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Series 1: Foundations of Marketing Management

Series outline

Part 1.1: The Nature and Scope of Marketing Management
e 1.1.1 Definition and evolution of marketing
e 1.1.2 Importance of marketing in organisations and society
e 1.1.3 Applications of the marketing concept
Part 1.2: The Marketing Concept and Its Implications
e 1.2.1 Core principles of the marketing concept
o 1.2.2 Effects of the marketing concept on firms
e 1.2.3 Effects of the marketing concept on consumers and society
Part 1.3: Strategic Marketing Management Process
e 1.3.1 Overview of strategic marketing management
e 1.3.2 Key stages in the process
e 1.3.3 Role of managers in applying the process
Part 1.4: Contemporary Perspectives in Marketing Management
e 1.4.1 Customer relationship management
e 1.4.2 Total quality marketing
e 1.4.3 Current issues and challenges in marketing management

Introduction

In everyday life, we constantly encounter marketing, whether through advertisements, product
packaging, or customer service experiences. Behind these visible elements lies a structured
discipline known as marketing management, which guides organisations in identifying
opportunities, meeting consumer needs, and achieving sustainable success. This Series
introduces you to the foundations of marketing management, helping you appreciate its role in
shaping both business practices.and societal outcomes.

The aim of this Series is to provide you with a clear understanding of the basic principles of
marketing management and to equip you with the ability to apply these principles in analysing,
planning, and managing marketing activities.

We shall commence: this Series by exploring the nature and scope of marketing management,
including its definition, evolution, and applications. Next, we will examine the marketing
concept and its implications for firms, consumers, and society. Following that, we will study the
strategic marketing management process, focusing on its stages and managerial roles. Finally, we
will round off the Series with contemporary perspectives such as customer relationship
management, total quality marketing, and current challenges in marketing management.

Series Learning Outcomes

Upon completing this Series, you should be able to:

-

MET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



e 1.1 define marketing management and explain its scope and relevance in organisations
and society,

e 1.2 describe the core principles of the marketing concept and evaluate its effects on firms,
consumers, and society,

e 1.3 analyse the stages of the strategic marketing management process and explain their
managerial significance,

e 1.4 examine contemporary perspectives in marketing management, including customer
relationship management, total quality marketing, and current issues.

1.1 The Nature And Scope Of Marketing Management

1.1.1 Definition and evolution of marketing

Marketing is the process of identifying, anticipating, and satisfying customer needs profitably. It
involves creating value for customers and building strong relationships that benefit both the
organisation and society. Over time, marketing has evolved from a simple‘focus on selling
products to a broader discipline that integrates research, strategy, and customer engagement.

Marketing management refers to the planning, organising, directing, and controlling of
marketing activities to achieve organisational goals. It ensures that resources are effectively
allocated to meet market opportunities'and challenges.

Fill in the blank: Marketing is the process of identifying, anticipating, and customer
needs profitably.
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Figure 1.1 Evolution of marketing orientations
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1.1.2 Importance of marketing in organisations and society

Marketing plays a central role in connecting organisations with their customers. It helps firms to
identify opportunities, design products, and communicate value. For society, marketing
contributes to improved standards of living by making goods and services accessible and
affordable.

A key term here is value creation, which means delivering benefits that exceed the costs
customers incur. Organisations that consistently create value build loyalty and long-term success.

Fill in the blank: Marketing contributes to improved standards of living by making goods and
services and affordable.
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Plate 1.1 Marketing as a bridge between firms-and:society

1.1.3 Applications of the marketing concept

The marketing concept is a philosophy that places customer needs at the centre of
organisational decision-making. It requires firms to focus on customer satisfaction while
achieving their own objectives. Applications of the marketing concept can be seen in product
design, pricing strategies, promotional campaigns, and distribution systems.

For example, a company applying the marketing concept will design products based on customer
research rather than internal assumptions. It will also ensure that its pricing reflects perceived
value and that its promotional messages resonate with target audiences.

Fill in the blank: The marketing concept places needs at the centre of organisational
decision-making.
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BOX 1.1 APPLICATIONS OF THE MARKETING
CONCEPT
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Pilotsquestions'1.1
1.. Which term refers to the planning, organising, directing, and controlling of marketing
activities?

2. What is the main focus of the marketing concept?

3. Marketing contributes to improved standards of living by making goods and services
what?

4. Which orientation emphasises building long-term customer relationships?

5. What does value creation mean in marketing?

o)
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1.2 The Marketing Concept And Its Implications

1.2.1 Core principles of the marketing concept

The marketing concept is a business philosophy that prioritises customer needs and satisfaction
as the foundation of organisational success. It asserts that firms should design products, set
prices, and communicate value based on what customers truly want, rather than on what the
organisation assumes they need.

The core principles include customer orientation, integrated marketing effort, and profitability
through satisfaction. Customer orientation means placing the customer at the centre of all
decisions. Integrated marketing effort refers to the coordination of all departments to deliver
value. Profitability through satisfaction highlights that long-term success depends on consistently
meeting or exceeding customer expectations.

Fill in the blank: The marketing concept asserts that firms should design products based on what
truly want.
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Figure 1.2 Core principles of the marketing concept
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1.2.2 Effects of the marketing concept on firms

When firms adopt the marketing concept, they benefit from improved customer loyalty, stronger
brand reputation, and sustainable profitability. By focusing on customer satisfaction, firms can
reduce the risk of product failure and increase market share.

A’key term here is competitive advantage, which means the unique position a firm achieves by
offering superior value compared to rivals. Firms that consistently apply the marketing concept
often gain competitive advantage through innovation, service quality, or customer relationships.

Fill in the blank: Firms that apply the marketing concept often gain advantage through
innovation and service quality.
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BOX 1.2 EFFECTS OF THE MARKETING
CONCEPT ON FIRMS
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1.2 3 Effects of the marketing concept on consumers and society

For consumers, the marketing concept ensures that products and services are designed to meet
their needs, leading to higher satisfaction and better quality of life. For society, it encourages
ethical practices, responsible consumption, and sustainable development.

A key term here is consumerism, which refers to the organised movement of citizens and
government agencies to improve the rights and power of buyers in relation to sellers. The
marketing concept supports consumerism by promoting transparency, fairness, and
accountability.

Fill in the blank: The marketing concept supports by promoting transparency, fairness,
and accountability.

-
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Plate 1.2 Marketing concept
supporting consumerism
and sustainbility

Pilot quéstions 1.2
1., What is the central philosophy of the marketing concept?

2. Which principle of the marketing concept refers to coordination across departments?
3. Firms that apply the marketing concept often gain what type of advantage?
4. . What term describes the organised movement to improve consumer rights?

5. How does the marketing concept benefit society?

1.3 Strategic Marketing Management Process
1.3.1 Overview of strategic marketing management
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Strategic marketing management is the process of planning, implementing, and evaluating
marketing strategies that align with an organisation’s overall objectives. It ensures that marketing
decisions are not made in isolation but are integrated into the broader organisational strategy.

This process helps firms to anticipate market changes, allocate resources effectively, and
maintain competitiveness. It is both analytical and practical, requiring managers to balance
organisational goals with customer needs.

Fill in the blank: Strategic marketing management ensures that marketing decisions are
integrated into the broader strategy.

ORGANISATIONAL

STRATEGY

Provides input and feedback

@ STRATEGIC
MARKETING
MANAGEMENT PROCESS

It

MARKET ANALYSIS STRATEGY IMPLEMENTATION MARKETING

(Customers, Competitors, FORMULATION (Targeting, & STRATEGY
(Context) Posistiining, 4 Ps) CONTROL EXECUTION

Figure 1.3 Strategic marketing management as part of organistional strategy

1.3.2 Key stages in the process
The strategic marketing management process typically involves several stages:
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o Situation analysis: Assessing internal strengths and weaknesses, as well as external
opportunities and threats.

o Strategy formulation: Developing marketing objectives and strategies based on the
analysis.

o Implementation: Executing the chosen strategies through marketing programmes-and
activities.

o Evaluation and control: Monitoring performance and making adjustments where
necessary.

A key term here is SWOT analysis, which stands for strengths, weaknesses, opportunities, and
threats. It is a tool used to evaluate both internal and external factors affecting an organisation.

Fill in the blank: The tool used to evaluate strengths, weaknesses, opportunities, and threats is
called analysis.
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BOX 1.3 STAGES OF THE STRATEGIC
MARKETING MANAGEMENT PROCESS
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1.3.3.Role of managers in applying the process

Managers play a crucial role in applying the strategic marketing management process. They must
interpret market data, design strategies, and ensure effective implementation. Their
responsibilities include coordinating teams, allocating resources, and maintaining alignment
between marketing activities and organisational goals.

A'key term here is marketing planning, which refers to the systematic process of deciding what
marketing strategies to pursue and how to implement them. Managers use marketing planning to
ensure that activities are consistent, measurable, and adaptable to change.

Fill in the blank: Managers use planning to ensure that marketing activities are consistent
and adaptable to change.

-

MET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



1.3 Managers applling the strategic
‘ ing management process

Pilotsquestions'1.3
1. What 1s strategic marketing management?

2. Which stage of the process involves assessing strengths, weaknesses, opportunities, and
threats?

3.. What does SWOT stand for?
4. Which stage of the process involves executing chosen strategies?

5. What is the role of managers in applying the strategic marketing management process?
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1.4 Contemporary Perspectives In Marketing Management

1.4.1 Customer relationship management

Customer relationship management (CRM) refers to the strategies, technologies, and practices
that organisations use to manage and analyse customer interactions throughout the customer
lifecycle. The goal is to improve customer service, build loyalty, and drive sales growth. CRM
systems help firms collect data, track preferences, and personalise communication.

Fill in the blank: Customer relationship management aims to improve customer service, build
loyalty, and drive growth.
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Figure 1.4 Customer relationship management cycle

1.4.2 Total quality marketing
Total quality marketing (TQM) is an approach that integrates quality principles into marketing
activities. It emphasises continuous improvement, customer satisfaction, and teamwork across

)

-
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departments. Just as total quality management focuses on product and service excellence, total
quality marketing ensures that marketing processes themselves are efficient, reliable, and
customer-centred.

A key term here is continuous improvement, which means the ongoing effort to enhance
products, services, or processes to meet customer expectations more effectively.

Fill in the blank: Total quality marketing emphasises continuous improvement, customer
satisfaction, and across departments.

BOX 1.4 PRINCIPLES OF TOTAL QUALITY
MARKETING

% Continuous improvement

@ Customer satisfaction

@ Customer satisfaction

Teamwork across departments

1.4.3 Current issues and challenges in marketing management
Marketing management today faces several challenges, including rapid technological change,
global competition, and increasing consumer awareness of ethical and environmental issues.

-
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Managers must adapt to digital platforms, manage social media engagement, and respond to
demands for sustainability.

A key term here is social marketing, which refers to the use of marketing principles to influence
behaviours that benefit individuals and society. It often addresses issues such as health, safety;
and environmental protection.

Fill in the blank: Social marketing uses marketing principles to influence behaviours that benefit
individuals and
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Pilot questions 1.4
1. What does CRM stand for?

2. What is the main goal of customer relationship management?
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3. Which principle of total quality marketing refers to ongoing efforts to enhance processes?
4. What does social marketing aim to influence?

