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We have tried to emphasise that the marketing function is the most important function in a 
business. If the marketing function gets it wrong, fails to understand the needs of customers 
and/or develops a product concept that is not competitive in the marketplace, it is most likely 
the business will fail. For this reason, successful marketing functions go through a carefully 
considered marketing process in order to get it right. 

The starting point of this process is to understand the broad environment in which the business 
operates. This is called the situation analysis. It is then important to undertake the market 
research that provides solid information as the basis for making decisions on things like 
establishing market objectives and determining the group of customers that have the best fit 
between their needs and the business’s resources.

Only then can ways of achieving the marketing objectives be worked out. Ways of achieving 
objectives are called strategies. Finally it is very important to build into the process ways to 
know if the strategies are working and to have the ability to revise the whole plan if they are not.

Situational analysis
The situational analysis sets out the present state of the business. It provides answers to many of 
the questions asked in the planning process. Typically, it describes the market and the place of 
the business in that market.

Another aspect is a description of the environment in which the business is operating. You 
will recall that there are two aspects to the business environment – internal (factors inside 
the business) and external (factors outside the business). Both will impact on customers. For 
example, the quality and type of plane and the training of stewards will impact on Qantas 
customers. These are things Qantas management can do something about. Customers’ fear of 
attack by terrorists is outside the control of management.

On the other hand, the rapidly rising oil prices in 2008 were something Qantas management 
could do something about, even though oil prices originate from outside the business. They 
insured against the risk of oil price increases by hedging. This increased their competitive 
advantage against Virgin, who failed to hedge the oil price increase.

Two key elements of the situational analysis are SWOT analysis and the product life cycle.

SWOT analysis
SWOT analysis is one of the most effective tools to evaluate a business in terms of its 
competitors. SWOT stands for:

Strengths - Anything the business does better than its competitors

Weaknesses - The things competitors do better

Opportunities - Changes in the external environment that can be exploited to achieve objectives

Threats - Changes in the external environment that make it difficult to achieve objectives.
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Product life cycle
Product sales are the lifeblood of a business. A key aspect of product sales is a careful analysis 
of the product life cycle - the various stages a product goes through in its life cycle. Too many 
products in the maturity stage of the cycle can be dangerous. There is always a need to ensure 
that new products in the introductory stage or growth stage are ready to take the place of 
products in the decline stage. The stages in the product life cycle are introduction, growth, 
maturity and decline.

1 Introduction 
The characteristics of the introductory stage are:

 * Until people get to know the product, sales will grow slowly.

 * Heavy promotion and the costs of development often mean negative profits.

 * Higher prices can be charged until competitors enter the market.

2 Growth
The characteristics of the growth stage are:

 * The heavy promotion pays off and sales grow rapidly.

 * It is very profitable because prices are high.

 * The profits attract competitors.

Strengths

opportunities threats

weaknesses
Strong global brand

Strong financial resources

Loyal, highly skilled workforce

Jetstar brand highly 
profitable in leisure market

Legacy of industrial 
agreements that result in 
higher costs

Cost structure has made 
international operations less 
competitive

Losses on international 
routes

Can take advantage of Tiger 
Air grounding for safety 
reasons in July 2011 to gain 
greater market share

Substitute Qantas 
international routes with 
cheaper Jetstar crews

Higher costs from aviation fuel 
and aircrew

Industrial action as pilots 
react to fear of cheaper Asian 
replacements

Qantas Swot analysis
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Boeing
Dreamliner

HTC
Tablet

iPad 2

Macbook Laptop

Analgoue 
TV

3 Maturity 
The characteristics of the maturity stage are:

 * Sales level off.

 * Only occasional advertising is needed to promote the product.

A typical example is a product such as Weet-Bix.

4 Decline
The characteristics of the decline stage are:

 * Sales are falling and there is little purpose in fighting the trend.

 * Getting rid of stock requires heavy discounting,

Characteristics of the Product Life Cycle

Introduction Growth Maturity Decline

S
A

LE
S

Differentiation

 * product design

 * high costs

 * focus on quality

 * improve 
distribution

Standardisation

 * competitive cost 
important

 * long production 
runs

 * introduce small 
improvements

 * cost 
minimisation

Adapted from Heizer, Operations Management, p74 10th Edition 2011, Pearson
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Market research 
You are subconsciously conducting a market research process nearly all the time. When you 
need a mobile phone, you certainly don’t go to a dealer and say, ‘I want a phone – any one will 
do.’ You think very carefully. You examine a number of phone plans. You consider additional 
features such as style and the price of the handset. You buy the one that best meets your needs 
and you do this with most of the expensive products you buy.

