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New to this edition
The third edition of Marketing sees significant changes. As always, every example, fact and key term has been 
checked, updated and/or replaced. What follows are major changes in the text, chapter-by-chapter.

Chapter Chapter updates

PART 1 Assessing the marketplace

Chapter 1 

Overview of marketing

	•	 Thoroughly updated discussion on what is marketing

	•	 Updated discussion on how marketing firms become more value driven

	•	 New vignettes

	•	 New case studies

Chapter 2

Digital marketing

	•	 Updated discussion on digital channels

	•	 Substantially improved explanation of 4E network

	•	 Updated discussion on social media marketing

	•	 Added discussion on the influence of augmented reality (AR) in retail sector

Chapter 3

Marketing ethics, 
sustainability and CSR

	•	 Added discussion on the rise of social marketing (using marketing techniques 
to create a behavioural change) 

	•	 Updated opening vignette includes changes in the fashion industry since the 
Rana Plaza incident in Bangladesh

	•	 Updated section on ethical issues includes efforts being made by Google and 
Microsoft in this sphere

	•	 Added findings from the survey Ethics at Work

	•	 New Adding value on supply chain that adheres to a code of ethics

	•	 New Adding value on ban on plastic bags in Australian supermarkets

	•	 Updated discussion on ethics and marketing strategy, including the example 
of Roma boots, how celebrities influence consumers’ decisions, the Cambridge 
Analytica scandal

Chapter 4

Analysing the marketing 
environment

	•	 Entire chapter has been revised to lay a greater emphasis on the importance 
of understanding competition and how it impacts on the development of 
marketing strategy

	•	 New Superior service highlights how Chemist Warehouse adapted itself for 
the Chinese market

	•	 Added discussion on consumers pushing brands to take position in key 
societal issues such as equality

	•	 Expanded discussion on health and wellness including mental wellbeing

	•	 New Adding value feature on Netflix and its predictive analytics

	•	 Updated and revised discussion on privacy and data and how the EU has led 
the way in implementing legislation to protect consumers’ privacy
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New to this edition

Chapter Chapter updates

PART 2 Understanding and targeting the marketplace

Chapter 5

Consumer behaviour

	•	 Updated discussion on consumer decision process including examples from 
varied fields to highlight the importance of engaging the customer

	•	 New examples explaining various factors influencing consumer decision process

Chapter 6

Segmentation, targeting  
and positioning

	•	 Greater emphasis on discussion around segmentation methods including 
pricing strategies, distribution strategies and overall appeals

	•	 Addition of more complex segmentation methods such as psychographic, 
benefits derived and behavioural

	•	 Inclusion of the seven segments of consumer lifestyle segmentation in New 
Zealand developed by the University of Otago

	•	 Updated section on behavioural segmentation

	•	 New Social media and mobile marketing feature describing how various tech 
companies and online platforms segment customers based on the use of their 
services

	•	 Updated table on value proposition statement key elements

	•	 New Adding value discusses the influence and message of evolving company 
logos

Chapter 7

Marketing research

	•	 Updated opening vignette showing the impact of wearable devices in day-to-
day life and how the personal data they collect is used by companies to 
deliver timely information

	•	 New graph about secondary data and how it is used by policy makers to draft 
economic policies

	•	 Updated table on firms that provide syndicated data

	•	 Updated section on social media research with examples of LEGO and Sephora 
and how they engage with their customers

	•	 New Superior service feature on the use of drones in the service industry

	•	 Updated section on emerging technology and the ethics of using customer 
information

PART 3 Value creation

Chapter 8

Product and branding 
decisions

	•	 Updated section on branding includes examples of Amazon and Sony and 
how they operate

	•	 Updated table on the world’s most valuable brands

	•	 New Ethical and societal dilemma feature on how brands get creative to cater 
to a particular market

Chapter 9

Developing new products

	•	 Updated opening vignette emphasises the importance of innovation—from 
companies and also driven by consumers’ demands

	•	 New Adding value feature on resusable plastic bags examines the Australian 
retail sector’s transformation to improve sustainability practices

	•	 New Ethical and societal dilemma feature regarding innovation in the smart 
products industry and its privacy concerns

	•	 Updated discussion on using the diffusion of innovation theory

	•	 Revised section about how firms develop new products

Continued
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New to this edition

Chapter Chapter updates

Chapter 10

Services: The intangible 
product

	•	 Revised and updated opening vignette on the services provided by online 
retail stores

	•	 Updated discussion on the intangibility of services including involvement of 
the ACCC in dealing with various advertisements

	•	 Revised section on the service gaps model

	•	 Updated Social media and mobile marketing feature highlighting the growth 
of digital marketing in Australia

	•	 New Social media and mobile marketing feature on Spotify and how it uses 
social media for customer service—in particular, to recover from service failures

PART 4 Value capture, delivery and communication

Chapter 11

Pricing concepts

	•	 New Adding value feature exploring the rising popularity of online stores and 
how they are attracting customers and businesses alike

	•	 New Ethical and societal dilemma feature about the long-running court case 
between Amazon, Apple, a group of book publishers and customers who 
fought a tough battle over the price of reading

	•	 New Superior service feature on leasing

Chapter 12

Supply chain, channel 
management and retail

	•	 Added discussion on customer store pick-up technology

Chapter 13

Integrated marketing 
communications

	•	 Updated opening vignette to reflect the influence of media on advertising

	•	 New Social media and mobile marketing feature emphasising new ideas 
adopted by companies to promote themselves

	•	 New Adding value feature on Puma’s use of Google Analytics to revamp its 
advertising strategy

	•	 New Ethical and societal dilemma feature on Volkswagen’s advertising 
campaign to persuade customers to trust it again after recent scandals

	•	 Revised section on product placement
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Text at a glance
Marketing is a pedagogically rich learning resource. The features laid out on these pages are designed to 
encourage and enhance your understanding of marketing.

REAL-WORLD EXAMPLES
Real-world examples are used to illustrate concepts throughout the text, giving you an opportunity to think about how 
these concepts are used in everyday life. They are presented in the following elements.

Graduate spotlight
Graduate spotlights are a series of Q&As with 
marketing graduates to find out where they have 
taken their careers and what advice they would give 
to new students in the field.
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Graduate spotlight
NAME
Carla Young

DEGREE STUDIED
Master of Marketing

UNIVERSITY
University of Western Australia

CURRENT POSITION
Senior Content Marketer

EMPLOYER
Murdoch University

What did you learn from your degree and how has it prepared you for a career in marketing?
The first place I ever heard the term ‘content marketing’ was in a lecture, and five years later I’ve made a career out of it. I think 
that says it all!

Another skill I strengthened during my degree was my ability to work effectively in a group. Every single project you 
work on as a marketer has different project members/stakeholders/colleagues involved; university is great preparation for 
that collaboration.

What interested you about studying or working in marketing?
In school, I was a good writer and interested in video production. I was also very strategic and tactical; I enjoyed debating, 
problem-solving and lateral thinking. These things sparked my interest in marketing.

I decided to study English and Communications in my undergraduate degree, followed by a Master of Marketing. I 
intentionally avoided taking Marketing in my undergraduate course as I wasn’t interested in taking other units within Commerce.

What have you been up to since graduation?
While studying the Master of Marketing, I started working for a content marketing agency where I spent three and a half years 
writing content marketing strategies for clients of all sizes and industries.

Just over a year ago I made the move to Murdoch University, where I now work as the Senior Content Marketer in their 
marketing team.

What does your current job involve?
When I started my current job, my first task was to write a content marketing strategy for the university. Once it was approved, 
I moved into project managing its implementation.

This includes overseeing all content production and ensuring it aligns with our defined strategy. It also involves working in 
integrated marketing project teams, where I bring a content marketing perspective to our bigger marketing projects.

What do you enjoy most about your job?
Moving out of an agency environment, I thought I might miss the varied, project-style work. What I love about my current job is 
the fact that I still have these project-style opportunities, yet I also have the consistency of focus and authority to oversee more 
long-term goals.

The crux of my interest in content marketing is that I love effective storytelling. At a university, there are so many stories to tell.

What are your thoughts on the future of the marketing and communication industry? What advice would you give to 
students wanting to work in marketing?
I’m excited for the future of the marketing industry. One of the things I love about it is its rapidly changing and evolving 
landscape.

My advice to current students would be to keep an open mind, and to take every opportunity to get involved. If you keep 
your finger on the pulse, you’ll be able to ride the waves of change, rather than getting left behind!

1
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Part 1, Assessing the marketplace, contains four chapters. An introduction to marketing is 
presented in Chapter 1. A central theme of that chapter is how firms can effectively create, 
capture, deliver and communicate value to their customers. Chapter 2 is devoted to 
understanding how one can develop digital marketing strategies. Chapter 3 focuses on 
marketing ethics where an ethical decision framework is developed and presented. Finally, 
Chapter 4 focuses on how marketers can make sense of the marketing environment to 
systematically uncover and evaluate opportunities.

PART 1

CHAPTER 1

Overview of marketing

CHAPTER 2

Digital marketing

CHAPTER 3

Marketing ethics, sustainability and CSR

CHAPTER 4

Analysing the marketing environment

Assessing the 
marketplace

Part opener

2
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L E A R N I N G  O B J E C T I V E S

LO 1.1 Define the role of marketing in organisations.

LO 1.2 Explain the concept of value in marketing.

LO 1.3 Understand why marketing is important, both 
within and outside the firm.