5. Name one current challenge faced by marketing managers today.

Series summary

This Series has introduced you to the foundations of marketing management, highlighting its
importance in connecting organisations with customers and society. We began by examining the
nature and scope of marketing management, including its definition, evolution, and applications.
We then explored the marketing concept and its implications, focusing on its principles and
effects on firms, consumers, and society. Following that, we studied the strategic marketing
management process, looking at its stages and the role of managers. Finally, we considered
contemporary perspectives such as customer relationship management, total quality marketing,
and current challenges in the field.

By working through these Parts, you should now be able to define marketing management and
explain its scope (SLO 1.1), describe and evaluate the marketing concept (SLO 1.2), analyse the
stages of the strategic marketing management process (SLO 1.3), and €xamine contemporary
perspectives in marketing management (SLO 1.4). These outcomes provide you with a strong
foundation for the rest of the course and prepare you to apply marketing principles in practice.

Glossary of terms

o Competitive advantage: The unique position a firm achieves by offering superior value
compared to rivals.

e Consumerism: The organised movement of citizens and government agencies to
improve the rights and power of buyers in relation to sellers.

o Continuous improvement: The ongoing effort to enhance products, services, or
processes to meet customer expectations more effectively.

o Customer orientation: Placing the customer at the centre of all organisational decisions
and activities.

o [ Customer relationship management (CRM): Strategies, technologies, and practices
used to manage and analyse customer interactions throughout the customer lifecycle.

o Integrated marketing effort: Coordination of all departments in an organisation to
deliver value to customers.

e  Marketing: The process of identifying, anticipating, and satisfying customer needs
profitably.

e Marketing concept: A philosophy that places customer needs at the centre of
organisational decision-making.

e Marketing management: The planning, organising, directing, and controlling of
marketing activities to achieve organisational goals.
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e Marketing planning: The systematic process of deciding what marketing strategies to
pursue and how to implement them.

e Social marketing: The use of marketing principles to influence behaviours that benefit
individuals and society.

o Strategic marketing management: The process of planning, implementing, and
evaluating marketing strategies that align with organisational objectives.

e  SWOT analysis: A tool used to evaluate strengths, weaknesses, opportunities, and
threats affecting an organisation.

o Total quality marketing (TQM): An approach that integrates quality principles into
marketing activities, emphasising continuous improvement, customer satisfaction, and
teamwork.

e Value creation: Delivering benefits that exceed the costs customers incur, thereby
building loyalty and long-term success.

Concept Check Questions [Series 1]
Objective questions

1. Which of the following best defines marketing management? a) Selling products only b)
Planning, organising, directing, and controlling marketing activities ¢) Advertising
campaigns alone d) Customer service functions (Linked to SLO 1.1)

2. Which principle of the marketing concept refers to coordination across departments? a)
Customer orientation'b) Integrated marketing effort c) Profitability through satisfaction d)
Value creation (Linked to SLO 1.2)

3. SWOT analysisiis used during which stage of the strategic marketing management
process? a) Implementation b) Situation analysis ¢) Evaluation and control d) Strategy
formulation (Linked to SLO 1.3)

4. Whichof the following is NOT a principle of total quality marketing? a) Continuous
improvement b) Customer satisfaction ¢) Teamwork across departments d) Ignoring
customer feedback (Linked to SLO 1.4)

Short-answer questions

S. Define marketing management and explain its scope in organisations. (Linked to SLO
1.1)

6. State one effect of the marketing concept on consumers and one effect on society.
(Cinked to SLO 1.2)

7. List the four stages of the strategic marketing management process. (Linked to SLO 1.3)
8. What is social marketing and what does it aim to achieve? (Linked to SLO 1.4)

Long-answer questions

-
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0. Analyse the evolution of marketing orientations and explain how they have shaped
modern marketing management. (Linked to SLO 1.1)

e Basic response: Describe the shift from production orientation to relationship
orientation, highlighting how each stage influenced marketing practices.

e Value-added response: Provide examples of companies that illustrate these orientations,
and critically evaluate how digital technologies and globalisation have accelerated the
move towards relationship and societal marketing.

10. Evaluate the role of managers in applying the strategic marketing management process.
(Linked to SLO 1.3)

o Basic response: Explain how managers interpret market data, design strategies, and
oversee implementation.

e Value-added response: Discuss how managers use modern tools suchas analytics, CRM
systems, and digital platforms to enhance decision-making and adapt strategies in
dynamic environments.

Answers to Concept Check Questions [Series 1]

Objective questions

b) Planning, organising, directing, and controlling marketing activities
b) Integrated marketing effort

b) Situation analysis
d) Ignoring customer feedback

b s

Short-answer questions

5. Marketing management is the planning, organising, directing, and controlling of
marketing activities to achieve organisational goals. Its scope includes product design, pricing,
promotion, and-distribution.

6. Effect on consumers: Products and services are designed to meet their needs. Effect on
society: Encourages ethical practices and sustainable development.

7. Situation analysis, strategy formulation, implementation, evaluation and control.

8. Social marketing is the use of marketing principles to influence behaviours that benefit

individuals and society. It aims to promote health, safety, and environmental protection.
Long-answer questions
9.

e Basic response: Marketing evolved from production orientation (focus on efficiency) to
product orientation (quality), selling orientation (persuasion), marketing orientation
(customer focus), societal orientation (social responsibility), and relationship orientation
(long-term loyalty). Each stage shaped how firms interact with customers.

-
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e Value-added response: For example, Ford’s early production orientation emphasised
efficiency, while Apple’s product orientation focused on innovation. Today, firms like
Amazon exemplify relationship orientation through personalised services. Digital
technologies and globalisation have accelerated the shift towards customer-centric and
socially responsible marketing.

10.

o Basic response: Managers interpret market data, design strategies, coordinate teams,
allocate resources, and oversee implementation to ensure alignment with organisational
goals.

e Value-added response: Managers increasingly rely on analytics,.CRM systems, and
digital platforms to make evidence-based decisions. They adapt strategies quickly in
response to market changes, ensuring competitiveness in dynamic environments.

Answers to Pilot Questions [Series 1]
Part 1.1

e Marketing management
o Customer needs

e Accessible

o Relationship orientation
¢ Value creation

Part 1.2

o The central philosophy of customer satisfaction
o Integrated marketing effort

o Competitive advantage

o Consumerism

o Ethical practices and sustainability

Part 1.3

o Strategic marketing management is the process of planning, implementing, and
evaluating marketing strategies

e  Situation analysis

o - Strengths, weaknesses, opportunities, threats

e Implementation

o Managers interpret data, design strategies, and oversee implementation

Part 1.4

-
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Customer relationship management

Improve service, build loyalty, and drive sales growth

Continuous improvement

Behaviours that benefit individuals and society

Rapid technological change, global competition, ethical and environmental concerns

Series 2: Analysing Market Opportunities And
Threats

Series outline

e Part 2.1: Understanding Market Opportunities
e 2.1.1 Definition and importance of market opportunities
e 2.1.2 Sources of market opportunities (consumer trends, technology, competition,
regulation)
e 2.1.3 Tools for identifying opportunities
o Part 2.2: Identifying Market Threats
e 2.2.1 Definition and types of market threats
o 2.2.2 External threats (economig, political, technological, social)
e 2.2.3 Internal threats (resource limitations, organisational weaknesses)
o Part 2.3: Environmental Scanning And Market Analysis
e 2.3.1 Concept of environmental scanning
e 2.3.2 Techniques for market analysis (PESTEL, SWOT, competitor analysis)
e 2.3.3 Role of data and research in scanning
o Part 2.4: Strategic Responses To Opportunities And Threats
e 2.4.1 Matching oppertunities with organisational strengths
e 2.4.2 Mitigating threats through strategic planning
e (2.4.3 Case examples of successful responses

Introduction

Every organisation operates in a dynamic environment where opportunities and threats
constantly emerge. Recognising opportunities allows firms to innovate and grow, while
identifying threats helps them to prepare and protect their position in the marketplace. This
Series is designed to guide you through the systematic analysis of opportunities and threats,
showing how they influence marketing decisions and organisational success.

The aim of this Series is to equip you with the ability to critically analyse market opportunities
and threats, and to apply strategic tools that help organisations respond effectively.

We shall commence this Series by examining the nature of market opportunities, their sources,
and the tools used to identify them. Next, we will consider market threats, both external and

-
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internal, and how they affect organisational performance. Following that, we will explore
environmental scanning and market analysis techniques such as PESTEL, SWOT, and
competitor analysis. Finally, we will conclude by discussing strategic responses to opportunities
and threats, supported by practical examples.

Series Learning Outcomes
Upon completing this Series, you should be able to:
e 2.1 define market opportunities and explain their sources and importance,
e 2.2 describe different types of market threats and analyse their impact on erganisations,

e 2.3 apply environmental scanning and market analysis techniques such as PESTEL,
SWOT, and competitor analysis,

e 2.4 evaluate strategic responses to opportunities and threats using practical examples.

2.1 Understanding Market Opportunities

2.1.1 Definition and importance of market opportunities

A market opportunity is a favourable situation in which an organisation can meet customer
needs more effectively than competitors, thereby gaining growth or profitability. Market
opportunities arise when there is a gap between what customers want and what is currently
available in the marketplace.

The importance of market opportunities lies in their ability to drive innovation, expand market
share, and ensure long-term sustainability. Organisations that identify and act on opportunities
early often gain a competitive-edge.

Fill in the blank: A market opportunity exists when there is a gap between what customers want
and what is available.

-
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Figure 2.1 Market opportunities as gaps in customer needs
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Figure 2.1 Market opportunities as gaps in customer needs

2.1.2 rket opportunities
ities can arise from several sources:

trends: Changes in preferences, lifestyles, or demographics that create
d for new products.

chnology: Innovations that enable new solutions or improve efficiency.
Competition: Weaknesses or gaps in competitors’ offerings that can be exploited.

e Regulation: New laws or policies that open up markets or create demand for compliant
products.
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A key term here is trend analysis, which refers to the study of patterns in consumer behaviour or
industry developments to predict future demand.

Fill in the blank: Market opportunities can arise from consumer trends, technology, competition,
and

BOX 2.1
SOURCES OF MARKET OPPORUTNITIES

Consumer trends

R

Technology
Competition

Regulation

> X

Figure 2.1 Market opportunities as gaps in customer needs

2.1.3 Tools for identifying opportunities
Organisations use several tools to identify market opportunities:

e Market research: Collecting and analysing data about customers, competitors, and
industry conditions.

o SWOT analysis: Evaluating strengths, weaknesses, opportunities, and threats to
determine strategic options.
o
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o PESTEL analysis: Examining political, economic, social, technological, environmental,
and legal factors that influence markets.

A key term here is environmental scanning, which means systematically monitoring external
factors to detect opportunities and threats.

Fill in the blank: The tool used to examine political, economic, social, technological,
environmental, and legal factors is called analysis.

Table 2.1 Tools for Identiying Market Opportunities

Tool Purpose Example Use Case

Market research Collect data on customers and | Customer surveys for new
competitors product interest

SWOT analysis Evaluate internal strengths, Strategic planning for
weakneess, external business expansion
opportunities, threats

PESTEL analysis Assess macro-environmental | Policy impact assesment for
influences | _market entry

Figure 2.2 Tools for identifying market opportunities

Pilot questions 2.1
1. What is a market opportunity?

2. Market opportunities exist when there is a gap between customer needs and what is what?

3. Name two sources of market opportunities.

-
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4. What does trend analysis involve?

