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OPTION

7 Promoting and selling

7.1 Overview
Numerous videos and interactivities are available just where you need them, at the point of learning, in
your digital formats, learnON and eBookPLUS at www.jacplus.com.au.

7.1.1 Introduction
Imagine you’re shopping in your local supermarket. You have a full trolley and are adding a carton of milk
as your last item. You suddenly smell something heart-warming, and instantly recognise the fresh, crunchy,
satisfying and wholesome product the smell is coming from. You realise you don’t have any bakery goods
yet! You head to the bakery section and add some items to your trolley.

Studies have proven that when the aroma of baked bread was released in a supermarket, sales in the
bakery section increased threefold. Additionally, up to 77 per cent of people have reported feeling kinder
and having increased levels of positivity when smelling baking bread, and so associate this with a good
experience. This bodes well for customer satisfaction and repeat business.

Scent marketing is rapidly becoming popular. Officeworks uses coffee scent at its South Melbourne
store, and the scent of chocolate is often diffused through Federation Square during the Melbourne Food
and Wine Festival. Market research has shown that consumers who associate a smell with a pleasant
experience are more likely to make a purchase. In order to succeed, businesses are constantly looking for
innovative ways to promote and sell their products.
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Resources

Video eLesson Promoting and selling (eles-#####)

Digital documents Key terms glossary (doc-#####)

Worksheet 7.1 Start up! (doc-#####)

eWorkbook Customisable worksheets for this topic (doc-#####)

CONTENT FOCUS
On completion of this topic, you will have:

• investigated the promotion and selling of goods and services, including social, ethical and environmental
considerations

• analysed the strategies that sellers use to promote products and maximise sales, and evaluated the impact
on consumers.

7.2 The selling process
7.2.1 How businesses differentiate products
Walk into any supermarket to buy a loaf of
bread and you are faced with a wide selection
from which to choose: white, wholemeal,
sliced, unsliced, gluten-free, vitamin enriched,
fruit-based, thick for toasting and so on.
Providing so many different types of breads is a
deliberate selling strategy and is an example of
product differentiation. This occurs when
products (goods or services) that are the same
or similar are made to appear different from
and/or better than those of their competitors. By
highlighting the differences between
one product and another, a business (seller) is simply trying to make its product more desirable to
consumers. If successful, the business is able to gain a little more control in the marketplace, especially
in regard to price. Examples include jeans with designer labels, washing detergent with brightener additives
and preservative-free foods. Because they offer a wide range of differentiated products, businesses such as
The Coca-Cola Company, Apple Inc. and Mercedes-Benz have remained successful over many years.

Factors which differentiate products
The difference could be as simple as changes to the packaging or labelling, or more complex, such
as offering top quality service, greater convenience, better value for money or products that are
environmentally friendly. These factors help in persuading consumers that the product is superior, therefore
influencing them to buy it. Some of the main factors that differentiate products are outlined below.

Customer service
Consumers expect a high level of customer service. Pre-sales and after-sales service are very important to
consumers purchasing expensive items such as cars or electrical appliances.

Service may also include the presentation of the premises, the atmosphere, or the range of products that
set a business apart and capture the consumer’s interest.

For example, an exclusive restaurant will offer full-table service, an extensive menu and a comprehensive
wine list. These features differentiate it from a self-serve bistro or fast-food restaurant, which instead
combine an approachable atmosphere with prompt service and something on the menu to suit all customers.
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Convenience
Because today’s consumers are busy, they will often select products that are convenient to use. For example,
many consumers do not have a lot of time for meal preparation. Consequently, they will select prepared
meals from a supermarket or fast-food store: the ‘quick-and-easy’ product.

A high-class restaurant provides high levels of service as well as creating an image of exclusivity and
opulence. Takeaway and fast-food restaurants, however, are vastly different, and instead focus on quick service,
choice and availability.

Youfoodz offer healthy ‘ready to eat’ meals conveniently delivered
to your door each week.

In response, food manufacturers
have developed a range of convenience
food products. The packaging and
cooking requirements are designed
to make the preparation as convenient
as possible.

Value for money
As a consumer, you want the best
value for your money. To satisfy
this requirement, sellers will offer
and promote a range of products at
different prices. For example, a car
company will offer a basic model and
then several more luxurious versions at
higher price levels. While the base
model lacks some features, it offers the same reliability and quality workmanship at a lower price. This
could make the base model good value for money.

Quality
Many businesses compete on quality. A quality product has a high degree of excellence and achieves the
purpose for which it was designed. A quality product should be reliable, easy to use, durable, well designed
and delivered on time. It should include after-sales service and have an agreeable appearance. A business
that differentiates itself based on quality will produce the best good or service available in the market.

7.2.2 Social, ethical and environmental considerations when
promoting products
Other factors that differentiate businesses are social, ethical and environmental considerations.

Social considerations
All businesses operate within a community and, like individuals, have certain social responsibilities.
Many businesses develop social goals and adopt strategies that will benefit the community as well as
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achieve financial goals. While all businesses aim to make a profit, to do so in a manner that is not socially
responsible is likely to be counterproductive; customers will eventually find out which businesses are acting
responsibly and which are not, and react accordingly. Customers can refuse to purchase a business’s product
if they learn that the business is exploiting employees or engaging in animal cruelty.
Corporate social responsibility involves the managers or owners of a business taking steps to ensure

that the broader social welfare, including employees, customers, suppliers and the environment, is taken
into consideration when conducting business dealings. Socially responsible behaviour can be expensive in
the short term, but in the long run it does turn out to be in a business’s interest.

As an example of a socially responsible business, Google encourages staff to be involved in charitable
efforts of all kinds. Its code of conduct covers respect for other employees, conflicts of interest, financial
integrity and responsibility, confidentiality and obeying the law.

Google is an example of a socially responsible
business.

In relation to promotion, some businesses have
taken specific steps to market their products or
services in a manner that is of genuine benefit to
the community; for example, through community
sponsorships. Engaging with the local community
and supporting local organisations can be a positive
and socially responsible means of marketing a
business. Many businesses provide sponsorship for
local sports teams, both through cash donations and
the donation of equipment or facilities. In return,
the business can display signage at the relevant
sports ground or clubrooms, and may also display a
sponsorship certificate at its own business premises.
Local businesses also help sponsor activities at
schools and other community organisations. Not
only does the business gain exposure for its brand
name, but the local community also benefits.

CASE STUDY
A socially responsible business
Founded in 1976 by Dame Anita Roddick, The Body Shop is now
a high profile advocate for social and environmental causes. Anita
Roddick’s original vision was to build a socially responsible business
that supported the community. She developed five values:
1. activate self-esteem
2. oppose animal testing
3. support community fair trade
4. defend human rights, and
5. protect the planet.

These values have guided The Body Shop’s employees and their
business decisions for three decades. Some of the Body Shop’s
campaigns include ‘Stop Sex Trafficking of Children and Young
People’, ‘Defend Human Rights’, ‘Against Animal Cruelty’, and
‘Protect Our Planet’. The Body Shop prides itself on being a retail
activist.
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COMFACT
Some businesses are able to address both social and financial objectives. Woolworths (formally Safeway) and
Dormit Pty Ltd, a Melbourne timber company that produces timber products such as pallets, both actively
encourage people with a disability to work for them. One quarter of Dormit’s employees have disabilities.

Environmental considerations
People are becoming more concerned with ‘quality of life’ issues, and especially the physical environment.
Businesses that create pollution may risk losing customers, whereas businesses that adopt a ‘green’
philosophy and produce environmentally friendly products may see their sales increase. For example, as
part of being a socially responsible business, The Body Shop is also committed to producing products that
are sensitive to environmental concerns, and sells all its products in reusable or recyclable containers.

As society becomes more aware of environmental issues, marketing products and services that minimise
environmental damage is likely to increase the chance of business success. Green marketing refers to the
process of selling products and/or services based on their environmental benefits. Simply claiming to be
‘environmentally friendly’ or ‘recyclable’ does not necessarily qualify as green marketing. It would be
expected that the business incorporate some or all of the following:
• product modification, to ensure the raw materials used are sustainable
• changes to the production process to minimise environmental damage through waste products
• changes to packaging to encourage recycling
• modified advertising practices, such as no longer using junk mail pamphlets or flyers.
Many businesses see the importance of promoting their products as environmentally sound or ‘eco-

friendly’. For example, Gloria Jean’s Coffees ensures that it purchases resources from suppliers that look
after their employees and the environment. Its coffees contain a percentage of beans from farms that have
been certified by the Rainforest Alliance.

As a result of pressure from the community,
Woolworths implemented a variety of strategies
to reduce plastic.

Another example is Woolworths approach to
reducing plastic used and sold in-store. They began
by banning all single-use plastic bags from their
stores but have since expanded on this commitment
in other areas. For instance, Woolworths has
stopped selling plastic straws, introduced soft
plastic recycling bins, and reduced plastic on fruit,
vegetables and from their in-store bakery. They
have also introduced bottle and can recycling
(Return and Earn) near many of their stores.

Governments are increasingly legislating to
tighten environmental controls on business;
for example, introducing regulation regarding
waste disposal. It is strategic sense to get ahead
of likely government regulation and explore
green alternatives before being forced to do so.
Businesses found to be operating in a way that is environmentally harmful invariably attract bad publicity.
Competitors are likely to be improving their environmental impact and customers will look favourably upon
environmentally friendly initiatives, so exploring green marketing should be a priority for all businesses.

Ethical considerations
A growing number of consumers are becoming more ethically minded and will actively purchase products
or brands that they believe do not exploit workers, producers or the environment. These consumers want to
know more about the way goods are made, such as the factory conditions where goods are made and where
raw materials come from.
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Ethical consumerism provides businesses with opportunities to satisfy the demands of a growing number
of consumers. For example:
• in response to the dislike of genetically modified (GM) foods by some consumers, various producers

are labelling their products as GM-free
• the Fairtrade Certification system is gaining influence, with more consumers choosing to buy products

carrying the FAIRTRADE Certification Mark, ensuring minimum prices, fair labour practices,
sustainable production and an additional premium for community development

• the cosmetic industry is delivering more natural products that are not tested on animals.
Ethical issues will be examined further in section 7.5.2.

When consumers purchase products with the Fairtrade mark, they are supporting farmers and workers in
developing countries. The mark shows people that the ingredients in the product bought have been produced
by small-scale farmer organisations that meet internationally agreed Fairtrade social, economic and environmental
standards. Cadbury have made many items in their popular chocolate range comply with Fairtrade practices in
order to appeal to the ethical consumer.

Source: © Fairtrade

Resources

Digital document Worksheet 7.2 Product differentiation (doc-#####)

Weblink Fairtrade

7.2 Activity: Research and communication
1. Design an A4 print advertisement for a new model mobile phone that highlights its ‘exclusive’ features.

You may wish to use desktop publishing software, such as Canva, to include text and graphics in the
advertisement.

