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Lecture 1 - Introduction to Marketing 

• 1.1 What is marketing?  - Provide an overview of marketing and the 
marketing process 

o Overview of Marketing 

o History of Marketing 

o The marketing approach to business 

o The marketing process 

• 1.2 The exchange of value - Recognise that marketing involves a mutually 
beneficial exchange of value 

o Marketing exchange 

o The market 

o Customers 

o Clients 

o Partners 

o society 

• 1.4 The marketing mix - Explain the elements of the marketing mix. (P’s) 

o What is it? 

o The P(‘s): 
§ Product 
§ Price 
§ Promotion 
§ Distribution (place) 
§ People 
§ Process  
§ Physical Evidence 

• 1.5 Why study marketing? - Discuss how marketing improves business 
performance, benefits society and contributes to quality of life 

o To improve business performance 

o Higher quality of life 

o Contribute to a better world 

o To be a better customer 

o Rewarding career 
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Lecture 2 - Marketing Environment & Marketing Analysis 

• 2.1 The marketing environment - Describe the marketing environment and 
the purpose of environmental analysis 

o (Describe) The marketing environment 

o The purpose of environmental analysis 

 

• 2.2 The internal environment - Explain the factors at work in the 
organisation’s internal environment [internal] 

o Internal marketing 

 

• 2.3 The micro environment - Understand the importance of the different 
micro-environmental factors [internal] 

o Customers & Clients 

o Partners 
§ Logistic firms 
§ Financiers 

§ Advertising agencies 
§ Retailers 
§ Wholesalers 
§ Suppliers 

o Competitors [Types of competition] 
§ Pure competition 
§ Monopolistic competition 
§ Oligopoly 
§ Monopoly 
§ Monopsony 

o Competitors [Levels of Competition[ 
§ Total Budget competition 
§ Generic Competition 
§ Product Competition 
§ Brand competition 

 

• 2.4 The macro environment - Outline the different types of macro-
environmental forces [PESTEL] 

o [What is it?] 

o PESTEL - The abbreviated view of the Macro-environment 
§ Political landscape 
§ Economic landscape 
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§ Social & Cultural landscape 
§ Technological landscape 
§ Environmental influences 
§ Legal (and regulatory landscape) 

o Macro-environmental complexity 

 

• 2.5 Situation analysis & marketing planning - Conduct a preliminary 
situation analysis 

o Marketing Planning 

§ Marketing planning = Situational Analysis + Organisational 
Objectives 

o Situation Analysis [ A mix of 4 things] 

§ Company Analysis 

§ Market Analysis  

§ Environmental Analysis [PESTEL] 

§ Competitive Analysis 

o The Marketing Plan [Sections[ 
§ Executive summary 
§ Introduction 
§ Situation analysis [SWOT] 
§ Objectives 

§ Target Market 
§ Marketing Mix Strategy 

• Product 
• Price 
• Promotion 
• Place (distribution) 
• People 
• Process 
• Physical Evidence 

§ Budget 
§ Implementation 
§ Evaluation 
§ Conclusion/future recommendations 

o Marketing metrics 
§ Return on investment 
§ Customer Satisfaction 
§ Market Share 
§ Brand Equity 

o SWOT analysis 

§ Strengths [Internal Factors] [Favourable] 

§ Weaknesses [Internal Factors] [Unfavourable] 

§ Opportunities [External Factors] [Favourable] 

§ Threats [External Factors] [Unfavourable] 
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Lecture 3 - Marketing & Society 

• 1.3 Ethics, corporate social responsibility and sustainable marketing - 
Discuss the importance of ethics and corporate social responsibility in 
marketing. 

o Ethics 

§ The Australian Marketing Institute code of professional conduct 

§ Law 

o Social Corporate Responsibility 

§ The “Triple Bottom Line” 

o Sustainability 

§ Sustainable Marketing 

o Implementation of Corporate social responsibility & Sustainability 

 

• 14.1 What is social marketing? - Discuss how social marketing aims to 
change behaviour for social good 

o What is social marketing [Definitions by leading authors] 
§ Koltler and Zaltman (1971) 
§ Fine (1981) 
§ Kolter and Roberto (1989) 
§ Andreasen (1994) 
§ Rothschild (1998) 

§ Kolter, Roberto and Lee (2002) 
§ Donovan and Henley (2003) 

o Scope of social marketing [Issues tackled] 

 

• 14.2 Benchmark criteria for social marketing - Understand the social 
marketing benchmark criteria 

o [Alan Anderson’s six benchmark social marketing criteria] 
§ Behaviour change 
§ Audience Research 
§ Segmentation 
§ Exchange 
§ Marketing Mix 

• Product 
• Price 
• Promotion 
• Place 

§ Competition 

o Social Marketing Frameworks (by): 

§ Walsh et al (1993) 

§ Lefebvre et al. (1988) 

§ Andreasen (2002) 

§ French et al (2006), adapted from Andreason (2002) 


