
1. Introduction  
2. What is marketing?  
 

- Marketing  is a total system of interacting activities designed to plan, price, 
promote and distribute products to present and potential customers 

 
- The four main features of marketing  is that marketing:  

1. Involves a wide range of activities (e.g. advertising, promotions etc)  
2. Is directed at a wide range of goods, services and ideas  
3. Stresses the significance of satisfying exchanges  
4. Is not limited to the activities of the business (e.g. word of mouth)  

 
- Selling vs marketing 

- Selling is the set of activities that salespeople undertake to assist the 
customer’s buying decisions and is a part  of marketing  

- Marketing is the broader view  
 

- Advertising vs marketing  
- Advertising is only one part of the promotion strategy in marketing  
- Marketing is the broader view  

 

3. Strategic role of marketing goods and services  
 

- All of the key business functions have a strategic component  
- Being a strategic component  means that every key business function 

should contribute to the long-term, broad aims of the business (which is 
also known as the business’s strategic goals) 

 
- One of the main strategic goals of a business is profit maximisation  

- Profit maximisation  occurs when there is a maximum difference 
between the total revenue coming into the business and the total costs 
being paid out  

 
- Another example of a strategic goal of a business is having a customer 

oriented approach  which places the business’s customers at the centre of the 
business’s practices  

 
 



THE MARKETING PLAN  
- The marketing plan  is a document that lists activities aimed at achieving 

particular marketing outcomes in relation to goods or services 
 

- It should focus on both the short-term and long-term plans of the business  
 

- It should outline strategies that will help to bring the buyer and seller together 
and should identify:  

1. Where the market is  
2. Who will buy the product  
3. Why they will buy the product  
4. How often they will buy the product  

 
- When creating a marketing plan, market research  should be conducted  

 
- Marketing is the revenue-generating activity  of any business  

- Thus, marketing should focus on satisfying existing customer wants 
which would lead to repeat sales  

 
- The marketing plan is responsible to create and maintain a customer base 

 

  



4. Interdependence with other key business functions  
 

- Interdependence  refers to the mutual dependence that the key business 
functions have on one another  

 
- In the 1950s, businesses began taking a customer-oriented approach  

- This led to significant changes to marketing with an emphasis on 
marketing research and the development of a marketing concept  

 
- The marketing concept  is a business philosophy which states that all functions 

of a business should be involved in satisfying a customer’s needs and wants 
while achieving the business’s goals  

- Should be embraced by all of the business’s employees regardless of 
the department they work in  

 
- Interdependent link between marketing and operations:  if a new marketing 

plan is successful and the demand for the product increases, operations 
would need to be able to produce enough supply of the product 

 
- Interdependent link between marketing and finance:  before a business can 

implement a new marketing strategy/campaign, they would need to check with 
the finance department if they have the adequate funds  

 
- Interdependent link between marketing and HR:  the marketing manager 

would need to work with the HR manager to ensure that the right staff are 
employed to create the good/service that the customers are demanding  

 

 
 
 
 
 
 
 
 
 



5. Production, selling and marketing approaches  
 

- The marketing concept evolved in the early 1960s  
- Before this, there were two approaches to marketing: production and sales 

 
THE PRODUCTION APPROACH - 1820s to 1920s  

- The production approach  believed that business processes should only focus 
on the production of goods and services  

- ‘If we make it, they will buy it’ 
 
Contextual history  

- 1820s to 1920s = the Industrial Revolution 
- During this period, production was based on the demand of mass 

production  techniques rather than on consumer needs and wants  
 

- The demand for goods and services usually exceeded the production 
capability of businesses (due to less technology which made manufacturing 
harder and less efficient)  

- Thus, businesses usually were able to sell all of their output  
 

- For example:  Henry Ford focused on how to produce motor vehicles more 
quickly and cheaply, since he was confident people would still buy them  

 
THE SELLING APPROACH - 1920s to 1960s  

- The sales approach  emphasised selling because of increased competition  
 
Contextual history  

- After WWI, production became more efficient and productivity increased  due 
to rapid technological advancements  

- The output of businesses caught up to consumer demand  
- Businesses needed a new marketing approach since their customers’ 

basic needs were all satisfied  
 

- Businesses began:  
- Spending more on advertising  
- Using new electronic communication systems (e.g. radio, film)  
- Using sales representatives 

 
- Businesses were making sales representatives create demand for their 

products instead of considering the customers’ needs 
 



THE MARKETING APPROACH: STAGE ONE - 1960s to 1980s  
- The marketing approach  focuses on finding out what the customers want - 

through market research - and then satisfying that need  
 
Contextual history  

- After WWI, more families had discretionary income  
- Discretionary income  refers to disposable income that is available for 

spending and saving after an individual has purchased the basic 
necessities of food, clothing and shelter  

 
- Businesses needed to satisfy consumer wants  as well as needs  

 
- The marketing concept  is based on four principles:  

1. It must be customer-oriented  
2. It must be supported by integrated marketing strategies  
3. It must be aimed at satisfying customers  
4. It must be integrated into the business plan to achieve their goals  

 
- Satisfying customers  became the responsibility of all employees, regardless 

of what department they worked in  
 
THE MARKETING APPROACH: STAGE TWO - 1980s to present  
Recent modifications to the marketing approach since the 1980s include…  
 

- Corporate social responsibility (CSR)  refers to a business doing more than 
just complying with laws and regulations, but instead making open and 
accountable decisions based on the respect for people, the 
community/society and the environment  

- For example:  anti-discriminatory products/employment procedures, 
focus on environmental sustainability  

 
- Customer orientation  refers to the process of collecting information from 

customers and basing marketing decisions and practices on customers’ wants 
and interests  

- The customer relationship doesn’t end with the sale, it begins there  
- Strives to achieve and maintain customer satisfaction  

 
- Relationship marketing  is the development of long-term and cost-effective 

relationships with individual customers  
- Places high priority on customer retention/loyalty to get repeated sales 
- Can be achieved through reward programs, customer care or 

after-sales services  



6. Types of markets  
 

- A market  is a group of individuals/organisations that:  
- Need/want products (goods and services) 
- Have the purchasing power to buy the product  
- Are willing to spend their money to obtain the product  
- Are socially and legally authorised to purchase the product 

 
The six different types of markets are… 
 

1. A resource market  which consists of individuals/groups that are engaged in all 
forms of the primary industry  including mining, agriculture, forestry and fishing  

 
2. An industrial market  which includes industries/businesses  that purchase 

products to use in the production  of other products or in their daily operations  
 

3. An intermediate market  which consists of wholesalers and retailers  who 
purchase finished products and resell them  to make a profit  

 
4. A consumer market  which consists of individuals  who are members of a 

household  who plan to use/consume the products they buy  
 

5. A mass market  which occurs when the seller mass-produces, 
mass-distributes and mass-promotes one product to all buyers  

 
6. A niche market  (or a micro market ) which is a narrowly selected target market 

segment that is specially customised  to their customers  
 
        

 
 
  


