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CHAPTER 1
STUDY UNIT 1



WHAT IS MARKETING?

Analysing the needs of customers

Anticipating the types of products customers 
want

Estimating how much they will buy

Predict when they will want to buy

Determine where they go to buy the products

The word 
MARKETING

describes 
aspects



INTRODUCTION

Marketing has to do with 
matching producer’s outputs 
to consumer’s activities 
(wants, needs)

“Marketing is concerned with 
anticipating customer 
demand and directing the 
flow of goods from producers 
to consumers”

4



INTRODUCTION

• Marketing has to do with matching producer’s outputs to consumer’s 
activities (wants, needs)

• Serving the needs of customers is what business should be all about

• Marketing is the business function that interprets customer needs to the 
rest of the organization

• Marketing should begin with the customer needs - NOT with the 
production process. Marketing should anticipate needs



MARKETING - THE  FORMAL  DEFINITION

“Marketing is the process by which organisations
create value for customers in the form of ideas, 

goods and services to facilitate satisfying exchange 
relationships and to capture value from customers.”



TYPES OF 
BENEFITS

Functional benefits: Tangible benefits include durability, 
reliability and performance. Service should include 
trust, flexibility and safety

Emotional benefits: These include warm feeling of 
pleasure when using a product

Image benefits: Reputation of the business provide 
feeling of confidence

Social benefits: Compliments from friends or associates

Service benefits: Customer evaluate delivery, training 
and maintenance

Experiential benefits: Sensory excitement from using 
the product



TYPES OF COSTS

Monetary costs: Total 
cost includes price, 
transport, installation, 
credit, maintenance

Time and energy 
components: Wasting 
time includes queues, 
bad service, delivery

Psychic expenditure: 
Mental energy and stress 
in purchase and risk



EVOLUTION OF MARKETING

Simple trade era

Production era

Sales era

Marketing 
department era

Marketing company 
era



EVOLUTION 
OF 
MARKETING

Simple trade era: Early producers for the 
market made products that were needed by 
themselves and their neighbours

Production era: The focus of the business is not 
the needs of the customer, but of reducing 
costs by mass production. By reaching 
economies of scale the business will maximise
profits by reducing costs

Sales era: The focus here is to make the 
product, and then try to sell it to the target 
market. However, the problem could be that 
consumers do not like what is being sold to 
them

Marketing department era: All marketing 
activities were brought under the control of 
one department to improve short-term policy 
planning and integration of the organisation's 
activities

Marketing company era: In addition to short-
term marketing planning, marketing staff 
developed long-term plans of five or more 
years ahead



EVOLUTION OF MARKETING

• Marketing concept: Puts the customer at the heart of the 
business. The organisation tries to understand the needs 
of the customers by using appropriate research methods. 
Appropriate processes are developed to make sure 
information from customers is fed back into the heart of 
the organisation. In essence all activities in the 
organisation are based around the customer. The customer 
is truly king!

• In today’s competitive world putting the customer at the 
heart of the operation is strategically important. Whilst 
some organisations in certain industries may follow 
anything other then the market orientation concept, those 
that follow the market orientation concept have a greater 
chance of being successful



MARKETING CONCEPT

Marketing 
concept

Customer 
orientation

Long term profit 
orientation

Systems 
orientation

Societal 
orientation

Relationship 
orientation



MARKETING 
CONCEPT

Customer orientation: Organisations
focus on identifying the needs and 
wants of potential customers and then 
designing, providing and 
communicating value to match 
customers’ requirements.  

Long-term profit orientation: The 
primary objective of profitseeking
organizations is to maximize 
profitability. Profits are the result of 
customer satisfaction and customer 
retention

Systems orientation: Also referred to 
as organisational integration. All 
departments in the organisation should 
work together to achieve the successful 
marketing of the organisation’s market 
offering.



MARKETING 
CONCEPT

Societal orientation: This orientation places 
emphasis on how the satisfying of 
customers’ needs serves the long-term 
interest of society. This focus emphasises
environmental responsibility to avoid 
harming the natural environment. 

Relationship orientation: Marketers realised
that they needed to focus on building long-
term relationships with their customers 
rather than short-term transactions. 
Organisations build relationships with their 
customers by continuously offering value 
and providing satisfaction. 



