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WHAT IS MARKETING? 
 
Marketing involves strategic planning and implementing a mix of business activities 
to facilitate the transfer or exchange of products or services between an 
organisation and the customer, consumer and/or stakeholder. 
 
The mix of business activities can involve everything from research, sales and 
advertising to public relations and evaluation. 
 
The American Marketing Association defined marketing as: ‘the activity, set of 
institutions, and processes for creating, communicating, delivering and exchanging 
offerings that have value for customers, clients, partners and society as large’. 
(October 2007) 
 
Simply put, marketing is the creative, promotional and communication activities you 
choose to undertake to ensure can deliver your core business. This 
core business is often to sell or exchange a product, service or 
idea. 
 
Marketing is not purely about selling a product or service. Many 
organisations, particularly community groups, not-for-profits and 
government use marketing to raise awareness of key issues and 
initiatives. 
 
For example, Deadly Choices is an initiative of the Institute for 
Urban Indigenous Health (IUIH) in South East Queensland (SEQ) 
and is funded by the Commonwealth Department of Health & 
Ageing. 
 
The ‘Deadly Choices’ campaign aims to empower Aboriginal and 
Torres Strait Islander peoples to make healthy choices for 
themselves and their families – to stop smoking, to eat good food and exercise 
daily. ‘Deadly Choices’ also encourages our people to access their local health 
service and complete a ‘Health Check’.  
 
For more information go to www.deadlychoices.com.au  
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THE MARKETING MIX 
 
It can help to picture marketing as an overall pie and the individual activities or 
marketing mix as pieces of that pie. 
 
The marketing mix or pieces of the pie can include but are not limited to: 

+ Advertising 
+ Public relations 
+ Social Media engagement 
+ Research 
+ Sales 
+ Evaluation 
+ Networking 
+ Stakeholder engagement 
+ Product pricing 
+ Distribution 
+ E-commerce 
+ Customer service and satisfaction.  

 
 
The marketing mix can also refer to the traditional 4 Ps framework of product price, 
promotion and place (distribution).  
 
The 4P model has evolved and expanded over time to include other components 
such as process and people. The most important principle to understand is that the 
marketing mix is made up of many individual components. All of these components 
must complement each other and together contribute to the overall marketing 
strategy or plan. 

Advertising	  
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Sales	  

Evaluation	  
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Stakeholder	  engagement	  
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Customer	  service	  and	  
satisfaction.	  	  
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Depending on the industry or organisation marketing may include: 

+ Business-to-business marketing – this is where your customer is 
another business, such as an IT company that provides software to 
businesses. 

+ Direct marketing – where an organisation markets directly to 
individuals, it is often a personalised approach via tools such as direct 
mail, flyers, mobile phone text messaging, email, online display ads, 
database marketing, catalogue distribution. 

+ Ideas marketing – this is promoting an idea, cause or concept rather 
than a product or service, such as the Deadly Choices initiative as seen 
above. 

+ Marketing of goods – promoting a tangible product or object. 
+ Public sector marketing – this involves engaging government bodies 

as your customers. For example, a car sales company wishing to market 
fleet cars to government departments 

+ Services marketing – this is for businesses selling services such as 
accountants, lawyers, dentists 

+ Telemarketing – where an organisation engages its customers via 
telephone marketing. Sometimes it involves cold-calling using a 
purchased list of names or calling existing customers. 
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THE MARKETING FUNCTION 
 
Large businesses and corporations may have dedicated marketing teams and/or 
Marketing Managers. The marketing team may include positions for dedicated 
marketing functions, such as Communication Officer, Media Officer, Social Media 
Officer. All functions work together to deliver a broad marketing strategy. 
 
Smaller businesses probably don’t have the budget, or resources to have dedicated 
marketing managers or teams. Often the marketing function will be adopted by the 
business owner and/or senior managers. It makes sense that a senior manager 
adopts responsibility for the overarching marketing function, but the marketing 
strategy must not exist in a silo. 
 
