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PREFACE

We live in interesting times! Perhaps as never before, today’s marketers face bewildering
levels of change, both in their operating environments and in the techniques and tools
they have available to them. And yet, in the middle of what seems to be turmoil, it is
apparent that many of the fundamental principles of marketing practice remain valid, and
perhaps even more critical, to organisational success.

In such demanding times, how should a textbook assist marketing teachers and their

students? This fourth edition meets the challenge with its aims of:

continuing to provide clear explanations of the core marketing terms and principles;
taking a commonsense and considered approach to introducing the new developments
and trends in the marketing field; and

continuing with and expanding upon the features developed in previous editions, such

as supporting the conceptual material with practical examples, feature articles,
activities and cases.

How to use this book
The major features of this edition are described below:

The text is divided into four parts that appropriately reflect the main learning areas in
an introductory marketing course. )

The chapters’ sequencing follows the way the subject is taught around Australia.

The point-form presentation and smaller, accessible sections of material are designed
specifically to meet the needs of VET students.

The tables, figures and photographs summarise and illustrate important marketing
processes.

Key terms and concepts at the end of each chapter can be used for the revision of
relevant terminology found in the text.

The ‘Learning objectives’ and ‘Outline of
important topics’ material at the beginning
of each chapter are designed to help students e e o o e By e P 7
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PREFACE

CHAPTER 3:Gathering marketing information 91

> TEST YOUR LEARNING

A QUESTION OF ETHICS
T sk

e The ‘Test your learning’ sections at the end
of each chapter now contain a comprehensive
range of practical student exercises and
activities.

Windex, wa

New developments and
features

Emphasis in the book is given to ‘real world’
marketing by including the following elements:

v et onschold
 recent year for which you

e Each chapter is introduced with a new feature,
€% e mankeren i ‘Meet the marketer’. These are interviews with a
range of marketing practitioners, each of whom
describes his or her marketing role and view of
the marketing field, in terms of its requirements,
trends and challenges. The interviews provide
many interesting insights into marketing
processes, and the organisations that use them.
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Marketing in a small business
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PREFACE xi

e The ‘Internet exercises’ provide students with @ st
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* ‘Marketing on the Internet’, a new appendix,
provides a practical outline of the issues and
requirements of this new marketing tool. This
appendix also has its own glossary, essential for
an understanding of this new field.
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WHAT IS E-COMMERCE?
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» Short, practical and accessible cases now
accompany the chapters, each with their own
set of questions. These are ideal student
activities at the conclusion of a class topic.
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PREFACE

e All the recent and important trends in marketing, including quality management,
relationship marketing and loyalty programs, database marketing, syndicated research
and new media, are given increased emphasis.

» Reflecting the reality that Australia is now very much a services-based society, services
marketing issues and strategies are integrated into each chapter.

Ancillary package

Recognising the need that teachers have for more and improved teaching aids and
classroom activities, the ancillary package has been expanded and updated to include:

* the overhead transparency masters for each major topic;
* suggested classroom exercises;
* an additional case study for each chapter;

* the answers and commentaries for all advertisements, pictures, questions and cases;
and
e a Test Bank containing more than 250 true/false questions, over 450 multiple-choice

questions, over 150 short-answer questions, 30 essay questions, and 100 Internet
exercises.
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MARKETING IN THE
21st CENTURY

An introduction to the marketing
concept, the marketing management
process, the marketing environment and
marketing research.




The field of marketing




Through her occupation as a
senior marketer, and in her
position as NSW President of
the  Australian  Marketing
Institute, Caroline Trotman is
making a strong commitment
to the marketing profession.

'After ten years as a commer-
cial lending manager in bank-
ing,” says Caroline, ‘I became
interested in the development
and marketing of financial ser-
vices, rather than simply in
selling them. | worked my way
into a marketing role, took every
marketing course | could find,
and finally completed an MBA.’

As Global Director of
Marketing, Government, for
the worldwide business services
firm  Andersen Consulting,
Caroline is responsible for the
development of integrated
marketing strategy to the
government sector, through a
75-person team in seven coun-
tries. Her team works to build
and maintain the desired cor-
porate image for the firm, to
locate and gain access to govern-
ment markets, and to develop
specific business opportunities
with government clients.

