Marketing
Marketing is a total system of interacting activities designed to plan, price, promote and distribute products to present and potential customers
Role of marketing
• Strategic role of marketing goods and services
A common goal in business is profit maximisation. The strategic role of marketing is to translate this into a reality. The business will look to how it can increase its sales, and that means there will be an increase in profits.
The marketing plan helps show strategies in how profits can be achieved in the short-term, and in the long-term.
      o Marketing plan is a document that lists activities aimed at achieving particular marketing outcomes in relation to goods or services. The plan provides a template for future action aimed at reaching business goals, such as profit maximisation.


• Interdependence with other key business functions
Businesses now use the customer-orientated approach which has significantly changed the role of marketing and the need to develop a marketing concept.
      Marketing concept is a business philosophy that states that all sections of the business are involved in satisfying a customer’s needs and wants while achieving the business’s goals.

← Management and Administration: Customer relations, meeting marketing needs, strategic planning
← Financial planning- budget preparation, financial analysis, resource allocation
← Operations- product/service design, supply chain management
← Employment relations- reliable employees with integrity and experience

• Production, selling, marketing approaches
Production Approach (1820s-1920s) - focused businesses on the production of goods and services. They went by the catchphrase “If we make it, they will buy it”. Businesses were usually able to sell all

their output.
Sales Approach (1920s-1960s) - emphasised selling because of increased competition. Products became higher in quality and brand names were trusted more. Salespeople played an important role in this era, but marketing played a secondary role.
The marketing approach: stage one (1960s-1980s) – the marketing approach focuses on finding out what customers want- through market research- and then satisfying that need. Families also had discretionary income which is disposable income that is available for spending after an individual has purchased their needs.


This developed the marketing concept which must be:
    o Customer-oriented
    o Supported by integrated marketing strategies
    o Aimed at satisfying customers
    o Integrated into the business plan – to achieve business goals
The marketing approach: stage two (1980s- present) - Changing economic and social conditions have seen a modification to the marketing approach. This includes:
    o Social responsibility: especially in regards to ecological sustainability.
    o Customer orientation: the process of collecting information from customers and basing marketing decisions and practices on customers’ wants and interests.
    o Relationship marketing: the development of long-term and cost-effective relationships with individual customers.

• Types of Markets- resource, industrial, intermediate, consumer, mass, niche
A market is a group of individuals, or both that:
    o Need or want products (goods or services)
    o Have the money (purchasing power) to purchase the product
    o Are willing to spend their money to obtain the product
    o Are socially and legally authorised to purchase the product.

Resource Market- the resource market consists of those individuals or groups

that are engaged in all forms of primary production, including mining, agriculture, forestry and fishing.



Industrial Market- the industrial market includes industries and businesses that purchase products to use in the production of other products or in their daily operations. For example Tip Top bakery buys flour to make bread, and Sony buys plastics and metal to produce televisions.



Intermediate Market- an intermediate market consists of wholesalers and retailers who purchase finished products and resell them to make a profit. For example, Subway collects materials which are finished products, to make their sandwiches.



Consumer Market- consists of individuals- that is, members of a household who plan to use or consume the products they buy. For example housing, clothing, food, entertainment etc.



Mass Markets- in mass markets, the seller mass-produces, mass-distributes and mass-promotes one product to all buyers.



Niche Markets- a niche market also known as a concentrated or micro market, is a narrowly selected target market segment.













Influences on Marketing

Marketers closely examine the behaviours of consumers to understand what motivates an individual to purchase a particular product.
Consumer choice- refers to the decisions and actions of customers when they search for, evaluate, select and purchase goods and services.



