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Preface
Marketing Briefs: A Revision and Study Guide has been especially designed to help
students studying for all kinds of marketing examinations. The collection of bitesized Briefs is particularly suitable for those facing Chartered Institute of Marketing,
college and business school marketing examinations.
So what can the book do for you? The main objective of Marketing Briefs is to
help you understand the key marketing concepts and frameworks. It also aims to
guide you through the difficult revision period, providing plenty of opportunities
for you to test your knowledge and practise writing exam answers. These objectives
are achieved by combining short, sharp overviews of marketing concepts with minicases, definitions, examination-style questions and suggestions for additional reading.
The punchy and concise overviews at the front end of the Briefs explore key
marketing concepts and frameworks, and explain core terms in an easy-to-remember
format. Mini-case examples are provided to help you better understand the theory and
to provide ideas for when you sit your exams. Each Brief includes four examinationstyle questions, to which answer schemes are provided. If this does not give you
enough practice, a later section of the book includes sample examination papers.
There are also suggestions to help with your revision and examination performance.
All in all, this is a resource designed to help you through the entire process of revising
and sitting your exams. In this respect, Marketing Briefs is your exam survival guide.
In practice, of course, being an effective marketer is not just about remembering
the stand-alone concepts described in the Briefs. It is also necessary to understand the
marketing process, by appreciating the connections between the different concepts.
This marketing process should endeavour to satisfy customers now and in the future,
facilitate the product or service exchange with the customer, combat competitors,
differentiate the particular product or service, identify emerging business opportunities, while bringing financial benefit to the business or organization in question.
To be effective, marketing requires: (i) a shrewd and objective understanding of
the marketplace, the trading environment, customers’ requirements and buying characteristics, competition, and the organization’s capabilities; (ii) a clear target market strategy, brand positioning and the creation of a competitive edge; (iii) marketing
mix tactics to implement the determined marketing strategy and operational controls
to ensure implementation of these marketing programmes. This approach to actioning the marketing process (analysis – strategy – programmes for implementation)
is adopted by marketing oriented businesses launching new brands or products,
entering new target markets or market territories, creating defensive responses to
competitor inroads, seeking an answer to poor performance, or by businesses simply
striving for the next solution to satisfying their customers. This process also reflects
the content of leading marketing textbooks.
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Preface

This revision aid has been structured to reflect this approach to successful marketing. It begins by examining the marketing remit and the core marketing analyses.
The Briefs then review aspects of marketing strategy and marketing management.
This is a marketing process that the authors have successfully adopted in their
MBA and undergraduate lecturing and in their consultancy with a variety of blue
chip businesses. While you may welcome the bite-sized revision aid summaries
provided in Marketing Briefs, try not to lose sight of the overall marketing process
and the need for marketing practitioners to integrate these themes.
Marketing Briefs is not intended to be a fully comprehensive textbook. There are
many lengthy texts available that provide detailed explanations of the key marketing concepts. This book is different: it provides brief, topical, conceptual summaries of the essential facets of modern marketing for revision purposes. These are
broken down into fifty chapters – the Briefs.
In more detail, each of the Briefs:
by providing a series of relevant definitions;
• begins
provides
a bulleted concise overview of the theme;
• supplements
• concepts; this overview with a more detailed explanation of the core relevant
a selection of illustrative examination-style examples to help explain the
• offers
key points;
a mix of examination-oriented self-test questions: essay-style, case-based
• sets
and applied to specific market situations;
further readings for each concept;
• recommends
provides
full
cross-referencing
to related Briefs.
•
All of these attributes are delivered in four or five pages per Brief! The intention is
to provide concise but complete revision-oriented summaries.
With revision and examinations in mind, Marketing Briefs also features:
of key definitions.
• ATipsglossary
and
‘golden
concerning revision and examination techniques.
• Specimen samplerules’
examination
papers with answer schemes.
• Case studies for those examinations
that feature case study questions.
•
Our many years of experience of CIM examinations, MBA and undergraduate
business school courses, college examinations and practitioners’ use of the marketing toolkit, are the basis for the materials provided in this revision aid. We hope
you will find it useful.
May your examinations prove successful. Good luck!
S.D.
L.S.

viii
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About the Briefs
Each Brief is a concise, revision-oriented overview of the topic featured. The Briefs,
fifty of them, cover the core ingredients of marketing, commencing with a definition of the marketing concept. The running order continues to explore the essential
aspects of marketing analysis, marketing strategy and marketing management, before
presenting summaries of marketing’s deployment in specific market situations, and
concluding with some of the discipline’s emerging ‘hot topics’.
The structure for each Brief is deliberately similar, in order to aid revision and use:
definitions
• Core
Bulleted
key point conceptual summaries
• More detailed
citing pertinent examples
• Caselet topicalexplanation
illustrations
• Selected examination-style
and assessment-type questions
• Recommended additional readings
•
Within each Brief, associated Briefs are fully cross-referenced. The set questions
include case-based, essay style and applied questions. The answer schemes for the
four set questions in each Brief are presented in the section following the Briefs.
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The Marketing Briefs
Concise, revision-oriented overviews of essential topics,
including:

❑

Core definitions

❑

Bulleted key points conceptual summaries

❑

More detailed explanation citing pertinent examples

❑

Caselet topical illustrations

❑

Selected examination-style and assessment-type
questions

❑

Recommended additional readings
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Defining Marketing
Key definitions

Marketing consists of
individual and
organizational activities
that facilitate and
expedite satisfying exchange relationships in
a dynamic environment through the
creation, servicing, distribution, promotion
and pricing of goods, services and ideas.
Marketing is the management process responsible for identifying, anticipating and satisfying
customer requirements profitably.