5. Which tool examines political, economic, social, technological, environmental, and legal
factors?

2.2 Identifying Market Threats

2.2.1 Definition and types of market threats

A market threat is any external or internal factor that poses a risk to an organisation’s ability to
achieve its objectives. Threats can reduce profitability, weaken competitive advantage, or disrupt
operations.

Types of market threats include economic downturns, new competitors, technological
disruptions, regulatory changes, and shifts in consumer behaviour. Internal threats may also arise
from limited resources, poor management, or weak brand reputation.

Fill in the blank: A market threat is any factor that poses a risk-to-an organisation’s ability to
achieve its
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Figure 2.2 Types of market threats
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Figure 2.2 Types of market threats

2.2.2 External threats
External threats originate outside the organisation and are often beyond its direct control.
Examples include:

o Economic factors: Inflation, recession, or currency fluctuations.

o Political and legal factors: Government policies, taxation, or trade restrictions.

o Technological factors: Rapid innovation that makes existing products obsolete.

e Social factors: Changing consumer attitudes, cultural shifts, or demographic changes.

A key term here is macro-environment, which refers to the broad external forces that influence
all organisations in an industry.
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Fill in the blank: External threats often arise from the environment, which includes
economic, political, technological, and social factors.

BOX 2.2 EXAMPLES OF EXTERNAL THREATS

NN\ Inflation and recession
ﬁé Trade restrictions
{§,§} Technological disruption

@o Changing consumer attitudes

Figure 2.3 Examples of external threats

2.2.3 Internal threats
Internal threats come from within the organisation and can often be managed or corrected.
Examples include:

e Resource limitations: Insufficient capital, outdated equipment, or lack of skilled staff.

e Organisational weaknesses: Poor leadership, ineffective communication, or weak brand
identity.

o Operational inefficiencies: Slow processes, low productivity, or poor quality control.

-
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A key term here is organisational weakness, which refers to internal shortcomings that reduce
an organisation’s ability to compete effectively.

Fill in the blank: Internal threats often arise from organisational such as poor leadership
or weak brand identity.

Plate 2.2 Internal threats arising
from organisational weakneses

Pilot questions 2.2
1.©. What is a market threat?

2. Name two types of market threats.
3. Which environment includes economic, political, technological, and social factors?

4. Give one example of an external threat.
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5. What term refers to internal shortcomings that reduce an organisation’s ability to compete
effectively?

2.3 Environmental Scanning And Market Analysis

2.3.1 Concept of environmental scanning

Environmental scanning is the systematic process of monitoring, analysing, and interpreting
external forces that may affect an organisation’s performance. It helps managers anticipate
changes, identify opportunities, and prepare for threats. By scanning the environment, firms can
adapt strategies to remain competitive and relevant.

Fill in the blank: Environmental scanning is the systematic process of monitoring, analysing, and
interpreting forces that affect performance.
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Figure 2.3 Elements of environmental scanning

TECHNOLOIGAL

ENVIRONMENTAL
SCANNING

Figure 2.3 Elements of environmental scanning
2.3.2 Techniques for market analysis
Several techniques are used to analyse markets:

o PESTEL analysis: Examines political, economic, social, technological, environmental,
and legal factors.

e SWOT analysis: Identifies strengths, weaknesses, opportunities, and threats.

o Competitor analysis: Evaluates rivals’ strategies, strengths, and weaknesses to anticipate
their moves.

A key term here is competitor analysis, which refers to the systematic study of existing and
potential rivals to understand their strategies and market behaviour.
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Fill in the blank: The technique that examines political, economic, social, technological,

environmental, and legal factors is called

analysis.

Table 2.2 Techniques for Market Analysis

Technique Focus Area Example Use Case

PESTEL Analysis Macro-environmental Assessing impact of
factors new regulations

SWOT Analysis Internal and external Strategic planning
organisational factors

Competitor Rivals’ strategies and Benchbacking against

Analysis market behavion compettors

Figure 2.4 Techniques for market analysis

2.3.3,Role of data and research in scanning

Data and research are essential for effective environmental scanning and market analysis.
Organisations rely on surveys, reports, and industry statistics to make informed decisions.
Reliable data helps managers distinguish between short-term fluctuations and long-term trends.

A key term here is market intelligence, which refers to the collection and analysis of
information about markets, competitors, and consumer preferences to support decision-making.

Fill in the blank: Market intelligence refers to the collection and analysis of information about
markets, competitors, and preferences.

-
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Pilotaquestions2.3
1. What is environmental scanning?

2. Which technique examines political, economic, social, technological, environmental, and
legal factors?

3. What does SWOT stand for?
4. What is competitor analysis?

5. What term refers to the collection and analysis of information about markets and
consumer preferences?
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2.4 Strategic Responses To Opportunities And Threats

2.4.1 Matching opportunities with organisational strengths
Organisations must align their strengths with identified opportunities to maximise success. This
involves using internal capabilities such as skilled staff, strong brand reputation, or advanced
technology to exploit favourable market conditions. When strengths are matched with
opportunities, firms can achieve growth, innovation, and competitive advantage.

A key term here is strategic fit, which refers to the alignment between an organisation’s interna
strengths and external opportunities.

Fill in the blank: Strategic fit refers to the alignment between an organisation’s interna ng

and external . ’

STRATEGIC

FIT

“

Figure 2.4 Strategic fit between strengths and opportunities

-
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STRATEGIC

FIT

Figure 2.4 Strategic fit between strengths and opportunities

2.4.2 Mi i ea rough strategic planning
e avoided, but they can be mitigated through careful planning.
diversify products, strengthen risk management, or invest in innovation to

here is risk management, which refers to the identification, assessment, and
ation of risks followed by coordinated action to minimise their impact.

11 in the blank: Risk management involves identifying, assessing, and prioritising risks
followed by coordinated
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BOX 2.4 STRATEGIES FOR
MITIGATING THREATS

Céa% Diversification of products

Strengthning risk management

S”

-@)- Investing in innovation

@ Preparing contigenocy measures

Figure 2.5 Strategies for mitigating threats

2.4 3 Case examples of successful responses

Real-world examples illustrate how organisations respond to opportunities and threats. For
mstance, firms that recognised the rise of digital platforms invested early in e-commerce, gaining
market share: Others that faced regulatory threats adapted by introducing eco-friendly products,
turning potential risks into opportunities.

A'key term here is adaptive strategy, which refers to the ability of organisations to adjust their
actions in response to changing environmental conditions.

Fill in the blank: An adaptive strategy refers to the ability of organisations to adjust their actions
in response to changing conditions.

-
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Plate 2.4 Adaptive strategies in response to market changes

Pilot queéstions 2.4

1.
2.
3.
4.

5.

What does strategic fit mean?

Name one organisational strength that can be matched with an opportunity.
What'is risk management?

Give one strategy for mitigating threats.

What term refers to the ability of organisations to adjust their actions in response to
changing conditions?

Series summary
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This Series has focused on analysing market opportunities and threats, a critical aspect of
marketing management. We began by defining market opportunities, exploring their sources
such as consumer trends, technology, competition, and regulation, and examining tools for
identifying them. We then considered market threats, distinguishing between external threats like
economic or technological changes and internal threats such as organisational weaknesses.
Following that, we studied environmental scanning and market analysis techniques, including
PESTEL, SWOT, and competitor analysis, and highlighted the role of data and research. Finally,
we examined strategic responses, showing how organisations can match opportunities with
strengths, mitigate threats through planning, and adopt adaptive strategies.

By engaging with these Parts, you should now be able to define and explain market opportunities
(SLO 2.1), describe and analyse market threats (SLO 2.2), apply environmental scanning and
market analysis techniques (SLO 2.3), and evaluate strategic responses to opportunities-and
threats (SLO 2.4). These outcomes strengthen your ability to critically assess the environment in
which organisations operate and to design strategies that ensure resilience and growth.

Glossary of terms

o Adaptive strategy: The ability of organisations to adjust their-actions in response to
changing environmental conditions.

o Competitor analysis: The systematic study of existing and potential rivals to understand
their strategies and market behaviour.

e Environmental scanning: The systematic process of monitoring, analysing, and
interpreting external forces that may affect organisational performance.

e Macro-environment: The broad external forces such as economic, political,
technological, and social factors that influence all organisations in an industry.

e Market intelligence: The collection and analysis of information about markets,
competitors, and consumer preferences to support decision-making.

e Market opportunity: A favourable situation in which an organisation can meet customer
needs more effectively than competitors.

o Market threat: Any external or internal factor that poses a risk to an organisation’s
ability to achieve its objectives.

¢ Organisational weakness: Internal shortcomings that reduce an organisation’s ability to
compete effectively.

o PESTEL analysis: A tool for examining political, economic, social, technological,
environmental, and legal factors influencing markets.

¢ Risk management: The identification, assessment, and prioritisation of risks followed by
coordinated action to minimise their impact.

o Strategic fit: The alignment between an organisation’s internal strengths and external
opportunities.

-
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e  SWOT analysis: A tool used to evaluate strengths, weaknesses, opportunities, and
threats affecting an organisation.

e Trend analysis: The study of patterns in consumer behaviour or industry developments
to predict future demand.

Concept Check Questions [Series 2]
Objective questions

1. Which of the following best defines a market opportunity? a) A favourable situation to
meet customer needs better than competitors b) A threat to organisational success ¢) A
government regulation restricting trade d) A competitor’s weakness only (Linked to SLO
2.1)

2. Which of the following is an external threat? a) Poor leadership b) Inflation ¢) Weak
brand identity d) Limited resources (Linked to SLO 2.2)

3. PESTEL analysis examines which of the following factors? a) Internal strengths and
weaknesses b) Political, economic, social, technological, environmental, and legal c)
Competitors’ strategies only d) Customer satisfaction levels (Linked to SLO 2.3)

4. Strategic fit refers to: a) Matching organisational strengths with external opportunities b)
Ignoring threats in the environment ¢) Focusing only on internal weaknesses d) Reducing
costs without considering opportunities (Linked to SLO 2.4)

Short-answer questions

Define a market threat-and give one example. (Linked to SLO 2.2)

List two sources of market opportunities. (Linked to SLO 2.1)

What is competitor analysis and why is it important? (Linked to SLO 2.3)

State one strategy organisations can use to mitigate threats. (Linked to SLO 2.4)

PN W

Long-answer questions

0. Analyse the role of environmental scanning in identifying opportunities and threats.
(Linked to SLO 2.3)

o  Basic response: Explain how scanning external forces helps organisations anticipate
changes and prepare strategies.

o Value-added response: Provide examples of firms that successfully used environmental
scanning, and discuss how digital tools enhance scanning today.

10.  Evaluate how organisations can respond strategically to both opportunities and threats.
(Linked to SLO 2.4)

o Basic response: Describe how strengths can be matched with opportunities and how
threats can be mitigated through planning.
o
D
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Value-added response: Discuss adaptive strategies with examples, showing how firms
turn threats into opportunities through innovation or sustainability.

Answers to Concept Check Questions [Series 2]

Objective questions

b e

a) A favourable situation to meet customer needs better than competitors
b) Inflation

b) Political, economic, social, technological, environmental, and legal

a) Matching organisational strengths with external opportunities

Short-answer questions

5. A market threat is any factor that poses a risk to organisational success: Example:
recession.

6. Consumer trends and technology.

7. Competitor analysis is the study of rivals’ strategies and behaviour. It is important

because it helps anticipate competitor moves and design effective responses.