Overview of 
marketing

CHAPTER 1

Overview of
marketing

Value concept

Role

Generates
revenue

Provides frameworks
and tools to decipher

and understand
market

Connects
organisation and

market (exchange)
Marketing ethics

Why?

New product
development and

branding

Pricing

Supply chain

Integrated
marketing

communications

Consumer
behaviour

Segmentation,
targeting and
positioning

Marketing
research Price

Generates
growth

Empowers
consumers

Improves
quality of life

Works towards
sustainability

Creates solutions
people need

and want

Balance of cost
vs benefits

Relationship
building

Shares information
and e�ciently

delivers solutions

© Prasit photo/Getty Images

A visual and stimulating summary concept map for each 
chapter links the key theoretical points of each topic.

Concept map

Chapter opener
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Learning objectives outline the skills and knowledge 
that you should have gained on completing each chapter.
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Chapter opening vignette
These short cases focus on well-known 
companies to draw you into thoughtful discussion 
about some of the challenges you may face as a 
marketer.

CHAPTER 3 Marketing ethics, sustainability and CSR 65
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The fashion industry is often criticised for reinforcing superficial ideals and for contributing to 
materialistic lifestyles in developed economies, while exploiting those in developing countries through 
unethical manufacturing and distribution strategies. For many profit-driven companies in the fashion 
industry, balancing the needs of shareholders and the wider community is not always easy. For example, 
many firms in the clothing industry compete on offering great value for the latest fashions by 
maintaining low prices. Low prices, of course, mean that cost savings must be made along the supply 
chain, often affecting the manufacturing process. In our globalised world, most fashion labels outsource 
their manufacturing function to countries with significantly lower labour costs. This, in turn, leads to 
a competitive manufacturing landscape, where contractors in developing countries compete to offer 
the lowest cost of production. As a result, working conditions in many contracted factories in 
developing countries are poor.

Media coverage has questioned the sustainability of the fashion industry and how brands will 
continue to minimise their impact given Western consumer culture’s obsession with low prices and its 
insatiable appetite for the latest fashion trends. Globally, 80 billion new pieces of clothing are consumed 
every year and, by 2030, the industry will have manufactured 92 million tonnes of clothes and shoes in 
a 10-year period. By 2030, it is predicted that the fashion industry will use 35 per cent more land for 
cotton, forest for cellulose fibres, and grassland for livestock. In Australia, the average consumer spends 
$2288 on clothing and footwear per year, with just 4 per cent of what Australians spend on clothing 
going to the wages of workers in garment factories across the globe. With approximately 85 per cent of 
the textiles purchased by Australians ending up in landfill, the country has become the second-largest 
consumer of new textiles after the United States.1

The collapse of the Rana Plaza, an eight-storey commercial building near Dhaka, Bangladesh, killing 
more than 1130 people on 24 April 2013, brought into focus the working conditions, environmental 
impacts and ethical issues associated with consumers’ demand for fast fashion. The building had housed 
manufacturing facilities for large Western retailers such as Tesco, Carrefour, Benetton and Walmart. 
Although no Australian companies were directly implicated in the Rana Plaza tragedy, the news served 
as a wake-up call for many that had manufacturing operations in Bangladesh. One initiative to come out 
of the tragic building collapse was the Bangladesh Fire and Building Safety Accord. The Accord serves 
as a legally binding deal that ensures regular inspections and fire training for over 1600 factories in 
Bangladesh. Many iconic Australian brands—including Kmart, Target, Big W, Cotton On, Forever New, 
Specialty Fashion Group (Katies, Millers, City Chic and Rivers), APG and Co (Saba, Jag and Sportscraft) 
and Designworks (Everlast, Republic, Dunlop and Mooks)—have signed the latest Accord.2 To ensure 
that the safety improvements achieved under the Accord are maintained and expanded, brand and 
union signatories of the Accord announced in June 2017 that the Accord has been extended for three 
years, until May 2021.

The signatories to the Accord represent many of the largest brands and retailers in the world and 
most of the Bangladesh ready-made garments (RMG) sector’s key customers.3 Their combined 
commitment means that the 2019 Accord agreement will cover at least 1400 factories and a majority 
of all export garment production. Working towards a better awareness of companies logistic operations, 
Oxfam Australia publishes a Christmas ‘naughty’ and ‘nice’ list, informing consumers about which 
companies publish the locations of their factories.4

Another initiative to emerge from the 2013 tragedy was the Baptist World Aid Australia Australian 
Fashion Report. The report tracks what the industry and specific companies are undertaking to 
address and mitigate forced labour, child labour and exploitation in the supply chain, with grades 
awarded from A to F.5 Since the report’s initial launch, two-thirds of companies graded have taken 
measures to improve their practices and more than a dozen have now signed the Accord. In 2019, the 
report, now the Ethical Fashion Report, also took into consideration companies’ environmental and 
labour rights management systems in its grade assessment.6 Fairtrade companies are also making their 
mark in Australia in relation to labour rights management. Etiko is Australia’s first Fairtrade-certified 
fashion company, which achieved A+, the highest ranking, for its ethical supply chains in the 2013, 
2015 and 2016–2019 Ethical Fashion Reports. Etiko’s founder, Nick Savaidis, stated that the company’s 
fashion range—which includes T-shirts, sneakers and underwear for men, women and children—is 
entirely vegan, organic and Fairtrade, made with the least possible impact on the natural environment.7

Other companies have taken a proactive approach in initiating projects to better the working 
conditions of their contracted workers in developing countries. One such initiative is accreditation from 
Ethical Clothing Australia (ECA),8 whose focus is ‘on ensuring that local textile, clothing and footwear 

Exhibits
Every chapter contains a variety of advertisements 
and images that reflect the chapter theme.
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In January 2020 Mazda celebrated its 100th anniversary selling vehicles in 
Australia. With everything from hatchbacks, sedans, station wagons, people 
movers and minivans to utes, the brand manages to connect with different 
segments within the Australian population (see Exhibit 6.1). Mazda has been 
immensely successful, but as with other vehicle manufacturers it has been 
struggling in an increasingly competitive marketplace.

In 2019, its sales fell by 12.3 per cent, retaining its position in the number 
two spot in Australian car sales between Toyota in number one and Hyundai 
at number three, but with a bigger decline in sales than either.1 So, what are 
Mazda’s plans for improving sales performance? To better understand and 
serve the market, Mazda has resolved to use marketing to ensure Australian 
customers get to know its new value proposition.

Looking across Mazda’s range on the company’s website (www.mazda.
com.au), you can see how it has identified, is targeting and is positioning itself 
in a range of market segments. From the Mazda 2 to the Mazda 6 and from the CX-3 to the BT-50, its 
offering is broad and the segments large. Traditionally, Mazda and other car brands adopted such 
segmentation, targeting and positioning strategies, but segmentation is about the market, not the 
product, and the market changes.

Today, the segments are becoming smaller and Mazda has realised that there are nuances within 
the hatchback, sedan, SUV and ute markets—and that these may be different segments which it can 
target and position. On the company’s website, it quickly becomes evident that within the SUV range 
it is targeting different segments with models from the CX-3 to the CX-9. Clicking through to the BT-
50, we can see the different specs and ‘packs’ of accessories, clearly illustrating Mazda’s granular 
approach to segmentation, targeting and positioning. This approach goes beyond the tangible product 
into the service elements of that product.

To better embed itself in the minds of their market segments, Mazda has built some interesting 
partnerships.  Since 1999 Mazda has been the sponsor of the North Melbourne Football Club, one of 
the most long-lasting relationships in Australian sport. Mazda also sponsors the Tasmanian Kangaroos 
AFLW, and the Sydney Thunder Big Bash League and Women’s Big Bash League teams. Through this 
significant sponsorship, Mazda aims to promote its affiliation with everyday Australians’ interests. 
However, sports fans don’t cover all the consumers across Mazda’s market segments. In 2005 Mazda 
entered a sponsorship arrangement with Opera Australia, an agreement that will run until at least 
2021. Bringing free community events to Sydney and Melbourne, this includes Mazda Opera in the 
Domain, an annual event that attracts around 30 000 opera fans to the Domain in Sydney.2 
Art Exhibitions Australia also benefits from Mazda sponsorship, as have Run for the Kids since 2006.

In all, the future for Mazda will be one of change. With the sudden demise of the iconic Holden 
brand, the motor vehicle market in Australia will undergo further and rapid evolution. What is clear 
is that any success will be based upon its understanding of the marketplace and its segmentation, 
targeting and positioning within it.

In Chapter 1, we learned that marketing is about satisfying consumers’ wants and needs but it is 
not sufficient just to produce such an offering. Firms must also position their offerings in the minds of 
customers in their target market in such a way that these consumers understand why the thing the 
company is providing meets their needs better than other competitive offerings.

This process requires a marketing plan (see Appendix online). The third step of this plan is 
identifying and evaluating opportunities by performing a segmentation, targeting and positioning 
(STP) analysis. This chapter focuses on the STP analysis.

THE SEGMENTATION, TARGETING AND 
POSITIONING PROCESS
In this chapter, we discuss how a firm conducts an STP analysis (see Figure 6.1). We first outline a 
firm’s overall strategy and objectives, methods of segmenting the market and which segments are 
worth pursuing. Then we discuss how to choose a target market or markets by evaluating each 

LO 6.1

Exhibit 6.1 Targeting the mid-range car buyer.
© Tony Vingerhoets/Alamy Stock Photo/DAL

Check yourself
These quick questions, which are included after key 
points, allow you to check your understanding and 
apply what you have learned.
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In the next section, we explore the notion of value-based marketing further. Specifically, we look 
at various options for attracting customers by providing them with better value than the competition 
does. Then we discuss how firms compete on the basis of value. Finally, we examine how firms 
transform the value concept into their value-driven activities.