Regardless of the organisation’s structure, you can see from the functions that 
make up the marketing pie, that everyone in the workplace can contribute 
positively or negatively to the marketing strategy. 
 
For example, frontline staff such as reception and administrative staff can provide 
valuable research and feedback on the success of marketing activities. They also 
provide a critical role in developing and maintaining customer satisfaction. 
 
Marketing-oriented organisations recognise the contribution all staff have to 
marketing strategy and actively involve staff in identifying, implementing and 
evaluating marketing opportunities.  
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KEY DEFINITIONS 
 
There are some key terms you will need to understand to effectively market your 
businesses. 
 

Target market 
  
A market is a broad group of customers that could potentially be targeted via 
marketing efforts. The specific market a business chooses to focus on can be 
referred to as a ‘target market’. Often your target market is potentially your most 
profitable customers and will have similar needs and wants. 
 
For example a retail shop in Sample City selling discounted women’s clothing may 
have a target market of ‘Sample City women who want affordable clothes’. 

Market segments 
 
A market segment is breaking down your target market or even your broader 
market into smaller groups based on demographics such as age, gender, social 
class, lifestyle, occupation, desired benefits, behavioural (how a customer interacts 
with a product), psychographic considerations (interests, values, opinions) and 
location. 
 
Identifying market segments is important as it allows you to better tailor your 
marketing efforts to an audience. 
 
Using the same example from above, of a retail shop in Sample City selling 
discounted women’s clothing. The overarching target market is ‘Sample City 
Women who want cheap clothes’ but it could be broken up into the following 
segments: 
 

+ University students (17-21-years-old) 
+ Teenagers (13-17-years-old) 
+ Low-income earners (19-60-years-old) 
+ Stay at home mums (20-45-years-old). 

 
You may use a different marketing approach when targeting teenage girls to a 
mother in her mid thirties. In marketing we should take this approach even further 
and develop specific ‘customer personas’ for our key market segments. We will 
talk a little bit more about that later in this module. 

Customers and Consumers 
 
Customers are those people who purchase products for their own or someone 
else’s use, while consumers are the people who use the good or service. Sometimes 
the customer and consumer are the same person, but sometimes they are different. 
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For example a parent could buy their child a new toy. The child in this case is the 
consumer and the parent is the customer.  

Influencers and Stakeholders 
 
Influencers and stakeholders have an interest in and/or can influence the success of 
your organisation positively or negatively. Their interest does not have to be a 
financial interest. Stakeholders can include but are not limited to: clients, partners, 
society or the general public, media, government agencies, regulators, staff, board 
of directors, business owners, neighbours, banks. 
 
Influencers can also be other businesses, networks or individuals who have access 
to and potential influence over your target market. 
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IDENTIFYING MARKETING OPPORTUNITIES 
 
To identify marketing opportunities you will need to analyse information on market 
and business needs.  
 
This information may include: 

+ Comparative market information 
+ Competitors’ performance 
+ Customer requirements 
+ Legal and ethical requirements 
+ Market share 
+ Market trends and developments 
+ New and emerging markets 
+ Profitability 
+ Sales figures 

 
You will need to source and review this information based on your current 
operations to inform what marketing opportunities can be pursued.  
 
This information can be sourced formally or informally, giving your both quantitative 
and qualitative information. Quantitative information is data that can be easily 
quantified, such as facts and figures. Qualitative data can be anecdotal evidence or 
feedback, or opinions.  
 
You can obtain the information you need using many methods. Some of these 
include formal questionnaires/surveys, sales/enquiry figures, focus groups or 
speaking to frontline staff. You could also engage a formal market research 
company to provide you with specific data and information. 
 
Additionally you can conduct internet research (looking for credible sources of 
course) or conduct your relevant industry association. 
 

Comparative market information 
 
Opportunities can be identified by comparing the performance between different 
markets or market segments. 
 
This information can be particularly useful if you can identify a change or growth in 
a particular market over a period of time. 
 
