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INTRODUCTION

WHO THIS BOOK IS FOR

This pocketbook is about the fundamentals of marketing ~ that is, the basic concepts you
need to understand in order to start making marketing a key component of a successful
organisation. It will be useful for:

Those requiring an overview of the marketing process

Those starting a marketing course, for whom it will provide the basics

People interested in business in a general sense .

Non-marketers who have input into the marketing process

e Self-employed people

It will not make you into a marketing expert, but will lay the groundwork for understanding

marketing or act as a foundation for further research and learning.
The book is structured into the following parts:

@ The introduction (chapters 1 and 2) explains the basics
e The middle (chapters 3 to 6) covers the marketing process '
e The final part (chapters 7, 8 and 9) looks at the practical application of marketing

E Notes
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INTRODUCTION

MARKETING CYCLE

Marketing is quite simple in essence. It
consists of finding out what customers
want; developing a strategy to satisfy
those needs; agreeing on the plan

to achieve the strategy; and then
implementing it, as the diagram
shows, with the customers at

the heart of things. It is a cycle,

as the market does not stand still

and you need constantly to

re-evaluate what you do.

\
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INTRODUCTION

THE CONTEXT OF MARKETING

Running a business calls for a range of
skills and experience including:

Financial acumen

People management

Strategic thinking

Tactical operations

Resource usage and management
Selling, and of course

Marketing

No one of these is more important than any other. The
best marketer will go out of business without proper financial
controls and goods cannot be delivered unless they are
manufactured, priced and sold correctly.

These skills can be considered in isolation, but remember
that all must be present in a successful business.
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INTRODUCTION
MARKETING IN AN ORGANISATION

Marketing is not a department or a group
of people. it is an ethos, that is a type of
thinking that must flow throughout an
organisation and permeate every aspect

of its operations. WMARKETING
It is also a subset of organisational
strategy, and as such assists in meeting OPERATIONS
the objectives of an organisation by
ensuring that products and services are e e
sold to the right market, meeting the right SUPPORT
needs, at a price that will yield a profit.
STRATEGY
g _J

E Notes
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INTRODUCTION
WHERE MARKETING FITS WITH STRATEGY

A strategy translates understanding of the gap between vision (where you want to be) and
today (where you are) into a series of actions to get there. It is
vitally important that marketing is an integrated part of this
strategy because you must understand the key market issues.

MARKET
COMPETITION -
CRITICAL SUCCESS FACTORS
CAPABILITY
WANTS/NEEDS
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