Exhibit 1.8 Through its innovative marketing approaches, IKEA is able to create 
buzz among consumers.
© James D. Morgan/Getty Images

HOW DO MARKETING FIRMS BECOME  
MORE VALUE DRIVEN?
Firms become value driven by focusing on four activities. First, they share information about their 
customers and competitors across their own organisation and even with other firms, such as the 
manufacturers and transportation companies that help them get their product to the marketplace. 
Second, they strive to balance their customers’ benefits and costs. Third, they concentrate on building 
relationships with customers. Fourth, they need to take advantage of new technologies and connect 
with their customers using social and mobile media.

Sharing information
In a value-based, marketing-oriented firm, marketers 
share information about customers and competitors 
(see Chapter 7, Marketing Research) and integrate it 
across the firm’s various departments. The fashion 
designers for Zara, for instance, collect purchase 
information and research customer trends to 
determine what their customers will want to wear 
in the next few weeks; simultaneously, the 
logisticians—people in charge of getting the 
merchandise to the stores—use the same purchase 
history to forecast sales and allocate appropriate 
merchandise to individual stores. Sharing and 
coordinating such information represents a critical 
success factor for any firm. Imagine what might 
happen if Zara’s advertising department were to plan 
a special promotion but not share its sales projections 
with those people in charge of creating the 
merchandise or getting it to stores.

Balancing benefits with costs
Value-oriented marketers constantly measure the benefits that customers perceive against the cost of 
their offerings. They use available customer data to find opportunities to better satisfy their customers’ 
needs, keep costs down and develop long-term loyalties. For example, IKEA does not have highly paid 
salespeople to sell its furniture, but its simple designs mean customers can easily choose a product and 
assemble it themselves. Augmented by its clever marketing approaches, IKEA is able to generate 
interest and interaction with consumers.

LO 1.2

CHECK YOURSELF
 1. What is the definition of marketing?
 2. Marketing is about satisfying ____________________ and ____________________.
 3. What are the four components of the marketing mix?
 4. Who can perform marketing?
 5. What are the various eras of marketing?

Case studies
Two new short case studies appear in each chapter 
to bring the theory to life, with real examples of 
businesses and events that illustrate the concepts 
discussed.
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website (IdeaStorm) dedicated to Dell users, allowing them to post reviews and complaints (see 
Exhibit 5.13).58 Dell believes that it should ‘keep the bad’ to open up discussions and emphasise the 
proactive measures the company is taking to remedy service or product failures.59 If a customer believes 
that positive action will be taken as a result of a complaint, they are less likely to complain to family 
and friends or through the internet. (An example of word of mouth appears in Chapter 10.)

Exhibit 5.13 IdeaStorm is a website designed specifically for Dell users to leave reviews and 
complaints. 
Source: Dell Inc.

CHECK YOURSELF
	1.	 Name the five stages in the consumer decision process.
 2. What is the difference between a need and a want?
 3. Distinguish between functional and psychological needs.
 4. What are the various types of perceived risk?
 5. What are the differences between compensatory and non-compensatory decision rules?

By Victoria Jennifer Harrison, Deakin University
Overview
Australia’s tourism market share in the United States had stagnated over time, even though outbound 
tourism	was	flourishing.	To	get	things	moving,	Tourism	Australia	creatively	used	the	2018	NFL	Super	
Bowl to launch a strong lead-generation campaign disguised as the ‘big Hollywood blockbuster reboot’ 
(see	Exhibit	5.14).

Strategy
The resurrection of Crocodile Dundee, a three-decades-old iconic Australian film, was Tourism 
Australia’s innovative solution to breaking through the reluctance of North Americans to travel Down 
Under. The challenge was finding a way to motivate people to travel to Australia, which, though among 

Case study 5.1: Tourism Australia uses ingenious 
Hollywood magnet to pull in American visitors

Continued

Adding value
These boxed features illustrate how companies add 
value, not only in providing products and services, 
but also in making contributions to society.
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Adding value 3.1

Etiko: wear no evil, do no harm
As consumers are increasingly placing value on ethical and environmentally conscious products and 
services, questions of malpractice and exploitation have demanded a more transparent supply chain. 
An ethical supply chain considers employment practices, working conditions and workers’ pay. The 
Rana Plaza factory collapse in 2013 in Bangladesh highlighted both human rights and environmental 

and hitting him on the head with it. As an adult, you have probably outgrown this behaviour. But all 
of us vary in the way we view more complex situations, depending on our ethical understandings.

Consider product recalls of toys, for example. How can certain manufacturers engage in such 
egregious behaviour as using lead paint on toys marketed to young children? What makes people take 
actions that create so much harm? Are all of the individuals who contributed to that behaviour just 
plain immoral? These simple questions have complex answers.

As another example, imagine that a brand manager for a car company discovers from conversations 
with a member of the development team that the new energy-efficient hybrid model, that is set to go 
into full production shortly, has a potentially dangerous design flaw. There are two options for the 
brand manager: delay production and remedy the design flaw, which pushes production off schedule, 
delays revenue and may result in layoffs and loss of the manager’s bonus; or stay on schedule, put the 
flawed design into production, achieve planned revenue and bonus, and hope it does not result in 
injuries to consumers and loss of revenue for the firm due to recalls later on. This type of dilemma 
occurs nearly every day in thousands of different business environments.

Ethics at Work is a national survey of Australian workers and provides a 
snapshot on ethical behaviour in the workplace. The survey is undertaken by 
the Institute of Business Ethics and asks about employees’ attitudes and 
perceptions of ethics in their place of work. Some of the findings from the 2018 
survey included employees; were aware of misconduct and decided not to 
speak up (35%); felt ‘time pressure’ to compromise ethics (13%); felt honesty was 
practised ‘frequently’ (84%); were aware that people were treated unethically 
(39%) and misreported their hours worked (32%).46

Do employees feel able to speak up if they have been aware of misconduct? 
Are formal ethics programs effective in embedding ethical values into 
organisational culture and influencing behaviour? Did all employees in these 
situations view their actions as unethical? Probably not. There may have been 
extenuating circumstances. In the workplace, employees across different levels 
of responsibility often face the choice of doing what is beneficial for them and 
possibly the firm in the short run and doing what is right and beneficial for the 
firm and society in the long run.

For instance, a manager might feel confident that earnings will increase in the next few months 
and therefore it will benefit themselves, the branch and the employees to exaggerate current earnings 
just a little. Another manager might feel considerable pressure to increase sales in a retail store, so they 
bring in some new merchandise, mark it at an artificially high price and then immediately put it on 
sale, deceiving consumers into thinking they are getting a good deal because they viewed the initial 
price as the ‘real’ price (see Exhibit 3.5). These decisions may have been justifiable at the time, but 
they have serious consequences for the company.

To avoid such dire consequences, the short-term goals of each employee must be aligned with the 
long-term goals of the firm. In our hybrid car example, the brand manager’s short-term drive to receive 
a bonus conflicted with the firm’s long-term aim of providing consumers with safe, reliable cars. 
To align personal and corporate goals, firms need to have a strong ethical climate, explicit rules for 
governing transactions, including a code of ethics and a system for rewarding and punishing 
inappropriate behaviour. In the next section, we add the concept of corporate social responsibility to 
our discussion of ethics.

Exhibit 3.5 What is the ‘real’ price? Did the manager 
bring the T-shirts in at an artificially high price and 
then immediately mark them down?
© Blend Images LLC/JGI/Jamie Grill



xxxii Text at a glance

gre23889_fm_i-xl.indd xxxii 09/11/20  08:15 PM

END-OF-CHAPTER FEATURES

gre23889_ch01_001-028 24 08/07/20  03:39 PM

24

gre23889_ch01_001-028 24 08/07/20  03:39 PM

PART 1 Assessing the marketplace

Continued

S U M M I N G  U P

LO 1.1 Define the role of marketing in organisations.
Marketing is the activity, set of institutions and processes for creating, capturing, communicating, delivering and exchanging 
offerings that have value for customers, clients, partners and society at large. Marketing strives to create value in many ways. If 
marketers are to succeed, their customers must believe that the firm’s goods and services are valuable; that is, they are worth 
more to the customers than they cost. Another important and closely related marketing role is to capture value of a product 
based on potential buyers’ beliefs about its value. Marketers also enhance the value of goods and services through various 
forms of communication, such as advertising and personal selling. Through communications, marketers educate and inform 
customers about the benefits of their goods and services and thereby increase their perceived value. Marketers facilitate the 
delivery of value by making sure the right goods and services are available when, where and in the quantities their customers 
want. Better marketers are not concerned about just one transaction with their customers. They recognise the value of loyal 
customers and strive to develop long-term relationships with them.

LO 1.2 Explain the concept of value in marketing.
Value represents the relationship of benefits to costs. Firms can improve their value by increasing benefits, reducing costs or 
both. The best firms integrate a value orientation into everything they do. If an activity doesn’t increase benefits or reduce costs, 
it probably shouldn’t occur. Firms become value driven by finding out as much as they can about their customers and those 
customers’ needs and wants. They share this information with their partners, up and down the supply chain, so the entire chain 
collectively can focus on the customer. The key to true value-based marketing is the ability to design goods and services that 
achieve precisely the right balance between benefits and costs. Value-based marketers aren’t necessarily worried about how 
much money they will make on the next sale. Instead, they are concerned with developing a lasting relationship with their 
customers so that those customers return again and again.

