
Marketing (MKF1120) 

 

● W1: Marketing basics, philosophy of marketing 

○ What is Marketing?  

■ An organisational function and a set of processes for creating, 

communicating and delivering value to customers and for managing 

customer relationships in ways that benefit the organisation and its 

stakeholders 

■ A set of activity which is used to accomplish organisational goals by 

anticipating customers’ needs and directing need satisfying goods and 

services from producers to customers. 

■ The process of creating, distributing, promoting, and pricing goods, 

services, and ideas to facilitate satisfying exchanges with customers 

and develop and maintain favourable relationships with stakeholders 

in a dynamic environment. 

○ Marketing Management Philosophies  

■ Production Philosophy 

● Exists when an organisation emphasizes the production 

function. 

● Consumer favour products that are available and highly 

affordable. 

● Focus on improving production and distribution efficiency (e.g. 

manufacturing efficiency).  

● Concentrates on achieving high production efficiency, low cost 

and mass distribution.  

● Few alternatives available  

● Inexpensive  

● Wide availability  

● Expand the market  

■ Product Philosophy  

● Holds that consumers favour product that offers the most 

quality, performance and innovative features. 



● Focus on making continuous improvements and technical 

innovations  

● May lead to marketing myopia.  

● Marketing myopia 

○ An inward-looking approach to marketing that focuses 

on the needs of the company instead of defining the 

product in terms of the needs and wants of their 

customers.  

■ The Selling Philosophy  

● Selling function is most valued. 

● Consumers won’t buy enough unless firm undertakes a large-

scale selling and promotion effort. (e.g. persuading people to 

buy) [Hard selling]  

● Unsought products  

● Consumers don’t know what they want.  

● “Selling what they make, rather than making what the market 

wants to buy” ... Kotler 

■ The Marketing Philosophy  

● Focuses on satisfying the needs of customers.  

● Firms can achieve their goals if they know the needs and wants 

of their target markets and deliver the desired satisfactions 

better than the competitors do.  

● Achieving organisational goals depends on knowing the needs 

and wants of the target markets and delivering the desired 

satisfaction better than competitors.  

■ The Societal Marketing Philosophy  

● Relevant to sustainability and holds that an organisation 

should determine the needs, wants and interests of target 

markets.  

● Superior value should be delivered in a way that maintains or 

improves the customer’s and the society’s well-being.  



■ Consists or laws, government agencies and pressure groups that 

influence and limit organisations and individuals in a given society  

■ Marketing decisions are strongly affected by developments in the 

political environment  

■ Legislations affected business has increased steadily over the years to 

protect organisations from each other and to protect consumers from 

unscrupulous businesses  

■ Increased emphasis on ethics and socially responsible actions  

○ Cultural  

■ Sets of values, ideas, and attitudes that are learned and shared among 

members of a group  

■ Made up of institutions and other forces that affect society’s basic 

values, perceptions, preferences, and behaviours  

■ Core beliefs and values are persistent and are passed on from parents 

to children and are reinforced  

■ Secondary beliefs and values are more open to change and include 

people’s view of themselves, others, organizations, society, nature, 

and the universe 

● W4: Buyer behaviour 

○ Consumer Market  

■ Made up of all the individuals and households that buy or acquire 

goods and services for personal consumption.  

○ Consumer buying behaviour  

■ Buying behaviour of final consumers. (individuals and households that 

buy goods and services for personal consumption)  

■ The process involved when individuals or groups select, purchase, use, 

or dispose of products, services, ideas, or experiences to satisfy needs 

and desires.  

○ The scope of consumer buying behaviour  

■ How individuals make decisions on utilizing available resources for 

consumption-related issues  

■ What, why, when, where and how they buy it  



■ How individuals dispose of products/services that they have already 

bought or/and used 

○ Buyer Decision Process 

A. Need Recognition  

● If consumers are not aware of a problem or does not recognise 

a need, he or she is unlikely to engage in any of the 

subsequent steps of the buying process.  

● Marketers can activate a consumer’s decision process by 

showing the shortcoming of competing products through 

advertising or sales people.  

● Buyer recognises a need when they sense a difference 

between actual state and desired state.  

● Need is triggered by internal stimuli (hunger) and external 

stimuli (marketing communication). 

B. Information Search  

● Stage where consumer is motivated to search for more 

information.  

● Sources of information: personal sources, commercial sources, 

public sources, experiential sources (personal experience). 

● Information search: internal search (search their memories for 

information about products that might solve their problem) 

and external search (outside sources).  

C. Alternative Evaluation  

● The stage in which the consumer uses information to evaluate 

alternative brands in the choice set 

● Consumers use evaluative criteria (e.g. price, warranty, 

quality) which consist of attributes that they consider 

important about a certain product.  



● Evoked set - alternative brands that the consumers states he 

or she would consider when making a purchase decision.  

D. Purchase  

● The buyer’s decision about which brand to purchase, from 

whom to purchase and when to purchase.  

● The purchase intention may not be the purchase decision due 

to attitudes of others and unexpected situational factors. 

E. Post Purchase  

● The stage in which consumers take further action after 

purchase, based on their satisfaction or dissatisfaction.  

● Cognitive dissonance - buyer discomfort caused by post 

purchase conflict  

● Occurs when a consumer questions the appropriateness of a 

purchase after his or her decision has been made.  

● Cognitive dissonance is likely for products that are expensive, 

infrequently purchased and associated with high levels of risk. 

○ Involvement  

■ The personal, financial, and social significance of the decision being 

made.  

A. High involvement purchase decision  

● Consumers engage in extensive info search, consider many 

product attributes and brands, form attitude and participate in 

word of mouth communication.  

● Strategy-marketers should provide sufficient info through 

advertising and personnel selling, use comparative advertising, 

create chat room on the company or brand website.  

B. Low involvement purchase decision  



○ Media that carry messages without personal contact or 

feedback 

○ Examples: Major media, atmospheres, events 

■ Select message source and collect feedback 

● The message’s impact depends on how the target audience 

views the communicator 

● Collecting feedback involves the communicator understanding 

the effect on the target audience by measuring behaviour 

resulting from the content 

● W11: Strategy and planning  

○ Business buyer behaviour: Buying behaviour of the organizations that buy 

goods and services for use in the production of other products and services 

that are sold, rented or supplied to others. 

○ Business buying process: Process where business buyers determine which 

products and services are needed to purchase, and then find, evaluate, and 

choose among alternative brands. 

○ The players in the business market 

■ Business or industrial market 

● - Individuals & business organisations that purchase products 

to make profits by using them to produce other products or 

using them in their operations 

● - Example: Bridgestone buy steel, rubber and other equipment 

to make tyres 

■ Reseller market 

● - Intermediaries that buy finished goods and resell them for 

profit 

● - Example: 7-Eleven purchase all finished goods from different 

manufacturers and resell it to customers. 

■ Institutional market 

■ - Schools, universities, hospitals, nursing homes, prisons and other 

institutions that provide goods and services to 

■ people in their care. 


