. Remind: retain loyal customers, combat competitive promotional efforts 

Message appeal styles
Rational 
Emotional 
Moral 

Promotional objective is to persuade the customers to adopt a pet rather than buy one. 

Emotional appeal (create a feeling of guilt), rational appeal, moral appeal
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Marketing Research 
Marketing strategy 

Don’t study 
Product life cycle 
Development of new products 
Digital marketing 
Ethics 

Section A (2-3 pages per question)

Forces that are generally uncontrollable for an organisation to the entire industry- economic, competitive, socio-cultural, technological, legal and regulatory, political

Expanded P’s 

1. People- skill, knowledge, experience, personality (value will vary)
2. Process- for service and some product providers, its about how value is provided and improving how value is provided 
3. Physical evidence- atmospheric surrounding, trying to make the intangible, tangible
4. Partnerships- single firms cannot provide value on their own, they need to pair up with other firms to provide value to their customers. 

Define marketing research 
List and describe the five stages of the marketing research process 
Use an example to illustrate your answer 

Marketing research is the systematic design, collection and interpretation of data, as well as the reporting of information gained to help marketers solve specific marketing problems or take advantage of marketing opportunities. It is a process of gathering information that is NOT currently available to decision makers. 

There are five stages in the marketing process
1. determining the scope for marketing research- uncovering the nature and boundaries related to marketing strategy or implementation, departures from normal or expected marketing results 
identifying the problem and finding the gap of information needed and already have and distinguishing between problem and symptom. If the problem is not identified appropriately then the entire strategy falls efficiency 
2. Selecting the research method- an overall plan for obtaining the data needed to address a research problem or issue, choosing between the types of research, explanatory ( conducted to gather more data about a problem or to make a tentative hypothesis more specific), descriptive (conducted to clarify the characteristic of certain phenomena and thus solve a particular problem) and experimental (research that allows marketers to make casual inferences about relationships). 
3. Collecting and preparing the data- research techniques are both reliable and valid, primary data and secondary data, primary data is collected for a specific purpose by the organisation. 
Methods of collecting primary data:
· sampling procedures 
· survey methods 
· exploratory methods 
· observation 
     
4. Analysing the data- aim to interpret the data content, statistical interpretation, analysis of what is typical or what deviates from the average. 
5. Transforming the analysis results into insights 


Steps 1,2 and 3 must be the PRIORITY 

The changing and uncertain marketing environment deeply affects organisations worldwide 
- list and describe the six major forces in the marketing environment 
- use an example to illustrate how these forces affect the organisation’ s ability to serve its customers

The marketing environment consists of the external forces that directly or indirectly influence a firm’s acquisition of inputs and creation of outputs. 
The six environmental forces in the marketing environment are competitive, socio-cultural, legal and regulatory, technological, economic and political. 

Competitive forces is about the battle between the indirect vs. direct competitors. There are four characteristics of competitive structures; monopoly, oligopoly, monopolistic competition, pure competition

Economic forces relates to anything that varies the consumer buying power (inflation rates, GDP, interest rates, value of the Australian dollar). 

Legal, political and regulatory forces- MUST USE REAL EXAMPLES
plain packaging of cigarette packaging was passed by the government few years ago. 

Technology- technology impacts on the entire process, they are able to embrace technology, it has enabled them to positively serve the customers. 

Socio-cultural- the influences in society and its cultures that change people’s attitudes, beliefs, norms, customs and lifestyles. Changes in demographic characteristics such as age, gender, race, ethnicity, education. 

Many companies depend on the promotion mix to persuasively communicate the customer value proposition and to build customer relationships. 
- explain any two of the three main promotion objectives. Provide one example for each objective. 
- list and briefly describe any FIVE marketing communication tools in the promotion mix. Provide one example of how a company might use each tool. 

Objectives of promotion is to inform, persuade and to remind. 
The marketing communication tools are advertising, personal selling, word of mouth communication, product placement, digital marketing. 
Advertising is a paid non-personal communication about an organisation and its products transmitted to a target audience through mass media. 
Personal selling is a paid for personal presentations aiming to inform and/or persuade the customers
Public relations is the communication eff

Product is anything that is offered to the market to satisfy the needs and wants of the customers. 

Involvement- high and low involvement 

High involvement- car 
Low involvement- cereal 

Frequency of purchase
Cost/ pricing 
Risk associated with purchase (social, performance, price)

Four differences between goods and services 

differences 
- inseparability- production and consumption occurs simultaneously 
- tangibility- good is tangible while service is intangible 
- people primarily provide service and it varies based on who provides it 
- it cannot be stored for later use- non-perishable 
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