LO 1.3 Understand why marketing is important, both within and outside the firm.
Successful firms integrate marketing throughout their organisations so that marketing activities coordinate with other functional 
areas such as product design, production, logistics and human resources, enabling them to get the right product to the right 
customers at the right time. Marketing helps facilitate the smooth flow of goods through the supply chain, all the way from raw 
materials to the consumer. From a personal perspective, the marketing function facilitates your buying process and can support 
your career goals. Marketing can also be important for society through its embrace of solid, ethical business practices. Firms 
‘do the right thing’ when they sponsor charitable events, seek to reduce environmental impacts and avoid unethical practices; 
and such efforts endear the firm to customers. Finally, marketing is a cornerstone of entrepreneurialism. Not only have many 
great companies been founded by outstanding marketers, but an entrepreneurial spirit pervades the marketing decisions of 
firms of all sizes.

K E Y  T E R M S
•	 B2B (business-to-business) 11
•	 B2C (business-to-consumer) 11
•	 C2C (consumer-to-consumer) 11
•	 customer relationship management (CRM) 17
•	 entrepreneurs 21
•	 exchange 6
•	 goods 8
•	 ideas 9
•	 marketing 5

•	 marketing channel 20
•	 marketing mix (four Ps) 7
•	 marketing plan 5
•	 relational orientation 17
•	 services 8
•	 supply chain 20
•	 value 14
•	 value co-creation 14

M A R K E T I N G  A P P L I C A T I O N S
1. Do you know the difference between needs and wants? When companies that sell frozen desserts develop their marketing 

strategy, do they concentrate on satisfying their customers’ needs or wants? What about a utility company, such as the 
local power company? Or a humanitarian agency, such as Médecins Sans Frontières (Doctors Without Borders)?

Summing up
The main points are summarised at the end of 
each chapter, organised by learning objective to 
assist your learning.

Key terms
A list of page-referenced key terms for the 
chapter appears after the summary.
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more to the customers than they cost. Another important and closely related marketing role is to capture value of a product 
based on potential buyers’ beliefs about its value. Marketers also enhance the value of goods and services through various 
forms of communication, such as advertising and personal selling. Through communications, marketers educate and inform 
customers about the benefits of their goods and services and thereby increase their perceived value. Marketers facilitate the 
delivery of value by making sure the right goods and services are available when, where and in the quantities their customers 
want. Better marketers are not concerned about just one transaction with their customers. They recognise the value of loyal 
customers and strive to develop long-term relationships with them.

LO 1.2 Explain the concept of value in marketing.
Value represents the relationship of benefits to costs. Firms can improve their value by increasing benefits, reducing costs or 
both. The best firms integrate a value orientation into everything they do. If an activity doesn’t increase benefits or reduce costs, 
it probably shouldn’t occur. Firms become value driven by finding out as much as they can about their customers and those 
customers’ needs and wants. They share this information with their partners, up and down the supply chain, so the entire chain 
collectively can focus on the customer. The key to true value-based marketing is the ability to design goods and services that 
achieve precisely the right balance between benefits and costs. Value-based marketers aren’t necessarily worried about how 
much money they will make on the next sale. Instead, they are concerned with developing a lasting relationship with their 
customers so that those customers return again and again.

LO 1.3 Understand why marketing is important, both within and outside the firm.
Successful firms integrate marketing throughout their organisations so that marketing activities coordinate with other functional 
areas such as product design, production, logistics and human resources, enabling them to get the right product to the right 
customers at the right time. Marketing helps facilitate the smooth flow of goods through the supply chain, all the way from raw 
materials to the consumer. From a personal perspective, the marketing function facilitates your buying process and can support 
your career goals. Marketing can also be important for society through its embrace of solid, ethical business practices. Firms 
‘do the right thing’ when they sponsor charitable events, seek to reduce environmental impacts and avoid unethical practices; 
and such efforts endear the firm to customers. Finally, marketing is a cornerstone of entrepreneurialism. Not only have many 
great companies been founded by outstanding marketers, but an entrepreneurial spirit pervades the marketing decisions of 
firms of all sizes.
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would sell salad dressing (initially; it expanded later to many other product 
lines) and use the proceeds to benefit charities. Today, Newman’s Own and 
Newman’s Own Organic products are sold in 15 countries and include dozens 
of lines, from coffee to popcorn to dog food. Profits from Newman’s Own—over 
US$280 million since 1982—have been donated to thousands of charities, 
especially Newman’s Hole in the Wall Gang camps for children with life-
threatening diseases.69

In another example, ROMA Boots’ mission is to merge fashion with 
philanthropy to ‘give poverty the boot’. Founded in 2010, the company donates 
one boot for every boot sold, which goes to a child in need across 27 countries 
(see Exhibit 3.11).

The unique mission of these companies and the entrepreneurial flair of 
their founders means that employees have the great satisfaction of giving back 
to society, various charities benefit from the donations and customers enjoy the 
products offered with a clear conscience.

Implementation phase
In the implementation phase of the marketing strategy, when firms are identifying potential markets 
and ways to deliver the 4Ps to them, firms must consider several ethical issues. Sometimes a firm’s 
choice of target market and how they pursue it can lead to charges of unethical behaviour. For instance, 
Snapchat ran an ad for an online game site that asked users ‘Would you Rather?’ and offered the 
options ‘Slap Rihanna’ or ‘Punch Chris Brown’.70 Commentators stated that the ad crossed a line in 
making light of domestic violence, and criticised the flippant reference to violence against women 
when globally about one in three women (35%) worldwide have experienced either physical and/or 
sexual intimate partner violence or non-partner sexual violence in their lifetime. Snapchat responded 
to the public uproar by issuing an apology and removing the ad, stating that it was approved in error, 
as it violated its advertising guidelines.71

Marketing through social media has some particular ethical concerns associated with it, especially 
when it comes to celebrities using social media as a communication platform, as Social media and 
mobile marketing 3.1 shows.

Social media and mobile marketing 3.1

Believe me . . . I’m a celebrity 
Social media influences our lives across a broad 
spectrum of activities, which includes accessing and 
sharing information, socialising and making everyday 
decisions concerning issues such as our health, 
wellbeing, happiness and purchasing behaviour. In 
2019, with an estimated 15 million active users of 
Facebook in Australia, and with Instagram coming in 
at nine million monthly active Australian users,72 the 
risk of misinformation and what and who to trust has 
become a minefield. This is especially the case when 
celebrities use their status via social media for 
promotion, to create lifestyle sites and give advice on 
topics in which they lack expertise. And yet, they 
often hope to make an impact as socially and ethically 
responsible brands with credentials. Should social 
media provide the building blocks for those perceived 
as celebrities to engage and build intimate 
relationships through highly curated social media 

Exhibit 3.12 Celebrities often use various social 
media platforms to share their lives.
© guukaa/Shutterstock/DAL

Exhibit 3.11 ROMA Boots’ mission is to merge 
fashion with philanthropy to ‘give poverty the boot’.
Source: Courtesy of Roma Boots

Social media and mobile 
marketing
These boxed features discuss how social media are 
used in marketing real products.
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Focus group interviews
In focus group interviews, a small group of people (usually 8 to 12) comes together 
for an intensive discussion about a particular topic. Using an unstructured method of 
enquiry, a trained moderator guides the conversation, according to a predetermined, 
general outline of topics of interest. Researchers usually record the interactions so they 
can carefully comb through the interviews later (or feature them in advertisements, as 
Domino’s did in advertisements designed to reposition its pizza)53 to catch any patterns 
of verbal or non-verbal responses. In particular, focus groups gather qualitative data 
about initial reactions to a new or existing product, opinions about different competitive 
offerings or reactions to marketing stimuli, like a new advertisement campaign or point-
of-purchase display materials.54

The Victorian Transport Accident Commission (TAC) employed focus groups to 
identify the strengths and weaknesses of different ideas and proposed messages 
targeting the issue of low-level speed for its Wipe off 5 campaign (see Exhibit 7.15). 

These group discussions highlighted the relevance of giving drivers a convincing reason why even a 
relatively small reduction in speed (by 5 km an hour) is worthwhile. Themes that emerged and that 
directed the advertising message were the importance of the campaign incorporating ‘everyday 
driving situations’ and ‘showing proof of the difference 5 km/h can make’. Since the introduction of 
this campaign in 2001, eight subsequent Wipe off 5 campaigns have followed, with the campaign 
creating significant community awareness towards speeding, and self-reported speeding being reduced 
from 25 per cent (2001) to 11 per cent (2008). The latest campaign initiative #DNDWhileDriving 
focuses on distracted driving and encourages Victorians to activate their smartphone’s ‘Do Not Disturb 
While Driving’ function when behind the wheel. This theme is in line with TAC’s 2013–2022 Victorian 
Road Safety Strategy, where the ultimate aim of the TAC and its road safety partners is to achieve the 
vision of Towards Zero.55

Innovative ideas stemming from marketing research are not limited to new products but also to 
improving its service offerings. Remotely piloted aircrafts, more commonly known as drones, are doing 
just that—impacting supply chain management and distribution as Superior service 7.2 describes.

focus group interview
A research technique in 
which a small group of 
people (usually 8 to 12) 
comes together for an 
intensive discussion about 
a particular topic, with the 
conversation guided by a 
trained moderator using 
an unstructured method of 
enquiry.