8.

Long-

9.

10.

Diversification of products.

answer questions

Basic response: Environmental scanning monitors external forces such as politics,
economics, and technology, helping organisations anticipate changes and prepare
strategies.

Value-added response: For example, firms in the mobile phone industry use scanning to
track technological advances. Digital tools like big data analytics and Al enhance
scanning by providing real-time insights.

Basic response: Organisations respond strategically by matching strengths with
opportunities, such as using skilled staff to exploit new markets, and mitigating threats
through planning, such as risk management.

Value-added response: Adaptive strategies include firms turning environmental threats
into opportunities, such as car manufacturers introducing electric vehicles in response to
environmental regulations.

Answers to Pilot Questions [Series 2]

Part 2.1

-
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e A favourable situation to meet customer needs better than competitors
e Currently

e Consumer trends, technology, competition, regulation

e Trend analysis

e PESTEL analysis

Part 2.2

e Any factor that poses a risk to organisational success

o [External and internal

e Macro-environment

o Inflation, recession, technological disruption, trade restrictions
e Organisational weakness

Part 2.3

e Systematic process of monitoring, analysing, and interpreting external forces
o PESTEL analysis

o Strengths, weaknesses, opportunities, threats

o Systematic study of rivals’ strategies and behaviour

e Market intelligence

Part 2.4

o Alignment between strengths and opportunities

e Strong brand reputation, skilled staff, advanced technology

o Identification, assessment, prioritisation, and coordinated action

o Diversification, risk management, innovation, contingency planning
e Adaptive strategy

Series 3: Target Markets And The Marketing Mix

Series Outline

o Part3.1: Market Segmentation
e 3.1.1 Concept and importance of segmentation
e 3.1.2 Bases of segmentation (geographic, demographic, psychographic,
behavioural)
e 3.1.3 Criteria for effective segmentation
o Part 3.2: Targeting Strategies
e 3.2.1 Definition and importance of targeting

-
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o 3.2.2 Approaches to targeting (undifferentiated, differentiated, concentrated,
micromarketing)
e 3.2.3 Selecting the right target market
o Part 3.3: Positioning
e 3.3.1 Concept of positioning
e 3.3.2 Positioning strategies and differentiation
e 3.3.3 Developing a positioning statement
o Part 3.4: The Marketing Mix (4Ps)
e 3.4.1 Product decisions (features, branding, packaging, services)
e 3.4.2 Price decisions (strategies, factors influencing pricing)
e 3.4.3 Place decisions (distribution channels, logistics)
e 3.4.4 Promotion decisions (advertising, sales promotion, public relations, personal
selling, digital marketing)

Introduction

Every successful marketing strategy begins with a clear understanding of the customers it seeks
to serve. Organisations must identify distinct groups of consumers, select the most appropriate
target markets, and position their offerings to stand out. Once this foundation is established, the
marketing mix provides the practical tools for delivering value through product, price, place, and
promotion decisions. This Series will guide you through these essential steps, helping you
appreciate how they work together to create effective marketing strategies.

The aim of this Series is to equip you with the knowledge and skills to segment markets, select
target audiences, position products effectively, and apply the marketing mix to achieve
organisational objectives.

We shall commence this Series by exploring market segmentation, its bases, and criteria for
effectiveness. Next, we will consider targeting strategies and how organisations select the right
market segments. Following that, we will examine positioning, including strategies for
differentiation and the development of positioning statements. Finally, we will conclude with the
marketing mix, analysing product, price, place, and promotion decisions as the tactical elements
of marketing strategy.

Series Learning Outcomes
Upon completing this Series, you should be able to:

e 3.1 define market segmentation and explain its bases and criteria for effectiveness,

e 3.2 describe targeting strategies and demonstrate how to select appropriate target
markets,

e 3.3 explain positioning strategies and construct a positioning statement,

e 3.4 analyse the elements of the marketing mix (product, price, place, promotion) and
apply them in practice.

3.1 Market Segmentation

-

o)
MET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



3.1.1 Concept and importance of segmentation

Market segmentation is the process of dividing a broad market into smaller groups of
consumers with similar needs, characteristics, or behaviours. This allows organisations to tailor
their products, services, and marketing strategies to specific segments rather than treating the
market as a single, undifferentiated whole.

The importance of segmentation lies in its ability to improve efficiency, enhance customer
satisfaction, and increase competitiveness. By focusing on well-defined segments, firms can
allocate resources more effectively and design strategies that resonate with target-audiences.

Fill in the blank: Market segmentation is the process of dividing a broad market into smaller
groups of

MARKET SEGMENTATION
PROCESS

Figure 3.1 Market segmentation process
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3.1.2 Bases of segmentation
Segmentation can be carried out using several bases:
e Geographic segmentation: Dividing markets by location such as region, city, or climate.

o Demographic segmentation: Grouping consumers by age, gender, income, education, or
family size.

o Psychographic segmentation: Classifying consumers by lifestyle, values, or personality
traits.

o Behavioural segmentation: Dividing consumers based on usage, loyalty, benefits
sought, or purchase behaviour.

A key term here is psychographic segmentation, which refers to dividing consumers based on
lifestyle, values, and personality.

Fill in the blank: Dividing consumers based on lifestyle, values, and personality is called
segmentation.

-
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Table 3.1 Bases of Market Segmentation

Segmentation Description Example

Base

Geographic Location-based Urban vs rural markets

Demograhic Populatiop , Age groups, income levels
characteristics

Psychographic Lifestyle and values Health-concious consumers

Behavoural Health-concious consumers Frequent vs ocasional buyers

Figure 3.1 Bases of market segmentation

3.1.3 Criteria for effective segmentation
For segmentation to be useful, it must meet certain criteria:
e Measurable: The size and purchasing power of the segment can be quantified.
e Accessible: The segment can be reached and served effectively.
o Substantial: The segment is large and profitable enough to justify attention.
o Differentiable: Segments are distinct and respond differently to marketing strategies.

e Actionable: The organisation can design effective programmes to serve the segment.

Do)
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A key term here is actionable segmentation, which means that the organisation can design
practical strategies to serve the chosen segment.

Fill in the blank: For segmentation to be effective, it must be measurable, accessible, substantial,
differentiable, and

BOX 3.1

CRITERIA FOR EFFECTIVE
SEGMENTATION

©L, Measurable

Accessible

S5 Substial

Differentiable
[\ Actionable

Figure 3.2 Criteria for effective segmentation

Pilot questions 3.1
1.© What is market segmentation?

2. Name two bases of segmentation.
3. Dividing consumers based on lifestyle and values is called what?
4. List three criteria for effective segmentation.

-
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5. Why is segmentation important for organisations?

3.2 Targeting Strategies
3.2.1 Definition and importance of targeting

Targeting is the process of selecting one or more segments identified during market
segmentation and focusing marketing efforts on them. It ensures that resources are directed
towards the most promising groups of customers, thereby increasing efficiency and
effectiveness.

The importance of targeting lies in its ability to help organisations design tailored strategies,
achieve higher customer satisfaction, and maximise profitability. Without targeting, marketing
efforts may be wasted on audiences unlikely to respond.

Fill in the blank: Targeting is the process of selecting one or more segments and focusing
efforts on them.
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MARKETING FOCUS

MARKET

Figure 3.2 Targeting as the focus of marketing efforts

3.2.2/Approaches to targeting
There are several approaches to targeting:

o Undifferentiated targeting: Treating the entire market as one and offering a single
product or strategy.

o Differentiated targeting: Offering different products or strategies to multiple segments.
o Concentrated targeting: Focusing on one specific segment with specialised offerings.

e Micromarketing: Tailoring products or strategies to very small groups or even
individuals.

-
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A key term here is concentrated targeting, which refers to focusing marketing efforts on one

specific segment.

Fill in the blank: Focusing marketing efforts on one specific segment is called

Table 3.2 Approaches to Targeting

Approach
Undiffitienated

Differenated
Differentated

Concentrated

Micromarketing

Description Example Use Case
Treating entire market as Mass-marketed products
one like salt

Offering different products Car models for different
to multiple segments income groups

Focusing on one segment

Luxury brands targeting high-
-income consumers

Tailoring to small groups or Personalsed online ads
or individuals

Figure 3.3 Approaches to targeting.

3.2.3 Selecting the right target market

targeting.

Selecting the right target market involves evaluating segments based on size, growth potential,
accessibility, and compatibility with organisational objectives. Firms must consider whether they
have the resources and capabilities to serve the chosen segment effectively.

A key term here is segment attractiveness, which refers to the potential profitability and
strategic value of a market segment.

)
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Fill in the blank: Segment attractiveness refers to the potential and strategic value of a
market segment.

BOX 3.2
CRITERIA FOR SELECTING
THE RIGHT TARGET MARKET

Segment size and growth
potential

q‘l?r_EI Accessiblity of the
segment

@ Compatiblity with organisational
objectives

=3

o
|
=

‘@’ Availablity of resources to serve the

@@’ segment

Figure 3.4 Criteria for selecting the right target market

Pilot questions 3.2
1. What is targeting?

2. Name two approaches to targeting.
3. Focusing on one specific segment is called what?
4. What does segment attractiveness refer to?

5. Why is targeting important for organisations?

-
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3.3 Positioning
3.3.1 Concept of positioning

Positioning is the process of creating a distinct image and identity for a product or brand in the
minds of consumers. It determines how customers perceive the product relative to competitors
and influences their buying decisions.

Effective positioning ensures that a product occupies a clear, desirable, and differentiated place
in the target market’s perception. It is not just about what the company says, but also about what
customers believe and experience.

Fill in the blank: Positioning is the process of creating a distinct and identity for a
product in consumers’ minds.

Figure 3.3 Positioining as a strategic intersection

B

~ STRATEGIC
INTERSECTION

Figure 2.3 Strategic fit between strengths and opportunities
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3.3.2 Positioning strategies and differentiation
Organisations use different strategies to position their products:
o Attribute positioning: Highlighting a specific feature or characteristic.
o Benefit positioning: Emphasising the value or advantage customers gain.
e Use or application positioning: Focusing on how or when the product is used:
o User positioning: Targeting a specific type of consumer.
o Competitor positioning: Differentiating against rivals directly.

A key term here is differentiation, which refers to the process of making a product distinct from
competitors by emphasising unique features or benefits.

Fill in the blank: Differentiation refers to making a product distinct from competitors by
emphasising unique or benefits.

-
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Table 3.3 Positioring Strategies

Attribute positioning | Highlghting a feature A tooshpaste brand
emhassing fluuride content

Benefit positioning Emphassing value gained A detergent proming
superior stain removal

Use/application Focusing on usage context Sports drinks for athletes
User positioning Targeting specific consumers | Differienating against

‘ rivals

Competitor positioning Luxury watches for executives A mobile network claming
|_claming wider coverage

Figure 3.5 Positioning strategies

3.3.3/Developing a positioning statement

A positioning statement is a concise description that communicates the product’s target
audience, category, point of differentiation, and reason to believe. It guides marketing decisions
and ensures consistency across promotional activities.

A typical positioning statement format is: For [target audience], [brand/product] is the
[category] that [point of differentiation] because [reason to believe].

Fill in the blank: A positioning statement communicates the target audience, category, point of
differentiation, and to believe.

-

-
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BOX 3.3 Sample Positioning Statement Format

For [target audience],
brand/product] is the
category] that [point of differentation] because
reason to believe].

