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WEEK 1

Targeted audiences 4Ps: strategic tools that is used for marketing: Price, Product , Promotion, Place

What is marketing? Marketing is a practice of influencing perceptions, attitudes, and behaviour.

Marketing defined:
1. An activity, set of institutions and processes of creating, communicating, delivering and

exchanging offerings that have values for customers, clients, and partners and society at large
(American Marketing Association)

2. Authentic marketing is not the art of selling what you make but knowing what to make. It is
the art of identifying and understanding customer needs and creating solutions that deliver
satisfaction to the customers, profit to the producers, and benefit for the stakeholders (Philip
Kotler)

3.

4.

Marketing is a function that is able to influence demand

Core marketing concept:
Needs; wants and demands > market offerings > Value; satisfaction and quality > Exchange;
transactions and relationship > Markets

The market: all current and potential consumers who share a common need that can be satisfied by
a specific product, who have the resources to exchange for it, who are willing to make the exchange
and who has the authority to make the exchange.

Market= actual buyers + potential buyers

Marketplace= any location or medium used to conduct an exchange
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Marketing means managing markets to bring about exchanges for the purpose of satisfying human
needs and wants.

Things a market require:
1. A buyer
2. A seller
3. An exchange
4. Information and knowledge
5. Something which is exchanged
6. Potential for mutual benefit

Marketers need to understand customer needs, wants and demands and the marketplace within which
they operate.

Human needs are the most basic concept underlying marketing.

● When a need is not satisfied, a person will either try to reduce the need or look for an
object that will satisfy it.

● Marketers stimulate rather than create these needs, they are part of human makeup.

Wants are the form taken by human needs and are shaped by culture and individual personality.

● Marketers try to provide more want-satisfying goods and services.
● A hungry person in another country may want something else than a hungry person in

Australia because each person will think of different objects that will satisfy this
need.

Demands are human wants that are backed up by buying power.

● Customers view products as bundles of benefits and choose the products that give them the
best value for money.

● The want-satisfying power of a good or service is what economists call utility.

Market offerings: some combination of goods, services, information, or experiences offered to a
market to satisfy a need or want.

Marketing myopia: the mistake of paying more attention to the specific products a company offers
than to the benefits and experiences produced by these products.

Managing customer demands: sources of demands:
Marketing organization's demand comes from new and repeat customers.

Marketing decisions:
● Finding, increasing, and retaining demand
● Changing or reducing demand
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De-marketing: discourage some behaviours; stop smoking, stop doing drugs.

Managing customer demand:
1. Negative demand: A market is in a state of negative demand if a major part of the market

dislikes the products and may even pay the price to avoid it. Eg: Vaccinations, dental
work and gall-bladder operations.

2. No demand: Target consumers may be unaware or uninterested in the product. The
marketing task is to find ways to connect the benefits of the product with the person's
natural needs and interests.

3. Latent demand: Many consumers may share a strong need that cannot be satisfied by
any existing product. Eg: Include safer communities and more full efficient cars. The
marketing task is to measure the size of the potential market and develop effective
products and services that would satisfy the demand.

4. Declining demand: Every organisation, sooner or later, faces declining demand for one
or more of its products. The marketing task is to reverse the declining demand through
creative marketing of the product.

5. Irregular demand: Many organisations face demand that varies on a seasonal, daily or
even hourly basis, causing problems of idle or overworked capacity. Eg: public transport,
museums, and hospital operating rooms. Supermarkets may be less frequented early in the
week and understocked after heavy weekend trading. The marketing task is to find ways
to alter the same pattern of demand through flexible pricing (early-bird special),
promotion and other incentives.

6. Full demand: Organisations face full demand when they are satisfied with their volume
of business. The marketing task is to maintain the current level of demand in the face of
changing consumer preferences and increasing competition.

7. Overfull demand: Some organisations face a demand level that is higher than they can
or want to handle. Eg: a national park that is carrying more tourists than the facilities can
handle. The marketing task, called demarketing, requires finding ways to reduce the
demand temporarily or permanently. Demarketing aims not to destroy demand but only to
reduce its level, temporarily or permanently.

8. Unwholesome demand: Unwholesome products will attract organised efforts to
discourage their consumption. The marketing task is to get people who like something
to give it up, using such tools as fear messages, price hikes, and reduced availability

Many service firms and non-profit organisations need to engage in de-marketing:
● Permanently: to discourage anti-social behaviours
● Temporarily: to cope with peak demand periods and overfull demand

Market offerings: Goods, services and experiences.
A market offering is a product that is some combination of goods, services, and experiences that can
be offered to a market to satisfy a need or want.
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In the broadest sense, marketing offerings include: goods, services/experiences, persons, places,
organisations, information, ideas.

The value proposition:
The marketing organisation's value proposition:

● Is the set of the benefits or values that it promises to deliver to customers to satisfy their
needs

● Should differentiate brands and position them in the marketplace

Possible choices for the value proposition:
Superior locations, unique product range, cost/price leadership. Logistics retailer/ships, strong brand
and loyalty, customer relationships, first to market get habitual loyalty, specialist expert, innovation
creativity and technology, product leadership.

Evolution of Marketing Philosophy:
Production concept > product concept > selling concept > marketing concept > societal concept.

● Production c: focus on production and distribution efficiency
● Product c: focus on continuous product improvements
● Selling c: focus on large-scale selling and promotion (used extensively with unsought

goods)
● Marketing c: focus on understanding customer needs and wants and delivering

satisfaction efficiently
● Societal marketing c: deliver value in ways that maintain both the consumer's and

society's well being.

Engaging customers and managing customer relationships :

- Customer relationship management (CRM):
Managing detailed information about individual customers and carefully managing customer
touch points in order to maximise customer loyalty.

- Customer satisfaction
The extent to which a product’s perceived performance matches or exceeds a buyer’s
expectations.

- Consumer generated marketing:
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