CRITICAL MARKETING SKILLS
FOR THE 21ST CENTURY?

All the marketers interviewed
responded to this question con-
sistently.

Market affinity
‘First, you must develop a
genuine affinity with your

Real commitment to marketing

THE MARKETER

market,” Caroline says. ‘I think
of this as “investing” time and
effort to understand the mar-
ket you are targeting. Who are
your customers, and what are
their situations and needs?
What changes are happening
in the marketplace, and what
are your competitors doing?’

Accountability

‘Accountability is one of the
hottest issues in marketing
today," says Caroline. ‘Success-
ful marketers must understand
how their particular contribu-
tion is going to be measured,
from the largest campaign
down to the smallest tactical
action. Marketers cannot avoid
being held accountable for
their strategies. The questions
are, "How will this marketing
strategy improve the inherent
value of the business? How
will it create value for our
shareholders?”’

Brand! Brand! Brand!

Caroline sees the development
of an effective brand as the
best means of differentiating a
firm’s product or service from
those of its competitors.
‘Borders between markets are
being broken down. The
Internet is enabling even the
smallest  supplier to be
"global”. It is becoming ever
more difficult to create
competitive advantage through
other means. So, a well-
known, respected brand that

means something positive to
your current and potential
customers is invaluable. It leads
to your product or firm being
the natural choice, or the one

first thought of, when a
purchase is being considered.’

PROFESSIONAL SERVICES—A
'LAST FRONTIER’

Caroline sees the marketing of
professional services as one of
the last marketing frontiers. ‘It's
relatively new compared with
the marketing of cars or fast
foods,” she says. ‘The basic
principles, however, still hold
true. We have to show
customers that we understand
their key needs, identified as
trust, confidence and expe-
rience. Then we position
ourselves to satisfy them.’

e A R T PR T A Y R e

AUSTRALIAN
MARKETING
INSTITUTE

Marketers who have achieved
required levels of qualification
and experience can apply for
registration as a Certified
Practising Marketer (CPM).
COURTESY OF THE AUSTRALIAN MARKETING
INSTITUTE



Part one: MARKETING IN THE 21st CENTURY

LEARNING OBJECTIVES

‘ This chapter is a response to the question, ‘What is marketing?” Many
people might answer that it is ‘advertising’ or ‘selling’, but marketing

wn AW =

involves much more.
After studying this chapter, you should be able to:

. define marketing, in both its broad societal and narrower business system contexts;
. trace the stages of the evolution of marketing management;

. distinguish between the marketing and selling approaches to business development;
. explain the meaning of the marketing concept;

. discuss the broadening of the marketing concept to include an organisation’s social

responsibility;

. identify several recent trends in marketing; and
. outline the marketing management process.

OQOUTLINE OF IMPORTANT TOPICS

These topic outlines are useful for reviewing exam material.

DEFINITIONS OF MARKETING (P. 6)

L:

In a general sense, marketing is any exchange activity intended to satisfy human wants.
Marketing is practised by individuals, businesses and non-profit organisations.

In a business sense, marketing is a system of business activities aimed at achieving
organisational goals by developing, pricing, distributing and promoting goods, services
and ideas that will satisfy customers’ wants.

DIFFERENCES BETWEEN MARKETING AND SELLING APPROACHES (P. 12)

1.

A selling approach to business involves persuading consumers to buy goods and services
that an organisation has already decided to produce or make available. Marketing involves
identifying consumers’ wants and developing goods and services to satisfy those wants.

"In the selling approach, an organisation attempts to bend consumer demand to fit the

company’s supply. In marketing, an organisation bends its supply to fit consumer demand.

STAGES IN THE DEVELOPMENT OF MARKETING MANAGEMENT (P. 9)

1.

Since the Industrial Revolution beginning in the 18th century, marketing management

has evolved through several stages:

* The production-orientation stage assumes that marketing effort is not needed to
make people buy products that are well made and reasonably priced.

e The sales-orientation stage calls for a substantial promotional ‘hard sell’ to
persuade customers to buy a firm’s products.

¢ The marketing-orientation stage sees companies adopting the twin goals of
customer orientation and a profitable sales volume. The companies under this
orientation shift to satisfying customer wants.

The societal marketing approach has also emerged, which extends the marketing
concept to consider societal well being.