    • Factors influencing customer choice- psychological, sociocultural, economic, government




Psychological Factors- are influences within an individual that affect his or her buying behaviour.
There are 5 main psychological factors that influence customer choice. These are:

  o Perception- is the process through which people select, organise and interpret information

to create meaning. Marketers try to combat the perceptions of potential customers by creating positive or favourable perception about their product in the mind of the customer.

  o Motives- a motive is the reason that makes an individual do something. The main motives that influence consumers are; comfort, health, safety, ambition, taste, pleasure, fear, amusement, cleanliness and the approval of others. Advertising also tries to influence an individual’s motive to buy a product, e.g. the desire to emulate a sporting hero.

  o Attitudes- an attitude is a person’s overall feeling about an object or activity. Customer attitudes to a business generally influence the business’s success or failure of the marketing strategy.

  o Personality/ self-image- an individual’s personality is the collection of all the behaviours and characteristics that make up that person. This influences the types and brands of product a person buys e.g. the style of car, clothing or jewellery that a person buys may reflect their personality.

    An individual’s self image relates to how a person views him/herself. Marketers will make the most of an individual’s desire to express their identity through what they are highlighting in their products. This is why celebrities and sportspeople are regularly used to endorse products.

  o Learning- refers to changes in an individual’s behaviour caused by information and experiences. To market products successfully, a business must assist customers to learn about them. A successful marketing strategy leads to brand loyalty. Brand loyalty occurs when a favourable attitude towards a single brand results in repeat sales overtime, for example Coca Cola.


Sociocultural Influences- are forces exerted by other people and groups that

affect an individual’s buying behaviour. There are four main factors, these include:

  o Social Class- or socioeconomic status refers to a person’s relative rank in society, based on his or her education, income or occupation. People with a higher socioeconomic status are usually willing to buy products that are perceived as prestigious, to symbolise their status.

  o Culture and Subculture- culture is all the learned values, beliefs, behaviours and traditions shared by a society. Culture determines what people wear, what and how they eat, where and how they live. For example, healthy foods have a greater demand, so this means that many low-fat, sugar-free and fibre enriched processed food products are now marketed.

  o Family and Roles- everyone has a different role within the family and groups within the wider community. These influence buying behaviour. Market research shows that women tend to make most buying decisions in relation to healthcare products, food and laundry supplies.

  o Reference (peer) group- a reference or peer group is a group of people with whom a person closely identifies, adopting their attitudes, values and beliefs. A customer’s buying behaviour may change to match the rest of the group’s beliefs and attitudes.



Economic Influences- have an enormous impact on both businesses and customers. The affect the economy has on the market depends on the following:

  o Boom- A boom is a period of low unemployment and rising incomes. Customers are willing to spend because they feel secure about their jobs ad source of income. The marketing potential is large, with sales responding to all forms of promotion.

  o Recession- A recession sees unemployment reach high levels and incomes fall dramatically. Customers are less willing

to spend during this period, and business’s main goals are survival.




Government Influences- use a number of economic policy measures to influence the level of economic activity. Policies directly or indirectly influence business activity and customer spending habits. Laws influence marketing decisions.



    • Consumer Laws

Governments have introduced laws to improve the protecting and rights of consumers, and to clarify the rights and responsibilities of businesses. There is the ACL (Australian Consumer Law) and the Competition and Consumer Act 2010.



Deceptive and Misleading Advertising- false or misleading advertising can be the most serious because of the influential nature of advertising. Even though it is illegal, a number a methods are used by some businesses. These include:

    o Fine print

    o Before and after advertisements- (before images are distorted and after images are enhanced)

    o Tests and surveys- e.g. “9/10 people prefer this product” when no survey was made.

    o Country of origin- accuracy of labelling (‘made in Australia’ and ‘product of Australia’ mean two different things)

    o Packaging- the size and shape of the package may be misleading (e.g. chip/air packets)

    o Special offer- advertisements may be misleading when they promote a special offer that is only available for a short time, when it is actually continuously available.

The two most common techniques are:

      Bait and switch advertising which involves advertising a few products at reduced and, therefore, enticing prices to attract customers. When the products run out, customers are directed to higher priced items.

      Dishonest advertising is when an advertisement uses words that are deceptive or claims that a product

has some specific quality when it does not.