MARKETING DEFINED

Decisions Regarding product, distribution, marketing communication methods and price (4 Ps)

Opportunities Favorable circumstances in the marketing environment which must be utilised by 
marketing management

Threats Unfavourable conditions which marketing management must endeavour to change 
into opportunities

Dynamic environment Continually changing environmental variables which necessitate appropriate 
reaction from marketing management

Need-satisfying Properties of a product based on what the consumer wants

Market-offering Product, price, distribution, marketing communication, service by people and 
processes

Attainment of objectives: The 
enterprise; The consumer; Society Maximisation of profitability in the long term. Need-satisfaction within the resources 

and abilities of the enterprise. Ensuring the well-being of society in the longer term

Management tasks Planning, implementing and control



CONCEPTS OF MARKETING

Concepts

Customer 
value

Exchange

Satisfaction

Capturing 
value

Relationships

Marketing 
process



CUSTOMER 
VALUE

Actual and potential buyers 
to be identified 

Gain valuable knowledge 
about customers needs 

through research 

Tasks: acquire  customers, 
and retain them 

Value proposition: Design the market offering 
(value of whole bundle of 
benefits or performance) 

customers will receive



CUSTOMER 
VALUE

Customer Delivered Value is 
defined as:

The difference between: Customer 
perception of benefits from buying 

and using products and services    

Customer perception of the costs 
they paid to get those products 

and services 

Types of customer value should be 
considered



EXCHANGE

Customers need to give up something of 
value for something else they value  

Example: Customer has money, want to 
exchange for a product

Exchange takes place within a market 

Market refers to the place consisting of 
needs and means to pay

Companies and customers need the 
willingness to exchange



SATISFACTION

Marketing should facilitate satisfying 
exchange relationship. (both buyer and 
seller) 

Both must be satisfied by the exchange 
process

Customer satisfaction – customers 
experience that the product or service has 
met or exceeded his or her expectations. 

If customers are satisfied they will return!



BENEFITS OF 
CUSTOMER 
SATISFACTION

Lower acquisition costs:  If customers are loyal, it 
reduces the dependency on new customers. 

Lifetime Value: Customer will come back for years and 
spend money on other products that the organisation 
also has satisfaction and trust

Referrals: They will recommend the product to their 
friends, colleagues, & families

Word of mouth recommendation are extremely 
important

Price premium: Loyal customers: Less sensitive to price 
increases.  Willing to pay a price premium 

They trust the product



CAPTURING 
VALUE

Customer value is subjective

Organisations that capture value – loyal 
client base and profit    

Measurement of customer satisfaction 
– needs to be an on-going process and 
an awareness created about when 
customers are not satisfied 

Receive feedback: Helps make choices 
with regards to the marketing mix



RELATIONSHIPS

The transaction with the customer does 
not end when the sale is made; rather, the 
transaction should be seen as the 
beginning of a relationship  

CRM  = Customers Relationship Marketing

Aim: developing long term mutually 
beneficial relationships with customers 
who are satisfied with the product

CRM focus: Using info about customers to 
develop marketing strategies that enhance 
relationships with those customers



RELATIONSHIPS: 
BUILDING

Identify customers that you 
want relationships with

Focus: Attracting and 
retaining customers through 
trust, commitment and 
sharing of information

Trust & commitment - Key 
elements for retaining 
customers



RELATIONSHIPS: 
TRUST

Unique Service 
characteristics

• Trust is a key component 
of service-related 
market offerings.  
Product – intangible and 
difficult to evaluate 
before and after 
purchase 

• Trust exists when 
confidence in the 
reliability and integrity 
of the exchange partner 
is established



RELATIONSHIPS: COMMITMENT

• Belief by both parties that the relationship is worth sustaining indefinitely 

• In other words: This relationship is beneficial to the customer and organisation

• Be ensured of deliverance and priority of customers

• Customers will commit when they receive a high level of benefits

• Higher commitment – continued usage of the product



RELATIONSHIPS: 
CUSTOMER 
CENTRISM

Developing mutually 
beneficial relationships 
based on focusing on their 
individual needs 

It is very important to deliver a 
unique and distinctive 
experience/product in order to 
acquire, retain and enhance 
value for target markets in a 
cost-effective way



MARKETING PROCESS

Understand customers

Develop a customer-orientated marketing 
strategy

Deliver value driven product offerings

Capture value from customers

Building profitable relationships with customers

The 
MARKETING

PROCESS
aims to:



COMPETITIVE ADVANTAGE

Organisations should continuously attempt to obtain a competitive 
advantage to increase its chances for profit maximisation and survival.
Competitive advantage mean that an organisation has a marketing mix 

that the target market sees as better than a competitor’s marketing mix

Sustainable means that what makes the organisation unique from its 
competitors to such an extent that competitors find it difficult to replicate 
or too costly to imitate



COMPETITIVE ADVANTAGE

Competitive means that the 
organization is able to successfully 

compete against competitors, 
providing it with a uniqueness that 

is sustainable over a prolonged 
period

Advantage (the essence), means 
that the organisation has an 

advantage over other organizations, 
for instance the technological 

superiority of the Research and 
Development section of the 

organization that provides new 
products and services



MARKETING PROCESS

Feedback by means of 
market research

Environment

Market management

• A product with need-satisfying 
properties

• Distribution which will deliver the 
product to the consumer at the 
correct place and time

• Marketing communication 
messages that inform the 
consumer about the product.