2. Use the Fairtrade weblink and read the latest news from the organisation. What countries are mentioned in
this news?

Resources

Weblink Canva
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7.2 Exercise: Knowledge and understanding
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

1. What is meant by the term ‘product differentiation’?
2. What is the purpose of product differentiation?
3. In pairs, select three products with which you are familiar and describe how they are differentiated from their

competitors.
4. Outline some of the different factors that differentiate products.
5. Explain green marketing.
6. ‘Environmentally friendly products are just a clever promotional strategy to make purchasers feel good.’

Do you agree or disagree with this statement? Give reasons for your answers.
7. In what ways is the Fairtrade movement committed to production practices that are ethically responsible?

For help, use the Fairtrade weblink in the Resources tab.
8. What are the benefits of corporate social responsibility for businesses?
9. Some businesses’ claims to be environmentally friendly are little more than ‘spin’ designed to make them

look good. Develop a list of questions you could ask a business owner to determine whether or not the
business is genuine in its environmental credentials.

Fully worked solutions and sample responses are available in your digital formats.

7.3 Nature of product promotion
7.3.1 Promotion
What do the following products have in common: St. George Bank, Coca-Cola, Mars Bar and Mercedes-
Benz? They all rely on a range of promotional strategies to catch the attention of customers and, hopefully,
make a sale.

In order to sell more of its products, a business has to change customers’ behaviour through information
or persuasion. This is achieved through promotion. The role of promotion is to inform, persuade and
remind consumers about a business’s products with the aim of:
• attracting new customers by raising awareness of a particular product
• increasing brand loyalty by reinforcing the image of the product
• encouraging existing customers to purchase more of the product
• encouraging new and existing customers to purchase new products.
Many people confuse promotion with advertising because of its visibility and frequency. However,

advertising is just one of the five elements of the promotion mix. A promotion mix is the various
promotion strategies a business uses in its promotional campaign: advertising, personal selling, relationship
marketing, opinion leaders, publicity, public relations and sales promotion.

Advertising
Which current advertisement has most impressed you? What product is it advertising? Why did it impress
you? You can probably answer these questions without too much thought. This is because you have been
influenced by advertising. Everywhere you look, businesses are using advertising to influence our buying
habits and choices.
Advertising is a paid, non-personal message communicated through a mass medium. Because of the

enormous number of products available, advertising is an important promotional strategy for business. A
successful advertising campaign can result in increased sales and profit for a business.

The main advantage of advertising is that it provides businesses with the flexibility to reach an extremely
large audience or to focus on a small, distinct segment of the population.
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Proctor and Gamble (P&G) has been the world’s largest spender on advertising for many years. In 2017–18,
the company spent over $7.1 billion on advertising, including TV, print, radio, internet and in-store ads. P&G
is an American consumer goods company specialising in a wide range of personal, baby, home and health
care products. They own many globally marketed brands such as Gillette, Oral-B, Vicks, Pantene and Pamper.
Advertising is considered key to maintaining their competitive advantage.

This is quite an eye-catching
advertisement. Advertising
informs, persuades and reminds.
It can also present new ideas
about a product and how a
customer needs this product.

Advertising may take many forms, from buying time on national
television, to inexpensive leaflets or posters, to internet banner
advertisements. Advertising media is a term for the many forms of
electronic and print communication used to reach an audience and
includes:
• mass marketing— television, radio, newspapers and magazines
• direct marketing catalogues— catalogues mailed to

individual households
• telemarketing— the use of the telephone to personally contact

a customer
• e-marketing— the use of the internet to deliver advertising

messages
• social media advertising— online advertising using social

media such as Facebook and Twitter
• billboards— large signs in strategic locations.
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COMFACT
Australian businesses spend over $17 billion per year on various forms of advertising.

Personal selling
Personal selling involves the activities of a sales representative directed to a customer in an attempt to
make a sale. For some businesses, such as those offering expensive, complex or highly individual products,
personal selling is the main promotional strategy. These products in particular require the personal contact
of a sales representative to familiarise the customer with the product.

For example, Vorwerk’s Thermomix product can only be bought exclusively through the company’s
network of representatives. Vorwerk uses a face-to-face direct selling approach where potential customers
hold dinner parties at their homes and a Thermomix representative prepares a six-course meal while
demonstrating the features and benefits of the product. The company uses this direct marketing technique
to engage and build relationships with customers.

Vorwerk uses personal selling to promote
their product the Thermomix.

The main benefits of personal selling are that the
sales consultant can modify the message to suit the
circumstances of individual customers and that this type
of assistance, if done well, can help to create a long-term
relationship resulting in repeat sales. The success of this
strategy, therefore, depends on the competency of the
business’s sales force.

Relationship marketing
Customers want more individualised treatment. In
response, businesses are looking for ways to develop long-
term relationships with individual customers, a process
known as relationship marketing. The ultimate aim is to
create customer loyalty by meeting the needs of customers
on an individual basis, thereby keeping customers coming
back. This can be achieved through customer care, good
after-sales service or the use of loyalty programs (see the
following case study).

CASE STUDY
Positive relationships: it’s personal
A highly successful relationship marketing strategy
is the use of loyalty programs. A loyalty program is
a rewards-based program offered by a business to
customers who frequently make purchases. This
strategy was introduced during the early 1990s with the
FlyBuys loyalty reward program operated by the Coles
Group. This was followed in 2007 by the Woolworths
Everyday Rewards scheme. These schemes offer
‘rewards’ to those ‘loyal’ customers who spend
specified amounts or make repeat purchases. Some
loyalty schemes, such as the St.George Frequent Flyer
Visa card, reward members each time they use their
credit card. The points earned can be redeemed in the
future for rewards such as dollars off your next shop, or
free or greatly discounted products.
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Relationship marketing can provide a business with a competitive advantage. By offering loyalty cards,
businesses are giving customers an incentive to keep going back to their store. A recent marketing industry
survey found that four in five shoppers tend to buy more from businesses where they hold loyalty cards, and
55 per cent say that when choosing between two similar companies they’ll usually pick one with a loyalty
program.

Retailers use loyalty programs to encourage repeat shopping, protect themselves from price wars and, most
importantly, so that they can collect valuable shopping data. Each time a customer scans their rewards card,
businesses are able to track their purchases, monitor their spending habits and then create specific marketing
just for them.

Opinion leaders
An opinion leader is a person who influences others. Their opinions are respected and they are often
sought out for advice. Marketing managers use opinion leaders as information outlets for new products or
to endorse an existing one. Actors, athletes, musicians and models are regarded by some groups as opinion
leaders and many businesses use celebrity endorsement as part of their marketing strategies. Celebrity
endorsement involves using a well-known person to use their wide appeal to become a brand ambassador
to help market a product. Roger Federer, for example, is a global brand ambassador for UNIQLO, the
Japanese apparel retailer.

These promotion strategies help improve the customer’s image of a product or brand. Additionally,
sponsored posts from celebrities on their social media platforms can boost sales enormously because
consumers want to be just like their idol by using the same products.

Brand ambassadorship increases brand recognition. Some consumers are influenced when celebrities
‘recommend’ products because these consumers see this as a testament of the product’s success and will,
therefore, try it themselves.
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Publicity
What’s worse than being talked about? Not being talked about! Businesses rely on being in the public eye.
Publicity is any free news story about a business. It differs from advertising in that it is free and its timing
is not controlled by the business. The main aims of publicity are to:
• enhance the image of a product
• raise awareness of a product.
One of the most successful publicity stunts was in 2018 when Elon Musk launched a Tesla motor vehicle

into space on a SpaceX rocket. Musk, who owns both Tesla and SpaceX, was able to generate enormous
worldwide publicity for both of these companies and their products.

Public relations

LCL bank is the main sponsor of the Tour de France. The
company hires people to drive branded publicity caravans (like
the one pictured) ahead of the race throwing out goodies and gifts
to the crowds prior to the cyclists arriving.

Public relations are those activities
aimed at creating and maintaining
favourable relations between a business
and its customers. It is the role of
public relations personnel to design,
implement and manage the public
relations events of the business.
Examples of public relations include
making speeches on special occasions,
attention-seeking gestures or donations.

On 27 April 2018, KFC celebrated
its 50th anniversary in Australia. A
gigantic (six-metre-tall, seven-metre-
wide) chicken bucket was erected next
to the Overseas Passenger Terminal at
Circular Quay to mark the occasion.
Thousands of KFC-lovers flocked
to the location, where the company
gave out free pieces of its Original
Recipe chicken in ‘limited edition 50th buckets’, while DJs played music from the 1960s to the present,
representing every era of KFC in Australia.

Sales promotion
A business may decide to offer a direct inducement to customers in an attempt to sell more of its product.
This type of promotion is referred to as sales promotion and aims to:
• entice new customers
• encourage a trial purchase of a new product.
Examples of sales promotions include:
1. Coupons. These offer discounts on particular items by a stated amount at the time of purchase.
2. Loyalty reward programs. These offer ‘rewards’ to those ‘loyal’ customers who purchase specified

amounts or make repeat purchases.
3. Premiums. A premium is a gift that a business offers the customer in return for using the product.
4. Refunds. Part of the purchase price is given back to those customers who send in a voucher with a

specific proof of purchase.
5. Samples. A sample is a free item or container of a product.

TOPIC 7 Promoting and selling 11

UNCORRECTED PAGE PROOFS



“c07PromotingAndSelling_print” — 2019/9/30 — 11:17 — page 12 — #12

The Little Shop promotion from ColesFor example, in 2018 Coles ran the Little Shop promotion,
which awarded customers with a random miniature product
for every $30 spent. This simple, yet effective, sales promotion
campaign helped deliver a large increase in sales. For the
13 weeks of the promotion, supermarket sales increased by 5.8
per cent. The promotion was also credited with boosting sales of
participating brands, including White King and Messy Monkeys,
by up to 50 per cent. Coles launched a follow-up Little Shop 2
promotion in 2019.

CASE STUDY
A blooming success
Edible Blooms, an Australian-based gourmet gift company, was started in
2005 by Kelly Baker. This unique business specialises in edible bouquets
made of chocolate, fresh fruit, cookies, and even beer and champagne. The
business is one of the busiest flower and gift websites in Australia.

Kelly appreciates the importance of developing the right promotion
mix for the business. She complements her core business values —
outstanding customer service, high-quality products and value for money

— with innovative e-marketing and traditional branding strategies to
achieve continued growth. The online side of the company presently
accounts for about 70 per cent of sales. Kelly also uses an e-newsletter to
inform customers of new products. Word-of-mouth promotion and online
e-marketing campaigns have proven highly successful strategies. She also
uses social media as part of her promotion strategies. Facebook fans receive
alerts on special offers and engage in discussion on the site, and the fun links
allow people to send their friends virtual blooms. People can also follow Edible
Blooms on Twitter, YouTube and Instagram.

7.3.2 The role of gender in product promotion

Advertising often uses
stereotypes.

Two major criticisms of some promotion stategies, particularly
advertising, relate to gender. First is the use of stereotypical images of
male and female roles. For example, in most advertisements it tends
to be the male who uses the power tools, or who watches sport with his
mates. Females, on the other hand, are portrayed preparing meals,
cleaning the house or caring for the children.