This is why it is important for a business to also conduct market research. Businesses are going 
to be more successful if they understand your needs and how you decided on the product that 
best meets your needs. This is why market research is crucial to effective marketing. Market 
research is the way information needed for market decision-making is collected and analysed. 
This information will guide the decision-making on such things as the needs of customers, what 
competitors are doing, new product development and so on.

There are three typical steps in the market research process:

1. Determining information needs – working out what information is needed to make the 
decision.

2. Collecting the data from primary and secondary sources.

3. Data analysis and interpretation.

Determining Information Needs
Information is needed to solve problems. If, for example, the marketing department is 
developing a new product, problems may emerge. They may need to find out what benefits 
customers most value. They may need to know more about the location and income of the 
people who make up the target market.

Managers then must decide on how to collect the information they need to solve the problems.

Data Collection (Primary and Secondary)
Some of the data needed to solve marketing problems is already available. For example, the 
Australian Bureau of Statistics (ABS) has already collected and published facts and figures on 
such things as the geographic location, income and education levels on a wide range of potential 
customers.

Other data may be required to solve very specific problems, such as the benefits customers most 
value in a product. In this case there is no existing information and the market researchers will 
have to get that information from a selected sample of potential customers. This process will be 
more expensive than using ABS information.

Primary data
Primary data involves original research to solve the problem. The two most common methods 
of conducting this research are the use of focus groups and surveys. Focus groups involve 
collecting a small group of people who match the characteristics of the target market. All aspects 
of the problem can be discussed in depth.
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Surveys are popular because they can be conducted relatively cheaply over the phone or 
prizes can be offered to people prepared to fill in more detailed surveys. Surveys refer to the 
questioning of a group of people as to their opinions on issues of importance to the marketing 
team.

Secondary data
Secondary data refers to facts and figures that have already been collected for other purposes. 
For this reason it is much cheaper than primary data. Secondary data comes from a wide range 
of sources and includes government departments, media, company reports and so on.

The greatest value of secondary data is in picking up trends in such things as fashion, lifestyle, 
buying patterns and demographics. This sort of information allows the marketing department to 
anticipate changes in the external environment and respond to them.

Data Analysis and Interpretation
It is important not to confuse data with information. The word ‘data’ refers to the raw figures 
and facts. The data must be analysed to provide information that is useful in solving marketing 
problems. Finally, the information needs to be interpreted to solve the marketing plan. 
Interpretation is concerned with looking for relationships that explain the meaning of the data.

THINK, INK, PAIR , SHARE

Think about an example of where you engage in market research. It may be, for 
example, purchasing a mobile phone, choosing a university or perhaps a venue 
for schoolies week. Think about how you applied the three steps in the market 
research process, jot down some points and discuss them with your learning 
partner.

Determine Information Needs

Need to work out what 
information is needed to solve 

the problem
Oringinal material 
to solve the problem

General material 
collected

PRIMARY
Focus groups or 
surveys used

SECONDARY
Excellent for 
picking up 
trends
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Establishing market objectives
Market objectives set out what the business wants to achieve with its marketing effort. In this 
sense the objectives guide all the marketing effort. It is also important to ensure that the market 
objectives are consistent with the business objectives relating to such things as profit, quality and 
staffing.

Good market objectives should have these characteristics:

 * The objective must be specific.

 * The objective should be capable of being measured.

 * The objective must be realistic.

The most common type of market objective relates to market share. Market share describes a 
business’s performance in the market place compared to its competitors. A typical example of a 
market share objective is ‘to gain an increase in market share of 5% in two years.’

However, there are other types of market objectives. A common objective is to develop new 
products to take the place of products in the maturity stage of the product life cycle. Another 
type of objective relates to entering new markets. A business in New South Wales, for example, 
might set objectives to open four new retail outlets in Victoria during the next year. The Coles 
Group set an objective to upgrade 2 200 stores over four years.

Identifying target markets
The total market is usually too large for a single product to meet the needs of customers in 

that market. For example, how many of you watch The Gardening Show on ABC1? 
It is more likely that you watch programs on Channel 10. This is because 

Channel 10 targets your age group (16 – 39) for its product. 
You are more likely to enjoy shows such as MasterChef and 
Glee. Most businesses target a particular group of customers 

with common characteristics at which to direct their 
marketing activities. The target market refers to the 

group of actual or potential buyers of the product. 
It is the group at which the marketing effort is 
directed.