Exhibit 7.15 The TAC’s Wipe off 5 campaign 
aimed to convince drivers to reduce their 
speed by 5 km/h.
Source: Transport Accident Commission

Superior service 7.2

When the sky is the delivery: drones in action
Feel like a hot coffee? Have three minutes to spare? 
Registered in the Early Flyer program? Then it can be 
yours.

In a service economy where the customer 
expects everything to be delivered and done quicker 
and more efficiently than by competitors, drones are 
an emerging and evolving technology that is carving 
a path to meet this goal. Defined as an unmanned 
aircraft that can be remotely controlled or fly 
autonomously through software-controlled flight 
plans, drones have been associated with the military, 
construction, aerial photography and film companies, 
and with public safety surveillance organisations to 
name a few.56

With more brands adopting this innovative technology, drones are becoming commonplace in 
delivering everything from pizzas to medical supplies. In 2016, Domino’s Pizza flew its peri-peri chicken 
and chicken and cranberry pizzas to the backyard of a New Zealand couple, who became the first people 
in the world to have a pizza delivered by drone.57 In Australia, Canberra’s skies are sharing air space with 
‘roast chickens, hot coffee, milk, bread and screwdrivers’ as Wing, owned by Alphabet, officially received 

Exhibit 7.16 Drones have already launched in our 
skies.
© Dmitry Kalinovsky/Shutterstock/DAL

Superior service
These features highlight the emerging role of the 
service industry.

Ethical and societal dilemma
These short features emphasise the role of 
marketing in society.
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children who are shopping with their parents is a positive step towards fighting childhood obesity and 
easing the burden of shopping—but one that can also be misconstrued by some stakeholders.

Ethical and societal dilemma 1.2

Free fruit for children: what could go wrong?
Childhood obesity is a serious, global problem. For parents, shopping with hungry kids who demand 
sugary snacks may sometimes seem like an equally vexing challenge. In an effort to help resolve both 
concerns, several supermarket chains are offering a new kind of appealing giveaway: specifically, these 
grocers have set up stands that display a range of fruit, with signs offering the produce for free to children 
under a certain age. The idea is that a banana or apple at the start of the shopping trip can keep kids from 
getting hungry and cranky, thus making the shopping experience more pleasant for their parents. The fruit 
options are healthier and less troublesome than other options, such as the free biscuits or doughnuts that 
some in-store bakeries provide for young shoppers. Because the fruit is free, it also offers notable benefits 
over packaged chocolate bars, fruit snacks or muesli bars that parents might open in the aisles before 
they check out. The fruit giveaway experiments have expanded globally, with chains in the United States, 
United Kingdom and Australia all taking part. Although many responses have been positive, including 
parents praising stores for helping to encourage healthy eating in their children, others question the 
tactic. The key complaint has been one of hygiene, as there are few options to wash fruit such as apples, 
peaches and pears before the children bite down. Still, the generally positive responses have led at least 
one chain to estimate that it will give away approximately one million pieces of fruit over the next year.15

Marketing helps create value
Marketing didn’t get to its current prominence among individuals, corporations and society overnight. 
Marketing evolves to reflect what is happening in society. This adaptive characteristic of marketing is 
reflected in the formal definition of marketing by the American Marketing Association,16 which meets 
regularly to review the state of the discipline and practice of marketing and to ensure that there is 
consistency between the two. Just as society has evolved, so too has marketing, from its early emphasis 
on selling, to its current consideration of multiple stakeholders and societal advancement. To 
understand how marketing has evolved into its present-day, integral business function of creating 
value, let’s look for a moment at some of the milestones in marketing’s short history (see Figure 1.5).

Production Sales Marketing Value-based marketing

1990195019201900

Figure 1.5 Marketing evolution: production, sales, marketing and value
Left to right: © Ingram Publishing/Alamy Stock Photo/DAL, CMCD/Getty Images/DAL, Lawrence Manning/Getty Images/DAL, Ryan McVay/
Getty Images/DAL, blinkblink/Shutterstock/DAL

Production-oriented era
Around the turn of the twentieth century, most firms were production oriented and believed that a 
good product would sell itself. Henry Ford, the founder of Ford Motor Co., once famously remarked, 
‘Customers can have any colour they want so long as it’s black’. Manufacturers were concerned with 
product innovation, not with satisfying the needs of individual consumers, and retail stores were 
typically considered places to hold the merchandise until a consumer wanted it.
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CHAPTER 1 Overview of marketing

2. People can apply marketing principles to finding a job. If the person looking for a job is the product, describe the other 
three Ps.

3. Mercedes-Benz manufactures a range of vehicles at varying price points. Is it better for the company to make just one 
car for everyone or to make many different models that will suit different target markets? Which approach will offer 
better value to customers? Justify your answer.

4. Assume you have been hired by the marketing department of a major consumer products manufacturer, such as Nike. 
You are having lunch with some new colleagues in other departments—finance, manufacturing and logistics. They are 
arguing that the company could save millions of dollars if it just got rid of the marketing department. Develop an 
argument that would persuade them otherwise.

5. Why do marketers such as Procter and Gamble (P&G) find it important to embrace societal needs and ethical business 
practices? Provide an example of a societal need or ethical business practice that P&G is addressing.

Q U I Z  Y O U R S E L F
1. The ‘Got milk?’ advertising campaign was designed to help market a(n):

a.  individual
b.  firm
c.  industry
d.  organisation.

2. Henry Ford’s statement, ‘Customers can have any colour they want so long as it’s black’, typified the __________ era 
of marketing.
a.  production
b.  sales
c.  marketing
d.  value-based

(Answers to these two questions can be found on page 455.)

N E T  S A V V Y
1. Visit www.apple.com/au. What value does Apple provide for customers? What are the advantages to people of using 

Apple to buy music or to rent/buy videos?
2. Go to www.facebook.com/facebook/info and newsroom.fb.com. What is Facebook’s mission? How could a marketer use 

Facebook? What other social media tools could they use? What are the drawbacks a marketer might face when using 
Facebook and other social media tools?

3. Go to www.snapchat.com/ and click on the ‘Ads’ tab. Scroll down until you see the ‘Creative Spotlight’ examples. Click 
on the video link for one of the highlighted campaigns. Why do you think the use of Snapchat worked for this company 
over and above other social media options?

C H A P T E R  C A S E  S T U D Y

Getting real with Dove
By Dr Eugene Chan, Monash University
In 2007, Dove was the world’s number-one selling ‘cleansing’ brand in the personal health and beauty industry. Dove had 
worldwide sales of over US$2.5 billion a year in more than 80 countries, including Australia. It led the way in products such 
as cleansing bars, body washes, handwashes, facial care, hair care, deodorants, antiperspirants and body lotions.

Dove started out in 1957, in the post-World War II era, in the United States. The first Dove product was a ‘beauty bar’ that 
claimed not to dry out skin in the way that the typical soaps of the day did. At the time, the marketing message was ‘Dove soap 
doesn’t dry your skin because it’s one-quarter cleansing cream’, which was illustrated in advertisements with images of the 
cream being poured into a cake of soap. It instantly become one of America’s most recognisable products and brands.

Continued
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CHAPTER 1 Overview of marketing

2. People can apply marketing principles to finding a job. If the person looking for a job is the product, describe the other 
three Ps.

3. Mercedes-Benz manufactures a range of vehicles at varying price points. Is it better for the company to make just one 
car for everyone or to make many different models that will suit different target markets? Which approach will offer 
better value to customers? Justify your answer.

4. Assume you have been hired by the marketing department of a major consumer products manufacturer, such as Nike. 
You are having lunch with some new colleagues in other departments—finance, manufacturing and logistics. They are 
arguing that the company could save millions of dollars if it just got rid of the marketing department. Develop an 
argument that would persuade them otherwise.

5. Why do marketers such as Procter and Gamble (P&G) find it important to embrace societal needs and ethical business 
practices? Provide an example of a societal need or ethical business practice that P&G is addressing.

Q U I Z  Y O U R S E L F
1. The ‘Got milk?’ advertising campaign was designed to help market a(n):

a.  individual
b.  firm
c.  industry
d.  organisation.

2. Henry Ford’s statement, ‘Customers can have any colour they want so long as it’s black’, typified the __________ era 
of marketing.
a.  production
b.  sales
c.  marketing
d.  value-based

(Answers to these two questions can be found on page 455.)

N E T  S A V V Y
1. Visit www.apple.com/au. What value does Apple provide for customers? What are the advantages to people of using 

Apple to buy music or to rent/buy videos?
2. Go to www.facebook.com/facebook/info and newsroom.fb.com. What is Facebook’s mission? How could a marketer use 

Facebook? What other social media tools could they use? What are the drawbacks a marketer might face when using 
Facebook and other social media tools?

3. Go to www.snapchat.com/ and click on the ‘Ads’ tab. Scroll down until you see the ‘Creative Spotlight’ examples. Click 
on the video link for one of the highlighted campaigns. Why do you think the use of Snapchat worked for this company 
over and above other social media options?

C H A P T E R  C A S E  S T U D Y

Getting real with Dove
By Dr Eugene Chan, Monash University
In 2007, Dove was the world’s number-one selling ‘cleansing’ brand in the personal health and beauty industry. Dove had 
worldwide sales of over US$2.5 billion a year in more than 80 countries, including Australia. It led the way in products such 
as cleansing bars, body washes, handwashes, facial care, hair care, deodorants, antiperspirants and body lotions.

