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Marketing Organisation

16. In this chapter we considered the strategic role of marketing and the formulation of marketing strategies – plan(s) 
indicating the opportunities to pursue, specific target markets to address, the types of competitive advantages that are to 
be developed and exploited and maintenance of an appropriate marketing mix that will satisfy those people in the target 
market(s). We noted the importance of the market segmentation and positioning approach. We highlighted the principal 
objectives of a marketing department and discussed the major structural alternatives that are available. Finally, we 
evaluated the differing perspectives between the marketing and other departments in the organisation. We noted the 
unifying role of the marketing concept - the philosophy/ culture that an organisation should try to provide products that 
satisfy customers’ needs through a coordinated set of activities that also allows the organisation to achieve its goals.

Objectives...
1Define marketing strategy

2 review the marketing strategy formulation process

3discuss the principal objectives of the marketing department

4 review the major structural alternatives that are available to a marketing 
department

Marketing 
objective

A statement of what is to be accomplished through marketing activities 
– the results expected from marketing efforts

Marketing 
strategy

a plan indicating the opportunities to pursue, specific target markets to 
address, the types of competitive advantages that are to be developed 
and exploited and maintenance of an appropriate marketing mix that 
will satisfy those people in the target market(s)

Organising by 
function

A way of structuring a marketing department in which personnel 
directing marketing research, product development, distribution, sales, 
advertising and customer relations report to the top-level marketing 
executive

Segmentation The process of grouping customers in heterogeneous markets into 
smaller, more similar or homogeneous segments - customers are 
aggregated into groups with similar needs and buying characteristics


