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MKTG: 205: PRINCIPLES OF MARKETING 

AMERICA INTERCONTINENETAL UNIVERSITY 

(LECCTURE NOTES) 

Introduction 

Marketing is a term that has been derived from the word market which means a place or 

geographical area where buyers and sellers meet and enter in to transactions involving 

transfer of ownership of goods and services. In the contemporary word, good marketing 

has become a pre-requisite for business success. The main objective of any business 

organization is to satisfy the needs and wants of the society. Marketing the focal point of 

all business activities today. Weather formally or informally people and organizations 

engage in a number of activities that qualify to be called marketing. The American 

Marketing Association has defined marketing as an organized function and a set of 

processes to creating and delivering values to the customers and for managing a 

customer relationship so as to benefit the organization; and the stake holder. 

Market Strategies 

To effectively sell goods or services, a business needs to have a marketing strategy, which is 

an elected plan for what audiences to pursue and where to focus advertising efforts. Learning 

more about marketing strategies can improve your methods in reaching your target audience. 

A marketing strategy is a course of action used to promote and sell a company's products 

or services. Businesses create these plans for reaching consumers and showcasing their 

product's advantages. Understanding the needs and wants of consumers empowers a 

forward-thinking marketing strategy able to achieve sustainable advantage and guide a 

business in the direction its marketing efforts should take. 

Marketing strategies allow companies to reach their target audience and grow their business. 

These plans allow for visibility of a product and its benefits for customers. They streamline 

product development to create products with the best chances of making a profit. Businesses 

1 of 39



12 
 

brand, or company to be viewed as credible, trustworthy, and of high-quality. The larger 

population—which is usually the market you want to tap—speaks the local tongue. 

Advertising messages and sales appeals must take this fact into account. More than one 

English translation of an advertising slogan has resulted in a humorous and perhaps 

serious) blunder. . For example 

in Belgium, the translation of the slogan of an American auto-body company, Body by 

Fisher, came out as ‘Corpse by Fisher’ another one was in  German, where the 

slogan, Come Alive with Pepsi  became Come Out of the Grave with Pepsi., in Indonesia 

“software” was translated as as “underwear”. While in general motors General Motors’ 

Chevy Nova didn’t get on the road in Puerto Rico, in part because “nova” in Spanish 

means “it doesn’t go”. 

c) Religion  

Religion functions as a historical force, indirectly affecting business behavior. It can also 

be a regulatory force and in so doing affects business more directly.  Religious institutions 

are part of the ongoing conversation about responsible business behavior and as such 

play a variety of interlocking roles. Marketers must be careful not to interfere with the 

religious beliefs of the customers. E.g. advertising with images of pigs was illegal in China 

in 2007.A marketing manager who decides to run an advertisement with near-nude 

women in Muslim countries not only create a bad image for the company, but could also 

attract serious penalties. The use of obscene language may be acceptable in permissive 

societies but not in conservative ones (Drahos, 2002). People's religion, in turn, influences 

their demand for goods and services. Consumer behavior indicates the manner in which 

people consume particular commodities in the market. ... The demand and consumption 

behavior of people is influenced by these values and beliefs as set by a religious group. 

Religions have long-standing approaches to ethics, including business ethics. Given 

the widespread influence of religion, this has helped shaped economic life over the 

centuries. ... Many religions and denominations apply both an ethical screen to 

investment and also advocate specific ethical approaches to business.  
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sustainable revenue. Your competitive analysis should identify your competition by product line 

or service and market segment. Assess the following characteristics of the competitive 

landscape 

 Strengths and weaknesses 

 Your window of opportunity to enter the market 

 The importance of your target market to your competitors 

 Any barriers that may hinder you as you enter the market 

 Indirect or secondary competitors who may impact your success 

 Several industries might be competing to serve the same market you’re targeting. The 

Department of Justice provides a diagram of Porter’s Five Forces as one way you can 

differentiate your competitive analysis by industry. Important factors to consider include level 

of competition, threat of new competitors or services, and the effect of suppliers and customers 

on price. 

b.)Target audience analysis 

Target audience analysis is an integral part of any marketing strategy. The only way to 

know what you should talk about in any marketing campaign is to know who you are 

talking to and what they want to know. Target audience analysis involves describing your 

audience in terms of a variety of demographics, including age and gender, as well as 

income, education, and location, or psychographics like interests and opinions. Analyzing 

your target audience provides valuable insights for most business functions. 

How to identify your target market 

1. Analyze your offerings. Ask yourself what problems your products and services solve, 

and, in turn, to whom they appeal. ... 

2. Conduct market research. ... 

3. Create customer profiles and market segments. ... 

4. Assess the competition. 
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d). Marketing Organization Plan: 

Considering only physical distribution of goods and products is only half way to success 

in marketing efforts. The firm should chalk out a proper plan regarding the organization 

structure of marketing department, communication policies and procedures, co-

ordination of marketing activities to that of other departments of the firm, etc. Hence, a 

marketing organization plan is also to be developed. 

e).Sales Force Plan: 

The plan signifies the efficiency of salesmen and other personnel engaged in selling the 

goods. The decisions relating to hiring and training salesmen, motivating them, and 

assignment of sales quotas, determining sales territories, compensating salesmen and 

introducing the incentive plans are included in it. 

f). Advertising and Sales Promotion Plan: 

The sub plan incorporates the selection of advertising media, channels of distribution, 

sales promotion techniques, advertising strategies, and tactics, etc. Thus, this plan is 

mainly concerned with promotion mix. 

g). Pricing Plan: 

Pricing is theoretically the single most important instrument of competition in a market 

economy. The firms have to consider different pricing policies, strategies, legal 

constraints relating to pricing and so on. 
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