The second major criticism refers to the overuse of sexual themes
and connotations to sell products. Some advertisers target certain
groups and appeal to personal desires such as physical and sexual
attractiveness. Unrealistic images are portrayed as attainable.

Sex appeal can be found in advertisements for products ranging
from motor vehicles to toothpaste. Advertisers use sex appeal to
suggest to consumers that the product will increase the attractiveness or
charm of the user. Although many people are sceptical of such claims,
advertisements that use sex appeal can have subtle and persuasive
impact. Consumers need to be critical of such advertisements and
realise they do not represent reality but are using an attribute — sex
appeal — to sell a product.

The rise of the ethical consumer means some businesses try to address ALL consumer needs by focusing
on gender inclusive advertising rather than traditional gender stereotypes. This trend means that we are
seeing more gender inclusive campaigns for physical strength by brands such as Adidas and Nike and
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also in campaigns for beauty products. The modernisation of gender within product promotion can prove
successful to open and ethical consumers but can also lose customers who are more traditional.

COMFACT
In 2019, the UK introduced new regulations banning ads featuring gender stereotypes that were ‘harmful’ or
implied only one gender engaged in particular activities.

This ad by Dollar Shave Club is simple and inclusive.

Many of Nike’s advertising campaigns are gender inclusive and feature strong and successful women.
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Resources

Digital documents Worksheet 7.3 Advertisement analysis (doc-#####)

7.3 Activity: Research and communication
1. In small groups, use the brainstorm technique to:

(a) state reasons for the recent popularity of loyalty reward programs
(b) determine the benefits to a business of this type of relationship promotion strategy
(c) explain how social media advertising can be used to reinforce relationship marketing.

2. As a class, discuss whether advertising:
(a) leads or reflects the change in gender roles
(b) could be criticised for over-emphasising sex to sell products.

7.3 Exercise: Knowledge and understanding
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

1. What is the role of promotion? What does it aim to achieve?
2. Identify the different elements of the promotion mix.
3. Why can personal selling be much more persuasive than advertising?
4. What is the main advantage of advertising?
5. What is the aim of relationship marketing?
6. Why do businesses use opinion leaders?
7. How do loyalty cards help businesses build long-term relationships with their customers?
8. What is publicity? How does it differ from advertising?
9. Describe public relations and sales promotion.

10. Create a table outlining the advantages and disadvantages of each of the promotional strategies.
11. Read the case study ‘A blooming success’ and identify the product promotion strategies used by Edible

Blooms.
12. Outline how advertising may perpetuate existing gender stereotypes.
13. Which form of advertising would you choose for the following products? Give reasons for your choices.

(a) Nike sports shoes
(b) School textbooks
(c) A hairdressing salon
(d) Toys for children
(e) Dell computers

14. What do you think makes a good advertisement? Share your answer with the rest of the class.
15. In pairs, investigate how social media advertising helps businesses reach potential customers.
16. In your opinion, what are the two most effective techniques for sales promotion? How does each of these

techniques supplement advertising?
17. Why do you think sponsorship and product endorsement are increasing in popularity among marketers?
18. What do you think are the strengths and weaknesses of the following promotion strategies?

(a) A manufacturer of a new type of disposable razor gives out thousands of free razors at a football
grand final.

(b) A lifestyle magazine runs its own lottery-style promotion for five weeks in which first prize is
$20 000 worth of furniture.

Fully worked solutions and sample responses are available in your digital formats.
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7.4 Targeting customers
7.4.1 Processes used to target consumers
Few businesses can sell their products to the entire market — the market is just too big. Therefore, a
business will divide the market into distinct segments. A business that is marketing motor vehicles, for
example, would not direct its marketing efforts towards every person in the total vehicle market. Some
people might want only a sports car; others might want a four-wheel drive. The business would thus direct
its efforts towards a particular segment of the total market for motor vehicles.

Selecting a market segment to be the target market is important. In this example, the fashion retailer makes
clothes for women over 40 years of age. The clothes are of a reasonable quality but would not be classed as
‘designer’ clothes. In this business, female middle-income earners are the main target market.

Segment 1

Female, 40+, high income

Segment 2

Female, 40+, middle income

TARGET MARKET

Segment 3

Female, 40+, low income

Promotion strategies and selling techniques

Total market for female fashion retailer

Market segmentation occurs when the total market is subdivided into groups of people who share one
or more common characteristics. The main features used to segment the total market are:
• age
• gender
• income level
• educational background
• geographical location
• lifestyle
• family structure.
Once the market has been segmented, the business selects one of these segments to become the target

market.
The ultimate aim of market segmentation is to increase sales and profits by better understanding and

responding to the desires of the target customers.

Appropriate target markets for particular products
Target market refers to the group of customers to which a business intends to sell its product. Once the
target market has been identified, the business concentrates its promotion efforts on that group.

For example, an exclusive women’s fashion boutique in central Sydney would normally aim its
promotion strategies at female, 25- to 50-year-old and city-based professionals with a high income. A rural
supplies business would normally aim its promotion strategies at male, 25- to 60-year-old, rural-based
farmers with middle to high incomes.
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Sometimes, a business may be able to identify both a primary target market and a secondary target
market. A business’s primary target market will generate most of its revenue. These are the customers
who are loyal to a particular business and make repeat purchases. The secondary target market provides
an alternative in case there is a loss of customers from the primary target market.

The fashion retailer Sportsgirl has a primary target
market of 18- to 25-year-old females, and a secondary
target market of 26- to 40-year-old females.

A business selects a target market so it can
direct its marketing strategies to that group of
customers, rather than the total market. This
approach allows the business to better satisfy
the wants and needs of the targeted group, and
makes it easier for the business to increase sales
and profits.

Some businesses target a very small segment
of the total market. This is known as niche
marketing. In a sense, it is a segment within
a segment, or a ‘micro-market’. For example,
look around any newsagent and you will see
row upon row of magazines, each appealing to a
specific niche market — male, female, young,
old, urban, rural, outdoor lifestyle, indoor
lifestyle and so on.

CASE STUDY
Quan’s Floral Studio — target market
Quan Wilkes is owner-operator of a retail florist store called Quan’s Floral Studio. The business provides fresh and
dried flowers and associated product lines for all occasions. The business markets to a wide cross-section of the
population within the surrounding suburb, but particularly to females aged 15 to 65 and males aged 15 to 25.

Quan’s primary target market consists of females between the ages of 35 and 65 who decorate their homes
with floral displays. The two secondary target markets consist of:

• females between the ages of 15 and 65 who purchase flowers for special occasions
• males between the ages of 15 and 25 who purchase flowers for their partners.

These target markets are important as they represent repeat customers who are essential for the business’s
long-term survival.

Target market variables
Geographic (where people live)

Quan’s Floral Studio targets the residents of the local area. Sales to
customers from outside the surrounding suburbs are only occasional,
not regular, and are not an important segment for the purposes of Quan’s
marketing plan.
Demographic (population characteristics)
Customer research data collected over the last 12 months reveal that

67 per cent of customers were female and 33 per cent male.
Purchase decision maker (benefits sought)
Generally, the purchase of fresh and dried flower arrangements is

considered to be a gift purchase, for the individual or another person.
Income level (people’s lifestyles)
Quan’s Floral Studio caters for the middle to high income groups.
These groups consist of individuals and households who do not see

the buying of flowers as a luxury, but as a regular (weekly or fortnightly)
purchase.
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7.4.2 How promotio n strategies target young people and particular
groups in the community
Young people represent an important demographic to marketers because, in addition to being consumers
themselves, they also influence the purchasing decisions of their friends and family. For example, teenagers
can affect where their family goes on vacation, the car they choose to buy and the clothes their friends wear.
Young people will also become adult consumers in the future.

The amount of money spent on advertising to children has exploded over the past two decades. Parents
today are willing to buy more for their kids because social influences such as smaller family sizes, dual
incomes and postponing having children until later in life means that families have more disposable income.
Marketers take advantage of this and have developed different strategies to target young people. These
include:
• Building brand loyalty: marketers try to lay the groundwork of brand recognition in very young

children. According to various studies, babies as young as six months of age can form mental images
of logos. Brand loyalty can be established from as early as two years of age, and by the time children
go to school, most can recognise hundreds of logos.

• The internet and social media: this is a very popular medium that marketers use to target children
because the internet is now such a huge part of children’s lives. Children are often online without
parental supervision and, unlike other forms of promotion, the internet is largely unregulated.
Sophisticated technologies make it easy for businesses to collect information from young people and
to then target them with personalised advertising.

Online food and activity advocacy group ‘Parents’ Voice’
nominated McDonald’s for the ‘Pester Power’ Award each year
since the awards began due to their marketing of junk food
targeting children.

• Pester power: rather than targeting
parents, many businesses rely on
kids to pester their parents to buy
products. ‘Pester power’ refers
to children’s ability to nag their
parents into purchasing products
they may not otherwise buy.
Marketing to children is all about
creating pester power. For
example, studies have shown that
four out of ten McDonald’s visits
are the result of constant nagging.

• Psychology and research:
companies have used the help of
researchers and psychologists
to get access to in-depth knowledge
about children’s developmental,
emotional and social needs so they
can find out what makes them tick.
Companies then create sophisticated marketing strategies to reach young people.

• Buzz marketing: this refers to creating interest in a product or service by maximising word-of-mouth. It
involves generating excitement about a product so that people will want to tell others about it. Getting
people to talk about a product, increases brand awareness and hopefully sales. One example of buzz
marketing is Apple products which rely heavily on word of mouth to maximise sales. Also, some
businesses pay “influencers” – people with large social media followings – to use or recommend their
products in what looks like a genuine way. Since their followers trust that person, as soon as the
influencer mentions the product or service, that person’s fans will be anxious to try it.
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Regulation of advertising targeting young people
The Competition and Consumer Act
2010 is one of the most important
laws regulating marketing. This law
is examined further in sections 7.5.1
and 7.8.4. In addition to this legislation,
a code of ethics was developed in 2012
for marketers in relation to advertising
— the Australian Association of
National Advertisers (AANA) Code
of Ethics 2012. If consumers feel that
an advertisement breaches the code,
they can make a complaint to the
Advertising Standards Bureau (ASB).
The role of the ASB is to ensure that
the Code of Ethics is followed. They do
this by administering a national system
of advertising self-regulation through
the Advertising Standards Board and the Advertising Claims Board. Both of these boards are part of the
dispute resolution mechanism that deals with consumer complaints about most forms of advertising.

Consumers can complain to the ASB, which will then consider and assess any complaints in light of
the codes. They then reach a decision by way of simple majority. If a complaint is upheld, the advertiser
is requested to remove or amend the offending advertisement as soon as possible.

In 2014, the AANA adopted the Code for Advertising & Marketing Communications to Children. The
object of this code is to ensure that advertisers and marketers develop and maintain a high sense of social
responsibility in advertising and marketing to children in Australia.

The children’s code upholds strict regulations relating to advertising or marketing that targets children.
For example, advertising must not:
• portray images that show unsafe use of goods or services, encourage dangerous activities or create

unrealistic impressions about safety
• be misleading or deceptive towards children
• include sexual images or imply that using a business’s goods or services will enhance a child’s

sexuality
• portray images that may unduly frighten or distress children
• use popular personalities (including any animated personalities) to advertise or market goods or

services to the extent that it is unclear whether it is a commercial promotion or program content
• promote unhealthy eating and drinking habits.