Dove started out in 1957, in the post-World War II era, in the United States. The first Dove product was a ‘beauty bar’ that 
claimed not to dry out skin in the way that the typical soaps of the day did. At the time, the marketing message was ‘Dove soap 
doesn’t dry your skin because it’s one-quarter cleansing cream’, which was illustrated in advertisements with images of the 
cream being poured into a cake of soap. It instantly become one of America’s most recognisable products and brands.

Continued

Net savvy
These activities are provided to encourage you 
to go online to research and/or write about a 
particular company or practice.

gre23889_ch04_095-124 120 09/04/20  08:33 AM

120

gre23889_ch04_095-124 120 09/04/20  08:33 AM

PART 1 Assessing the marketplace

C H A P T E R  C A S E  S T U D Y

Greensteel at the Whyalla Steelworks
By Dr Jacqueline Burgess, University of the Sunshine Coast
There was deep concern in the town of Whyalla, South Australia, when Australian mining company Arrium, collapsed in April 
2016 owing $2.8 billion in unpaid debts. Arrium owned the Whyalla Steelworks, which was the largest single employer in 
the town of 22 000 people. The purchase in 2017 of the Whyalla Steelworks by the Liberty Group, headed by UK billionaire 
Sanjeev Gupta, meant thousands of jobs, and by extension the town itself, were saved. Gupta was welcomed to Whyalla by 
a parade and it was half-jokingly suggested that the town should be renamed Guptaville.

Within months of the acquisition, Gupta announced a $1 billion upgrade of the steelworks, which would involve doubling 
its production, modernising equipment and implementing new technology to cut power costs. The focus would be on powering 
the steelworks with renewable energy, an approach that Gupta calls ‘Greensteel’ and which he has implemented in the 
steelworks and engineering plants he owns in the United Kingdom. Gupta believes that renewable power is cheaper and more 
reliable than fossil fuel and utilising it in the energy-intensive Whyalla Steelworks would mean that electricity for all businesses 
and households in South Australia would be more reliable. Maintaining a reliable and efficient supply chain in the face of 
dynamic macroenvironment forces is an important consideration for marketers, but for Gupta, the Whyalla Steelworks was just 
the beginning.

Several months after the purchase of the Whyalla Steelworks, Gupta purchased through one of his companies, GFG 
Alliance, a 50.1 per cent stake in the Adelaide-based Zen Energy, a company that specialises in renewable energy and 
storage technologies. This joint venture between Gupta’s GFG Alliance and Zen Energy was renamed SIMEC Zen Energy. 
Gupta then began to align his two companies’ capabilities to ensure he had an integrated supply chain.

SIMEC Zen Energy announced in 2017 that it would construct a solar farm, a giant battery and a hydro facility in a nearby 
abandoned mine in Whyalla to power the steelworks. The $1 billion solar farm, now known as Cultana, received planning 
approval in 2019. The battery will have an even larger capacity than the one Elon Musk was involved in building in South 
Australia in 2017, which at the time was the world’s largest. All of Gupta’s actions attracted considerable and favourable 
marketing public relations attention.

In addition to the revitalisation of the Whyalla Steelworks, Gupta ensured that in his planning he also had an 
attractive value proposition to offer to other business clients. SIMEC Zen Energy has been involved in the construction 
of commercial-scale battery energy storage across a range of facilities, including the South Australian State Library, the 
Art Gallery of South Australia, Adelaide High School and the City of Adelaide Works Depot. By utilising battery storage, 
businesses maximise their solar power capabilities, reduce peak demand charges for energy, and draw less energy 
from the grid, which can then be used by other consumers. Gupta has also brokered an agreement to provide solar 
power to five major South Australian companies, which has been projected to cut their electricity costs by up to 50 per 
cent. This agreement was attractive to these companies as electricity prices had risen across the National Electricity 
Market—which provides roughly 80 per cent of Australia’s electricity—by 130 per cent between 2015 and 2017. 
Gupta’s actions are a clear example of the strategies and plans companies and marketers must undertake to counter 
and adapt to changes in the macroenvironment and how changes can be taken advantage of by producing new 
products for clients.
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Chapter case studies
The end-of-chapter case studies illustrate real-
world applications of various marketing 
concepts. They are designed to help you develop 
your analytical, critical thinking and technology 
skills.
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CHAPTER 2 Digital marketing

M A R K E T I N G  A P P L I C A T I O N S
 1. Evaluate CBA’s social media strategy using the 4E framework.
 2. Using the components of the 4E framework, outline how an entrepreneur marketing T-shirts can augment or enhance 

their marketing mix efforts.
 3. Suppose a herbal tea company introduced a new product called ‘mint-enhanced tea’—mint and lemon herbal tea. How 

should it go about creating excitement using various social and mobile media tools?
 4. If you were marketing a new running shoe, what sort of mobile applications might enhance your marketing efforts?
 5. Assume you work for a large consumer packaged-goods firm that has discovered that its latest line of snack foods is 

moving very slowly off store shelves. Recommend a strategy for listening to what consumers are saying on blogs, 
review sites and the firm’s website. Describe how your strategy might provide insights into consumers’ sentiments 
about the new product line.

 6. As a new employee of Subway, you have been asked to develop a social media campaign for a new sub. The objective 
of the campaign is to increase awareness and trial of the new line of subs. How would you go about putting such a 
campaign together?

 7. Make sure your LinkedIn profile is up to date. Make it reflect the type of career you want. If you want to go further, get 
on Twitter and follow key people in the field you are interested in; for example, if it is social media marketing, just search 
for this and it will list key people talking about it.

Q U I Z  Y O U R S E L F
 1. Reebok is actively offering online coupons on Facebook. It is probably trying to:
 a. excite consumers
 b. educate consumers
 c. provide experiences to consumers
 d. allow customers to engage with the firm.
 2. Crowdsourcing is a means of starting off:
 a. social customer service
 b. customer data management
 c. product/service co-creation
 d. social CRM.
(Answers to these two questions can be found on page 455.)

N E T  S A V V Y
 1. Go to www.facebook.com/business and learn about how to build pages, ads and sponsored stories and take 

advantage of mobile applications. What are some of the steps that Facebook suggests a person consider when 
marketing using ads?

K E Y  T E R M S
	•	 apps 31
	•	 co-creation 36
	•	 content marketing 38
	•	 earned media 38
	•	 empowerment 34
	•	 flow effect 54
	•	 gamification 46
	•	 influence 52
	•	 infographic 39
	•	 location-based software 43

	•	 meta tag phrases (metadata) 38
	•	 owned media 38
	•	 personalisation (customisation) 35
	•	 search engine optimisation (SEO) 38
	•	 social CRM 47
	•	 social customer service 36
	•	 social media 41
	•	 touchpoints 33
	•	 transparency of information 35

Marketing applications
Each chapter concludes with several Marketing 
applications in which you are asked to consider 
what you have learned in the chapter and answer 
essay-style questions.

Endnotes
References and other notes are listed at the end 
of each chapter.
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CHAPTER 1 Overview of marketing

DISCUSSION QUESTIONS
1. Explain how Dove moved from a production-oriented marketing perspective to a values-based marketing one.
2. How would you describe Dove’s ‘product’?
3. Explain how Dove adopts a social marketing perspective.
4. If you were marketing a brand of skincare products for men, how might you take inspiration from Dove’s ‘Real Beauty’ 

campaign that was aimed at women and young girls?

Continued
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Overview of marketing
At the beginning of each chapter, a visual and stimulating summary concept map that links the key theoretical points 
of each topic is included. It starts with the concept map below, which examines the key theories and direct and indirect 
relationships that will be examined in our study of marketing. Marketing is an important business function that achieves 
value creation by connecting marketplaces and businesses for the purpose of solving problems. The more clearly that 
solutions resolve customer problems, the greater the value that is created.

The marketing function achieves value creation by using a unique toolkit that unlocks complex marketplace 
understandings that can be used to develop new products or brands, or to improve existing ones, and to make them 
available at the right places and at the right prices, to cater to changing societal needs and wants. Marketing is a 
dynamic discipline that evolves continually as it leverages direct and indirect relationships with multiple stakeholders 
in the process of value creation, value delivery and value capture.
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1

Part 1, Assessing the marketplace, contains four chapters. An introduction to marketing is 
presented in Chapter 1. A central theme of that chapter is how firms can effectively create, 
capture, deliver and communicate value to their customers. Chapter 2 is devoted to 
understanding how one can develop digital marketing strategies. Chapter 3 focuses on 
marketing ethics where an ethical decision framework is developed and presented. Finally, 
Chapter 4 focuses on how marketers can make sense of the marketing environment to 
systematically uncover and evaluate opportunities.

PART 1

CHAPTER 1

Overview of marketing

CHAPTER 2

Digital marketing

CHAPTER 3

Marketing ethics, sustainability and CSR

CHAPTER 4

Analysing the marketing environment

Assessing the 
marketplace
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L E A R N I N G  O B J E C T I V E S

LO 1.1 Define the role of marketing in organisations.

LO 1.2 Explain the concept of value in marketing.

LO 1.3 Understand why marketing is important, both 
within and outside the firm.

