
Lecture 1: 
 
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 
 
Marketing Exchange: When people give up something of value in order to receive 
something of value they would rather have 
 

1. There must be at least 2 parties 
2. Each party must have something of value that the other party also wants 
3. Each party must be able to communicate with the other party 
4. Each party must be free to accept or reject the others after 
5. Each party must want to deal with the other party 

 
Marketing Evolution: 
 

1. Production  What can we make or do best? 
2. Sales   How can we sell more aggressively? 
3. Marketing  What do customers want and need? 
4. Relationship  How do we keep existing customers and suppliers? 
5. Societal  What do customers want & need, how can we benefit society? 

 
Customer Value & Satisfaction: 

 
Customer perceived value: The difference between the customer gains from owning the 
product and the costs of obtaining the product 
 

Benefits  Costs 
 
Customer Satisfaction: The extent to which a product’s perceived performance matches a 
buyer’s expectations 
 

Expectations  Performance 
 
Building Relationships: Relationships marketing is a strategy designed to foster customer 
loyalty, interactions and long term engagement. This customer relationship management 
(CRM) approach focusses more on customer retention than customer acquisition  
 

Products Target Audience:  
 
Target Market: A similar group of customers to whom a company wants to appeal 

+ 
Marketing Mix: Product, Place, Price, Promotion 
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Lecture 2: 
 

Why Plan? 
 

1. Management has the opportunity to be proactive rather than reactive 
2. Organisation activities can be integrated and coordinated 
3. All members of an organisation are able to identify and understand the direction and 

focus of senior management 
4. All organizational activities can be compared to the plan to ensure goal orientated 

and consistent activities 
5. An organisation can compare the plan with the actual results and make changes 

where necessary to gain a more relevant outcome 
 
Mission Statement: The organisations long term vision based on a careful analysis of 
benefits sought by present and potential customers and analysis of existing and anticipated 
environmental conditions. It is aspirational, it is where we want to be in the future.  
 

Strategic Decisions Are About: 
 

1. The long-term direction of the organisation 
2. The scope of an organization’s activities 
3. Gaining advantage over competitors 
4. Addressing changes in the business environment 
5. Building on resources and competencies (capability) 
6. Meeting values and expectations of stakeholders which affect operational decisions 

 
Strategic Decisions Are Likely to: 

 
1. Be complex in nature 
2. Be made in situations of uncertainty 
3. Affect operational decisions 
4. Require an integrated approach (both inside and outside an organisation) 
5. Involve considerable change 

 
Marketing Myopia: When a business is defined too narrowly and focus on goods and 
services rather than reflecting on the value customers derive from a product  
 
Corporate Strategy: The highest level of strategic hierarchy that deals with overall direction 
of an organisation 
 
Business Strategy: 2nd level of the strategic hierarchy that deals with the overall direction of 
SBU’s 
 
Strategic Business Unit: A subgroup of a single business or collection of related business 
within the larger organisations 
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Functional Strategy: Third level of strategy hierarchy deals with the implementation of the 
strategic direction at an operational level  
 
Planning: The process of anticipating future events and determining strategies to achieve 
organizational objectives in the future 
 
Strategic Planning: The managerial process of creating and maintaining a fit between the 
organization’s objectives and resources and evolving market opportunities 
 
Marketing Strategy: The activity of selecting and describing one or more target markets, 
and developing and maintain a marketing mix that will satisfy exchanges with the target 
markets 
 

Marketing Strategic Planning: 
 

1. Strategy before tactics 
2. Situate marketing within operations 
3. Share values about marketing 
4. Structure around markets 
5. Scan the environment thoroughly 
6. Summarise information in a SWOT analysis 
7. Skills and knowledge 
8. Systemize the process 
9. Sequence and objectives 
10. Style and culture 

 
Marketing Plan: A written statement of a marketing strategy and the time-related details 
for carrying out the strategy. It spells out: 

- What marketing mix is offered 
- To what target market 
- For how long 
- What resources (costs) are needed and at what rate 
- What results are expected 
- What control procedures will be used 

 
 
Elements of a Marketing Plan: 

- Distribution plans 
- Promotion plans 
- Pricing plans 
- Product mix plans 
- Marketing mix 

 
Marketing Plan Structure: 

- Executive Summary 
- Current marketing situation 
- Threats and opportunities analysis 
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- Objectives and issues 
- Marketing strategy 
- Action programs 
- Budgets 
- Controls 

 
Strategic Window: The limited period during which the ‘fit; between the key requirements 
of a market and particular competencies of an organisation of and organisation are at an 
optimum 
 
SWOT Analysis: 
 
S:  Strengths:   things the company does well 
W:  Weaknesses:   things the company doesn’t do well 
O:  Opportunities:  condition in the external environment that favours strengths 
T:  Threats:   conditions in the external environment that don’t relate to  
    strengths or favour current weakness 
 
Environmental Scanning:  
 

 
 
Competitive Advantage: The set of unique features of a company and its products that are 
perceived by the target market as significant and superior to the competition, does not have 
to be real. 
 
Cost Competitive Advantage: The advantage of being a low cost competitor in an industry 
while maintain satisfactory profit margins 
 
Experience Curves: Curves that show cost declining at a predictable rate as experience with  
a product increases  
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