Resources

Digital document Worksheet 7.4 Targeting the ‘tweens’ (doc-#####)

7.4 Activity: Research and communication
1. In pairs, conduct a survey of 30 people to find out what types of movie they watch at the cinema. Using a

database, group the respondents by age and gender. Present your results in the form of graphs and charts.
2. Conduct an investigation into why promotional strategies targeting young people are considered to be

unethical by some.

18 Jacaranda New Concepts in Commerce Fourth Edition NSW Stages 4 & 5

UNCORRECTED PAGE PROOFS



“c07PromotingAndSelling_print” — 2019/9/30 — 11:17 — page 19 — #19

7.4 Exercise: Knowledge and understanding
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

1. Explain how market segmentation and target market are linked.
2. What is the purpose of market segmentation?
3. List the different ways a market may be segmented.
4. Read the case study on Quan’s Floral Studio and then answer the following questions.

(a) Identify the primary and secondary target markets.
(b) What is the importance of these target markets to Quan’s Floral Studio?
(c) What four variables does Quan Wilkes use to segment the target markets?
(d) How does segmenting the total market help Quan Wilkes achieve her long-term business objectives?

5. Outline some strategies businesses use to target young people.
6. Here are five different market segments:

(a) young married couple, no children
(b) female teenager, part-time worker
(c) older single person, female, retired
(d) younger single person, male, working
(e) male teenager, full-time student.

Copy the following list of ten products into your notebook and, beside each item, write the most
appropriate market segment for that product. In some cases you may want to list more than one segment.
Compare your answers with those of the rest of the class.
(a) Financial advice (b) Ballet tickets (c) Bus tour (d) Dolly magazine

(e) Health insurance (f) Smart phone (g) Rover lawnmower (h) School textbook

(i) Computer (j) Furniture

Fully worked solutions and sample responses are available in your digital formats.

7.5 Legal and ethical issues arising from particular
product promotion
7.5.1 Legal issues

The ACCC accused Samsung of making ‘false,
misleading and deceptive’ claims about their
‘water-resistant’ Galaxy mobile phone.

Marketers should be familiar with the laws that regulate their activities and ensure they apply them to all
marketing practices. The Competition and Consumer Act 2010 (Cwlth) is one of the most important laws
affecting marketing and business practices in Australia. A major purpose of the Act is to protect consumers
against undesirable practices, such as misrepresenting the contents of products or their place of production,
and misleading and deceptive advertising. The
Australian Consumer Law (ACL), which is Schedule
2 to the Competition and Consumer Act, includes
uniform consumer protection and outlines specific
clauses relating to the treatment of customers. Under
the Act, false and misleading advertising is illegal.
This means that advertisements must not use words
that are deceptive or claim that a product has some
specific quality when it does not. Such actions convey
a false impression of the exact nature of the product.

For example, the Australian Competition and
Consumer Commission (ACCC) launched legal action
against Samsung, accusing them of making ‘false,
misleading and deceptive’ claims about their
‘water-resistant’ Galaxy mobile phone. The ACCC
alleged that Samsung’s ads misled consumers into thinking the phones were water-resistant because they
featured images of people using the phones in oceans and swimming pools. Samsung widely advertised the
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phones as being water resistant up to 1.5 metres deep for 30 minutes when, in fact, the life of the phones is
adversely affected by water.

Even though the Competition and Consumer Act makes deceptive or misleading advertising illegal, a
number of methods are still used by some businesses. Examples of deceptive and misleading advertising
include:
• Fine print: where important conditions are written in a small-sized print and are, therefore, difficult to

read.
• Before and after advertisements: consumers may be misled by ‘before’ and ‘after’ advertisements,

where the comparison is distorted so that ‘before’ images are worsened and ‘after’ images enhanced.
• Tests and surveys: some advertisements make unsubstantiated claims; for example, stating ‘9 out of 10

people’ prefer a product when no survey has been conducted.
• Packaging: the size and shape of the package may create a misleading impression of the contents.
• Special offer: advertisements may be misleading or deceptive if they imply that a special offer is

available for only a limited period, when in fact the offer is continuously available.
• Bait advertising: this occurs when a business advertises items for sale at low prices to attract customers

to a business, but the items are not available in reasonable quantities. When customers attempt to buy
the items at the advertised price, they are told the items are out of stock and are offered a more
expensive item.

CASE STUDY
Heinz ‘misleading and deceptive’ packaging
In March 2018, the Federal Court
found that the food company Heinz
had deliberately misled the public
about the nutritional content of its
Little Kids Shredz range through
claims on the packaging. The Court
found the company misled the public
by claiming that a range of toddler
snacks were healthy, when they
contained more than 60 per cent
sugar.

The ACCC launched legal action
against Heinz and argued that the
snacks were higher in sugar than
some confectionary items but were
marketed as being beneficial for
young children. The Shredz products’
packaging included images of fruits
and vegetables and the statements ‘99 per cent fruit and veg’ and ‘Our range of snacks and meals encourages
your toddler to independently discover the delicious taste of nutritious food’.

The Federal Court agreed with the ACCC’s claim that the representations on the packaging falsely implied
that the products were beneficial to toddlers. The judge said the products were not beneficial to children aged
one to three due to their sticky texture and high sugar content. He also stated that the company’s nutritionists
should have known that the representations made about the snacks being beneficial to the health of children
were misleading.

The Federal Court found the company engaged in ‘misleading or deceptive’ conduct and breached the
Competition and Consumer Act. Heinz was ordered to pay $2.25 million to the Commonwealth within 30 days
as well as the ACCC’s legal costs. The Court also ordered Heinz to establish a Consumer Protection Law
Compliance program within three months.

The ACCC was disappointed with the penalty, having argued that Heinz should be forced to pay $10 million
since their conduct was reckless. They claimed that some consumers may have been diverted from other healthy
products due to the misleading packaging. The ACCC felt that the penalty was not large enough to deter other
large companies from engaging in conduct that breaches Australia’s consumer laws.
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COMFACT
Misleading advertising claiming that a product has environmentally friendly qualities is not only a breach of ethics
but may actually be illegal. For example, labelling which states a product has ‘50 per cent more recycled material
than before’ is misleading if the recycled content has increased only from 2 per cent to 3 per cent.

7.5.2 Ethical issues
Ethics are standards that define what is acceptable and unacceptable behaviour. It is concerned with what is
morally right or wrong — and all the shades of grey in between. Most businesses want to engage in ethical
business practices; that is, to act honestly and morally. These businesses will honour commitments, not
engage in misleading or deceptive product descriptions and will provide a safe working environment for
their employees.

While some of the marketing strategies outlined below might be legal, they are still considered wrong or
unethical.

Truth in advertising
Advertising can represent real ethical dilemmas. Exaggeration in advertising seems to be the general
rule. You need only to watch TV, listen to the radio or read magazines to see examples of over-the-top
advertisements. Ethical businesses should ensure their advertising is truthful because they can be held
morally responsible for misleading the public by using an untruth in an advertisement. The use of terms
such as ‘low fat’, ‘huge reduction’ and ‘limited offer’ can be interpreted in many different ways. For
example, what precisely does the word ‘special’ mean when it is displayed above a product for sale? Most
consumers would take this to mean the item is for sale at a cheaper than normal price; however, this may
not necessarily be the case. The business may interpret the word ‘special’ to mean that the product has a
distinct quality, that it is different from what is ordinary or usual. The two interpretations can easily be
confused. If the business uses this word attempting to knowingly mislead customers, then this would not
only be unethical, it could also be illegal. If the business wants to advertise the fact that the product is
available at a bargain price, then the words ‘on special’ would have a clearer meaning.

Children’s advertising

One in three television advertisements during children’s
program times in Australia is for food that is high in fats,
sugars and salt.

The marketing of junk food, which is often
portrayed as an essential part of a balanced diet,
is strongly criticised by nutritionists and health
advocates, especially as childhood obesity rates
approach epidemic proportions. Nutritionists
argue that the self-regulatory advertising codes,
aimed at reducing junk-food marketing, are not
working. For example, Kellogg’s Coco-Pops O’s
which were promoted as a source of fibre, had
33.4 grams of sugar for every 100 grams!

Invasion of privacy
The growth in online advertising is raising a
number of ethical issues, with the most serious
being the tracking of web users and using this
information to target them with advertisements.
Collection of data in this way may breach
consumer privacy. Presently, because most websites infer consent (the consumer agrees to their web
searches being tracked unless the person opts out by ticking a box), many consumers are unaware that data
is being collected on them. This behavioural data is collected and resold by data exchange companies and
then used by businesses for target advertising purposes.
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Creation of needs — materialism
Does product promotion encourage materialism? Materialism is an individual’s desire to constantly acquire
possessions. Those who argue that product promotion does not encourage materialism point out that
promotion merely satisfies existing needs of customers; it does not create those needs.

However, critics of product promotion feel that most businesses, especially large businesses, use
sophisticated and powerful promotional strategies (particularly advertisements) to persuade and manipulate
customers to buy whatever the firm wants to sell. These critics argue that promotional strategies create
needs, many of which are artificial, by playing upon an individual’s emotions.

Product placement

The Big Bang Theory regularly features products and, as a highly
popular show, businesses pitch competitive ideas in order to get
their products shown.

In the television show The Big Bang
Theory, products from Apple, Xbox,
PlayStation, Coca-Cola, Marvel,
Purell (a hand sanitiser brand) and
board games manufacturer Milton
Bradley also have ‘starring roles’.
Various companies spend hundreds
of millions of dollars placing their
products in movies and television
shows. The inclusion of advertising in
entertainment is a promotion strategy
referred to as product placement.
Generally, the insertion of these
products is subtle: a can of Coca-
Cola seen when a refrigerator door
is opened; while at other times they
are prominently displayed.

Businesses are keen to use this promotional technique because it allows them to reach savvy, but
advertisement-weary, consumers. However, critics of product placement argue that, because of its
‘concealed’ nature, this type of advertising blurs the line between what is advertising and what is
entertainment.

7.5.3 Intellectual property: the use of Indigenous cultural designs
If you walk into any souvenir shop in Australia, you will likely see many products with Aboriginal designs
and artwork. What most tourists and consumers don’t know is that most of these items are either made by
non-Indigenous Australians or mass produced overseas.

According to the Arts Law Centre of Australia, around 80 per cent of Indigenous art products marketed
to tourists are unauthentic. They are thought to be fakes, made by either non-Indigenous Australians or
imported.

As well as the issue of fake art, many Aboriginal artists have had their artwork stolen. For example,
Indigenous artist Brendon Porteous sold a couple of paintings to someone a few years ago. He later found
out that the person he had sold the paintings was reproducing them and selling these reproductions. They
even signed his name! This story of the exploitation of Indigenous culture is only one among hundreds.