For example, a manufacturer of (smart) tablets may have noted a significant 
increase in sales in the over 60s market over the last few years. Anecdotal feedback 
may have suggested that many of them have become more comfortable with the 
new technology after using tablets with their kids or grandkids. They may have also 
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recently started engaging in social media. Perhaps they were buying tablets so they 
could stay in contact with loved ones while they were travelling during retirement.  
 
Comparatively the sales figures for the market of 20-30 year-olds had remained 
steady. 
 
This may suggest an opportunity to tailor marketing products, services or 
promotion to the over 60s. 
 

Competitors’ performance 
 
It can be difficult or impossible to obtain specific data on a competitor’s 
performance, due to a lot of information being commercial in confidence.  
 
However you can usually obtain some useful information from a number of sources. 
 
Publicly listed companies must publish statements about their performance in 
annual reports.  
 
Other companies may promote their achievements on their website or in marketing 
materials to increase their credibility. 
 
Industry associations often collate benchmark data relating to performance across 
an entire industry. 
 
You may also obtain anecdotal feedback or observations on how your competitor is 
performing and use this to inform your marketing opportunity. 
 
For example, if you are a hairdressing salon, you may notice a competitor has 
started offering discounts to university students. 
 
You could consider a marketing opportunity that offers the same or a further 
discount, or you could use this information to target a completely different market 
such as discounts for seniors. 
 

Customer requirements 
 
Often a product or service can be influenced by what customers require or request. 
 
Identifying these requirements, can lead to marketing opportunities that respond to 
the customers needs. 
 
For example, a company that manufactures chicken coops may notice that 
customers often ask for tips on how to look after chickens. 
 



	  

© 2012-2015 MY PR plus. All rights reserved | HOWTO Market My Small Business | Module 1 – IDENTIFY – Marketing 101 | 
10 

The company may identify a marketing opportunity to develop ‘How to Care for 
Chicken Guides’ or offer an additional service to visit the customer in person and 
provide advice. 
 

Legal and ethical requirements 
 
There are many legal and ethical requirements that directly and indirectly impact 
marketing opportunities. Laws, regulations and Codes of Practice can differ from 
state to state and territory to territory as well as country to country so it is your 
responsibility to find out what applies to you and your business. 
 
The information I’m going to provide in this section is general and is not intended 
to serve as advice. You should always consult a relevant professional for advice 
concerning specific matters before making any decision. More information on this 
can be found on my Terms of Use page. 
 
So as I was saying, organisations must understand the legal and ethical 
considerations relevant to their business, to prevent negative impacts on its 
operations or reputation, such as being sued or closure of business.  
 
However the same considerations can open doors for positive marketing 
opportunities.  
 
For example, legislation such as anti discrimination and equal opportunity laws can 
impact wording and images used in advertising.  
 
A construction company wishing to attract more women to its traditionally male 
dominated industry, could feature images of women in their promotional material, 
but they could not make any statements that discriminate, denigrate or discourage 
men from applying. 
 
Trade practices and consumer legislation promote fair practices in trade and 
commerce. 
 
Privacy laws make it illegal to pass on a customer’s personal information without 
their permission. 
 
Anti-Spam legislation is in place so businesses do not send unsolicited promotional 
material such as bulk sales emails. 
 
There are also codes of practice or codes of conduct that can affect marketing 
opportunities. Codes of Practice are voluntary guidelines (though sometimes they 
may support existing legislation) usually developed by an industry or organisation 
specifying how they agree to behave as a group to protect their reputation and the 
rights of their stakeholders and the public. 
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Examples in Australia include the Australian Direct Marketing Association (ADMA) 
Direct Marketing Association Code of Practice, Free TV Australia Commercial 
Television Industry Code of Practice; and the Australian E-commerce Best Practice 
Model. 
 
For Social Media in Australia it is worth reviewing the Communications Council Best 
Practice Guide Social Media Code of Conduct and Best Practice for User Comment 
Moderation Including commentary for organisations using social media platforms. 
 
For further information on laws, regulations or Codes of Practice applicable to you, 
you can check your government’s business resource websites. Here is a list of sites 
in Australia and New Zealand.  
 
