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This unit describes the skills and knowledge required to monitor and  
improve business performance via a clear marketing strategy integrated 

into the business plan
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Chapter 1:  Marketing strategies

CHAPTER 1
MARKETING STRATEGIES

AN OVERVIEW OF MARKETING

Owners and managers of small business are becoming increasingly aware of the importance 
of marketing to the success of their business. However, they often mistakenly think of 

marketing as basically just another word for selling, with some aggressive advertising and 
promotion thrown in. This tends to be the impression of marketing that we gain from the media. 
Such an approach is based on the philosophy that businesses exist to manufacture or supply 
goods/services, and that the function of marketing is to persuade customers to buy them.

However, true marketing moves far beyond just persuasion. It involves an entirely different 
approach to running a business, based on the principle that a business will only survive by 
meeting the needs and wants of its customers, and will only prosper by doing this better than 
its competitors. A truly marketing-orientated business finds out what its customers want, before 
deciding what it makes, or the service it will offer.

Expressed in its most simple form, marketing is the business of being in business profitably. 
The essence of marketing is finding out what the customers want, and then setting out to meet 
their needs, provided it can be achieved profitably.

More formally, marketing is the process of identifying the needs and demands of potential 
customers, in order to be able to provide them with their desired products/services.

Marketing is not just selling, or advertising, or promotion. It is customer focused, and requires 
you to organise your business in such a way that you can:

• identify your potential customers
• identify their needs and wants
• provide products/services to suit these needs and wants
• tell your customers about your business and what it offers
• persuade them to buy your products/services
• make them satisfied with their purchases
• make a profit.

Marketing involves knowing and understanding the ‘who’, ‘what’, ‘where’, ‘why’, ‘when’, ‘how’, 
and ‘how much’ of your business venture.

WHO? The prospects: customers and competitors

WHAT? The product/service

WHERE? The location of premises and markets

WHY? The customers’ buying motives and needs
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WHEN? The right product/service at the right place, at the right time

HOW? Production, distribution and promotion

HOW MUCH? The price customers will pay
 What the business wants to spend
 The profit the business will make

The marketing process

The marketing process involves:

• gathering information
• identifying key issues
• developing strategies and actions.

Components of the marketing process include:

• market research
• product
• pricing
• distribution
• packaging
• advertising
• merchandising
• selling
• customer relations.

Essential steps in marketing

The essential steps in marketing involve selecting a product/service for which there is a demand, 
identifying your distribution or sales outlets, selling your product/service, and ensuring that your 
customers are satisfied with their purchases.

More specifically, the eight steps presented on the following page, describe the framework 
within which you should operate in order to have satisfied customers, a satisfactory profit 
margin, and therefore a successful business. Each of these steps will be discussed further in 
various sections of this module.

Woolworths Ltd. provides an example of effective marketing. They attribute their success to the 
fact that their stores:

... offer what the customer wants to buy rather than  
what the company wants to sell.

PromotionMerchandising

Product

Market 
Research Customer 

RelationsAdvertising

Pricing
Distribution

Pricing

Selling
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Chapter 2:  Your marketing mix

CHAPTER 2
YOUR MARKETING MIX

THE MARKETING MIX

The marketing mix refers to the range of measures used 
by businesses to market their products/services to buyers. 

It describes how you combine product strategies, pricing 
structure, distribution and the promotion of your product/
service. The appropriateness of your marketing mix is what 
will ultimately determine how successful your business will be.

The marketing mix refers to what is commonly known as the 
‘4P’s’:

• Product
• Price
• Place (distribution)
• Promotion.

PLACE: where you will sell your 
product/service to the target 
market

You need to consider whether the 
place from which you will sell your 
product/service is appropriate, 
and how you will distribute your 
product/service.

PROMOTION: the way you are going 
to let customers know about your 
product/service

This refers to the effective 
communication of your offer to the 
market by means of advertising, 
publicity, selling and promotions.

THE 
MARKETING 

MIX

PRODUCT: what you are selling

This refers to the type and range 
of product/service you are offering 
the market. It is essential that the 
product/service matches the needs  
of the target market.

PRICE: what you expect in return 
for offering your product/service

The price of your product/service 
needs to include all the costs 
involved in its production, together 
with an additional amount for 
profit. When setting a price for your 
product/service, you must also take 
into account what the market is 
prepared to pay for it.
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9. DIGITAL PLATFORMS

A digital platform is any web-based platform 
for presenting content, for example websites, 
Facebook, Twitter, LinkedIn, Instagram and Blogs. 
This is in contrast to the analog platforms such 
as billboards, direct mail, telemarketing, product 
launches, personal selling and so on that have 
been discussed in the preceding section. 