Copying someone else’s original artwork is an abuse of copyright and is intellectual property theft.
However, if somebody uses a factory overseas to produce something with an Aboriginal design, but they
don’t copy anyone else’s work directly, then this is not illegal, because Aboriginal designs are not protected
under Australian law. Under the Competition and Consumer Act, it is not illegal for fake imports to be sold,
as long as they do not claim to be authentic and have a label stating where they are made.

While not illegal, this practice is unethical for many reasons. The sale of imitation and fake art deprives
the Aboriginal and Torres Strait Islanders of a profitable income stream. The fake art devalues and also
disrespects the genuine articles made by Aboriginal and Torres Strait Island artists.
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As a result of these issues, federal MP Bob Katter introduced a private member’s bill aimed at regulating
the sale of Indigenous art. The Competition and Consumer Amendment (Exploitation of Indigenous
Culture) Bill 2017 makes a range of amendments to the Competition and Consumer Act, which will prevent
non-Indigenous Australians and foreigners from profiting from the sale of Indigenous art, souvenirs and
other cultural items. This law, if passed, will make it illegal to sell fake Indigenous art. Mr Katter’s bill was
drafted in response to calls from First Australian groups, the Indigenous Art Code, Arts Law Australia the
Copyright Council of Australia.

CASE STUDY
Villeroy & Boch
Villeroy & Boch is a manufacturer of high-end
ceramics. In August 2019, the business was
accused of ‘misappropriation’ of Aboriginal art for
a range of plates and bowls that were designed
and made in Germany and sold in Europe and the
United States.

On their website, Villeroy & Boch described
their Manufacture Rock Desert tableware line
as ‘inspired by the traditional Aboriginal dot
painting style’; however, they did not mention a
collaboration with an Aboriginal artist or artists.
While the company did not claim their products
were authentic, in the press release launching
the range, they described the plates as ‘original
Aboriginal art with a twist’. The company sold the
Rock Desert line throughout Europe via its own website as well as through many other major retailers, with prices
up to AU$44.30 for a dinner plate.

In response to queries about the Rock Desert line, Villeroy & Boch’s head office issued a statement apologising
for causing offence. They stated they had no intention of creating an impression that the range was other than a
creative interpretation, and that they did not intend any disrespect to Indigenous art or culture. While unethical,
Villeroy & Boch was not in breach of any copyright law because they were not directly copying a specific
artist’s work.

Resources

Digital documents Worksheet 7.5 Product promotion strategies (doc-#####)

Worksheet 7.6 Promotional strategies (doc-#####)

7.5 Activity: Research and communication
1. Discuss whether advertising creates unrealistic expectations that many consumers can never attain. Record

the main points on the board. Write a paragraph in your notebook summarising the points recorded.
2. In small groups, prepare a report critically analysing the ethical issues involved in:

• advertising to young children during morning television programs
• using sexual overtones and imagery in advertisements.

7.5 Exercise: Knowledge and understanding
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

1. What does the Competition and Consumer Act make illegal?
2. Explain how the following promotion strategies may mislead consumers.

(a) Fine print
(b) ‘Before’ and ‘after’ advertisements

TOPIC 7 Promoting and selling 23

UNCORRECTED PAGE PROOFS



“c07PromotingAndSelling_print” — 2019/9/30 — 11:17 — page 24 — #24

3. Explain why the ACCC took legal action against Samsung over the Galaxy smartphone.
4. What is meant by the term ‘materialism’?
5. Why are businesses keen to use product placement?
6. Read the case study on Heinz and answer the following questions:

(a) How was the packaging used by Heinz misleading and deceptive?
(b) Do you agree with the ACCC that the penalty should have been higher? Justify your answer.

7. In each of the following examples, state whether there has been a breach of the Competition and
Consumer Act.
(a) A company advertises jumpers and claims that they are made in Australia when, in fact, they are made

in Hong Kong.
(b) A company advertises that the special deal is for one week only, when, in fact, it plans to extend it

indefinitely.
8. Why do you think the collection of data by tracking web users could be considered unethical?
9. Do you consider product placement an ethical or unethical promotion strategy? Give reasons for your

answer.
10. In a recent survey of 350 Australian and overseas marketing managers, 64 per cent responded ‘yes’ to the

question, ‘Is it reasonable behaviour to bend the law if you do not actually break it?’ How would you
answer this question? Explain your response.

11. In groups of three or four, critically analyse the ethical issues involved in the following.
(a) Advertising to young children during morning television programs
(b) The use of celebrity figures to recommend products

12. Explain why the sale of imitation and fake art is considered unethical.
13. Read the case study on Villeroy and Boch and answer the following questions.

(a) Explain why the marketing of their Rock Desert tableware design was considered unethical.
(b) Why wasn’t the sale of this imitation art illegal?

Fully worked solutions and sample responses are available in your digital formats.

7.6 Selling techniques

Who would have ever
thought that brown, sugary,
fizzy water with addictive
qualities would become the
universal product it is today?

7.6.1 Analyse selling techniques used by
businesses to promote a product — Coca-Cola
Coca-Cola is one of the most recognisable brands in the world, but how
did the company become so popular? It’s true that they produce a drink
that people enjoy, but the key to their success is their marketing. What
sets Coca-Cola apart from other businesses is the memorable promotional
campaigns they create that seem to stick around for generations.

The Coca-Cola Company (TCCC) uses a wide variety of selling and
promotional techniques to maximise sales. Some examples include
advertising, sponsorship, sales representatives, online advertising, sales
promotions (for example, competitions), product placement and social
media advertising. Some of these techniques are outlined and evaluated
below.

Coca-Cola’s product strategies
Worldwide, TCCC sells more than 3500 different types of beverages
in over 200 countries. Products range from regular and diet sparkling
(carbonated) beverages to still beverages such as fruit juices and fruit
drinks, waters, teas and coffees, sports and energy drinks, and milk-and-
soy-based beverages. There is a drink to suit all tastes and preferences,
aimed at specific target markets. This selling technique — a targeted
product range — is one reason TCCC is the world’s number one seller
of still and sparkling beverages.
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CASE STUDY
Targeted product range
Coca-Cola Amatil (CCA), the Australian manufacturer, seller and
distributer of Coca-Cola products, offers a range of sparkling and
still beverages for different target markets, segmented according
to age and gender. Energy drink Mother, for example, targets 18-
to 29-year-old males. The more health-conscious adult market
is servedwith Diet Coke, which has a primary target market of
females aged over 25 years and a secondary target market of
anyone wanting a low-calorie drink. Deep Spring Natural Mineral
Water was introduced for the 29- to 49-year-old unisex (male and
female) markets who want a healthier, tasty drink which is neither
a soft drink nor water. Fanta and Sprite have as their primary
target markets 12- to 16-year-old teenagers who are seeking fun
with friends. Appletiser is aimed at 25- to 39-year-old females who
want a sparkling apple juice, whereas Powerade and Pump have
as their core market 14- to 29-year-old males who are active in
sports and who want to compete at their best.

CASE STUDY
New product launch — Coke Zero
Coca-Cola Zero — which has the taste of Coca-Cola with zero
calories because it uses artificial sweeteners instead of sugar
— has been one of the most successful TCCC product launch
since 2005–6. The drink was originally targeted primarily to health-
conscious, 18- to 39-year-old males. The advertising of Coke
Zero was modified to its primary target market by referring to it as
‘calorie-free’ instead of ‘diet’. This was because the target market
tended to connect the word ‘diet’ with female drinks; ‘calorie-free’
was thought to give the product a more masculine image. For this
reason, Coke Zero was sometimes nicknamed ‘Bloke Coke’.

Market research from 2015 onwards, however, showed some
confusion about the perceptions of sugar content within Coke
Zero. Competitors put similar products to consumers and TCCC
made moves to present its consumers with new alternatives.
TCCC announced that a new product, Coke No Sugar, would
enter the market, with the international rollout commencing
in Australia in 2017. Coke No Sugar clearly brands itself as
containing ‘no sugar’, whereas some felt Coke Zero indicated
zero calories, zero kilojoules or zero sugar, while others were
largely unsure. TCCC wanted to make a firm stance on what the
product is and was, with the branding of Coke No Sugar firmly
aligning with a clear status fitting with their goals of ‘continuing
on a journey towards finding a recipe which tastes closer to Coke’. Coke Zero was launched in 2006, which also
meant many years of product research had advanced since then and, as such, a product that was better-tasting
was now available.

After initial upset from consumers, later statements from TCCC stated that Coke Zero would still be available
in Australia but that TCCC thought people would love the taste of Coca-Cola No Sugar so much that, eventually,
Coke Zero might be gradually phased out. TCCC adopted the safe strategy that throughout the rollout of their
new product, and until the market was secured, consumers will be able to purchase both Coke Zero and Coke
No Sugar.
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Coca-Cola’s branding
A reason the Coca-Cola brand in particular is so successful is that it has focused on building its brand,
instead of its product. Coke is described as something that brings family and friends together, encourages
sharing and brings happiness, rather than just a soft drink.

Consider the Coca-Cola brand colours, for instance. They were chosen for an important reason. Studies
show that the colour red triggers impulse buys, while the swirling white letters within the logo fill the mind
with thoughts of liquid and a sense of movement.

Coca-Cola is one of the most recognisable brands in the world. In fact, around 94 per cent of the world’s
population can instantly identify Coke’s red and white logo, even if the name of the brand isn’t present.

Coca-Cola advertising
Since ‘Coca-Cola’ was released onto the Australian market in 1937, TCCC has used advertising campaigns
as a major selling technique. Originally targeted at older age groups, the target market was modified in the
1950s to concentrate on teenage and young adult consumers. For the past 60 years, teenagers and young
adults have grown up believing that this product truly is a part of their lives: ‘The Coke Side of Life’. Coca-
Cola has achieved strong brand loyalty due to the huge amount of money TCCC spends on advertising each
year. Various types of media are used to advertise the Coca-Cola brand in general, and Coca-Cola drink in
particular. For example, newspapers, magazines, the internet, television, radio, posters and billboards are all
used.

Even though nearly everyone knows what Coca-Cola is, the company still spends billions of dollars on
this form of promotion.

While many wouldn’t see the point in dedicating such a large part of their budget to this form of
promotion, advertising constantly keeps the product in the public’s mind and reminds people that they need
a nice cold carbonated drink. The effectiveness of their advertising campaigns is that they train consumer’s
brains to associate the brand with a good feeling (such as happiness, relaxation and friends) rather than a
soft drink. Coca-Cola has appealed to many different cultures and ages as a result of their advertising. This
is due to the fact that no matter what the people in the advertisement are doing, the commercial portrays
them enjoying themselves.

Coca-Cola’s packaging

Which soft drink do you think of when you see this
advertisement?

Sometimes, the shape of the packaging
can become part of the product itself.
One of the most easily recognised
shapes in the soft-drink market is the
distinctive ‘pinched in at the waist’
Coke bottle. In 1977, Coca-Cola argued
that the ‘distinctively shaped contour’
had become so well known that it was
granted trademark protection by the
United States Patent Office.