Austral ia 
www.business.gov.au 
 
Queensland 
www.business.qld.gov.au 
 
New South Wales 
www.trade.nsw.gov.au  
 
Victoria 
www.business.vic.gov.au  
 
Tasmania 
www.business.tas.gov.au  
 
South Austral ia 
www.business.sa.gov.au  
 
Western Austral ia 
www.wa.gov.au/information-about/business 
 
Northern Territory 
www.dob.nt.gov.au  
 
ACT 
www.business.act.gov.au  
 
New Zealand 
www.business.govt.nz  
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Ethical principles 
 
Ethical principles must also be considered when identifying marketing 
opportunities. 
 
Ethics are a set of moral principles or beliefs set by an individual or society. While 
ethics vary from one individual and section of the community to another, there are 
some basic ethical considerations that are held by the majority of the community.  
 
These days with the dominance of social media, businesses are held to account 
more than ever and can have their ethics called to question on a daily basis. 
 
Organisations participating in unethical behaviour can see an effect on their sales 
and the bottom line and have their reputation significantly tarnished. 
 
For example, a grocer that stocks only caged eggs may come under fire for its 
association with unethical animal-keeping practices. 
 
Whereas a grocer that only stocks free-range eggs may gain ethical credibility and 
support within the community. 
 

Market share 
 
Market share is the proportion of a particular market and organisation currently has, 
compared to its competitors. 
 
For example, in 2013 Business Insider reported that Coca Cola had 42% of the 
market share for cola drinks compared to Pepsi at 31%. 
 
A business may identify an opportunity to increase its market share across the 
board or within a particular market segment. 

Market trends and developments 
 
Trends by their very nature, evolve over time, presenting both marketing challenges 
and opportunities. They can relate to fashion, social behaviours or cultural trends. 
 
For example, over the last couple of years there has been a trend for adults to wear 
‘onesies’. This trend sparked the manufacturing of an almost endless variety of the 
one-piece jumpsuits, everything from tuxedo style onesies to superhero onesies. 
 
Novelty stores that may never have stocked clothing in the past, suddenly began 
stocking onesies and selling them in significant volumes. 
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New and emerging markets 
 
This relates to markets that didn’t exist before or are emerging due to 
technological, social or cultural changes.  
 
In Australia the baby boomer generation is ageing and many are reaching 
retirement age. This is an emerging and potentially huge market for businesses that 
can cater to this segment. 
 
For example, a resort in a tourist area previously focused on attracting young 
families, may recognise an opportunity to market specifically to baby boomers as 
they retire and travel. 
 
Though they need to be careful not to alienate their existing customers. 
 

Profitability 
 
Profit is the money left after paying costs and overheads, or your sales revenue 
minus your costs. Data and information on profitability of products and services can 
also help identify potential marketing opportunities. 
 
Over time some produces or services may become more or less profitable. 
Profitability can be impacted by factors such as changing costs in raw materials, 
labour or even fluctuations in your country’s currency if you’re importing or 
exporting goods or raw materials. 
 
Let’s say for instance there is a shortage of mangoes this season, so a shop selling 
smoothies, notices a significant decrease in profitability on its drinks using 
mangoes. 
 
The shop could develop a new smoothie using a different product – say 
strawberries which may be in abundance this season and are a lot cheaper. This 
would increase its overall profitability. 
 

Sales figures 
 
While profitability is paramount in any venture, sales alone can provide an 
indication of potential marketing opportunities. 
 
For example a café might reviews its sales figures and identify a significant decrease 
in sales on its wagyu steak. However at the same time the café may identify a 
significant increase in sales on its special dishes using secondary (or tougher) cuts of 
meat such as beef cheeks. The café may then decide to introduce a permanent dish 
on the menu featuring beef cheeks.  
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This particular opportunity would also increase overall profitability. 
 