Figure 3.6 Sample positioning statement format

Pilot questions 3.3
1.. What is positioning?

2. Name two positioning strategies.
3.. What does differentiation mean?
4. - What are the four elements of a positioning statement?

5. Why is positioning important for organisations?

3.4 The Marketing Mix (4Ps)
3.4.1 Product decisions

Do)
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The product element of the marketing mix refers to the goods or services offered to meet
customer needs. Decisions include product features, design, branding, packaging, and after-sales
services. A strong product strategy ensures that offerings are relevant, distinctive, and deliver
value.

Fill in the blank: Product decisions include features, branding, packaging, and services.

Figure 3.4 Product decisions in the marketing mix

3.4.2 Price decisions

Price refers to the amount customers pay for a product. Pricing decisions involve setting
strategies such as penetration pricing, skimming, or value-based pricing. Factors influencing
price include costs, competition, demand, and perceived value.

-
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A key term here is value-based pricing, which sets prices according to the perceived worth of
the product to customers.

Fill in the blank: Value-based pricing sets prices according to the perceived of the
product to customers.

Table 3.4 Pricing Strategies

Penentation pricing Low initial price to Streaming services
gain market share offering discounts

High initial price to

Skimming pricing . )
maximase profit

New smartphone launches

Value-based pricing Price based on percevedDesigner fashion brands

Figure 3.5 Pricing strategies.

3.4.3 Place decisions

Place refers to how products are distributed and made available to customers. Decisions include
selecting distribution channels, managing logistics, and ensuring accessibility. Effective place
strategies ensure that products reach customers conveniently and efficiently.

A key term here is distribution channel, which refers to the path through which products move
from producers to consumers.

-
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Fill in the blank: Place decisions involve selecting distribution channels, managing logistics, and
ensuring

BOX 3.4 Examples of
Distribution Channels

Retail stores

% Wholesalers

R | Online platforms

@ Direct sales

Figure 3.6 Examples of distribution channels

3.4.4 Promotion decisions

Promotion involves communicating with customers to inform, persuade, and remind them about
products. Promotion decisions include advertising, sales promotion, public relations, personal
selling, and digital marketing. Effective promotion builds awareness, stimulates demand, and
strengthens brand loyalty.

A key term here is integrated marketing communications (IMC), which refers to the
coordination of promotional tools to deliver a consistent message.
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Fill in the blank: Promotion decisions include advertising, sales promotion, public relations,
personal selling, and marketing.

b :«f‘:

i
w /
SALES PROMOTION PERSONAL SELLING

* Discounts/ Contests/\ PRO M OTI 0 N
DECISIONS

- Media Relations/Events

Loyalty + Social Media/Email/SEQ

Plate 3.4 Promotion decisions in the marketing mix

Pilot questions 3.4
1. What are product decisions in the marketing mix?

2. What does value-based pricing mean?
3. Name two examples of distribution channels.
4. What does IMC stand for?

5. Why is promotion important in the marketing mix?
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Series summary

This Series has explored how organisations identify and serve their target markets, and how the
marketing mix provides the tactical tools to deliver value. We began with market segmentation,
examining its concept, bases, and criteria for effectiveness. We then considered targeting
strategies, including undifferentiated, differentiated, concentrated, and micromarketing
approaches, and how firms select the right segments. Following that, we studied positioning,
looking at strategies for differentiation and the development of positioning statements. Finally,
we analysed the marketing mix—the 4Ps of product, price, place, and promotion—as the
practical framework for implementing marketing strategies.

By completing this Series, you should now be able to define and apply market segmentation
(SLO 3.1), describe targeting strategies and select appropriate markets (SLO3.2), explain
positioning strategies and construct positioning statements (SLO 3.3), and analyse the elements
of the marketing mix (SLO 3.4). These outcomes provide you with the ability to design and
implement effective marketing strategies tailored to specific customer groups.

Glossary of terms
e Actionable segmentation: Segmentation thatallows organisations to design practical
strategies to serve chosen segments.

o Concentrated targeting: Focusing marketing efforts on one specific segment with
specialised offerings.

o Demographic segmentation: Dividing consumers based on population characteristics
such as age, gender, or income.

o Differentiation: Making a product distinct from competitors by emphasising unique
features or benefits.

o Distribution channel: The path through which products move from producers to
consumers.

e Geographic segmentation: Dividing markets based on location such as region, city, or
climate.

o Integrated marketing communications (IMC): Coordinating promotional tools to
deliver a consistent message.

¢ Market segmentation: Dividing a broad market into smaller groups of consumers with
similar needs or behaviours.

e Micromarketing: Tailoring products or strategies to very small groups or individuals.
o  Penetration pricing: Setting a low initial price to quickly gain market share.

o Positioning: Creating a distinct image and identity for a product in the minds of
consumers.

o Positioning statement: A concise description that communicates the target audience,
category, point of differentiation, and reason to believe.
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o Psychographic segmentation: Dividing consumers based on lifestyle, values, and
personality traits.

o Skimming pricing: Setting a high initial price to maximise profit before competitors
enter the market.

o Substantial segment: A segment large and profitable enough to justify attention.
o Targeting: Selecting one or more segments and focusing marketing efforts on them.

e Trend analysis: Studying consumer behaviour or industry patterns to predict future
demand.

e Value-based pricing: Setting prices according to the perceived worth of the product to
customers.

Concept Check Questions [Series 3]
Objective questions

1. Market segmentation is the process of dividing.a broad market into smaller groups of
what? (Linked to SLO 3.1)

2. Which targeting approach focuses on one specific segment? (Linked to SLO 3.2)

3. Differentiation refers to making a product distinct by emphasising unique what? (Linked
to SLO 3.3)

4. Which element of the marketing mix involves distribution channels and logistics?
(Linked to SLO 3.4)

Short-answer questions

5. Define market segmentation and explain why it is important. (Linked to SLO 3.1)
6. Name two approaches to targeting. (Linked to SLO 3.2)

7. What are the four elements of a positioning statement? (Linked to SLO 3.3)

8. State one pricingstrategy and give an example. (Linked to SLO 3.4)
Long-answer questions

9. Analyse the bases of market segmentation and explain how they help organisations
design strategies. (Linked to SLO 3.1)

e  Basic response: Describe geographic, demographic, psychographic, and behavioural
bases with examples.

e Value-added response: Critically evaluate how digital tools and big data enhance
segmentation accuracy.

10. Evaluate the role of the marketing mix in delivering value to target markets. (Linked to
SLO 3.4)

-
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o Basic response: Explain product, price, place, and promotion decisions with examples.

e Value-added response: Discuss how integration of the 4Ps with positioning and
targeting creates competitive advantage.

Answers to Concept Check Questions [Series 3]
Objective questions

1. Smaller groups of consumers with similar needs or behaviours.
2. Concentrated targeting.
3. Features or benefits.
4. Place.
Short-answer questions

5. Market segmentation is dividing a broad market into smaller groups of consumers with
similar needs. It is important because it improves efficiency and customer satisfaction.

6. Undifferentiated and differentiated targeting.
7. Target audience, category, point of differentiation, reason to believe.
8. Penetration pricing—for example, streaming services offering low initial prices.

Long-answer questions
9.

o Basic response: Segmentation bases include geographic (location), demographic
(population traits), psychographic (lifestyle), and behavioural (usage patterns). These
help organisations design tailored strategies.

o Value-added response: Digital tools such as analytics and big data allow firms to
identify micro-segments and personalise offerings, improving accuracy and effectiveness.

10.

o [ Basic response: The marketing mix includes product (features, branding), price
(strategies), place (distribution), and promotion (communication). Together, they deliver
value to customers.

e  Value-added response: When integrated with positioning and targeting, the 4Ps create a
coherent strategy that builds competitive advantage, as seen in firms that align product
innovation with digital promotion and efficient distribution.

Answers to Pilot Questions [Series 3]
Part 3.1

e Dividing a broad market into smaller groups of consumers

-
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e Geographic, demographic, psychographic, behavioural
e Psychographic segmentation
o Measurable, accessible, substantial, differentiable, actionable
o Improves efficiency and customer satisfaction
Part 3.2
o Selecting one or more segments and focusing marketing efforts on them
o Undifferentiated, differentiated, concentrated, micromarketing
o Concentrated targeting
o Potential profitability and strategic value
e Helps design tailored strategies and maximise profitability
Part 3.3
o Creating a distinct image and identity in consumers’ minds
e Attribute positioning, benefit positioning
o Making a product distinct by emphasising unique features or benefits
o Target audience, category, point of differentiation, reason to believe
o Ensures products occupy a clear, desirable place in the market
Part 3.4
o Features, branding, packaging, services
o Setting prices according to perceived worth
o Retail stores, online platforms
o Integrated marketing communications

o Builds awareness; stimulates demand, strengthens loyalty

Series 4: Managing Marketing Efforts and Strategies

Series Outline

o Part 4.1: Planning Marketing Efforts
e 4.1.1 Concept and importance of marketing planning
e 4.1.2 Steps in the marketing planning process
e 4.1.3 Aligning marketing plans with organisational objectives

-
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e Part4.2: Organising and Implementing Marketing Strategies
e 4.2.1 Structure of the marketing function
e 4.2.2 Roles and responsibilities in marketing implementation
e 4.2.3 Challenges in executing marketing strategies
e Part 4.3: Controlling and Evaluating Marketing Efforts
e 4.3.1 Concept of marketing control
e 4.3.2 Types of marketing control (annual plan, profitability, efficiency, strategic)
e 4.3.3 Tools and techniques for evaluating performance
e Part 4.4: Contemporary Strategic Approaches in Marketing
e 4.4.1 Relationship marketing and customer retention
e 4.4.2 Digital and social media strategies
e 4.4.3 Sustainable and ethical marketing strategies

Introduction

Marketing management is not only about designing strategies but also about ensuring they are
effectively planned, organised, implemented, and controlled. Organisations must coordinate their
marketing efforts to achieve objectives, adapt to changing environments, and remain
competitive. This Series focuses on the managerial side of marketing, showing how firms plan,
organise, implement, and evaluate their strategies, while also exploring contemporary
approaches that reflect today’s dynamic marketplace.

The aim of this Series is to equip you with the ability to manage marketing efforts
systematically, from planning through control, and to apply modern strategic approaches such as
relationship marketing, digital strategies, and sustainable practices.

We shall commence this Series by examining marketing planning, its importance, and the steps
involved. Next, we will explore how marketing strategies are organised and implemented,
including the roles and responsibilities of managers. Following that, we will consider marketing
control and evaluation, looking at types of control and performance measurement tools. Finally,
we will conclude with contemporary strategic approaches, including relationship marketing,
digital and social media strategies, and sustainable marketing.

Series Learning Outcomes
Upon completing this Series, you should be able to:

e 4.1 explain the concept and importance of marketing planning and outline its key steps,

o 4.2 describe how marketing strategies are organised and implemented, including roles
and challenges,

e 4.3 analyse marketing control and evaluation techniques, including types of control and
performance tools,

e 4.4 evaluate contemporary strategic approaches such as relationship marketing, digital
strategies, and sustainable marketing.

-
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4.1 Planning Marketing Efforts
4.1.1 Concept and importance of marketing planning

Marketing planning is the systematic process of designing strategies to achieve organisational
objectives through marketing activities. It involves analysing the environment, setting goals, and
deciding on actions to reach target markets effectively.