Overview of 
marketing

CHAPTER 1

Overview of
marketing

Value concept

Role
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and tools to decipher

and understand
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market (exchange)
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Supply chain
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marketing
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research Price
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quality of life
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and want

Balance of cost
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Shares information
and e�ciently
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What did you learn from your degree and how has it prepared you for a career in marketing?
The first place I ever heard the term ‘content marketing’ was in a lecture, and five years later I’ve made a career out of it. I think 
that says it all!

Another skill I strengthened during my degree was my ability to work effectively in a group. Every single project you 
work on as a marketer has different project members/stakeholders/colleagues involved; university is great preparation for 
that collaboration.

What interested you about studying or working in marketing?
In school, I was a good writer and interested in video production. I was also very strategic and tactical; I enjoyed debating, 
problem-solving and lateral thinking. These things sparked my interest in marketing.

I decided to study English and Communications in my undergraduate degree, followed by a Master of Marketing. I 
intentionally avoided taking Marketing in my undergraduate course as I wasn’t interested in taking other units within Commerce.

What have you been up to since graduation?
While studying the Master of Marketing, I started working for a content marketing agency where I spent three and a half years 
writing content marketing strategies for clients of all sizes and industries.

Just over a year ago I made the move to Murdoch University, where I now work as the Senior Content Marketer in their 
marketing team.

What does your current job involve?
When I started my current job, my first task was to write a content marketing strategy for the university. Once it was approved, 
I moved into project managing its implementation.

This includes overseeing all content production and ensuring it aligns with our defined strategy. It also involves working in 
integrated marketing project teams, where I bring a content marketing perspective to our bigger marketing projects.

What do you enjoy most about your job?
Moving out of an agency environment, I thought I might miss the varied, project-style work. What I love about my current job is 
the fact that I still have these project-style opportunities, yet I also have the consistency of focus and authority to oversee more 
long-term goals.

The crux of my interest in content marketing is that I love effective storytelling. At a university, there are so many stories to tell.

What are your thoughts on the future of the marketing and communication industry? What advice would you give to 
students wanting to work in marketing?
I’m excited for the future of the marketing industry. One of the things I love about it is its rapidly changing and evolving 
landscape.

My advice to current students would be to keep an open mind, and to take every opportunity to get involved. If you keep 
your finger on the pulse, you’ll be able to ride the waves of change, rather than getting left behind!
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In many ways, marketing is already familiar to you. Every time you make a purchase, swap an idea, have 
something done for you or do something for someone else, you are engaging in an exchange. If you paid 
money to buy a travel pass, then tapped your pass to deduct the correct fare for your travel, and were 
transported to your desired location, then you engaged in a system of interconnected marketing activities—
you made choices about how much you would spend on your travel, how much time you could spare for 
the journey, which route you would take and which transport options you would use. Alternatively, if you 
refuelled your car so that you could drive it, you made decisions about which service station you would 
use, which roads you would drive on—free roads or toll roads—and which suburbs you would drive through. 
You also made decisions about where to park your car—on the street for free or closer to the venue with 
metered parking, in a public or paid car park, or in the private garage of a friend or one that you rented. 
Before taking any of those actions, you also decided which brand and type of car you would buy, and in 
which colour, as well as which insurance company you would take a policy with. All of your decisions are 
connected to the concepts of exchange and value—the foundations of the marketing function.

It seems logical then, that the task of marketers is to create value for people. This has always been 
true, but it is much more challenging in modern markets, where consumers have access to a vast array 
of options in saturated environments and can easily compare offerings through the ready availability 
of product information; they also have the ability to connect with others in online forums to share 

their experiences or obtain advice. Marketers are guided by the mantra ‘people 
don’t buy products, they buy solutions to problems’, meaning that you don’t buy a 
travel pass (you buy the ability to use transport that will move you between 
locations); you don’t buy a car (you buy personal flexible transport); you don’t 
buy car insurance (you buy security and peace of mind).

To better understand how marketers can create value to support exchange, 
we need to understand how marketing works. If we take a scholarly perspective, 
we delve into the theories, frameworks and key concepts that comprise the 
discipline of marketing. In this book, we showcase the key concepts that will 
become your tools as a marketer, helping you to break through the clutter to 
reach your market with clearly crafted value that will resonate with their 
unique needs. In short, marketing allows businesses to tell their story to people 
who are interested. Welcome to Marketing 3e—we look forward to sharing the 
marketing discipline with you.

WHAT IS MARKETING?
When people think of marketing, they often think of selling. While selling is certainly one part of the 
picture, marketing involves a great deal more. For example, before anyone can even think of selling, 
marketers work to understand what is happening in the world around them. They take note of macro 
market influences, such as the state of the economy, the political and legal situation, and other factors 
that impact society at large and which cannot be controlled by the marketer. They also work to 
recognise the immediate environment that encompasses their customers, competitors and the company. 
Marketers use this initial analysis as the starting point to understand where their business is located in 
the market and what the threats and opportunities might be. They can also identify potential ways to 
either extend their leading position or inspire them to create and deliver better value that will then 
help them to become more competitive in the marketplace.

By applying marketing research approaches that help them delve into the reasons why people 
behave as they do, marketers gain an insight into what people really need and want. They use diverse 
methods to analyse this consumer information and identify the population of interest for specific 
purposes. They narrow the population down to segments of potential consumers and, finally, to the 
target markets that they will invest in because they believe that this group of potential consumers will 
benefit most from their offerings. From here, marketers are involved in new product development and 
innovation, and in positioning the new and improved solution in ways that will resonate with the 
target market. Here, value propositions come to life. Once the product is in the market, it becomes 
part of the product portfolio for which a marketing manager is responsible.

Marketing is an exciting and very dynamic discipline that advances with the evolution of society. 
It is the only function in business that connects the market and the firm. Marketing is consumer-
centric, meaning that it is always focused on the market—including the customer, the company and its 

LO 1.1

Exhibit 1.1 Marketing allows businesses to tell 
their story to people who are interested.
© Nora Carol Photography/Getty Images



CHAPTER 1 Overview of marketing 5

gre23889_ch01_001-028 5 09/04/20  08:18 PM

employees, as well as society at large. Marketing considers the strength of relationships with these 
stakeholders to be important company assets.

Consider some of the most successful brands in the world. While we don’t know what is in their 
secret recipe for success, we do know that marketing has played a key role! Look at Apple, for instance. 
Most people own or have used at least one Apple hardware product. If you ask them why, they will 
probably cite functionality and value. But the other brands offer almost the same technology and often 
at lower prices. The fact is that there are many smartphones, tablets and music players on the market 
and Apple does not hold the market leadership position for volume of sales, but loyal users have spent 
their dollars buying Apple iOS products—iPod, iPhone, iPad—and further dollars on software and 
subscriptions at the App Store. Apple has successfully leveraged its brand strength in hardware to 
create new businesses and sources of revenue in services that keep it positioned as a leading global 
brand worth over US$200 billion1 and a company that is worth about US$1 trillion.

Marketing can be defined as ‘the activity, set of institutions and processes for creating, 
communicating, delivering and exchanging offerings that have value for customers, clients, partners 
and society at large’.2 Marketing is closely connected to other organisational functions, such as 
accounting and finance. Its role of creating market-based assets, including customer and supplier 
relationships, enables the creation and leveraging of marketing assets such as brands which are 
represented on company balance sheets.3 Brands also have a multifaceted impact on broader business, 
including consumer sentiment, shareholder activity, customer loyalty and determination of 
organisational value.

Effective marketing is not a random activity; it requires thoughtful planning with an emphasis on 
the ethical implications of those decisions on society in general. Firms assess their market position and 
decide on their marketing strategy. They then develop a marketing plan (refer to online Appendix) 
that specifies the marketing activities for a specific period of time. The marketing plan is also broken 
down into various components—how the product will be conceived or designed, how much it should 
cost, where and how it will be promoted and how it will get to the consumer. In any exchange, all 
parties in the transaction should be satisfied. For example, you should be satisfied or even delighted with 
your iTunes downloads and Apple should be satisfied with the amount of money it received from you.

The core aspects of marketing are summarised in Figure 1.1.

marketing
An organisational function 
and a set of processes for 
creating, capturing, 
communicating and 
delivering value to 
customers and for 
managing customer 
relationships in ways that 
benefit the organisation 
and its stakeholders.

marketing plan
A written document 
composed of an analysis 
of the current marketing 
situation, opportunities 
and threats for the firm, 
marketing objectives and 
strategy specified in terms 
of the four Ps, action 
programs, and projected 
or pro forma income (and 
other financial) statements.

Requires product,
price, place and
promotion decisions

Can be
performed by
both individuals
and organisations

Occurs in
many settings

Helps create
value

Entails
an exchange

Is about satisfying
customer needs
and wants

Marketing

Figure 1.1 Core aspects of marketing
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Marketing is about satisfying customer  
needs and wants
Understanding the marketplace, and especially consumer needs and wants, is fundamental to marketing 
success. In the broadest terms, the marketplace refers to the world of trade. More narrowly, however, 
the marketplace can be segmented or divided into groups of people who are pertinent to an organisation 
for particular reasons. Marketers engage in segmentation and targeting to shift the attention away from 
commodities to distinguishable products that can deliver clearer benefits to consumers. For example, 
if there are two jars of honey and one jar does not have a label, people might not understand or trust 
what is inside the unlabelled jar, or even where the product is from and who has manufactured it. In 
contrast, if a label is present on the same jar, then it will be used by marketers to convey all of the 
relevant information, including product details such as nutritional information, source and manufacturer 
details and perhaps even price. Demystifying the offering enables consumers to understand its value.