Price Discrimination – is the setting of different prices for a product in separate markets. The difference in price is possible because:

  o The markets are geographically separated, e.g. city and country prices.

  o There is product differentiation within the one market, e.g. different electricity prices for domestic and business users.




Implied Conditions- Consumer guarantees- consumer guarantees are a comprehensive set of rights and remedies for defective goods and services.
Implied conditions are the unspoken and unwritten terms of a contract. The most important implied term is the product’s acceptable quality.



Warranties- a warranty is a promise to repair or replace faulty products. A business is required by law to offer a refund is the products; that are faulty, do not match the description, or fail to do the job they were supposed to do.



    • Ethical- truth, accuracy and good taste in advertising, products that may damage health, engaging in fair competition, sugging.

The main ethical criticisms of marketing include:

  1. Creation of needs- materialism which is an individual’s desire to constantly acquire possessions.

  2. Stereotypical images of males and females- in most advertisements, males use the power tools or watch sport, while females are preparing meals, cleaning the house or caring for children.

  3. Use of sex to sell products

  4. Product placement- is the inclusion of advertising in entertainment.



Truth and accuracy in advertising

Advertising is a paid, non-personal message communicated through a mass medium. Dishonest or unethical marketing practices ultimately drive customers away. False or misleading advertising is not only unethical,

it is also illegal. Unethical marketing practices include:

  o Untruths due to concealed facts- Pieces of information purposely omitted from an advertisement can harm the trust customers have in a product or business.

  o Exaggerated claims- referred to as puffery is the exaggerated praise, for promotional purposes that no reasonable person would take as factual.

  o Vague statements

  o Invasion of privacy




Good Taste in Advertising- what is considered to be in ‘good taste’ is highly subjective. What some people see as offensive, others do not see it as inoffensive.



Products that may damage health- the marketing of junk food, is an area which is being criticised by nutritionalists and health advocates due to the rising childhood obesity rates. There are restrictions on when advertisements can be advertised, for example, no fast food advertisements are allowed during programs for pre-school children.









Engaging in fair competition- Businesses compete against each other and hope to increase their sales revenue and profits more than their competitors. It is due to the competition that some businesses are tempted to engage in unfair marketing strategies which may lead to consumer exploitation. This means that businesses make false promises or are highly exaggerated, incomplete product descriptions, or manipulative, high pressure selling methods.
Ethical marketing policy- There is no ‘one easy solution’ to solving the dilemmas. The following questions can be asked:

    o Do we conduct our marketing activities in a way that is ethical and fair?

    o Are we being socially responsible in all that we do?

    o Do we respect and obey the government’s legislation and regulations?

    o Are we responsive to the

emerging social and ethical issues within our society?

    o Are all employees aware of, and following, the business’s ethical marketing policy?




Sugging- Sugging is: Selling under the guise of a survey, is a sales technique disguised as market research. Sugging is to participate in a telephone, online, or personal survey. Sugging is not illegal, but it raises ethical issues including invasion of privacy and deception.

























































Marketing process

SMEIDI is the acronym to remember how to develop a marketing plan.

Situational analysis
Market research
Establishing target markets
Identify target markets
Develop marketing strategies
Implementing, monitoring and controlling



    • Situational analysis- SWOT, product life cycle

A swot analysis involves the identification and analysis of the internal strengths and weaknesses of the business, and the opportunities in, and threats from, the external environment.

|S- Strengths                                                             |W- Weaknesses                                                             |
|What are our strengths?                                                   |What are our weaknesses?                                                 |
|What is the business good at?                                             |Do we have competent managers and staff?                                 |
|Is our product popular?                                                   |Is our computer system obsolete?                                         |
|Are our customers loyal?                                                 |Have we experienced past failures?                             