• A price that the consumer will be 
willing to pay

The target market

Consists of consumers with certain 
needs for products and services and 
who are willing to sacrifice something 
(money) to satisfy those needs

Main objective:

Maximisation of profitability in the 
long term

Main objective:

Total need satisfaction

Market offering

Sacrifice money



BASIC MANAGEMENT TASKS

Planning Organising Leading Control



MANAGEMENT 
TASK: 
PLANNING

Development of detail on who makes up 
the target market

How value will be created and delivered 
to the customer

What is value proposition 

How to optimally utilize the marketing 
mix

Plan strategic growth strategies of the 
business.  

Entails an important  MARKETING PLAN



MANAGEMENT 
TASK: STRATEGY

Marketing strategy provides direction on:

marketing objectives 

growth strategies 

target market identification 

value proposition 

differential advantage 

product application, distribution, price and 
marketing communication



MANAGEMENT 
TASK: 
IMPLEMENTATION

One of the biggest issues in 
marketing 

Marketing planning - It 
addresses the “WHAT” and the 
“WHY” of marketing activities 

Marketing implementation – it 
addresses the 

WHO, WHAT, WHERE and HOW



MANAGEMENT 
TASK: CONTROL

Marketing must evaluate the 
results of all activities

Need to know what worked 
and what did not work, so 
that you can rectify the 
problems or then build on 
good evaluations



ROLE OF MARKETING IN AN ORGANISATION

Marketing 
management

Operations 
management

Financial 
management

Purchasing 
and logistics 
management

Information 
technology

Human 
resource 

management



ETHICS

About the rightness and wrongness 
of human behaviour

Businesses also need to behave in an 
ethical manner

Respect the environment 

Pursue fairness in dealing with 
customers

Strive to improve their communities



MICRO 
MARKETING

Anticipates customer and client needs, and 
directs a flow of need-satisfying goods and 
services from producer to customer”

Deals with private organisations

Understand customers needs in 
order to fulfil them 

Make sure your customers can 
find your product conveniently, 
thus easy accessible



MACRO 
MARKETING

“Social process that directs an 
economy's flow of goods and services 
from producers to consumers in a way 
that effectively matches supply and 
demand and accomplishes the objective 
of the society”

Focusses on society and 
community as a whole 

Attempts to regulate what 
consumers want and how 
providers fulfill these needs

Micro-macro dilemma:  Desires 
of customers might not be 
good for the broader society for 
example  Cigarettes & Alcohol



CHAPTER 2
LEARNING UNIT 1



ENVIRONMENTAL ANALYSES

• Environment in which business operates forever changing

• Must adapt to these changes

• Have direct / indirect effect on the strategy of the organisation

• Realise importance of monitoring environment so that you can adapt, see 
opportunities, threats

• Environment – develop demands, organisation must match the capabilities



DIMENSIONS OF A BUSINESS ENVIRONMENT

Macro

Market

Micro



ENVIRONMENTAL 
SCANNING

‘the study and interpretation of the political, economic, 
social and technological events and trends which 
influence a business, an industry or even a total market’

The factors which need to be considered for 
environmental scanning include 

Events 

Trends 

Issues and expectations of the different interest groups



THE MARKETING 
ENVIRONMENT

“ The Marketing environment is 
defined as all actors and forces 
internal and external to an 
organisation that affect marketing 
management’s ability to develop and 
maintain successful transactions with 
their customers”



ENVIRONMENTAL 
ANALYSES

The first stage of the marketing process is 
the external analysis. It is a systematic 
approach to create information necessary to 
an organisation in order to identity the key 
issues it will need to create a successful 
marketing strategy

A marketer must scan the environment, both 
internally and externally, in order to identify 
opportunities and threats. The company’s 
position and resources can then be adjusted 
based on the outcome of the analysis

In order to understand the needs of its 
customers and to keep marketing at the 
heart of the business, the marketer must 
analyse the external environment as part of 
the marketing audit



MICRO 
ENVIRONMENT 
(INTERNAL)

This includes all 
departments, such as 
management, finance, 

research and development, 
purchasing, operations and 

accounting. 