When a business really understands its target 
market, it can often develop new products to meet 

their needs. There is no doubt, for example, that The 
Wiggles really understand their target market of preschool children 
and focus their products on the pre-schoolers’ love of castles, 

dressing up, and fun songs with a chorus they can quickly learn and 
sing along with.
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Go to YouTube and search for the Steve Jobs’ launch of the iPad2. In small 
groups discuss the target market for this product. Make a list of some key 
features that identify the typical person who would purchase this product.

Group Work

Why are there so many different brands of breakfast cereals? Jot down as many 
brands as you can think of and decide which lifestyle segment the product is 
aimed at. Discuss your conclusions with your learning partner.

THINK, INK, PAIR , SHARE

Developing marketing strategies
Strategies are the ways a business achieves its objectives. For example, the objective may be to 
‘increase the share of the market by 5%’. In this case strategies such as heavily promoting the 
product and/or reducing its price may well work. In this 
sense a strategy is simply a plan to achieve an objective.

Most marketing strategies involve setting the marketing 
mix tactics. The marketing mix is the way the 4Ps are 
blended to provide a coherent strategy. This is extremely 
important and involves choosing the most appropriate 
combinations of the 4Ps.

Product
The product is not just the physical good or service. It also 
includes such things as its image in the mind of customers, 
the brand, as well as the actual benefits the product offers 
the customer. The product consists of two aspects: the 
actual or physical product and the additional features such 
as the warranty or level of after-sales service, for example.

Price
Price is the money the customer pays for the product. Price 
tactics are often influenced by the degree of competition or brand loyalty of the product. If the 
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product has strong brand loyalty or the competition is limited, it is easier to set higher prices. 
Tactics like discounting are often used to make the product more competitive.

Promotion
Promotion refers to all the activities a business uses to communicate with its customers. 
This tactic is designed to ‘keep the product in front of the customer’ with such techniques as 
advertising, publicity, competitions, free samples and so on. Promotion has an excellent track 
record in increasing sales, but it comes at significant cost. A business that excels at promotion is 
Harvey Norman. Think about the ways it does it.

Place
Place tactics are concerned with the distribution process: that is, working out the most effective 
way to get the product to the final customer. It includes not only the physical distribution 
(trucks, trains, warehousing, and so on) but also careful consideration of the most appropriate 
retail stores in which to sell the product.

Implementation, monitoring and 
controlling - developing a financial 
forecast, comparing actual and 
planned results, revising the marketing 
strategy
Implementation is a process whereby the marketing plans are put into operation. The most 
important aspect of implementation is to ensure it is effective (achieves its goals) and efficient 
(uses a minimum of resources).

Monitoring is essential to ensure the plan is effective. Monitoring involves watching what 
happens when the product is placed in the market. There are a number of ways this can be done. 
They include watching things like warehouse sales to retail shops and sales reports from the 
sales representatives. This is called sales analysis. Sales analysis is the breakdown of sales figures 
by product, customer or market for a given period of time. The same information can be used 
to analyse market share and profitability. Market share refers to the product’s share of the total 
market and profitability refers to the money that is left over after all expenses have been paid.

Controlling is another critical aspect of the implementation process. Controlling is the process 
of comparing actual results with planned results. The most effective way to do this is to develop 
a financial forecast and compare actual results against the planned results.

Developing a financial forecast involves working out the expected costs and revenues 
of implementing the plan. The forecast makes an estimate of costs such as the cost of 
manufacturing the product (including development costs), promotion costs and distribution 
costs. The forecast also estimates the revenue that will come from sales. This not an easy task, 
even though it will be based on careful research of customers and their needs.

Revising the marketing strategy is essential if the forecast proves to be inaccurate. The purpose 

Promotion comes from 
the Latin ‘promovere’ 
which means to move 
forward. Hence people 
are promoted or products 
advanced or encouraged.

Monitor comes from the 
Latin ‘monito’ meaning 
to advise or warn. Thus 
monitor means to watch 
for problems or warning 
signs.
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of the revision is to get the plan ‘back on track’ as quickly as possible. The marketing mix is 
usually the starting point of any revision. If, for example, sales are below the forecast, a number 
of things can be done:

 * lower the price and use discounts

 * increase spending on promotion

 * increase the distribution intensity

 * improve the benefits from the product through things like better warranty and better after-
sales service.

Memory Work
Carefully review the work you have done in this section. 