          |
|Do we have a skilled workforce?                                           |Have we been upgrading our facilities to keep pace with others?           |
|Do we function efficiently?                                               |                                                                         |
|Are we in a solid financial position?                                     |                                                                         |
|Is our equipment state of the art?                                       |                                                                         |
|O- Opportunities                                                         |T- Threats                                                               |
|What are our opportunities?                                               |What are our threats?                                                     |
|What will new technology bring for us?                                   |What trends have been evident in our markets?                             |
|Is the national economy strong?                                           |Are there new laws regulating what we do?                                 |
|Are interest rates low?                                                   |Are there new competitors?                                               |
|What are our possible new markets?                                       |Are current competitors taking over our market share?                     |
|What other businesses can we acquire to expand the organisation?         |                                                                         |


Product life cycle- the product life cycle consists of the stages a product passes through: introduction, growth, maturity

and decline. At each stage of the life cycle, a different marketing strategy is necessary.



    • Market research

Market research is the process of systematically collecting, recording and analysing information concerning a specific marketing problem. There are 3 main steps of the market research process:

1. Determining information needs- this is used because it results in marketing strategies to meet the needs of the business. It assists the business to achieve its marketing objectives, and it may be used to increase sales and profits.




2. Collecting data from primary and secondary sources- Primary data are the facts and figures collected from original sources for the purpose of the specific research problem. There are 3 main methods to collect primary data. These are; the survey method, the observation method and, the experiment method.
  Secondary data is information that has already been collected by some other person or organisation. There are two types of secondary data; internal data and external data.

3. Analysing and interpreting data- a statistical interpretation analysis is the process of focusing on the data that represents average, typical or deviations from typical patterns.
  Statistics are processed to determine if responses show trends or patterns that can be used in the business.



    • Establishing Market Objectives

Marketing objectives are the realistic and measurable goals to be achieved through the marketing plan. The marketing objectives should be closely aligned to the overall business goals. Three common marketing objectives include:

  o Increasing Market Share- market share refers to the business’s share of the total industry sales for a particular product. Increasing market share is an important marketing

objective for businesses that dominate the market, because small market gains often translate into large profits.

  o Expanding the Product Range- the product mix is the total range of products offered by a business. To develop the product range, businesses need to understand customers’ needs.

  o Maximising Customer Service- customer service means responding to the needs and problems of the customer. Strategies that a business can use to maximise customer service include:

        ▪ Asking the customers what they want

        ▪ Training employees and rewarding them for excellent customer service

        ▪ Anticipating market trends by conducting research

        ▪ Finding out what competitors are offering and then reviewing the product mix

        ▪ Establishing and maintaining long-term relationships with customers

        ▪ Encouraging employees to focus their attention on the customer’s needs (customer-oriented) and not just on making a sale (sales-oriented).




    • Identifying Target Markets

A target market is a group of present and potential customers to which a business intends to sell its product. The customers within the target market share similar characteristics such as age, income, lifestyle, location and spending patterns.
A primary target market is the market segment at which most of the marketing resources are directed.
A secondary target market is usually a smaller and less important market segment.



Why identify and select a target market?

A business needs to identify a target market so it can direct its marketing strategies to that group of customers. This allows the business to better satisfy the wants and needs of the targeted group.



Mass Marketing Approach- seeks a large range of 

customers. The mass marketing approach assumes that the individual customers in the target market have similar needs.



Market Segmentation Approach- Market segmentation occurs when the total market is subdivided into groups of people who share one or more common characteristics. Once the market has been broken into segments, the business selects one of these segments for the target market.



Niche Market Approach- an extension of the market segmentation approach is that of the niche market. The needs of customers in these markets are often neglected by large businesses because it is rarely profitable for them to alter their marketing mix to cater for very small groups.



    • Developing Marketing Strategies

Marketing strategies are actins undertaken to achieve the business’s marketing objectives through the marketing mix.



Marketing Mix- the Four Ps- the marketing mix refers to the combination of the four elements of marketing, the four Ps- product, price, promotion and place- that make up the marketing strategy. A different marketing mix will also be required for a product in its introductory stage when it reaches the decline stage.