If you think of Coca-Cola when
looking at the silhouette of the bottle
shown in the figure, this advertising campaign was successful. The image was indeed part of a campaign
run by the company. Besides the shape of the silhouette, nothing suggests this is an advertisement for
Coca-Cola. No colours or logos are used. Yet your mind instantly thinks of Coca-Cola’s product. This
advertisement is only successful because of previous marketing campaigns run by the company. The
company’s creative marketing strategies have been a key reason Coca-Cola has dominated the soft-drink
market for over 100 years.
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Coca-Cola sponsorships

The Coca-Cola Company sponsored the 1928
Olympic Games in Amsterdam, and has supported
every Olympic Games since. Coca-Cola supplies
Olympic athletes, officials and spectators with its
beverages during the Olympic Games.

TCCC has a long history of sponsoring major
events, organisations and projects around the world.
Among their most well-known sponsorships are
American Idol, Apple iTunes, NASCAR, NBA,
Rugby Australia, and the Olympic Games. They seek
to be aligned with the things that people care about.
Since many of their consumers are passionate about
sports, these sponsorships give Coca-Cola a unique
opportunity to refresh their brand and celebrate with
sports fans around the world.

Personal selling at Coca-Cola
Coca-Cola employs many salespeople to represent
the company in order to communicate, sell, service
and build relationships with customers such as
small food outlets and stores. In 2019, TCCC spent
millions of dollars hiring sales representatives to
rebuild relationships with customers. The company expanded its team of sales reps to visit stores weekly as
opposed to monthly, encourage them to buy more stock and advise customers on how to boost consumption
of their products. Immediately after this strategy was implemented, sales rose 2 per cent after falling 11
per cent the previous year. The company believes that once the rollout of this strategy is complete, sales
will increase further due to the face-to-face relationships where sales reps can really understand customer’s
needs, take their orders and make sure their fridges are arranged appropriately to optimise sales.

Coca-Cola product placement
Since Coca-Cola is such a part of everyday life, it’s no wonder that the brand has found its way into many
film scripts and onto sets. The beverage has often been a subtle part of many different films through the
years, from silent films to foreign movies, and from classics to big-budget blockbusters. Sometimes it’s a
Coca-Cola sign or vending machine and sometimes characters are talking about or drinking the product.

TCCC is selling its products in more than two hundred countries and is a market leader in most of these
markets. From the point of view of profitability, Coca-Cola generated US$31.86 billion from operations in
2018. These figures were achieved partially because of their effective marketing strategies.

COMFACT
In its first year, about 10 servings of ‘Coke’ were sold per day. Today, approximately one billion servings are
consumed worldwide every day. This equates to about 11 500 serves every second of every day.

Product differentiation
• Product features; e.g. bottle shape
• Advertising to reinforce image
• Recognised brand name, symbol, logo and colour

Product pricing
• Reduce prices for specific promotional activities and supermarket sales
• Premium pricing for niche products
• Bulk pack pricing

Product niche focus
• Targeted promotion strategies; e.g. SMS messaging to 18–30-year-old generation
• ‘Mother’ energy drink for 18- to 20-year-old males
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Resources

Digital document Worksheet 7.7 Strategies for product selling and promotion (doc-#####)

Weblinks The Coca-Cola Company

Intellectual Property Australia

7.6 Activity: Research and communication
1. Use The Coca-Cola Company weblink in the Resources tab to view a number of Coca-Cola

advertisements. What is the message The Coca-Cola Company has adopted in its advertisements?
2. A business can have a product’s name or symbol registered as its trademark. The ‘Dynamic Ribbon’ device

and the Contour Bottle are trademarks of The Coca-Cola Company.
(a) What is meant by the term ‘trademark’?
(b) What icon is used to show that the name or symbol is a registered trademark?
(c) Why would a business want to protect its trademark?

7.6 Exercise: Knowledge and understanding
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

1. Outline Coca-Cola’s current target market.
2. Select three selling techniques used by The Coca-Cola Company and explain how each one helps the

company increase its sales.
3. ‘The successful formula for “Coke” is not the ingredients of the drink but its superior selling techniques.’ Do

you agree or disagree with this statement? Give reasons for your answer.
4. ‘Any business that neglects to develop effective selling techniques will almost certainly experience low levels

of sales and reduced profit levels.’ Why is this so?
5. What are the advantages to The Coca-Cola Company in diversifying and selling water and alcoholic

beverages?

Fully worked solutions and sample responses are available in your digital formats.

7.7 The effectiveness of selling techniques used for a
particular product or service
7.7.1 Monitoring and evaluating selling techniques
It is very important for a business to constantly monitor the effectiveness of its selling techniques. Any
downturn in sales can be very costly to a firm’s profit. Any increase in sales should also be quickly analysed
so that the reasons for it occurring are understood.

The usual ways to evaluate a selling strategy is to closely monitor sales and to compare results to past
performance, and to compare the products and results of any competitors.

CASE STUDY
An interview with Alegria Bartock, Omni Electronics Pty Ltd
Interviewer: What does Omni Electronics produce?
Alegria: Omni manufactures a range of home theatre systems including digital receivers and integrated digital
televisions.
Interviewer: Alegria, what is your role in the business?
Alegria: I am the Sales Manager.
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Print advertising was through magazines
and catalogues.

Interviewer: What selling techniques has your company used in
the past?
Alegria: Our products are aimed at the male, high-income,
45- to 55-years age group target market. Consequently, our
products were sold through exclusive hi-fi stores. We relied
heavily on personal selling and below-the-line promotions.
Our sales representatives concentrated on specific stores
within their territories. Very little direct advertising was done,
apart from some trade journal media releases and pamphlets
distributed at trade fairs.
Interviewer: Why did you recently introduce a new selling
technique?
Alegria: Because the company decided to target a new market.
We wanted to start selling to the male and female, middle
income, 20–30 years age group target market.
Interviewer: What new selling techniques did you introduce?
Alegria: We decided to use a print and social media
advertising campaign. Full page, colour spreads were placed
in electronics, video, hi-fi and suitable lifestyle magazines.
These advertisements were supplemented with an update of
our website.
Interviewer: How have you been involved with the new selling
techniques?
Alegria: As the sales manager, one of my main tasks is to
monitor and evaluate the effectiveness of the new selling
techniques. Monitoring means that I have to check and observe
the actual progress of the new selling techniques. This requires gathering sales figures data. Just as a hospital
patient is regularly monitored by medical staff for any signs of change, so, too, must the selling techniques be
monitored.
Interviewer: What do you do with the data you collect?
Alegria: The data collected during the monitoring stage is used to evaluate the selling techniques. Evaluating
involves comparing what we forecast to happen against what actually happened. Remember, the aim of selling
and promoting is to increase sales and maximise profit. By evaluating the new selling techniques, I can determine
whether our actual sales are above or below what we forecast. If the sales are above what we forecast then the
new selling techniques have been a success. If the figures are below, we need to take some type of corrective
action.
Interviewer: Were the new selling techniques a success?
Alegria: Here are the sales figures for April, May and June — the second quarter of the year. If you look at the
bottom line, you can see that the total sales revenue increased by $22 000 or 7.1 per cent above our forecast.
This is a pleasing result.

I am concerned about the result in sales territory 3. I will need to investigate that later. However, all the other
territories performed above expectations. This tells me that the new selling techniques are a success. We will
obviously continue with them.

Sales for Omni Electronics — 2nd quarter

Sales territory Forecast sales $ Actual sales $ Difference $
% change

(− decrease + increase) 

1 50 000 58 000 8 000 +16.0

2 80 000 85 000 5 000 +6.3

3 70 000 67 000 −3 000 −4.3

4 65 000 72 000 7 000 +10.8

5 45 000 50 000 5 000 +11.1

Total sales revenue 310 000 332 000 22 000 +7.1
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Regular customer contact is made to assess the level of consumer
satisfaction.

Interviewer: How do you evaluate
the effectiveness of the selling
techniques on your customers?
Alegria: This is more difficult but it is
important that it be done. Essentially,
we rely on two methods. First,
we make regular contact with our
customers and talk to them. This
feedback provides me with lots of
ideas. It also lets us know if the
customers are satisfied with our
products.

In addition, written surveys are
sent twice a year to a representative
sample of our customers. The survey
asks for feedback about satisfaction
with product features, performance,
quality and the level of after-sales
service. We outsource the survey to a
marketing company.
Interviewer: Why don’t you just use
the sales figures as an indication of customer satisfaction?
Alegria: If your products, customer service and selling techniques are all functioning well, sales will increase.
However, it is possible that we are not achieving maximum level of sales because of some consumer
dissatisfaction. We can only evaluate this by talking to our customers.

7.7 Exercise: Knowledge and understanding
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

1. What data did Omni Electronics need to collect to monitor and evaluate the new selling techniques?
2. How can a business evaluate the effect of its selling techniques on its customers?
3. Why is it important to survey customers?
4. Explain the difference between monitoring and evaluating.
5. Look at the Omni Electronics sales data shown in the preceding table and then complete the tasks.

(a) Which sales territory had the:
i. highest actual sales
ii. lowest actual sales?

(b) What does the ‘Difference’ column measure? What is the importance of this column?
(c) Which sales territory had the:

i. largest percentage change
ii. smallest percentage change?

(d) What is the importance of having a ‘% change’ column?
(e) Convert these data into two column graphs measuring ‘Forecast sales’ and ‘Actual sales’. Carefully label

the graphs and provide a key.
6. A business has a sales potential of $90 000 but achieves actual sales of only $25 000. What does this

signify? What should the business do next?
7. ‘Any business that fails to monitor its sales will not be able to evaluate the effectiveness of its selling

techniques.’ Discuss.
8. You have just been appointed sales manager for Oz-T-Shirts Pty Ltd. One of your first tasks is to evaluate

the sales performance as shown in the following table.
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Sales for Oz-T-Shirts — 2nd quarter

Sales territory Forecast sales $ Actual sales $ Difference $
% change

(− decrease + increase)

1 39 000 45 000

2 64 000 68 000

3 42 000 46 000

4 47 000 43 000

5 54 000 62 000

Total sales revenue

(a) Complete the table.
(b) Analyse the forecast and actual sales. What do these figures indicate?
(c) Would you recommend continuing with the selling techniques? Why?
(d) Using a program such as Excel, prepare a series of graphs that show the forecast sales and the actual

sales of Oz-T-shirts over the stated period.

Fully worked solutions and sample responses are available in your digital formats.

7.8 Factors influencing contemporary selling
techniques
A variety of factors influence contemporary selling techniques. Some of these factors include technology,
social media, global markets and government regulation.

7.8.1 Technology
Many technological advances have played a role in changing the marketing industry over the past few years.
Since the technology people use in their daily lives has changed, businesses need to stay on top of these
advances so they can reach people on the devices they spend the most time on. Technological advances
can affect the marketing plan in several ways, with the following areas having had the biggest influence on
contemporary selling techniques:

Netflix uses AI to help consumers stay engaged with
their platform and continue their subscription.