The importance of marketing planning lies in its ability to provide direction, coordinate
resources, and anticipate challenges. A well-prepared plan ensures that marketing efforts are
aligned with organisational goals and responsive to environmental changes.

Fill in the blank: Marketing planning is the systematic process of designing to achieve
organisational objectives.

THE MARKETING PLANNING CYCLE

1. ANALYSIS

i 2. 0BJECTIVES

9. EVALUATION 3. STRATEGY

Figure 4.1 The marketing planning cycle
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4.1.2 Steps in the marketing planning process
The marketing planning process typically involves:
o Situation analysis: Assessing internal and external environments.
o Setting objectives: Defining clear, measurable marketing goals.
o Strategy formulation: Designing approaches to achieve objectives.
o Implementation planning: Outlining actions, responsibilities, and timelines:
e Evaluation and control: Monitoring performance and making adjustments.

A key term here is situation analysis, which refers to the study of internal strengths and
weaknesses and external opportunities and threats.

Fill in the blank: The step in the marketing planning process that assesses internal and external
environments is called analysis.

-
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Table 4.1 Steps in the Marketing Planning Process

Step Description Example
Situation analysis | Assess environment SWOT analysis
Setting objectives | Define goals Age groups, income levels
Strategy formulation | Define goals Increase market share by

by 10%
Implementation Design aproachs strategy | Differentation strategy
Evaluation & control | Launch new product line | Quartely performance revigw

Figure 4.1 Steps in the marketing planning process.

4.1.3/Aligning marketing plans with organisational objectives

Marketing plans must align with overall organisational objectives to ensure coherence and
effectiveness. This means that marketing strategies should support broader goals such as growth,
profitability, customer satisfaction, or sustainability.

A key term here is strategic alignment, which refers to the consistency between marketing plans
and organisational objectives.

Fill in the blank: Strategic alignment refers to the consistency between marketing plans and
objectives.

-
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BOX 4.1

ORGANASTIONAL OBJECTIVES
SUPPORTED BY MARKETING PLANS

o
=
=
=l

Growth in market share
Profitability
Customer satisfaction

Sustaiinability initiatives

® © @

Figure 4.2 Organisational objectives supported by marketing plans

Pilot quéstions 4.1
1., What is marketing planning?

2. Why is marketing planning important?
3. Whatis the first step in the marketing planning process?
4. . What does situation analysis involve?

5. What does strategic alignment mean?

4.2 Organising and Implementing Marketing Strategies
4.2.1 Structure of the marketing function

-
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The marketing function refers to how an organisation arranges its marketing activities and
responsibilities. Structures may vary depending on size, industry, and strategy, but common
forms include:

o Functional structure: Organising by specialised functions such as advertising, sales, and
research.

e Product-based structure: Organising by product lines or categories.
e Market-based structure: Organising by customer segments or geographic regions.
e Matrix structure: Combining two or more approaches for flexibility.

A key term here is functional structure, which refers to organising marketing activities by
specialised functions.

Fill in the blank: Organising marketing activities by specialised functions such as advertising and
sales is called a structure.

-
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Figure 4.2 Organistional structures of the marketing function

FUNCTIONAL STRUCTURE PRODUCT-BASED STRUCTURE
Research MARKETING
Analytics DIRECTOR
R:se7rc_l| & MARKETING greagive
nalytics DIRECTOR ervices Product Team A Product Team B Product Team C
Breative Team B Brodire2 Team B Brotive Team B
Digital Public
Marketing Relations "'g"' Cresty C'E;' )
MARKET-BASED STRUCTURE MATRIX STRUCTURE
Masitis Product A Creative Digital
DIRECTOR 000
- Q
MARKETING ; o
DIRECTOR ftoduch Creative Digital
Consumer B28 Market International ® g 3
Market Team Market Team Market Team OO0l O

Research O

Figure 4.2 Organisstional structures of the marketing function

4.2.2 Roles and responsibilities in marketing implementation
Successful implementation requires clear roles and responsibilities. Key roles include:

e Marketing managers: Oversee planning, coordination, and execution.

Product managers: Focus on specific product lines.

Sales teams: Drive customer acquisition and revenue.

Market researchers: Provide insights into consumer behaviour and trends.

Digital marketers: Manage online campaigns and social media presence.
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A key term here is marketing manager, which refers to the individual responsible for
coordinating and overseeing marketing activities.

Fill in the blank: The individual responsible for coordinating and overseeing marketing activities

is called a manager.

Table 4.2 Roles in Marketing Implementation

Marketing manager
Marketing manager
Product manager
Sales team

Market researcher

Digital marketer

Coordination and overshat Approving campaign budgets

Focus on product lines
Customer acquisition
Consumer insights

Conducting

Managing smartphone launches
Meeting monthly sales targets
Conducting surveys

Running sooceila ads

Figure 4.3 Roles and responsibilites in marketing implementation.

4.2.3 Challenges in executing marketing strategies

Implementing marketing strategies often faces challenges such as:

e Resource constraints: Limited budgets, staff, or technology.

o Resistance to change: Employees reluctant to adopt new strategies.

o Coordination issues: Poor communication across departments.

-

MET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



o Market dynamics: Rapid changes in consumer preferences or competitor actions.

A key term here is resistance to change, which refers to reluctance by employees or
stakeholders to adopt new strategies.

Fill in the blank: One challenge in executing marketing strategies is employee reluctance, also
known as resistance to

BOX 4.2 Challenges in Executing
Marketing Strategies

QC-_E;’U Resource constraints
m Resistance to change
@ Coordination issues

lJ\f Market dynamics

Figure 4.4 Challenges in executing marketing strategies

Pilot questions 4.2
1. What is a functional structure in marketing?

2. Name two roles involved in marketing implementation.
3. Who is responsible for coordinating and overseeing marketing activities?

-
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4. List two challenges in executing marketing strategies.

5. What does resistance to change mean in marketing implementation?

4.3 Controlling and Evaluating Marketing Efforts
4.3.1 Concept of marketing control

Marketing control is the process of monitoring and evaluating marketing activities to ensure
that objectives are achieved. It involves comparing actual performance with planned goals and
taking corrective action where necessary.

The purpose of marketing control is to maintain efficiency, ensure accountability, and improve
decision-making.

Fill in the blank: Marketing control involves monitoring and evaluating matketing activities to
ensure that are achieved.
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Figure 4.3
The Marketing Control Cycle

@ OBJECTIVES

2. PERFORMANCE
MEASUREMENT

&]e

4. CORRECTIVE
ACTION

nil

3. COMPARISON

Figure 4.3 The marketing control cycle

4.3.2 Types of marketing control

There are four main types of marketing control:
e Annual plan control: Ensures yearly objectives are met.
o Profitability control: Examines profit contributions of products, markets, or channels.
o Efficiency control: Evaluates the efficiency of marketing expenditures and activities.

o Strategic control: Assesses whether strategies remain relevant in changing
environments.

A key term here is profitability control, which refers to analysing the profit contributions of
different products, markets, or channels.

Daa)
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Fill in the blank: Analysing the profit contributions of different products or markets is called
control.

Table 4.3 Types of
Marketing Control

BT

Annual plan control  Yearly objectives Tracking sales targets

Profitabiity control  Profit contibutions Analying product line

proftibabilty
Efficiency control Marketing Evaluating advertising
experdutures ROI
Strategic control Long-term Review overall
relveance marketing strategy

Figure 4.4 Types of marketing control

4.3.3 Tools and techniques for evaluating performance
Organisations use various tools and techniques to evaluate marketing performance:

e  Key performance indicators (KPIs): Metrics such as sales growth, market share, or
customer retention.

e Marketing audits: Comprehensive review of marketing activities and strategies.

o Balanced scorecard: Framework that measures performance across financial, customer,
internal processes, and learning perspectives.

-
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e Benchmarking: Comparing performance against competitors or industry standards.

A key term here is marketing audit, which refers to a systematic review of marketing activities
and strategies.

Fill in the blank: A systematic review of marketing activities and strategies is called a marketing

BOX 4.3

TOOLS FOR EVALUATING
MARKETING PERFORMANCE

|~ KPIs
Q. Marketing audits

@% Balanced scordard

-1l Benchmarking

Figure 4.5 Tools for evaluating marketing performance

Pilot questions 4.3
1. What is marketing control?

2. Name two types of marketing control.

3. What does profitability control focus on?

-
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4. List two tools for evaluating marketing performance.

5. What is a marketing audit?

4.4 Contemporary Strategic Approaches in Marketing
4.4.1 Relationship marketing and customer retention

Relationship marketing focuses on building long-term relationships with customers rather than
just pursuing one-time transactions. It emphasises trust, loyalty, and customer satisfaction.
Retaining customers is often more cost-effective than acquiring new ones, and loyal customers
can become advocates for the brand.

A key term here is customer retention, which refers to the ability of an organisation to keep its
customers over time.

Fill in the blank: Relationship marketing emphasises building long-term with customers
based on trust and loyalty.
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Figure 4.4 Relationship Marketing Cycle

RELATIONSIIP

MARKETING

Figure 4.4 Relationship Marketing Cycle

4.4.2 Digital and social media strategies

Digital and social media have transformed marketing by enabling direct engagement with
consumers. Strategies include:

o  Content marketing: Creating valuable content to attract and engage audiences.

o Social media marketing: Using platforms like Facebook, Instagram, and Twitter to build
communities.

e Search engine optimisation (SEQ): Improving visibility in search results.

e Email marketing: Communicating directly with customers through personalised
messages.
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B ET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



A key term here is content marketing, which refers to creating and sharing valuable content to
attract and retain customers.

Fill in the blank: Creating and sharing valuable content to attract and retain customers is called
marketing.

Table 4.4 Digital and Social Media Strategies

Content marketing Valuable content creation  Blog posts, videos

Social media marketing

Social media marketing Engagement on platforms  Instagram campaigns

SEO Search visibility Optiming website keywords

Email marketing Direct communication Personalised newsletters

Figure 4.5 Digital and social media marketing strategies.

4.4.3 Sustainable and ethical marketing strategies

Modern organisations increasingly adopt strategies that emphasise sustainability and ethics.
These approaches focus on reducing environmental impact, promoting fair practices, and
aligning with social responsibility. Examples include eco-friendly products, transparent supply
chains, and campaigns that highlight ethical values.

-
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A key term here is sustainable marketing, which refers to strategies that meet customer needs
while preserving resources for future generations.

Fill in the blank: Sustainable marketing refers to strategies that meet customer needs while
preserving for future generations.

Plate 4.4 Sustainable and Ethical
Marketing Strategies

Figure 4.6 Sustainable and ethical marketing strategies

Pilot questions 4.4

1.
2.
3.

-

What is relationship marketing?
What does customer retention mean?
Name two digital marketing strategies.

What is content marketing?
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5. What does sustainable marketing aim to preserve?

Series Summary

This Series has examined how organisations manage their marketing efforts and strategies. We
began with marketing planning, exploring its concept, importance, and the steps involved in
aligning plans with organisational objectives. Next, we studied how marketing strategies are
organised and implemented, including structures, roles, and challenges. We then considered
marketing control and evaluation, looking at types of control and tools for performance
measurement. Finally, we explored contemporary strategic approaches such as relationship
marketing, digital and social media strategies, and sustainable marketing.

By completing this Series, you should now be able to explain marketing/planning (SLO 4.1),
describe organisation and implementation of strategies (SLO 4.2), analyse marketing control and
evaluation techniques (SLO 4.3), and evaluate contemporary strategic approaches (SLO 4.4).
These outcomes strengthen your ability to manage marketing efforts systematically and adapt
strategies to modern business realities.