Products (goods and/or services) - a product is a good or service that can be exchanged for money.



Price- is the amount of money a customer is prepared to offer in exchange for a product.


Promotion- describes the methods used to inform, persuade and remind customers about a business’s products.


Place- is the element of the marketing mix that deals with the channels of distribution: the ways of getting the product to the customer



    • Implementing, Monitoring and controlling

Implementing the marketing plan

Implementation is the process of putting the marketing strategies into

operation. To implement the marketing plan effectively, a number of basic questions need to be answered:

      o Is the plan fully integrated with all other sections of the business?

      o How should the business be structured and organised?

      o Have effective lines of communication been established between the marketing department and all other departments?

      o Who are the best people for the various tasks needed to implement the plan?

      o Are the marketing personnel motivated and focused on achieving the marketing objectives?

      o Are all other employees familiar with the marketing objectives and marketing strategies?




Monitoring and Controlling the Marketing Plan

Monitoring means checking and observing the actual progress of the marketing plan.
Once marketing objectives have been established, they must be monitored to ensure they are being met; otherwise corrective action must be taken.



Developing a financial forecast- Developing a financial forecast requires two steps:

1. Cost Estimate- Costs of the marketing plan can be divided into four major components: market research; product development; promotion (including advertising and packaging; and distribution.

2. Revenue Estimate- Forecasting revenues will be based on two major components: how much consumers are expected to buy and for what price, and what sales staff predict they will sell.



Comparing actual and planned results

Three key performance indicators used to measure the success of the marketing plan are:

• Sales analysis- is the comparing of actual sales with forecast sales to determine the effectiveness of the market strategy. The main strength is that sales figures are relatively inexpensive to collect and process. Their main weakness

is that data for sales revenue do not reveal the exact profit level.

• Market share analysis- Sales can be analysed, so too can a business’s market share. A business is able to evaluate its marketing strategies compared with those of its competitors.

• Marketing profitability analysis- is a method in which the business breaks down the total marketing costs into specific marketing activities. This evaluation also helps in deciding how best to allocate marketing resources in the future.




Revising the Marketing Strategy- the marketing plan can be revised by either:

    - Changes in the marketing mix

    - New product development

    - Product deletion- is the elimination of some lines of products


















































































Marketing Strategies

The extended marketing mix refers to the combination of people, processes and physical evidence with the four main elements of the marketing mix.

    • Market Segmentation, product/service differentiation and positioning

The ultimate goal of market segmentation is to increase sales, market share and profits by better understanding and responding to the desires of the different target customers.


Segmenting Consumer Markets- a segment variable is the characteristics of individuals or groups that are used by marketing managers to divide a total market into segments. These segments include:

    o Demographic segmentation- is the process of dividing the total market according to particular features of a population, including the size of the population, age, sex, income, cultural background and family size.

    o Geographical segmentation- is the process

of dividing the total market according to geographic locations.

    o Physchographical segmentation- is the process of dividing the total market according to personality, characteristics, motives, opinions, socioeconomic group and lifestyles.

    o Behavioural segmentation- is the process of dividing the total market according to the customers’ relationship to the product.




Differentiation and positioning of product/service

Product/service differentiation in its broadest sense, is the process of developing and promoting differences between the business’s products or services and those of its competitors.

Points of differentiation- some differences include the changes to packaging or labelling, or more complex such as; offering top-quality service, greater convenience, more features and value for money.
Four important points of differentiation include:

    o Customer service

    o Environmental concerns

    o Convenience

    o Social and ethical issues




Product/Service positioning

Product/service positioning refers to the technique in which marketers try to create an image or identity for a product compared with the image of competing products.
When a product is launched, the marketer needs to have clearly identified the desired position of the product/service. This is through the product/service’s name, price, packaging, styling, promotion and channels of distribution.



    • Products- good and/or services

Products are goods and services that can be offered in an exchange for the purpose of satisfying a need or want.
Goods = tangible (you can touch them)
Services = intangible (you cannot touch them)



Product Branding

A brand is a name, term, symbol, design or any combination of these that identifies

a specific product and distinguishes it from its competition.