• Artificial intelligence (AI): a wave of new
technologies has led to more ways than ever
before for businesses to collect data about
existing and potential customers. This data
is very useful for marketers. For instance,
AI allows marketers to gather lots of
information about consumers, such as their
habits, likes and dislikes. This helps the
business better predict consumer wants,
needs and interests. This knowledge can
then be used by marketers to better target
ads and personalise marketing strategies
more effectively to consumers. In addition,
data analytics technology allows businesses
to gather information about their marketing
campaigns so they can easily determine what
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worked well and what didn’t, and adapt their marketing plans accordingly. For example, AI monitoring
tools allow businesses to keep tabs on how their brand is perceived on social media. An example of
this is Netflix, which continually adapts to users’ likes and dislikes and uses the watching history of
others with similar tastes to recommend what consumers may be most interested in watching next.

Review websites, such as Trip Advisor, can provide
evidence that may influence potential customers.

• Webpages: when anyone mentions the name
of a business today, the immediate response
of most people is to ‘check out the website’.
The fact that we can do this instantly on our
mobile phones makes a customer-friendly
website a necessity for just about every
business. If you can’t examine a website
before you visit a business, you will
probably instead visit an alternative that has
a user-friendly online presence. Due to
advancements in e-commerce, businesses no
longer have to invest in bricks and mortar
stores in order to sell their products. They can
sell everything from a well-designed website.
Websites have also meant that businesses
now have access to global markets and can
promote and sell their products to consumers around the world. Another important aspect is review
websites, which is one of the most common ways consumers research products. Having positive
reviews is a very good way of enticing potential customers.

• Digital advertising: a variety of digital channels allow businesses to reach consumers in creative ways
while also allowing customers to interact and engage with the business. Examples of digital media
include online advertising (for example, retargeting, banner ads, keywords), online streaming, social
media advertising, mobile app advertising and email marketing. Digital advertising allows businesses
to reach a larger target audience because it has the potential to reach customers all over the world. It
also allows businesses to track and analyse their customers and then personalise messages to suit their
preferences.

• Mobile phone and SMS marketing: mobile marketing is marketing on or with a mobile device. SMS
has distinct advantages over email in that messages are delivered automatically to one or more
recipients without the need for them to log on. Text messages can also be used to alert regular
customers of any special deals on offer.

Many businesses are increasingly using location-based
marketing.

• Location-based marketing: the ability for
mobile devices to track and report a person’s
location has enabled businesses to tailor
marketing messages based on a person’s
location. This technology allows businesses
to adapt and deliver targeted marketing
messages and relevant offers to customers
based on where they are located and through
tapping into daily habits.

• Push notifications: these are automated
messages sent by an app to a user even when
the app is not open. Developing the app can
be quite expensive but in the long run they
are cheaper than using SMS.
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7.8.2 Social media

Social media advertising (SMA) is expected to expand
rapidly over the next few years as new, highly interactive
mobile platforms and networks gain consumer
acceptance.

Over the past few years, businesses have been
increasingly using social media to advertise their
products. Social media advertising (SMA) is a
form of online advertising using social media
platforms such as Facebook, YouTube and
Twitter to deliver targeted commercial messages
to potential customers. Businesses are becoming
increasingly aware that SMA can have positive
results, especially when used in combination
with traditional advertising methods. SMA
is inexpensive in comparison to traditional
advertising methods and is easy to use and
monitor. It’s a very effective marketing method
that helps businesses gain exposure, engage with
their customers and find out what people are
saying about their business. It also allows businesses to accurately measure the reach (the number of people
exposed to the message) and frequency (the average number of times someone is exposed) of SMA.

One of the attractions of SMA is that it offers an instant connection to customers. Customer service
issues can be resolved faster through social media chats, customers become aware of sales and promotions
faster through social media feeds, and ads can target users based on very specific needs and interests,
helping them find solutions faster than before.

The main disadvantage of SMA is that marketers do not have complete control over what online
consumers write about the business. This is because users have the freedom to discuss, review, criticise and
even ridicule a product or a specific business.

Of course, as with traditional advertising, SMA raises concerns including issues of privacy, accuracy,
honesty and consumer trust. A number of legal issues are presently evolving, such as establishing age limits
for users — Facebook and YouTube specifically prohibit use by children under the age of 13.

CASE STUDY
The role of social media advertising in product promotion
Symbio Wildlife Park is a family owned and
run zoo that has enjoyed incredible success
using digital marketing. Located on the southern
outskirts of Sydney in the suburb of Helensburgh,
the park has used clever social media marketing
campaigns to generate a huge following.

Symbio Wildlife Park took advantage of their
adorable, cuddly animals by appealing to their
followers’ human side in order to generate interest
in their business. The zoo produced a successful
‘Meet our family’ campaign that included about 20
videos and three series introducing some of their
furry residents. These posts quickly went viral, and
have been seen around the world by more than
100 million browsers; total worldwide views are
thought to be in the billions.

This promotional strategy, which didn’t cost
the business a lot to create and implement, has been very effective. For instance, in the 12 months following the
campaign being launched, the business saw a 30 per cent increase in visitation.

In 2016, Symbio Wildlife Park won the National Content Marketing Award for its ‘Meet our family’ campaign at
the Australian Marketing Institute Awards. The campaign was recognised for standing out from other business’s
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campaigns, and showing what really makes the wildlife park different using effective content on social media. The
campaign was described as providing the most organic publicity by a tourism entity in Australia and achieving
globally significant engagement.

Symbio Wildlife Park’s footage of koala joey Willow’s nose becoming a butterfly magnet attracted 10 million
views, 305 000 shares and 9 800 comments on Symbio Wildlife Park’s Facebook page. The video resulted in the
park winning the G’Day USA social media post of the year in 2017, and has proven more effective than a bare-
chested Chris Hemsworth in selling Australia to the rest of world on social media. The park’s social media posts
were judged by Tourism Australia and Qantas to be the best promotion for the country in that year.

7.8.3 Global markets
As mentioned in section 7.8.1, the use of company websites has meant that businesses now have access
to global markets. If businesses decide to sell their products to a global market, they must usually ensure
they adapt their marketing plan to suit overseas markets. This is because the tastes and preferences of each
foreign market will likely differ from the domestic market.

McDonald’s successfully adopts a combination of
the standardised and customised global marketing
approach.

As global marketing increases, businesses
are faced with a difficulty: should they use a
standardised or customised marketing strategy,
or a combination? A standardised approach
is a global marketing strategy that assumes
the way the product is used and the needs it
satisfies are the same the world over. Therefore,
the marketing strategies the business uses will
be the same in all markets. It is a case of ‘one
marketing plan fits all’.

Alternatively, some businesses believe the
marketing strategies should be modified to take
into account the differences among countries’
cultures, religion and tastes — a customised
approach. A customised approach is a global
marketing strategy that assumes the way the
product is used and the needs it satisfies are
different between countries.

Of course, it is possible for a business to adopt a middle path — that is, a combination of the two
approaches. Irrespective of which approach is adopted, all businesses marketing on a global scale need to
rely on market research to understand the complexities of the global marketing environment before they can
design their marketing strategies. It is essential to analyse overseas markets to an even greater depth than is
necessary for domestic markets. Many businesses have failed because they entered global markets without
first gathering adequate market intelligence.

One company that successfully adopts a combination of the standardised and customised approach is
McDonald’s. Although it has standardised its name, logo, production methods and much of its menu, it
also allows local variations. McDonald’s has the McArabia in the Middle East (a flatbread sandwich),
macaroons in France, the McSpaghetti in the Philippines, a green chilli cheeseburger in Mexico and bulgogi
burgers in South Korea.

7.8.4 Government regulation
As mentioned in section 7.5.1, a variety of laws regulate promotion and selling. The main law in Australia
is the Competition and Consumer Act 2010 (Cwlth). This law is enforced by the Australian Competition
and Consumer Commission (ACCC).

A breach of any of the consumer protection provisions of the Act can result in the ACCC — or the
relevant state agency — taking civil or criminal proceedings against the business or individual concerned.
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The maximum penalty for companies who breach the Act is the greater of the following: $10 000 000,
three times the value of the benefit received, or 10 per cent of turnover in the preceding 12 months. For
individuals who breach the Act, the law allows courts to impose penalties of up to $500 000. In addition,
consumers can sue the business for compensation.

In 2017, the makers of Nurofen were fined $6 million for
misleading consumers.

The ACCC also has the power to issue an
on-the-spot infringement notice (fine) to anyone
who has breached a provision of the Act. The
ACCC can fine a company up to $12 600
(or $126 000 for a listed corporation) and an
individual up to $2520 for each infringement
of the Act without having to undertake court
action.

The ACCC can issue ‘public warning notices’
to warn consumers of suspected illegal activity.
(Previously, the ACCC had to gather evidence
and then seek a temporary court injunction
(ban), while the suspected illegal activity
continued.) Businesses must, therefore, ensure
that they are up to date with the current laws and
that they apply them to all marketing practices.

CASE STUDY
Get qualified Australia found to be misleading, deceptive and unconscionable
In 2017, the Federal Court ordered Get Qualified Australia Pty Ltd to pay an $8 million penalty, and its sole
director, Mr Adam Wadi, to pay a penalty of $500 000, for multiple breaches of the Australian Consumer Law.
The Court found the education company, which left thousands of students without the qualifications they paid for,
had engaged in misleading and deceptive conduct, unfair contract terms and unconscionable conduct.

Get Qualified Australia’s false or misleading
representations and misleading or deceptive
conduct occurred through a range of
practices, including:

• assuring consumers they were eligible
for qualifications when, in fact, the
company could not directly offer
qualifications and its employees were
not qualified to assess eligibility

• telling consumers that they would be
entitled to a ‘100 per cent money back
guarantee’ if they were unsuccessful
in obtaining the qualification despite
Get Qualified almost always declining
students’ requests for refunds.

Get Qualified Australia engaged in a system
of unconscionable conduct that comprised a
number of elements, including:

• false or misleading representations
• obtaining contact details of potential

customers through a ‘Free Skills Review’ function on its website, which produced an automated response
irrespective of the information submitted by a consumer

• using unfair sales tactics to pressure
consumers into enrolling.

The Federal Court also made declarations that Get Qualified Australia imposed an unfair contract term and
entered into unsolicited consumer agreements by making uninvited sales phone calls to people, failing to
disclose the full terms of the agreement and requiring payment within ten business days.
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ACCC Commissioner Sarah Court said, ‘Get Qualified Australia and Mr Wadi took advantage of vulnerable
people trying to advance their career. Some examples of the illegal conduct included enrolling people into
courses through misleading marketing and unfair sales tactics, not providing the service customers paid for, and
refusing customers refunds despite GQA’s 100 per cent money-back guarantee promise’.

The ACCC said that the size of the penalties was in keeping with the nature of the conduct.

Resources

Digital document Worksheet 7.8 Live on the internet (doc-#####)

7.8 Activity: Research and communicate
1. Use the weblinks and go to the website of the ACCC. Research the difference between the following terms.

(a) Grown in
(b) Produced in
(c) Made in
(d) Packed in

7.8 Exercise: Knowledge and understanding
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

1. Select one new technological advancement that has had an impact on marketing and explain how it has
influenced contemporary promotional and selling techniques.

