


Directions

We will provide an overview of the unit

Firstly - welcome
= What is marketing
= What is not marketing
= How you probably know more than you realise

Then - FAQs

= How marketing is a philosophy
Why study marketing + careers

The 3X3 structure

An overview of each section

How each section builds on the previous

The importance of the unit learning outcomes
How to gain marks

How much time is needed



Marketlng s broader than you may thm_k

If you think marketing is about attention grabbing advertising
alive with buzzwords, a feel-good catchphrase, a snazzy logo,
a flashy web-site, and a good ‘spin’ when things go bad.

If you think marketing is selling ‘things’ to people that they
don't need or want.

If you think marketing is about discounting.

Then sorry - but, you are wrong - very wrong
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Welcome to the world of Marketing

Sure - effective communication and sales revenue are
crucial, however, marketing is about building profitable
exchange relationships. Relationships that are profitable
for all parties over the long-term.
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You probably know more about marketing than you realise
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You probably know more about marketing than you realise
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You probably know more about marketing than you realise
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You influence the buying behaviour of others & they influence you
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As a student

Why study marketing

Understanding marketing is central to business. This unit provides an
introduction to the role of marketing in organisations and society

For some students
it will be the beginning of a marketing career
it will accelerate a marketing career

it will provide a better understanding of the crucial role of marketing in
organisational success




what do marketing practitioners do ?

|dentify the strategic phiIosopD
of an organisation, collect and
analyse information, design and
develop a marketing plan,
iImplement the marketing action
plans, and then evaluate the
performance and take the

necessary corrective actions.
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the objectives of marketing practitioners

3 financial objectives \

increase sales revenue
reduce costs [as a % of sales]
build value of the business )

3 strategic objectives

product leadership
customer intimacy
operational excellence )

3 communication objectives

attract customers
retain customers

enhance relationships )/
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Marketing practltloners mclude

= sales representative, commumcahons
coordinator, marketing coordinator, dlgltél“medl
officer;

—~a

Then - with practical experience branch mana
sales manager, brand or product manager, ;{, 7~
communications manager, corporate affalrs f
manager, international marketing practltlo

Then - with experience and satisfactory ~

performance sales director, chief marketing -

officer, & other senior management positions. -##

o m.g :
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The marketing concept s

an umbrella concept

/7 N\

%@ the marketing concept %




The marketing concept: philosophy, theory, § application

the e-book has 3 sections

A
| |
marketing’ = \philosophy marketing theory marketing application

NN VA
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The marketing concept: philosophy, theory, § application

5N\ N\ 3N

marketing Y philosophy marketing theory marketing application
-

" (&) eay

the values embedded in the I I how marketing practitioners I I how an organisation goes tol
I marketing concept I think I market
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The marketing concept: philosophy, theory, § application

the 3X3 structure of the [e-book]

Section 1: Marketing Philosophy - [3 modules]

Section 2: Marketing Theory - [3 modules] Section 3: Marketing Application - [3 modules]

\lvs
0% =
marketin\g; yophy marketing application

definitions evolution objectives the buyer decision process _ the total product the circle of satisfaction collect & analyse design & develop implement & evaluate



Think about the

marketing concept as a
conceptual umbrella

the marketing concept

Influencing all of
marketing
A

Na4 *od
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marketing =’ philosophy————marketing theory

¢

N\
7/

\.\

\
. /./
/




Colour coding

The marketing concept

The circle of satisfaction

Quality

Increased
Profitability

N

Competitive Organisational Episodic
advantage satisfaction satisfaction

Loyal
behaviour satisfaction

Cumulative

Exploded circle of satisfaction

Increased
Profitability

Competitive
advantage

Cumulative

satisfaction

organisation | customer




Colour coding

The evolution of marketing reveals 4 recurring patterns or quests:
v The quest to better serve the customer
v The quest to overcome the challenges facing society
v The quest for better use [application] of existing resources
v" The quest for more effective distribution of:

o information, products, & people

key slide E(o[Ta[e=




Product delivery

Scaffolding

Situational
factors

- Commitment to proceed

Considered set of products J
T

Estimate value of alternatives

1
Forming of expectations

Post-purchase behaviour

iencing & assessing) [reflecting & ating]

The total product

Product performance

Exchange of money may happen in any time-zone

Post-purchase
behaviour

e

uniely

ety Post-purchase
behaviour

[+]

Tolerance

Co-produce
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An overall objective
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provide the foundations for a successful business career

A
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To be successful
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Employ the unit language & concepts

Explain the unit language & concepts
Provide examples to demonstrate recognition & application of learning

[content + context + synthesis + structure]
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History tells us that

Students must devote
no less than 150 hours
to successfully complete
this unit & assessments
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Keep in mind as you progress

HINT: the key themes of the unit are outlined on the discover page