Benefits of branding

Branding helps the customers and seller:

    • Identify a trusted brand in which they are willing to buy products with.

    • Evaluate the quality of the products

    • Reduce perceived risk of purchase

    • Gain a psychological reward from purchasing a product from a prestigious brand.

Branding helps businesses:

    • Gain repeat sales

    • Introduce new products

    • Promotional activities also helps market other products from the business

    • Encourage customer loyalty.



Branding- symbols, logos and strategies

Branding symbols and logos identifies a business or product.
Brands are classified by who owns it. The following three strategies help define a brand:

  i) Manufacturer’s brand or national brands are those owned by a manufacturer.

  ii) A private or house brand is owned by the retailer or wholesaler

iii) Generic brands are products with no brand name at all




Packaging

Packaging involves the development of a container and the graphic design for a product.

Packaging is sometimes as important as the product itself, well designed packaging will give a positive impression on the product and encourage first-time customers. Packaging helps:

    o Preserve the product

    o Protect the product from damage or tampering

    o Attracts the consumer’s attention

    o Divides the product into convenient units

    o Makes transportation and storage easier

Labelling is the presentation of information on a product or its package. Marketers can use labels to promote other products.




    • Price including methods- cost, market, competition-based

Price refers to the amount of money a customer

is prepared to offer in exchange for a product.

Pricing methods:

    • Cost-based (mark-up) pricing- is a pricing method derived from the cost of producing or purchasing a product and then adding a mark-up. COST + (COST X MARK-UP %) = PRICE

    • Market-based pricing- is a method of setting prices according to the interaction between the levels of supply and demand- whatever the market is prepared to pay.

    • Competition-based pricing- is where the price covers costs (cost of raw materials and the cost of operating the business) and is comparable to the competitor’s price. This price can be below, above or at the same level of the prices of their competitors.

Pricing Strategies- skimming, penetration, loss leaders, price points

Once the basic price has been set using the preferred pricing method(s), the business fine tunes this price, based on:

    - Its marketing objectives

    - The life cycle of the product

    - The market for the product

    - The degree of product differentiation

    - The level of economic activity



Price Skimming- occurs when a business charges the highest possible price for the product during the introduction stage of its life cycle.



Price penetration- occurs when a business charges the lowest price possible for a product or service so as to achieve large market share.



Loss leaders- is a product sold at or below the cost price. This is successful when the business:

    - Is overstocked or a product is slow to sell

    - Wants to increase the traffic flow in the expectation of new customers

    - Wants to build a reputation of low prices



Price Points- (or price lining) is selling products only at certain predetermined prices.



Price Quality and Interaction

Products

of superior quality are sold at higher prices.
Prestige or premium pricing is a pricing strategy where a high price is charged to give the product an aura of quality and status.



    • Promotion

Promotion describes the methods used by a business to inform, persuade and remind a target market about its products.

Elements of the promotional mix- advertising, personal selling and relationship marketing, sales promotions, publicity and public relations
Promotion mix is the various promotion methods a business uses in its promotional campaign. Methods include:
    • Advertising- the main advantage of advertising is that it provides businesses with the flexibility to reach an extremely large audience or to focus on a small, distinct target market segment.
      The 6 main advertising media includes:
    o Mass marketing
    o Direct marketing catalogues
    o Telemarketing
    o E-marketing
    o Social media advertising
    o Billboards




    • Personal selling and relationship marketing- personal selling involves the activities of a sales representative directed to a customer in an attempt to make a sale. Relationship marketing is the development of long-term, cost-effective and strong relationships with individual customers
    • Sales promotions- is the use of activities or materials as direct inducements to customers. This includes; coupons, premiums, refunds, samples and point-of-purchase displays.
    • Publicity and public relations- publicity is any free news story about a business’s products. Public relations are those activities aimed at creating and maintaining favourable relations between a business and its customers. There are four main ways in which public relations activities can assist a business in achieving its objective

of increased sales:
  i) Promoting a positive image
  ii) Effective communication of messages
iii) Issues monitoring
  iv) Crisis management


The communication process
Marketing managers can use a variety of channels to communicate a message. A channel is any method used for carrying a message. The two most common channels are print and electronic media advertising. Consumers are influenced by:
    • Opinion leaders (a person who influences others)-
    • Word of mouth- occurs when people influence each other during conversation.