2. Outline the advantages and disadvantages of social media advertising.
3. Distinguish between a standardised and customised approach to global marketing.
4. Outline the role of the ACCC.
5. Summarise the penalties that can be applied for breaches of the Competition and Consumer Act.
6. Read the case study about Get Qualified Australia and answer the following questions.

(a) Outline the penalties imposed on Get Qualified Australia.
(b) Explain why the Federal Court found the company had engaged in misleading and deceptive conduct,

unfair contract terms and unconscionable conduct.
7. Explain why it is important for a business owner to comply with government regulations.

Fully worked solutions and sample responses are available in your digital formats.

7.9 SkillBuilder: Questioning and research
7.9.1 Tell me
The following steps provide a useful guide to the process of carrying out research:
• Identify and understand the general task you are attempting to complete.
• Develop a series of specific questions that will help guide your research in the appropriate direction,

and help you determine the information you need.
• Locate appropriate sources of that information.
• Record relevant information from a range of sources.
• Present the information in an appropriate form.

7.9.2 Show me
Imagine you have been asked to investigate the role of the ACCC’s website in providing advice for
consumers and businesses.
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Your first step is to clearly identify the key task. This could be expressed as follows:
Prepare a report on the type of advice the ACCC website provides for consumers and businesses, with

examples.
It is now necessary to break this down into a series of more specific questions. These could include:
1. How is the website organised to provide advice?
2. What types of headings or categories of information are used?
3. How is the material broken down (such as types of industries and types of products)?
4. If a consumer has a specific problem with a particular product or supplier, what does the website

advise them to do?
5. What sort of advice is provided to businesses?
6. What are some relevant examples?
The next step is to locate your sources. The ACCC has its own website, so you simply need to use a

search engine to find the website.
Keep your questions beside you as you navigate through the site, and note the location of material that

provides answers. You can select and print some text, and then highlight those sentences or paragraphs that
provide answers to your questions. Sometimes a complete answer to a question may be found in several
places in a piece of text. Be sure to highlight all relevant text, and indicate with a number which question
the information answers.

When you are satisfied you have found the answers to all the questions, you need to write the answers in
order, making sure you use your own words as much as possible. You can then use the answers to present
your information in the required form. For example, this may be an oral report to the rest of the class, an
essay to be marked by your teacher, a PowerPoint presentation, or any other format that is appropriate.

7.9.3 Let me do it

7.9 Activity

Practise the skill. Using the process outlined as a model, carry out the following research task: prepare a report
on the type of advice NSW Fair Trading gives to consumers and businesses.

Resources

Weblink NSW Fair Trading

7.10 Thinking Big research project: Hitting the target
— multimedia advertising campaign
7.10.1 Scenario
Advertising is designed to influence consumer decisions and,
as with many things, it has undergone changes as society and
technology have changed — moving from posters, billboards
and newspapers to radio, television and now social media.
You will create and adapt a product advertisement for use
across different media types, aiming to hit the target market
of each medium.
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7.10.2 Task
Your task contains various parts, all relating to advertising one product across different media. You should
complete the following:
1. Collect a newspaper advertisement for a product you are familiar with.
2. Analyse the advertisement, identifying the target market and market segments the advertisement is

directed at.
3. Write a script for a radio advertisement for the same product. (Radio advertisements are generally

between 15 and 30 seconds long.) Write an outline of the target market and market segments this
advertisement may be directed towards.

4. Record the script in an audio format.
5. Write a script for a television commercial for the product and an outline of the target market and

market segments this advertisement may be directed towards. (Television advertisements are
traditionally 30 seconds long.) Note: the television ad must be different from the radio ad.

6. Write a script for a social media advertisement for the product (to appear on Facebook, Instagram or an
online game site such as Candy Crush) and an outline of the target market and market segments it may
be directed towards. Social media advertisements can be as short as 5 seconds and up to as long as 30
seconds. Note: the social media ad must be different from the other ads created.

7.10.3 Process
• Open the ProjectsPLUS application in the Resources tab for this topic. Open the Project set-up tab to

enter the project due date and set up your project group. Working in groups of three or four will allow
you to swap ideas and share responsibility for the project. Save your settings and the project will be
launched.

• Select an advertisement for a product, and check with your teacher for approval to work with this
product.

• Navigate to the Research forum, where you will find starter topics loaded to help structure your work.
You can add further topics to the Research forum if you wish. In the Media centre you will find an
assessment rubric and some weblinks that will provide some inspiration for your task.

• Develop your scripts and target market outlines for each advertising form, as detailed in section 7.10.2.
• If you have the equipment and appropriate permissions, you can film the television and social media

advertisements to present to the class.
• Prepare a summary of how your advertisements differ depending on the type of media you are using.
• Submit your completed scripts, target market outlines and summary of advertising differences to your

teacher for assessment.
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Resources

ProjectsPLUS Thinking Big research project: Hitting the target — multimedia advertising campaign (pro-0224)

7.11 Review
7.11.1 Summary
Having explored this topic, you can now:
• explain what product differentiation is and why it is important in the selling process
• list and describe the factors that differentiate products
• explain the social, ethical and environmental considerations involved when promoting products
• explain how product promotion attracts new customers, increases brand loyalty and encourages new

and existing customers to purchase more products
• describe the different promotional strategies
• explain the role gender plays within promotional strategies
• describe market segmentation and the processes used to target consumers
• explain how promotion strategies target young people and particular groups in the community
• understand the legal and ethical issues that may arise from product promotion, as outlined in the

Competition and Consumer Act
• explain how the application of certain selling techniques have enabled The Coca-Cola Company to be

successful
• describe how technology, social media, global markets and government regulations influence

contemporary selling techniques.

7.11.2 Key terms glossary

advertising a paid, non-personal message communicated through a mass medium
corporate social responsibility when businesses consider the interests of stakeholders, society and the

environment when making economic and business decisions
customised approach when a business modifies their marketing strategies to take into account the differences

among countries’ cultures, religion and tastes
ethics standards that define what is acceptable and unacceptable behaviour; it is concerned with what is morally

right or wrong
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market segmentation when the total market is subdivided into groups of people who share one or more
common characteristics

opinion leader a person who influences others
personal selling involves the activities of a sales representative directed to a customer in an attempt to

make a sale
primary target market the market segment at which most of the marketing resources are directed
product differentiation when products that are the same or similar are made to appear different and/or better

than those of their competitors
product placement the inclusion of advertising in entertainment
promotion methods used by a business to inform, persuade and remind customers about its products
promotion mix the various promotion strategies a business uses in its promotional campaign
publicity any free news story about a business
public relations activities aimed at creating and maintaining favourable relations between a business

and its customers
relationship marketing the development of long-term relationships with individual customers
sales promotion the use of activities or materials as direct inducements to customers
secondary target market a smaller and less important market segment
social media advertising (SMA) a form of online advertising using social media platforms such as Facebook,

YouTube and Twitter to deliver targeted commercial messages to potential customers
standardised approach when a business uses the same marketing strategies in all markets
target market the group of customers to which a business intends to sell its product

Resources

Digital documents Key terms glossary (doc-#####)

Match up (doc-#####)

Crossword (doc-#####)

Wordsearch (doc-#####)

Interactivities Crossword (int-7381)

Wordsearch (int-7380)

7.11 Exercises
To answer questions online and to receive immediate feedback and sample responses for every question, go
to your learnON title at www.jacplus.com.au.

7.11 Exercise 1: Glossary quiz

7.11 Exercise 2: Multiple choice quiz

1. What marketing strategy is designed to reinforce clear distinctions between products and/or services?
A. Promotional mix
B. Product differentiation
C. Market segmentation
D. Sugging

2. Which of the following terms describes a person’s desire to constantly acquire possessions?
A. Brand
B. Materialism
C. Evaluating
D. Premium

3. What marketing process has gathering sales figures as the first step?
A. Segmenting the market
B. Establishing marketing objectives
C. Identifying target markets
D. Monitoring and evaluating selling techniques
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4. Which of the following best describes a target market?
A. The group of customers to whom the business intends to sell its product
B. When the total market is subdivided into smaller groups
C. The demographic group that usually buys the product
D. The international group that markets the product

5. Petro is a sales representative for a pharmaceutical company. He visits doctors outlining the benefits of the
company’s products. What is Petro engaging in?
A. Market research
B. Product placement
C. Advertising
D. Personal selling

6. If companies make false claims when promoting their products, which federal law could they be breaking?
A. Sale of Goods Act
B. Trade Practices Act
C. Misleading Advertising Act
D. Promotions Act

7. Which of the following is not an aim of sales promotion?
A. Entice new customers
B. Decrease sales
C. Encourage trial purchases of new products
D. Increase sales to existing customers

8. Which of the following describes a very small segment of the total market that a business might target?
A. Mass market
B. Concentrated market
C. Differentiated market
D. Niche market

9. Which of the following statements is false?
A. Few businesses can sell their product to the entire market.
B. Publicity is any free news story about a business’s products.
C. Some advertising uses stereotypical images of male and female roles.
D. Promotion and advertising are essentially the same.

10. Which of the following best describes product placement?
A. The methods used by a business to inform customers about its products
B. Checking and observing the progress of the marketing plan
C. The inclusion of advertising in films and television programs
D. Obtaining the best quality, features and performance for a given price of a product

7.11 Exercise 3: Knowledge and understanding
1. Explain why it is important for a business to identify and select a target market.
2. Compare the different elements of the promotion mix.
3. Recommend which form(s) of promotion you would use for each of the following. Justify your choices.

(a) A beauty salon
(b) A new educational app for children
(c) A cream for wrinkles
(d) Nike sport shoes

4. Explain how the following promotional strategies may mislead consumers.
(a) ‘Before’ and ‘after’ advertisements
(b) Packaging
(c) Special offers

5. Discuss the ethical issues involved in the following.
(a) Advertising to young children
(b) Product placement

6. Explain why the collection of consumer data by tracking web users could be considered unethical.
7. Select a business you are familiar with.

(a) Outline three selling techniques the business uses to market their products.
(b) Evaluate the effectiveness of these selling techniques

8. Create a mind map of the factors influencing contemporary selling techniques.
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9. Explain three ways in which businesses can differentiate their products.
10. Examine at least one social, ethical and environmental consideration involved when promoting products.

7.11 Exercise 4: Challenge your understanding
1. Compare the mass marketing approach with the segmented marketing approach and with the niche

marketing approach. Include the advantages and disadvantages of each in your comparison.
2. Explain how market segmentation and target market are linked.
3. Assess why having a mix of promotional strategies is important in the marketing of goods and services.
4. Evaluate the effectiveness of the different types of advertising media businesses can use.
5. Discuss the advantages and disadvantages for both consumers and businesses of using loyalty reward

programs.

Fully worked solutions and sample responses are available in your digital formats.

Resources

Digital documents Worksheet 7.9 Wrap up! (doc-#####)

Glossary quiz (doc-27323)

Multiple choice quiz (doc-27325)

Test maker
Create custom tests and exams from our extensive range of questions, including quarantined topic tests.
Access the assignments section in learnON to begin creating and assigning custom assessments to your students.
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