Key issues
is often stated that business has passed
• Itthrough
various eras: production, following
the Industrial Revolution (1850s to 1920s),
when products were developed with
little consideration for customers’ needs
or competition; sales (1920s to 1950s),
with the emphasis on the ‘hard sell’
through personal selling and advertising;
and the marketing era (post-1950s), as a
customer orientation emerged and
customer needs increasingly were
determined before products were
developed.
is not a science: there is no
• Marketing
single universally adopted definition of
marketing. Marketing aims to satisfy
customers, understand their future

requirements, differentiate a product or
service from competitors’ offerings,
identify emerging market opportunities
and provide an organization with financial
viability. If customers are treated
properly, they will complete their
transaction and be satisfied that their
payment or donation was worthwhile.
seek new customers for their
• Marketers
products or services. In addition,
increasingly they are seeking ways to
maintain on-going longer-term
relationships with their existing
customers.This is known as relationship
marketing.
marketing to be effective in an
• For
organization, there must be an analytical
process that involves: (a) developing a
shrewd understanding of a market;
(b) creating marketing strategies that
seek the most viable opportunities and
compete effectively against rivals; (c)
developing tactical marketing programmes
designed to satisfy target markets; and
(d) controlling internal operations to
ensure implementation of the devised
marketing strategies and marketing
programmes.This process incorporates
marketing analysis, marketing strategy
and marketing management.The core
ingredients of each of these facets of
marketing are explored in Marketing
Briefs: A Revision and Study Guide.
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Conceptual overview
Marketing is not a science: there is no single definition or approach to undertaking
marketing. The following commonly cited definitions illustrate this variation:
The aim of marketing is to make selling superfluous. The aim is to know
and to understand the customer so well that the product or service fits
him/her and sells itself.
(management guru Peter Drucker)
Marketing is the management process responsible for identifying,
anticipating and satisfying customer requirements profitably.
(the UK’s Chartered Institute of Marketing)
Marketing consists of individual and organizational activities that facilitate and expedite satisfying exchange relationships in a dynamic environment through the creation, servicing, distribution, promotion and
pricing of goods, services and ideas.
(the American Marketing Association)
Drucker argues that if a business takes the time to first properly determine customer requirements and expectations, the products that it develops are more likely
to be deemed desirable by the customers the business is targeting. The Chartered
Institute of Marketing adds that marketing involves understanding customer
requirements both now and in the future. Businesses must strive to satisfy their
customers and make profits to invest in future products and market developments.
The American Marketing Association’s definition hinges on the economic
exchange that occurs when an interested customer purchases a product or service
in return for payment or a donation. The AMA adds that marketing occurs in a
dynamic environment, and that the exchange at the heart of marketing is made possible through the marketing mix (cf. Brief 32): product, people, price, promotion
and place. The trading environment is prone to external pressures (cf. Brief 3),
competitive threats (cf. Brief 34) and ever-changing customer demands (cf. Briefs
6 and 7), causing a set of dynamics rarely encountered by other business disciplines such as production, finance or human resources.
There are, though, common themes in most explanations of marketing. The most
important are:
ability to satisfy customers.
• The
exchange of a product or service for a payment or donation.
• The
The
need to create an edge over competitors.
• Identification
of favourable marketing opportunities.
• Profits or financial
to enable a viable future for the organization.
• Shrewd utilization ofsurpluses
resources to maximize a business’s market position.
• The aim to increase market
share in priority target markets.
•
4
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Defining Marketing

If the ‘right’ opportunities are pursued, customers are properly researched, the
‘right’ customers targeted with a marketing proposition designed to give a business
an edge over its rivals, it is highly likely that customers will be satisfied, market
share will rise in core target markets and profitability will support a viable future.
Conversely, if a business develops a product or service which fails to reflect customer expectations and needs, is no better than competing offers and takes no
account of evolving market conditions, it is unlikely that the future will be prosperous for such an organization. These sentiments are equally applicable to
consumer or industrial markets, products or services.
Definitions of marketing count for little if businesses do not develop a process, culture and set of operational procedures to actually practise marketing. The textbooks
promote a process hinging on marketing analysis, marketing strategy, marketing mix
tactics and internal programme controls, typified by Figure 1.1. Recent research indicates that the majority of large UK businesses do now practise marketing and that
when undertaking the more defined tasks of market opportunity appraisal, market
segmentation/target marketing, or marketing planning, they do proceed through an
analysis–strategy–programmes process as represented in Figure 1.1.