Digital platforms, like analog, can be used to promote 
your business and its products and services. They 
are becoming increasing important as part of the overall marketing plan for a successful 
business, as consumer demand is rapidly changing. A growing number of customers expect 
to be able to shop anywhere, anytime and to be able to purchase products from anywhere in 
the world. 

This is not to say that the traditional tools of promotion are dead. 
Remember – not all customers are ‘tech-savvy’ or have access to 
the devices required to engage with digital promotional techniques. 
Your ‘ideal’ combination of strategies will depend on the nature of your 
business, the stage of its development, the needs and wants of your 
customers, your promotional budget and the technology skills at your 
disposal. Nevertheless, it is important that you understand the range of 
tools ‘out there’ in order to make the best possible choices for inclusion 
in your marketing plan. Keep in mind the results of the Econsultancy 
survey (2016) regarding the most exciting opportunities for engaging 
the customer.

Types of digital marketing

Digital marketing is an overarching term for the targeted, measurable, and interactive 
marketing of products or services using digital platforms to reach potential customers, convert 
them and retain them. The main objective is to promote your business brand, build a preference 
among customers for your products/services and thereby increase sales. It is often referred to 
as a ‘customer-centric’ approach.

Digital marketing has a number of characteristics that set it apart. These include:

• a greater focus on segmentation in order to target specific markets
• the potential to interact with customers on a more individual basis rather than a static 

‘massed’ approach
• the potential to collect information about a user’s ‘online’ activity over time in order to 

deliver promotional messages tailored to that user’s preferences and interests.

Possible activities include:

• developing a website to promote the business and its products and services to a 
worldwide audience

• recording customers on emailing lists, so that they may be advised of new innovations, 
promotions and special offers

• optimised 
customer 
experience

• compelling 
content for digital 
experiences

• data-driven 
marketing that 
focuses on the 
individual
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v. LANDING PAGE

A landing page is a single webpage that appears in response to clicking on a search engine 
optimised search result or an online advertisement. These pages are also known as ‘lead 
capture pages’. They differ from websites in that there is no normal site navigation. The landing 
page will typically only provide the visitor with the minimum amount of information they require 
in order to be convinced there is a value in making contact with your business.

Landing pages are often linked to from search engine results, display advertisements, email 
campaigns and social media in order to convert site visitors into leads or sales. If the goal is to 
obtain a lead, the landing page will include some method for the visitor to make contact, usually 
using an inquiry form. If a sale is aim, the landing page will have a link for the visitor to click that 
which will send them to a shopping cart or checkout area. 

There are typically two types of landing page – reference and transactional.

• Reference landing pages generally display text, images and 
relevant links that present information to the visitor.

• Transactional landing pages are intended to persuade a visitor 
to take action by completing an online form. The details provided 
can then be used to add that person to a mailing list or database for 
inclusion in future marketing communications. The ultimate goal is to 
convert the visitor into a customer.

By analysing the activity generated by the linked landing page, the 
‘click-through’ rates and conversion rate can be used to determine the 
success of an advertisement or email marketing campaign.

vi. SOCIAL MEDIA

Social media are Internet services that allow individuals 
and  businesses to create, share and exchange ideas and 
information directly with each other through online communities. 
The powerful feature of social media as a marketing tool is that 
all parties involved become creators of content, and therefore 
communication takes place from many sources to many receivers. 
This is in contrast to traditional promotional methods where the 
transmission of messages tends to occur from one source (the 
business) to many receivers. 

Social media interactions are personal, responsive, immediate, 
accessible and inexpensive, with a high frequency of exposure. 
They provide an environment where business people can converse 
with potential customers and clients to promote their products/
services, and improve their brand image by listening and responding 
to what the customers are saying about their business and products.

There are an ever-growing range of social networks available including blogs, Facebook, 
Twitter, LinkedIn, YouTube, Instagram, Pinterest, Vine, SnapChat and Tumblr. 

Check out exam-
ples of landing 
pages at:

http://blog.hubs-
pot.com/market-
ing/landing-page-
example-list

Social media enable 
businesses to focus 

on INTERACTING 
with their customers 

rather than just 
TRANSACTING
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