Exhibit 1.2 A label on a jar can make all the difference to marketers and consumers.
© Grigor Unkovski/Shutterstock/DAL

Another example is the marketplace for soft drinks, which includes vast numbers of people across 
the globe. As Pepsi and Coke battle each other for domination, they divide the global population into 
a host of categories: men versus women, calorie-conscious or not, people who prefer carbonated versus 
non-carbonated drinks and multiple categories of flavour preferences, among others.4 If you manufacture 
a beverage with zero calories, you will want to know the marketplace segments for which your 
product is most relevant, then make sure you build a marketing strategy that targets those groups. 
Certain diet- and health-conscious customers may prefer Diet Coke® or Diet Pepsi®; others may opt for 
bottled water products such as Fiji Water®, Mount Franklin® or even niche brands that support 
charitable works, humanitarian projects or which simply represent small businesses. Others still might 
prefer to buy their own drink bottles and refill them at water fountains. Consumers are diverse and 
marketers are tasked with identifying which consumers are alike enough to desire the same solution 
and who can therefore be grouped into target markets.

From a marketing perspective, it is neither practical nor realistic to target everybody. Effective 
marketing activities take time, money and resources, and good marketers therefore carefully seek out 
potential customers who have both an interest in the product and an ability to buy it. For example, 
most people need some form of transportation and many people probably would like to own a prestige 
vehicle, but not everyone can afford to pay what such a vehicle costs. Car companies instead 
manufacture vehicles that emphasise different types of value, at varying price points that are reasonable 
for viable target markets—or for those consumers who want and can afford such a product.5 This 
approach is consistent across all industries.

Marketing entails an exchange
Marketing is about an exchange—the trade of things of value between the buyer and the seller so 
that each is better off as a result. As depicted in Figure 1.2, sellers provide goods or services, then 
communicate and facilitate the delivery of their offering to consumers. Buyers complete the 
exchange by giving money and information to the seller. Suppose you learn about a new Taylor 
Swift album by hearing one of her songs on the radio. The same day, a friend tweets on her Twitter 

exchange
The trade of things of 
value between the buyer 
and the seller so that each 
is better off as a result.
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account that she loves the new album and you visit the 
Taylor Swift Facebook fan page, which is full of 
recommendations. From there, you click into the iTunes 
store, where you can purchase the song you heard, 
multiple songs or the entire new album. You begin with 
the song you heard, which you continue to love after 
hearing it several times. Therefore, you go back to iTunes 
and take advantage of its offer to complete the album by 
downloading the rest of the songs to your iTunes library. 
Your billing information is already in the company’s 
system, so you do not have to enter your credit card 
number or other information. Furthermore, iTunes 
creates a record of your purchase, which it uses, together 
with your other purchase trends, to create personalised 
recommendations of other albums or songs that you 
might like. Thus, Apple uses the valuable information 
you provide to facilitate future exchanges and solidify its 
relationship with you.

Exhibit 1.3 Purchasing a Taylor Swift song from the iTunes store entails an 
exchange. The customer gets the song and Apple gets money and information.
© Dimitrios Kambouris/Getty Images

Figure 1.2 Exchange: the underpinning of seller–buyer relationships

Communications
and delivery

Customers/
consumers
(buyers)

Goods/
services
producers
(sellers)

Money and
information

Marketing requires product, price, place  
and promotion decisions
Marketing traditionally has been divided into a set of four interrelated decisions and consequent 
actions known as the marketing mix, or four Ps: product, price, place and promotion (as defined 
in Figure 1.3).6 The four Ps are the controllable set of decisions/activities that the firm uses to 
respond to the wants of its target markets. But what does each of these activities in the marketing 
mix entail?

marketing mix (four Ps)
Product, price, place and 
promotion—the 
controllable set of 
activities that a firm uses 
to respond to the wants of 
its target markets.
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Product: creating value
Although marketing is a multifaceted function that is pervasive throughout the organisation, its 
fundamental purpose is to create value to elicit exchange between two or more parties. Marketers 
achieve this by developing a variety of offerings, including goods, services and ideas, to satisfy customer 
needs.7 Take, for example, a frozen dessert. Not too long ago, consumers perceived milk-based ice-
cream as their primary option. But as the market evolves, numerous other options are available, such 
as frozen yoghurt, sorbets and even liquid-nitrogen frozen concoctions.8 It seems that with the range 
of desserts available, there is something for everyone. In terms of a product, from a marketing 
perspective, the dessert is a good, the service involves how it is served to you or your experience 
within the store, and there might even be an idea driving your experience—for example, that frozen 
yoghurt desserts can also be healthy for you.

A consumer’s judgement of value is influenced by many factors. At the minimum, we know that 
value can be conveyed through four types of benefits: functional, hedonic, social and cognitive.9 
Consumers consider the value of these benefits in different ways, depending on the type of exchange 
and other situational factors.

Goods are items that you can physically touch. Nike shoes, Pepsi-Cola®, Tooheys, Bega cheese, 
Cold Power®, iPads® and countless other products are examples of goods. The producers of these items 
tend to add extra value to their goods to increase their presence in the market. For instance, Nike 
primarily makes shoes but also adds value to its products by offering custom designs under its Nike 
ID brand, which increase their fashionable appeal, and by enlisting popular celebrities such as Sam 
Kerr, Australian soccer player and Matildas captain, to add their names to the designs and add 
performance credibility.

Unlike goods, services are intangible customer benefits that are produced by people or machines 
and cannot be separated from the producer. When people buy tickets—whether for airline travel, a 
sporting event or the theatre—they are paying not for the physical ticket stub but for the experience 
they gain. Hotels, insurance agencies and spas similarly provide services. Withdrawing money from 
your bank, whether through an ATM or from a teller, is another example of using a service. In this case, 
cash machines usually add value to the banking experience because they are conveniently located, fast 
and easy to use. Many offerings in the market combine goods and services.10 When you go to an 
optometrist, you get your eyes examined (a service) and purchase new contact lenses (a good). If you 

goods
Items that can be 
physically touched, as 
opposed to services.

services
Any intangible offering 
that involves a deed, 
performance or effort that 
cannot be physically 
possessed; intangible 
customer benefits that are 
produced by people or 
machines and cannot 
be separated from 
the producer.
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Figure 1.3 The marketing mix
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enjoy visiting the Sydney Opera House, you can attend a concert that can be 
provided only at that particular time and place (a service) and which gives you 
the chance to purchase concert memorabilia such as a program and, often, 
related books, T-shirts or CDs (tangible goods) that are often signed by the 
performing artists—a small detail that puts the finishing touch on and even 
extends a satisfying service experience.

Although much of their appeal relies on another P—that of place—ski slopes 
worldwide have also been striving to provide their customers with a better 
product, which in this case means more amenities and great customer service, 
as Superior service 1.1 relates.

Ideas include concepts, opinions and philosophies, and intellectual 
concepts such as these also can be marketed. Groups promoting bicycle safety 
go to schools, give talks and sponsor bike helmet poster contests for the 
members of their primary market: children. Then their secondary target market—
parents and siblings—gets involved through their interactions with the young 
contest participants. The exchange of value occurs when the children listen to 
the sponsors’ presentation and wear their helmets while bicycling. This means 
that the children have adopted and become ‘users’ of the safety idea that the 

ideas
Intellectual concepts—
thoughts, opinions and 
philosophies.

Exhibit 1.4 Sam Kerr adds value to the Nike brand.
© Matt King/Getty Images

Skiing industry offers service 
enhancements
Black-diamond ski runs are not for everyone. 
Actually, skiing is not for everyone, but the friendly 
folk at Australian ski resorts would like to make it 
accessible to as many people as possible. That 
means that whatever your skiing ability level, you 
can rest assured that at places such as Thredbo 
Alpine Village there will be something for you. 
From serious runs to racing and special events or 
private lessons, they have you covered. They will 
even accommodate individuals or groups. The 
flexibility of such operators allows them to tap into 
markets that have traditionally avoided ski fields. 
For example, for families with young children, skiing was not previously an attractive family holiday 
option because of the challenges of accommodating young children. Young children often do not 
possess skiing proficiency equal to their parents and also need 24-hour care—meaning that adults are 
unable to indulge in skiing on the tougher slopes. At Thredbo, though, specialised programs are offered, 
through ‘Thredboland’, for children aged three to six years—programs that are specially designed to 
stimulate children’s imagination and curiosity. Emphasising safety and putting parents’ minds at ease, 
there is a ‘kids only’ area as well as special activities and events during the day. This means that parents 
can enjoy the slopes and the resort, knowing that their children are being well looked after.

The targeting of multiple markets and a commitment to meeting the needs of each market enables ski 
resort operators to appeal to a wider audience and gain a competitive edge. That is, by being flexible 
operators, they are able to create offerings that appeal to skiers, non-skiers, occasional skiers and new 
skiers, such as children. These offerings are spreading across the ski industry as operators learn that 
reducing wait times and adding more challenging slopes are not the only ways to create appeal to varied 
audiences. Instead, they are focusing on newer and more exciting rounds of value-added service 
enhancements. This trend is focused on life off the slopes, with the emphasis on downtime. By extending 
a resort’s appeal to new segments of the market, these new services ensure that everyone in the family 
can find something they want to do—even those who tire after just one or two runs down the bunny slopes.

Superior service 1.1

Exhibit 1.5 Ski resorts are constantly increasing the 
amenities offered to their patrons.
© Lasse Bolstad/Alamy Stock Photo/DAL