Glossary of Terms
e Annual plan control: Monitoring yearly objectives to ensure they are achieved.

o Balanced scorecard: A framework measuring performance across financial, customer,
internal, and learning perspectives.

o Content marketing: Creating and sharing valuable content to attract and retain
customers.

o Customer retention: The ability of an organisation to keep its customers over time.
o Efficiency control: Evaluating the efficiency of marketing expenditures and activities.

o Functional structure: Organising marketing activities by specialised functions such as
advertising or sales.

o Marketing audit: A systematic review of marketing activities and strategies.

o Marketing control: Monitoring and evaluating marketing activities to ensure objectives
are achieved:

e Marketing manager: The individual responsible for coordinating and overseeing
marketing activities.

e Matrix structure: Combining two or more organisational approaches for flexibility.
o - Profitability control: Analysing profit contributions of products, markets, or channels.

e Relationship marketing: Building long-term relationships with customers based on trust
and loyalty.

o Resistance to change: Reluctance by employees or stakeholders to adopt new strategies.
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o Situation analysis: Assessing internal strengths and weaknesses and external
opportunities and threats.

o Strategic alignment: Consistency between marketing plans and organisational
objectives.

o Strategic control: Assessing whether strategies remain relevant in changing
environments.

o Sustainable marketing: Strategies that meet customer needs while preserving resources
for future generations.

Concept Check Questions [Series 4]
Objective questions

1. Marketing planning is the systematic process of designing what? (Linked to SLO 4.1)

2. Organising marketing activities by specialised functions is called which structure?
(Linked to SLO 4.2)

3. Analysing profit contributions of products or'markets is called what type of control?
(Linked to SLO 4.3)

4. Creating and sharing valuable content to attract customers is called what? (Linked to
SLO 4.4)

Short-answer questions

5. Define marketing control. (Linked to SLO 4.3)

6. Name two challenges in executing marketing strategies. (Linked to SLO 4.2)
7. What does strategic alignment mean? (Linked to SLO 4.1)
8. State one digital marketing strategy and give an example. (Linked to SLO 4.4)

Long-answer questions

9. Analyse the steps.in the marketing planning process and explain their importance.
(Linked to SLO 4.1)

e Basic response: Describe situation analysis, objectives, strategy, implementation, and
evaluation.

e  Value-added response: Discuss how alignment with organisational goals ensures
coherence and effectiveness.

10. Evaluate contemporary strategic approaches in marketing. (Linked to SLO 4.4)

o Basic response: Explain relationship marketing, digital strategies, and sustainable
marketing.

e Value-added response: Provide examples of firms successfully applying these
approaches to gain competitive advantage.
P
D
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Answers to Concept Check Questions [Series 4]
Objective questions

1.

2.

3.

4.

Strategies to achieve organisational objectives.
Functional structure.
Profitability control.

Content marketing.

Short-answer questions

5.

Marketing control is monitoring and evaluating marketing activities to ensure objectives

are achieved.

6. Resource constraints and resistance to change.

7. Strategic alignment means consistency between marketing plans and organisational
objectives.

8. Social media marketing—for example, Instagram campaigns.

Long-answer questions

9.

10.

Basic response: The steps are situation analysis, setting objectives, strategy formulation,
implementation, and evaluation. Each ensures systematic planning.

Value-added response: Aligning these steps with organisational goals ensures
coherence, resource efficiency, and responsiveness to change.

Basic response: Contemporary approaches include relationship marketing (building
loyalty), digital strategies (social media, SEO), and sustainable marketing (eco-friendly
practices).

Value-added response: For example, companies like Patagonia use sustainability as a
competitive advantage, while digital-first firms leverage social media to build strong
customer communities.

Answers to Pilot Questions [Series 4]
Part 4.1

-

Systematic process of designing strategies to achieve objectives
Provides direction, coordinates resources, anticipates challenges

Situation analysis
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o Assessing internal strengths/weaknesses and external opportunities/threats
o Consistency between marketing plans and organisational objectives
Part 4.2
e Organising by specialised functions such as advertising and sales
e Marketing manager, product manager
e Marketing manager
e Resource constraints, resistance to change
o Employee reluctance to adopt new strategies
Part 4.3
e Monitoring and evaluating marketing activities to ensure objectives are achieved
e Annual plan control, profitability control
e Profit contributions of products, markets, or channels
o KPIs, marketing audits
e Marketing audit
Part 4.4
e Building long-term relationships with customers based on trust and loyalty
o Ability to keep customers over time
o Content marketing, social media marketing
o Creating and sharing valuable content to attract and retain customers

e Resources for future generations

Series S: Ethics, Consumerism, and Contemporary
Issues in Marketing

Series Outline

o Part 5.1: Marketing Ethics
e 5.1.1 Concept and importance of ethics in marketing
e 5.1.2 Ethical issues in product, price, place, and promotion
e 5.1.3 Codes of conduct and ethical decision-making

e Part5.2: Consumerism and Consumer Rights

-
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e 5.2.1 Concept of consumerism

e 5.2.2 Consumer rights and responsibilities

e 5.2.3 Role of consumer protection agencies and advocacy groups
o Part 5.3: Social Responsibility in Marketing

e 5.3.1 Corporate social responsibility (CSR) in marketing

e 5.3.2 Balancing profit with societal welfare

e 5.3.3 Case examples of socially responsible marketing
o Part 5.4: Contemporary Issues in Marketing

e 5.4.1 Digital marketing ethics (privacy, data protection, transpareney)

e 5.4.2 Sustainability and green marketing

e 5.4.3 Globalisation and cultural sensitivity in marketing

Introduction

Marketing does not operate in isolation—it is deeply connected to society, consumers, and
ethical standards. As organisations strive to achieve profitability and growth, they must also
consider the ethical implications of their actions, respect consumer rights, and respond to
contemporary challenges such as sustainability and digital privacy. This Series explores the
intersection of marketing practice with ethics, consumerism, and modern issues, equipping
learners with the ability to critically evaluate marketing decisions in light of societal
expectations.

The aim of this Series is to help you understand the ethical responsibilities of marketers, the role
of consumerism in shaping marketing practices, the importance of social responsibility, and the
impact of contemporary issues such as digitalisation, sustainability, and globalisation.

We shall commence this Series by examining marketing ethics, including common ethical issues
and codes of conduct. Next, we will explore consumerism and consumer rights, highlighting the
role of advocacy and protection agencies. Following that, we will consider social responsibility
in marketing, focusingon corporate social responsibility and balancing profit with societal
welfare. Finally, we will conclude with contemporary issues in marketing, including digital
ethics, sustainability, and globalisation.

Series Learning Outcomes
Upon completing this Series, you should be able to:

e 5.1 explain the concept and importance of marketing ethics and identify common ethical
i1ssues,

o 5.2 describe consumerism, consumer rights, and the role of protection agencies,

e 5.3 analyse the role of social responsibility in marketing and evaluate examples of CSR
practices,

e 5.4 evaluate contemporary issues in marketing such as digital ethics, sustainability, and
globalisation.

5.1 Marketing Ethics

-
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5.1.1 Concept and importance of ethics in marketing

Marketing ethics refers to the moral principles and standards that guide marketing decisions and
practices. It ensures that organisations act responsibly, fairly, and honestly in their dealings with
customers, competitors, and society.

The importance of marketing ethics lies in building trust, protecting consumer welfare, and
sustaining long-term business success. Ethical marketing enhances brand reputation and reduces
risks associated with misconduct.

Fill in the blank: Marketing ethics refers to the moral and standards that guide marketing
decisions and practices.

&

1. TRUST

18

2. FAIRNESS

MARKETING
ETHICS

EE]
3. HONESTY

Figure 5.1 The pillars of marketing ethics
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5.1.2 Ethical issues in product, price, place, and promotion

Ethical issues can arise across the marketing mix:
o Product ethics: Safety, quality, truthful labelling, avoiding harmful products.
e Price ethics: Fair pricing, avoiding price gouging, transparency in discounts.
o Place ethics: Fair distribution, avoiding exploitation of vulnerable markets.

e Promotion ethics: Truthful advertising, avoiding deceptive claims, respecting cultural
values.

A key term here is deceptive advertising, which refers to misleading claims that misrepresent a
product’s features or benefits.

Fill in the blank: Misleading claims that misrepresent a product’s features or benefits are called
advertising.

-
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Table 5.1 Ethical Issues in the
Marketing Mix

Product Safety, truhtful labelling  Mislabelled food products
Price Fairness, transparency  Hidden charges in airline
tickets
Place Fair distribution Exploting rural markets
with unafe goods
Promotion Truthul advertising False health claims in

commercials

Figure 5.1 Ethical issues in the marketing mix

5.1.3/Codes of conduct and ethical decision-making

Many organisations adopt codes of conduct to guide ethical behaviour in marketing. These
codes outline acceptable practices and provide frameworks for decision-making. Ethical
decision-making involves evaluating alternatives, considering stakeholders, and choosing actions
that uphold fairness and responsibility.

A'key term here is code of conduct, which refers to a set of guidelines that define acceptable
behaviour within an organisation.

Fill in the blank: A set of guidelines that define acceptable behaviour within an organisation is
called a code of

-
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BOX 5.1 Principles of Ethical Decision-Making

. (Kzg} Respect for stakedoders

Figure 5.2 Principles of ethical decision-making

Pilotaquestions'5.1
1.. What is marketing ethics?

2. Why is marketing ethics important for organisations?
3.  Name one ethical issue in product decisions.
4. What is deceptive advertising?

5. What does a code of conduct provide?

5.2 Consumerism and Consumer Rights
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5.2.1 Concept of consumerism

Consumerism refers to the organised movement of consumers seeking to protect their rights and
interests against unfair business practices. It is both a social force and a philosophy that
emphasises the power of consumers in shaping markets.

Consumerism encourages transparency, accountability, and fairness in marketing, ensuring that
businesses act responsibly.

Fill in the blank: Consumerism is the organised movement of consumers seeking to protect their
and interests.

L

CONSUMER RIGHTS
» Safety
* Information

| = Choice
| _* Redress |

[\
~

/LJ\

Figure 5.2 Consumerism as a balancing force
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BUSINESS PRACTICES

* Profit Motive
* Production Efficiency
* Marketing Tactics

5.2.2 Consumer rights and responsibilities
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Consumers have rights that protect them from exploitation, including:
o Right to safety: Protection against harmful products.
e Right to be informed: Access to truthful information about products.
o Right to choose: Freedom to select from a variety of products.
o Right to be heard: Ability to voice complaints and concerns.

Alongside rights, consumers also have responsibilities such as using products safely, being
informed, and acting fairly in the marketplace.

A key term here is right to be informed, which refers to consumers’ access.to truthful and
adequate information about products.

Fill in the blank: The right to be ensures consumers have access to truthful and adequate
information about products.
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Table 5.2 Consumer Rights

Consumer Description

Rights

Right to safety Protection from harm Safe electrical appliances

Right to be informed  Truthful product information Accurate food labelling

Right to choose Freedom of selection Multiple mobile network
providers
Right to be heard Voice complaints Customer service hotlines

Figure 5.3 Consumer rights and responsibiites

5.2.3 Role of consumer protection agencies and advocacy groups

Consumer protection agencies and advocacy groups safeguard consumer interests by enforcing
laws, investigating complaints, and promoting awareness. Examples include government
agencies, non-governmental organisations, and industry watchdogs.