CORPORATE GOALS/OBJECTIVES
THE MARKETING PROCESS
UNDERSTANDING MARKETS – ANALYSIS
 Customers
 Competition
 Trends/Marketing environment
 Organizational capabilities
Marketing Intelligence












MARKETING STRATEGY
Market segments
Target markets
Positioning
Utilizing differential advantages

MARKETING PROGRAMMES
Products
Pricing
Distribution
Promotion
People, process, physical environment

IMPLEMENTATION AND CONTROL
Budgets and schedules
 Personnel and responsibilities
 Benchmarking and monitoring progress


Figure 1.1

The marketing process
5
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Marketing is a process intended to identify market opportunities, satisfy customers today and in the future, create an edge over rivals, differentiate the product
or service being marketed, while generating suitable financial rewards for the business. Marketing requires analysis, strategy formulation, tactical marketing mix
programmes and operational controls to ensure their implementation. Marketing is
one of the core disciplines of management.
Business is widely deemed to have passed through various stages of evolution:
1 Production Era: 1850s to 1920s
Mass production was brought about by the Industrial Revolution. Products were
designed and developed without much thought for customer needs or competitive pressures.
2 Sales Era: 1920s to 1950s
The focus of business switched to personal selling and advertising. Customers
were ‘persuaded’ to buy products.
3 Marketing Era: 1950s to the present
A customer orientation replaced the ‘hard sell’ of the sales era. Customer needs
and wants increasingly were determined before a product was brought onto the
market.
4 Relationship Marketing Era: 1990s onwards
Some business experts believe that marketing itself has undergone a transformation. The emphasis of marketing apparently was on attracting new customers to
make a transaction. Now many companies, while still seeking new customers,
devote marketing resource to maintaining good relationships with existing
customers.
Brief 2 examines relationship marketing in more detail.

Examples
Cadbury Crème Eggs
The marketing of Cadbury Crème Eggs has two distinctive characteristics.The first
is that the ‘How do you eat yours?’ campaign launched in 1988 gives a highly ‘personal’ feel to the product’s promotion.The second is that consumers can only buy
the product between Christmas and Easter each year. Attempts during the 1970s
to extend sales of the product outside this period were shelved when sales fell. It
seems that customers enjoy the seasonality of the product and that awareness of
the brand is maintained even though it is only on retailers’ shelves for four months
a year. The enduring fondness that the brand attracts is all the more impressive
6

Chap-01.qxd

5/17/04

10:11

Page 7

Defining Marketing

when it is considered that marketing activity for Crème Eggs is also focused during
its four-month availability.
(Source: Emma Reynolds, ‘Is Cadbury silly to keep Crème Eggs seasonal?’, Marketing, 19 April
2001, p. 17)

Nectar
Throughout the 1990s the growth of loyalty cards was rapid. Most consumers
soon had a purse or wallet jam-packed with brand-led or retailer-focused loyalty
cards, such as the Boots Advantage Card, DIY chain Homebase’s Spend & Save,
Marriott Rewards from the hotel chain, More from music store MVC, Recognition
Frasercard from department store group House of Fraser, and Clubcard from
supermarketer Tesco.These cards enabled customers of these businesses to claim
price discounts, special offers or to build up ‘points’ which could be redeemed
against subsequent purchases or be used to claim prizes such as short holidays or
theatre tickets. Irrespective of a scheme’s detail, these various loyalty programmes
were all designed to enable the host company to build up on-going customer loyalty and to learn more about their customers’ spending habits and characteristics.
With the notable exception of the BA-inspired Air Miles loyalty scheme, the vast
majority of customer loyalty card schemes were linked solely to one brand or
retailer. Air Miles were awarded by a host of member consortium businesses to
their customers.
Marketing research at the start of the current millennium, however, revealed
increasing levels of consumer dissatisfaction with these schemes. Consumers felt
that the rewards were often minimal and that the schemes were unwieldy to use,
claiming the expected reward was often far from straightforward, and – above
all – consumers voiced the opinion that their purses and wallets could no longer
cope with the number of cards. Many consumers stated that they no longer utilized loyalty cards in their possession and many refused to accept newly offered
cards even from retailers they visited frequently. One response has been the ‘collective’ loyalty card, with simplified and automated rewards, such as Nectar. Now
with additional partners such as Thresher and Ford, the original launch was jointly
led by Sainsbury’s, Barclaycard, Debenhams and BP. Nectar businesses discarded
their existing loyalty card schemes in preference for Nectar. By enabling the consumer to present Nectar at many retailers and in numerous transactions across a
range of purchases, Nectar was a direct response to consumers’ desires for a different type of loyalty card. Nectar is an example of marketers identifying consumer
wishes and responding to dislikes, with a product more in tune with evolving consumer usage than the previous generation of loyalty schemes.
(Sources: Sainsbury’s; Nectar/Loyalty Management; Mark Kleinman in Marketing, 6 November
2003, p. 70)
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