Considering these different sources of information and other research will better 
enable you to identify specific marketing opportunities 
 
  



	  

© 2012-2015 MY PR plus. All rights reserved | HOWTO Market My Small Business | Module 1 – IDENTIFY – Marketing 101 | 
15 

MARKETING VS PUBLIC RELATIONS (PR) VS ADVERTISING  
 
While I have worked across the may different areas of marketing, I keep coming 
back to Public Relations (PR) as the biggest opportunity for small businesses.  
 
There is an outdated perception that PR (public relations) is just about publicity and 
promotion; that it is all swanning about at publicity events, sipping champagne, and 
schmoozing the right people ‘dahhhling’….I wish.  
 
Well actually I don’t wish for that. PR represents much much more and I love how 
PR has evolved over the years. PR is about identifying the people and organisations 
most important to your business and connecting with them in meaningful ways.  
 
Public relations activities will help you build and maintain your relationships and 
profile with the media, your customers and stakeholders. These activities are often 
low or no cost and can boost the effectiveness of traditional marketing activities, 
such as advertising.  
 
I believe PR represents the best and most underrated opportunity for small 
businesses, as long as it is used correctly, authentically and part of an overall 
marketing strategy. 
 
To make the most of it though, you will need to know the difference between 
marketing, advertising and PR. There are literally thousands of definitions for all of 
the following terms but here is my take on it. 

Marketing 
 
As I mentioned earlier marketing is a mix of business activities that can involve 
everything from research, sales and advertising to public relations and evaluation. 
 
If marketing is a pie and the business activities or elements such as advertising and 
public relations are pieces of that pie. 
 
The pieces of the pie (and there can be many) are all individual components that 
must complement each other and together contribute to the overall marketing 
goal. 

Advertising 
 
Advertising is the process of making existing or potential customers aware of the 
product or service you are selling. This is achieved through advertisement 
placement in mediums such as newspapers, magazines, billboards, TV, radio, social 
media and the internet. 
 
Advertisements are designed to reach as large a part of your target audience, in 
one hit, as possible. For this reason it is often the largest expense of most 
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marketing plans.  It is critical that the most appropriate advertising medium and 
delivery are used to reach your target market.   
 
You need to fully understand what demographics (or target market) will see your 
advertisement and understand what kinds of messages and delivery will best 
resonate with your audience. If you don’t understand this, your advertising dollars 
could be wasted. Always ask for information on readers/viewers/users/listeners 
before spending advertising dollars. 
 
Public Relations 
 
PR is about communicating, networking and engaging with people and 
organisations that can influence the success of your business. 
 
It’s about connecting businesses to their key stakeholders and influencers (mainly 
through non-paid or low cost means).  
 
This may involve direct engagement with customers, stakeholders or the 
community. It may involve engaging with your audience via social media. It can also 
involve engaging with the media and attempting to secure positive media 
coverage. 
 
PR can be any business activity to build, maintain or protect your profile or 
reputation. Effective PR enables you to share your story in a positive light without 
paying for advertising.  
 
Tools that can achieve this include but are not limited to: 
+ Influencer and stakeholder engagement 
+ Cross promotions with other businesses 
+ Community events 
+ Industry networking and engagement 
+ Donations and sponsorships 
+ Media releases, interviews and engagement 
+ Publicity and media events 
+ Social media engagement. 
 
The basis of good PR is understanding your customers, key influencers, 
stakeholders and engaging with them through targeted and tailored 
communication; understanding what all of your stakeholders want and need from 
you and trying to give it to them. 
 
The HOWTOMARKETING™ online course series will cover the main components of 
the marketing mix including PR and advertising as well as other key tools and 
tactics that will help you market your small business effectively. 
 
Wherever possible we’ll focus on no or low cost and affordable marketing solutions.  
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COPYRIGHT 

HOWTOMARKETING™  is a product wholly owned by MY PR plus. No part of this 
document may be reproduced or transmitted in any form or by any means, 
electronic or mechanical, including by photocopying, facsimile transmission, 
recording, re-keying or using any information, storage and retrieval system, without 
the prior permission in writing from mypr+. Request for permission or further 
information should be addressed to info@howtomarketing.com.au 

 