Their role is to ensure fair trade practices, prevent exploitation, and empower consumers to make
informed decisions.

A key term here is consumer protection agency, which refers to an organisation that enforces
laws and safeguards consumer rights.

Fill in the blank: An organisation that enforces laws and safeguards consumer rights is called a
consumer protection
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BOX 5.2

Roles of Consumer Protection Agencies

/fé Enforce consumer protection laws
@ Investigate complaints
@ Promote consumer awareness

[l@ Prevent exploliation

Figure 5.4 Roles of consumer protection agencies

Pilotaquestions'5.2
1. What is consumerism?

2. Name two consumer rights.
3. What does the right to be informed mean?
4. What is the role of consumer protection agencies?

5. Give one example of a consumer responsibility.

5.3 Social Responsibility in Marketing
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5.3.1 Corporate social responsibility (CSR) in marketing

Corporate social responsibility (CSR) in marketing refers to the practice of integrating social
and environmental concerns into marketing strategies and operations. It goes beyond profit-
making to include contributions to society and sustainable development.

CSR in marketing builds goodwill, strengthens brand reputation, and fosters trust among
stakeholders.

Fill in the blank: Corporate social responsibility in marketing integrates social and
concerns into strategies and operations.

Figure 5.3 CSR Dimensions in Marketing

il

) 1. ECONOMIC GOALS \
CSRIN

M MARKETING

2. SOCIAL 3. ENVIRONMENTAL

RESPONSIILITY SUSTANABILITY

Figure 5.3 CSR dimensions in marketing.

5.3.2 Balancing profit with societal welfare

-
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Marketing managers must balance organisational profitability with societal welfare. This
involves making decisions that generate revenue while also protecting consumers, communities,
and the environment.

Examples include fair trade practices, eco-friendly packaging, and community development
initiatives.
A key term here is societal welfare, which refers to the well-being of communities and the

environment affected by business activities.

Fill in the blank: Balancing profit with
organisations and society.

welfare ensures marketing decisions benefit both

Table 5.3 Examples
Balancing Profit with Societal Welfare

Organisaational Societal Benefit

Benefit

Fair trade sourcing Reliable supply chain Better income for farmers
Eco-friendly packaging  Cost savings long-term  Reduced environmental impact
Community initiatives ~ Stronger brand loyalty  Improved local development

Figure 5.4 Examples of balancing profit with societal welfare

5.3.3 Case examples of socially responsible marketing

-
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Several organisations have adopted socially responsible marketing practices:

o Patagonia: Promotes sustainability by encouraging customers to repair rather than
replace clothing.

e Ben & Jerry’s: Advocates for social justice issues alongside selling ice cream.
o Unilever: Integrates sustainability into its product lines, such as eco-friendly detergents.

A key term here is socially responsible marketing, which refers to marketing practices that
prioritise ethical, social, and environmental considerations.

Fill in the blank: Marketing practices that prioritise ethical, social, and environmental
considerations are called socially marketing.
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BOX 5.3

Case Examples of Socially Responsible Marketing

@ Patagonia: Repair and reuse
campaigns

ﬂ%l? Ben & Jerry’s: Advocacy for social
justice

@ Unilever: Eco-friendly product lines

Figure 5.5 Case examples of socially responsible marketing

Pilot questions 5.3
1. What is corporate social responsibility (CSR) in marketing?

2. Why is CSR important for organisations?
3.. Give one example of balancing profit with societal welfare.
4. . What does societal welfare mean?

5. Name one company known for socially responsible marketing.

5.4 Contemporary Issues in Marketing
5.4.1 Digital marketing ethics (privacy, data protection, transparency)
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Digital marketing raises ethical concerns around how consumer data is collected, stored, and
used. Issues include:

e Privacy: Respecting consumers’ personal information.
o Data protection: Ensuring security of customer data against misuse or breaches.
e Transparency: Clearly communicating how data is used and obtaining consent.

A key term here is data protection, which refers to safeguarding consumer information from
misuse or unauthorised access.

Fill in the blank: Digital marketing ethics emphasises privacy, data protection, and in
communication with consumers.

Figure 5.4 Digital Marketing Ethics Framework

o

- 1. PRIVACY

DIGITAL
MARKETING

ETHICS
©

2. DATA PROTECTION 3. TRANSPARENCY

Figure 5.5 Digital marketing ethics framework
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5.4.2 Sustainability and green marketing

Sustainability in marketing involves promoting products and practices that minimise
environmental impact. Green marketing refers to strategies that highlight eco-friendly features
of products or company initiatives.

Examples include recyclable packaging, energy-efficient products, and campaigns promoting
environmental awareness.

A key term here is green marketing, which refers to marketing practices that emphasise
environmentally friendly products and initiatives.

Fill in the blank: Marketing practices that emphasise environmentally friendly products and
initiatives are called marketing.
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Table 5.4 Examples of Green
Marketing Practices

Organisational Environmental
Benefit Benefit
Recycable packaging Brand differertation Reduced waste
Energy-efficient products Cost savings Lower carbon footprint

Increased environmental

Awareness campaigns Positive brand image 3
conscilouness

Figure 5.6 Examples of green marketing practices

5.4.3 Globalisation and cultural sensitivity in marketing

Globalisation has expanded markets across borders, but it also requires sensitivity to cultural
differences. Marketing strategies must respect local traditions, languages, and values to avoid
misunderstandings or offence.

Examples include adapting product names, packaging, and advertising messages to suit cultural
contexts.

A key term here is cultural sensitivity, which refers to awareness and respect for cultural
differences in marketing practices.

Fill in the blank: Awareness and respect for cultural differences in marketing practices is called
cultural

-
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BOX 5.4

Examples of Cultural Sensitivity in Marketing

Adapting product names to local
languages

Using culturally appropiate symbols and
colours

@
& Respecting cultural traditions in advertising

Figure 5.7 Examples of cultural sensitivity in marketing

Pilot questions 5.4
1., What are the three main ethical concerns in digital marketing?

2. What is green marketing?
3.. Give one example of a green marketing practice.
4. - What does cultural sensitivity mean in marketing?

5. Why is globalisation important for marketing strategies?

Series Summary
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This Series explored the ethical and societal dimensions of marketing. We began with marketing
ethics, examining its concept, importance, and common ethical issues across product, price,
place, and promotion, alongside codes of conduct. Next, we studied consumerism and consumer
rights, highlighting the role of protection agencies and advocacy groups. We then considered
social responsibility in marketing, focusing on corporate social responsibility (CSR), balancing
profit with societal welfare, and case examples of socially responsible marketing. Finally, we
analysed contemporary issues in marketing, including digital ethics, sustainability and green
marketing, and globalisation with cultural sensitivity.

By completing this Series, you should now be able to explain marketing ethics (SLO 5.1),
describe consumerism and consumer rights (SLO 5.2), analyse social responsibility in marketing
(SLO 5.3), and evaluate contemporary issues such as digital ethics, sustainability, and
globalisation (SLO 5.4). These outcomes equip you to critically assess marketing practices in
light of ethical, societal, and global challenges.

Glossary of Terms
e Code of conduct: A set of guidelines defining acceptable behaviour within an
organisation.

e Consumerism: The organised movement of consumers seeking to protect their rights and
interests.

o Consumer protection agency: An organisation that enforces laws and safeguards
consumer rights.

o Customer retention: The ability of an organisation to keep its customers over time.

o Data protection: Safeguarding consumer information from misuse or unauthorised
access.

o Deceptive advertising: Misleading claims that misrepresent a product’s features or
benefits.

e Green marketing: Marketing practices that emphasise environmentally friendly products
and initiatives.

o Marketing ethics: Moral principles and standards guiding marketing decisions and
practices.

e Privacy: Respecting consumers’ personal information in digital marketing.

o Relationship marketing: Building long-term relationships with customers based on trust
and loyalty.

o Socially responsible marketing: Marketing practices that prioritise ethical, social, and
environmental considerations.

e Societal welfare: The well-being of communities and the environment affected by
business activities.
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Sustainable marketing: Strategies that meet customer needs while preserving resources
for future generations.

Transparency: Clear communication about how consumer data is used.

Cultural sensitivity: Awareness and respect for cultural differences in marketing
practices.

Concept Check Questions [Series 5]
Objective questions

1.

Marketing ethics refers to moral and standards guiding marketing decisions.
(Linked to SLO 5.1)

Consumerism is the organised movement of consumers seeking to protect their
(Linked to SLO 5.2)

Integrating social and environmental concerns into marketing stratégies is called what?
(Linked to SLO 5.3)

Marketing practices that emphasise eco-friendly products are called what? (Linked to
SLO 5.4)

Short-answer questions

5.

6.

7.

8.

Define deceptive advertising. (Linked to SLO 5.1)
Name two consumer rights. (Linked to SLO.5.2)
What does societal welfare mean? (Linked to SLO 5.3)

State one contemporary issue in digital marketing ethics. (Linked to SLO 5.4)

Long-answer questions

9.

Analyse the ethical issues in the marketing mix and explain their impact on consumers.

(Linked to SLO 5.1)

10.

Basic response: Describe product, price, place, and promotion ethics with examples.

Value-added response: Evaluate how unethical practices damage trust and long-term
business success.

Evaluate the role of sustainability and cultural sensitivity in contemporary marketing.

(Linked to SLO 5.4)

Basic response: Explain green marketing and cultural sensitivity with examples.

Value-added response: Discuss how global firms integrate sustainability and cultural
awareness to gain competitive advantage.

Answers to Concept Check Questions [Series 5]
Objective questions

-
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3.

4.

Principles.
Rights.
Corporate social responsibility (CSR).

Green marketing.

Short-answer questions

5. Deceptive advertising refers to misleading claims that misrepresent a product’s features
or benefits.

6. Right to safety, right to be informed.

7. Societal welfare means the well-being of communities and the environment affected by

business activities.

8.

Long-

9.

10.

Privacy concerns in data collection.

answer questions

Basic response: Ethical issuesdnclude product safety, fair pricing, fair distribution, and
truthful promotion. These protect consumers from harm and exploitation.

Value-added response: Unethical practices such as deceptive advertising or price
gouging erode consumer trust, damage brand reputation, and reduce long-term
profitability.

Basic response: Sustainability involves eco-friendly practices like recyclable packaging,
while cultural sensitivity ensures respect for traditions and values.

Value-added response: Global firms like Unilever integrate sustainability into product
lines, while companies adapt campaigns to local cultures, creating competitive advantage
and stronger consumer relationships.

Answers to Pilot Questions [Series 5]
Part 5.1

-

Moral principles and standards guiding marketing decisions
Builds trust, protects consumer welfare, sustains success
Safety, truthful labelling

Misleading claims that misrepresent product features

Guidelines defining acceptable behaviour
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Part 5.2

Organised movement of consumers protecting rights and interests
Right to safety, right to be informed

Access to truthful product information

Enforce laws, investigate complaints, promote awareness

Using products safely

Part 5.3

Integrating social and environmental concerns into marketing strategies
Builds goodwill, strengthens reputation, fosters trust

Fair trade sourcing

Well-being of communities and environment

Patagonia

Part 5.4

Privacy, data protection, transparency

Marketing practices emphasising eco-friendly products
Recyclable packaging

Awareness and respect for cultural differences

Expands markets across borders
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