    • Place/distribution
Place of distribution are activities that make the products available to customers when and where they want to purchase them.

Distribution Channels
Distribution channels are the routes taken to get the product from the factory to the customer.

Traditional distribution channels- the four most commonly used channels of distribution are:
    • Producer to customer- virtually all services
    • Producer to retailer to customer- this is used for bulky or perishable products such as furniture.
    • Producer to wholesaler to retailer to customer- the most common method used for distribution of consumer goods. The wholesaler buys in bulk and then sells individually to retailers.
    • Producer to agent to wholesaler to retailer to customer


Innovative distribution methods- non-store retailing
Non-store retailing activity conducted away from the traditional store. This is usually in the form of electronic marketing (e-marketing). The two most rapidly developing methods are telemarketing and internet marketing.





Channel Choice- including intensive, selective and exclusive
Market coverage refers to the number of outlets a firm chooses for its product. A business can decide to cover

the market in one of three ways:
    • Intensive distribution- when the business wishes to saturate the market with its product.
    • Selective distribution- using only a moderate proportion of all possible outlets
    • Exclusive distribution- only one retail outlet for a product in a large geographic area.


Physical Distribution Issues
Physical distribution is all those activities concerned with the efficient movement of the products from the producer to the customer. This involves a combination of transport, warehousing and inventory. Warehousing is a set of activities involved in receiving, storing and dispatching goods. Inventory control is a system that maintains quantities and varieties of products appropriate for the target market.

    • People, processes and physical evidence
Three more Ps have been added that apply especially to intangible products (services):
    • People- the people element refers to the quality of interaction between the customer and those within the business who will deliver the service. Consumers make their judgements based on how the employees treat them.
    • Processes-refers to the flow of activities that a business will follow in its delivery of a service. Without a tangible product, the processes must be highly efficient to achieve customer satisfaction.
    • Physical evidence- refers to the environment in which the service will be delivered. It also includes materials needed to carry out the service such as signage, brochures, calling cards, letterheads, business, logo and website.

    • E-marketing
E-marketing is the practice of using the internet to perform marketing activities.
E-marketing technologies:
    • Web pages
    • Podcasts- involves the distribution of digital audio or video files over the

internet
    • SMS (short message service)
    • Blogs- is an online journal that can be added to by readers
    • Web2.0
    • Social media advertising (SMA) is a form of online advertising using social media platforms such as Facebook, YouTube and Twitter to deliver targeted commercial message to potential customers.
































    • Global Marketing
A business’ marketing plan must be modified and adapted to suit overseas markets.



Global Branding- is the worldwide use of name, term, symbol or logo to identify the seller’s products. Businesses are increasingly using global branding because; it can be cost effective because one advertisement can be used in a number of locations. It provides a uniform worldwide image. The successful brand name can be linked to new products being introduced into the market.



Standardisation- is a global marketing strategy that assumes the way the product is used and the needs it satisfies are the same world over.



Customisation- a customised or local approach is a global marketing strategy that assumes the way the product is used and the needs it satisfies are different between countries.



Global Pricing- is how businesses coordinate their pricing policy across different countries.

A global business can implement one of three global pricing strategies:
    • Customised pricing- occurs whenever consumers in different countries are charged different prices for the same product.
    • Market-customised pricing- sets prices according to local market conditions
    • Standard worldwide price- is the practice of charging customers the same price for a product anywhere in the world.

Competitive Positioning- relates to how a business will differenti
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