Mission, vision 
and values

Objectives based 
on SMART 
principles

Top management 
should provide 
direct control 

Controllable 
environment of 

the business



MARKET 
ENVIRONMENT 
(JUST OUTSIDE)

Immediately outside the business  

Affect ability to serve customers effectively 

Consist of competitors, customers, intermediaries and 
suppliers

Identify direct, indirect, substitute and close competitors

Competitive advantage and differentiation

Competitor analysis enables monitoring and anticipating 
their responses

Conducting SWOT analyses



COMPETITIVE STRUCTURE OF AN INDUSTRY

FIRM

Rivalry 
among 
current 
players

New 
entrants

Bargaining 
power of 
suppliers

Threat 
from 

substitutes

Bargaining 
power of 

customers



PORTER MODEL

• Threat of new entrants: New entrants in an industry bring new 

capacity and the desire to gain market share. The seriousness of the 

threat depends on the barriers to enter a certain industry. The higher 

these barriers to entry, the smaller the threat for existing players

• Bargaining power of suppliers: This force analyses how much power 

and control a company’s supplier has over the potential to raise its 

prices or to reduce the quality of supplies

• Rivalry between among current players: This includes all the existing 

competitors in an industry that impacts the competitive nature of the 

industry



PORTER MODEL

• Bargaining power of buyers: The bargaining power of buyers is also 

described as the market of outputs. This force analyses to what extent 

the customers are able to put the company under pressure, which also 

affects the customer’s sensitivity to price changes. The customers have a 

lot of power when there are not many customers and when they have 

many alternatives to buy from.

• Threat of substitute products: The existence of products outside of the 

realm of the common product boundaries increases the propensity of 

customers to switch to alternatives. In order to discover these 

alternatives, one should look beyond similar products that are branded 

differently by competitors



MACRO 
ENVIRONMENT 
(EXTERNAL TO 
THE BUSINESS

Broader forces that 
impact the 

organisation outside 
the business

Forces are grouped as:  
Political, economic, 

social, technological, 
environmental, natural 

and legal  

No control over 
this 

environment 

Should be 
managed pro-

actively



POLITICAL 
TRENDS

Political stability and unrest, 

Changes in government: Political 
parties, know their philosophies and 
impact

Government – pressure on businesses 
through enactment and enforcement 
of legislation and government policies 

Monetary and fiscal policies



POLITICAL 
TRENDS

How does government influence:

• Annual budgets

• Taxation

• Import control (Chinese clothing) 

• Promotion of exports 

• Import tariffs (for competition) 

• Price control (bread, maize, medicine)

• Health regulation



ECONOMIC 
TRENDS

Levels of economic growth 

Monetary policy and interest rates

Fiscal policy:  Changes in government 
expenditure

Rate of inflation 

Currency exchange rates



SOCIAL AND 
CULTURAL 
TRENDS

Customers are unique belong 
to groups

Cultural values and attitudes  

Understanding moral and 
ethical issues 

Influence the manner in which 
the marketing mix is designed



SOCIAL AND 
CULTURAL 
TRENDS

HIV 

Demographic customer 
profiling changes

Cultural forces:  Societies 
personality.  Language, 
customs, religion



TECHNOLOGY 
TRENDS

New or improved products 

The extent to which the 
organisation and brand is 
dependent on technology

Not only new machinery or 
products but also new 
processes, methods, 
approaches to management



LEGAL TRENDS

Gun control  - limiting guns in hands of 
citizens

Black empowerment

Consumer protection act

Environmental laws

Age of majority (was 21, now 18)

National credit act (strict credit 
profiling)



NATURAL / 
ENVIRONMENTAL 
TRENDS

Environmental 
protection laws

Waste 
management and 
recycling

Natural resource 
protection and 
sustainability



SOCIAL RESPONSIBILITY

CSR – Corporate Social 
Responsibility

“Concept whereby companies integrate 
social and environmental concerns in 
their business operations and in their 

interaction with their stakeholders on a 
voluntary basis”

Climate change

Pollution

Recycling

Energy efficiency

Green power



INTERNATIONAL 
ENVIRONMENT

International dimension – complicates 
analysis

Organisations that operate 
internationally include a more complex 
business environment

Have to compete with all the “local” 
environments, as countries have different 
economies, cultures, technology, 
demographics 

Look at international trends



Thank you for your time


