
HSC Marketing Notes
The Role of Marketing

→ definition of marketing
❏ Marketing is the process of planning and executing the conception, pricing, promotion and

distribution of ideas, goods and services to create exchanges that satisfy individual and
organisational objectives
OR

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

→ strategic role of marketing goods and services
❏ The essence of marketing is to find out what consumers want and attempt to satisfy their

needs.
❏ To bring the buyer and seller together, the business needs to be able to identify

- Where the market is
- Who will buy the market
- Why they will buy the product

❏ The strategic role of marketing is to assist the business in maximising their profits
❏ Marketing is not just about promotion and advertising, it involves a wide range of activities to

achieve profit maximisation through:
- Sales targets
- Distribution strategies
- Calculation of the products price
- Forecasting sales
- Researching customer needs

→ interdependence of key business functions
❏ Marketing is a business philosophy that states that all sections are involved in satisfying a

customer’s needs and wants while achieving business goals
❏ Operations

- If the success of the marketing plan means having a good or service ready by a certain
date, the operations plan needs to be put in place

❏ Finance
- Financial planning must also connect as marketing costs money and finances must be

available if the business wishes to embark on an expensive advertising campaign.
❏ Human Resource

- Marketing managers will also have to work with the human resource manager to
ensure the right staff are employed to create the good or service that is desirable to
customers.
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Marketing Strategies
→ market segmentation, product/service differentiation and positioning

❏ Market segmentation
- Is the process of dividing customers into groups with different or characteristics
- Majority of g & s sold are a reflection of different tastes and preferences, therefore

segmentation must occur to narrow down the target market of a business
- Methods of market segmentation include:

➢ Geographic segmentation: dividing by region eg: city, suburb, state, country
➢ Demographic segmentation: dividing based on age, gender, religion, income,

family size etc.
➢ Psychographic segmentation: diving according to a person's values, interests

and attitudes
➢ Behavioural segmentation: dividing according to the behaviour of consumers

❏ product/service differentiation
- Is developing and promoting products which differ from its competitors in

appearance/ how it is done
- Points of differentiation include:

➢ Customer service: how employees and staff treat customers
➢ Environmental concerns: how much pollution a business is making, push for

‘eco- friendly’ business
➢ Convenience: ease of obtaining and using product/ service
➢ Social & ethical issues: whether a business is involved in exploiting or

misleading behaviours especially in relation to its workers
❏ product/service positioning

- Technique of a business creating an image, brand, identity for its business and
products to set it apart from competitors

- Positioning may be achieved through the products name, price, packaging, styling,
promotion and channels of distribution

→ Product
❏ Refers to a good or service, an idea or any combination of the three that can be offered to

customers.
❏ Must consider the quality, branding, logo, product positioning against competitors e.g. luxury

vs. budget
❏ When customers buy products, they purchase both the tangible and intangible benefits (total

product concept)
❏ Branding

- The reputation that a business has developed over a period of time
- Brand symbol/ logo: graphic representation that identifies a business or product
- Trademark: signifies a business has registered its name and is exclusive under its use

❏ Packaging
- Refers to the way that a product is presented
- Should preserve the product, protect it from damage or tampering, attract the

customer’s attention
- Label: shows ingredients, content of product, information about product
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Marketing Case Studies
Role of marketing
→ Strategic role of marketing goods and services

❏ APPLE
- Marketing contributes to the strategic goals of a business such as profit and

maximisation and growth. Development of brand awareness and customer loyalty are
also key contributors to the success of companies such as Apple.

→ interdependence with other key business functions
❏ APPLE

- Finance: when sales of a product begin to decline finance will look to marketing to
increase sales by altering the marketing mix. For Apple, this may include changing
promotions activities, redesigning or eliminating, altering prices or finding new
channels of distribution.

- Operations: changing in marketing activities aim to increase the demand for a good,
managed by operations. Eg: when apple decided to discontinue the production of the
iPhone 5 and launch two new models (5c and 5s), the factory management at foxconn
would have begun planning for changes in the process layout, ordering new
components and establishing quality control systems for the new models.

- HR: changes in marketing activities such as the launch of a new iphone give rise to
the need for staff training and development (human resource management). Foxconn
employees need to be trained in the assembly requirements of each new model of
iPhone and must develop quality control methods to ensure standards are met. The
employees of Apple retail stores will also need to be trained in the specifications and
promotional offers for the current iPhone range. Training and performance
management will need to be conducted to ensure employees in the Genius Bar of
Apple stores are capable of repairing and replacing iPhone components.

→ production, selling, marketing approaches
❏ Production
❏ Selling approaches APPLE

- In the introductory stages of the product life cycle, the innovative nature of
smartphone design created a selling approach. This is due to smartphone developers
at Apple creating new products with capacities beyond consumer expectations. Able
to focus on the design and development of new technologies, with marketing
strategies aimed at educating customers on the features of earlier. Earlier
advertisements for iPhones were more informative than persuasive.

❏ Marketing approach APPLE
- As the market for smartphones has become established the focus on marketing

iPhones has become more persuasive than informative. Development of customer
expectations and general knowledge of the product has led to a greater focus on
market research and making products that meet the needs and wants of consumers.
Apple conducts regular surveys of existing iPhone customers to assess their response
to various applications and design features.
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