What is situational analysis?  What two tools are used to analyse the situation of a 
business?
Basically, the situational analysis describes the present state of the business.  This can be achieved 
by using

(a) SWOT analysis – what are the strengths, weaknesses, opportunities and threats to a 
business
(b) Product life cycle analysis – the various stages (introduction, growth, maturity, decline) 
that a product goes through in its life cycle.

Why is market research crucial to the marketing process?
Market research is the way information needed for the marketing process is collected and 
analysed.  Businesses are going to be more successful if they understand the needs of consumers 
and how consumers make decisions on the product that best meets their needs.

Describe good marketing objectives.
They should be specific, measurable and realistic; for example: ‘to gain a 12% increase in market 
share in 3 years.’

Explain the importance of a clearly defined target market.
Marketers identify and develop strategies to engage a particular group of customers with 
common characteristics at which to direct their marketing activities.  It is inefficient and too 
expensive to pitch marketing at the total population.  Also, when a business really understands 
its target market, it can develop new products and increase revenue, as have The Wiggles with 
their target market of pre-schoolers.

Distinguish between marketing strategies and marketing objectives.
Strategies are the ways a business achieves its objectives.  If the objective is to ‘gain a 12% 
increase in market share in 3 years’, a business will adopt a series of measures, or strategies, based 
on developing their product, altering the price, heavily promoting the product and/or changing 
the distribution and availability of the product.
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What does it mean to implement, monitor and control the marketing process?
Implementation: the marketing plan is put into operation.
Monitoring: involves being aware of what happens when the product is placed in the market.  
Analysis of sales and consumer response provide feedback to the process.
Controlling: comparing actual results (of sales, market share or profit) with planned results.  
Revising the marketing strategies is essential if the forecast proves to be inaccurate.

Topic Test - Chapter  7 
Marketing Process

1. The owner of a business manufacturing personal deodorants has lost market share to 
Unilever’s Lynx products, so she has decided to put together a marketing plan.

Which of the following would be the most appropriate first step in this process?
(a) Setting market objectives
(b) Analysing the target market
(c) Preparing a situational analysis
(d) Developing a marketing strategy

2. The owner of a business manufacturing personal deodorants has lost market share to 
Unilever’s Lynx products, so she has decided to set out clearly what she wants to achieve.

Which of the following describes this aspect of preparing a marketing plan?
(a) Setting market objectives
(b) Analysing the target market
(c) Preparing a situational analysis
(d) Developing a marketing strategy

3. The owner of a business manufacturing personal deodorants has lost market share to 
Unilever’s Lynx products, so she has decided to set out how she will achieve greater 
market share.

Which of the following describes this aspect of preparing a marketing plan?
(a) Setting market objectives
(b) Analysing the target market
(c) Preparing a situational analysis
(d) Developing a marketing strategy

4. The owner of a business manufacturing personal deodorants has lost market share to 
Unilever’s Lynx products, so she has decided to carefully look at the needs of the group 
of people who are the focus of the marketing effort.

Which of the following describes this aspect of preparing a marketing plan?
(a) Setting market objectives
(b) Analysing the target market
(c) Preparing a situational analysis
(d) Developing a marketing strategy
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5. This same owner is working out the expected costs and revenues of implementing the 
plan.

Which of the following describes this aspect of preparing a marketing plan?
(a) Controlling the marketing plan
(b) Developing a financial forecast
(c) Revising the marketing strategy
(d) Conducting a profitability analysis

6. The owner of a business likes to keep a close watch on his marketing. He has introduced 
systems and procedures to compare actual results of the marketing plan with what was 
planned.

Which of the following describes this particular element of a marketing plan?
(a) Situational analysis
(b) Establishing market objectives
(c) Developing marketing strategies
(d) Implementation, monitoring and controlling

7. A manager is developing systems and procedures to analyse market share and 
profitability.

Which of the following describes this particular element of a marketing plan?
(a) Situational analysis
(b) Establishing market objectives
(c) Developing marketing strategies
(d) Implementation, monitoring and controlling

8. A small business owner is conducting a SWOT and product life cycle analysis.

Which of the following describes this particular element of a marketing plan?
(a) Situational analysis
(b) Establishing market objectives
(c) Developing marketing strategies
(d) Implementation, monitoring and controlling

9. The owner of a business is working out the best way of mixing the 4Ps in order to achieve 
the market objectives in the plan.

Which of the following describes this particular element of a marketing plan?
(a) Situational analysis
(b) Identifying the target market
(c) Developing marketing strategies
(d) Implementation, monitoring and controlling
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