
MKF1120  - Marketing Theory and Practice  
 

Week 1 – Define Marketing  
- Marketing is human activity directed at satisfying needs and wants through exchange processes 
- Marketing is the activity, set of institutions, and processes for creating, communicating, delivering 

and exchanging offerings that have value for customers, clients, partners, and society at large 
- Marketing is the exchange process between individuals where goods are services are obtained by 

the parties dependent on their needs and wants involved, where the parties involved gain value 
from the transaction 

 
Marketing Concept  

- Corporate state of mind that insists on the integration and coordination of all of the marketing 
functions which, in turn are melded with all other corporate functions, for the basic objective of 
producing maximum long-range corporate profits  

 
Customer Value  

- A customers perceived preference for, and evaluation of, those product attributes, attribute 
performances and consequences arising from use that facilitates (or blocks) achieving the 
customer’s goals and purposes in use situations 

- Interactive Relativistic Preference and Experience: It is perceived uniquely by individual customers, 
it is conditional or contextual (depending on the individual, situation or product), it is relative (in 
comparison to known or imagined alternatives) and it is dynamic (changing within individuals over 
time) 

- What customers get (benefits, quality, worth, utility) from the purchase and use of a product versus 
what they pay (price, costs, sacrifices), resulting in an attitude toward or an emotional bond with 
the product 

 
Value  

- From a customer’s perspective, customer value is what they ‘get’ (benefits) relative to what they 
‘give up’ (costs or sacrifices) 

 
Benefits (Positive Outcomes)  
Functional/Instrumental Value  

- Concerned with the extent to which a product (good or service) has desired characteristics, is useful 
or performs desired function  

- The product performing a certain function. E.g. Buying a car to get from point A to B 
- Correct/Accurate Attributes E.g. How many doors on the car, how powerful, what colour do you 

want the colour to be  
- Appropriate Performances E.g. Does the car perform as we would expect, do the attributes deliver 

to the extent that we are seeking?  
- Appropriate Outcomes E.g. If the car has the correct attributes and performances, it will deliver 

appropriate outcomes 
 
Experiential/Hedonic Value  

- Concerned with the extent to which a product creates appropriate experiences, feelings and 
emotions for the customer  

- The way the product makes us feel 
- Sensory: How the product feels, tastes, smells  
- Emotional 



- Social/Relational: How a product helps us to interact with others E.g. Purchasing a car that has 
enough room in it for a large family, allows the family to spend more time together through road 
trips  

- Epistemic: Knowledge and how a product helps us gain knowledge E.g. Textbooks, university course  
- E.g. Disney, Nordstrom, invest in and excel at customer service, market research and facilities  

 
Symbolic/Expressive Value  

- Concerned with the extent to which customers attach or associate psychological meaning to a 
product  

- Psychological benefits  
- Use products to communicate something to the world around us   
- Being able to outwardly able to express ourselves to the world around us  
- Self-Identity/Worth: E.g. Driving a luxury car, we would see as an extension of our own personality  
- Personal Meaning: Personal to an individual E.g. Like a particular product because of its colour, 

which may mean a lot to the individual (you had a favourite car when you were young, hence 
you’re always going to like red cars) 

- Self-expression 
- Social meaning  
- Conditional Meaning: Cultural E.g. In some cultures, some colours mean certain meanings  
- E.g. The Body Shop, Gap, follow a brand image, excelling at advertising, public relations, product 

quality. Define their businesses around a ‘family’ corporate culture placing an emphasis no 
creativity and novelty  

 
Negatives  

- What customers must give up to receive the benefits 
Cost/Sacrifice  

- Concerned with these transaction costs  
- Economic: The dollars that we have to outlay to receive the benefits of the product  
- Psychological: Thinking, psychological effort that we have to put into to making a decision to buy a 

product  
- Personal investment: Actual purchase itself E.g. Time it takes to buy the product, queuing at the 

store to buy the product, finding a carpark at the shopping centre  
- Risk: What if the product that we purchase doesn’t actually meet our needs  
- E.g. Wal-Mart, Amazon.com, firms that are competing on price and typically focusing on efficiency 

and effectiveness goals 
 
Starbucks  

- Example of each value 
- Functional/Instrumental value: Appropriate features and attributes (product quality, customization, 

hot drinks for cold days, cold drinks for hot days) 
- Experiential/hedonic: Sensory value (aesthetics, ambiance and aromas), emotional value (pleasure 

or enjoyment), social-relational value (by providing comfortable spaces where friends and 
colleagues can interact) and epistemic value (such as novelty flavours and information about 
coffee) 

- Symbolic/expressive value: Personal meaning (personal relationship with Starbucks) and self-
expression (the ability to personalise the beverage and experience) and social meaning (there is 
some status in the brand name) 

- Cost/sacrifice value: Starbucks creates economic value (an affordable luxury) and reduces 
psychological costs (convenient to find) 

 
 
 



Customer Value Frameworks  
 
Functional Needs 

- Are needs that motivated the search for products that solve consumption-related problems  
 
Symbolic Needs  

- Desires for products that fulfill internally generated needs for self-enhancement, role position, 
group membership or ego-identification  

 
Experiential Needs 

- Desires for products that provide sensory pleasure, variety, or cognitive stimulation  
 

Week 2 – Key Marketing Terms 
 
Needs 

- States of felt deprivation (physical, social, self-expression) 
- Includes basic physiological needs for food, clothing, warmth and safety,  
- Social needs include the needs for belongingness, influence and affection 
- Individual needs for knowledge and self-expression 

Wants  
- The form taken by needs as they are shaped by culture and individual personality  
- Example includes if someone lives in Bali, the need may be expressed as a want or desire for 

mangoes, suckling pig and beans 
- E.g. Need: Feeling thirsty. Wants: Water  

Demand  
- A want becomes a demand when the person is able and willing to buy the object he or she desires  
- Wants that are backed by buying power 
- Actionable by the consumer  

Example  
- To earn an income (need, as you need to buy food and water), you need to get from home to work 

every day, and the individual may want to use a helicopter but they don’t have the buying power in 
which they can only afford a cheap car, therefore they demand a cheap car 

 
Product  

- Is something that is viewed as being capable of satisfying a need or want  
- The thing that is available for exchange  
- Goods: Tangible products (e.g. food) 
- Ideas and Ideologies: Political ideas 
- Services: Hairdresser (you don’t take away anything from the hairdresser) 
- Places: Holiday destinations  
- People: Politicians, rock stars  
- Organisations: ‘cool’ brand that you need to buy 

 
Exchange  

- The act of obtaining a desired object from someone by offering something in return  
- Restricted: Two parties, reciprocal. E.g. Market offers a product; consumer gives a return in dollars  
- Generalised: Three parties. E.g. Small village, farmer grows wheat, sells cheap, cuts hair of farmers  
- Complex: Multiple parties. E.g. Google (email), we don’t pay Google, they make their money 

through advertising as we don’t pay to use the email  
 
Origins of Marketing  

- Self Sufficiency  



- Primitive Communalism  
- Simple Barter  
- Local Markets 
- Money Economy  

 
Transaction  

- A trade of values between two parties  
- Communication can be involved in the transactions. E.g. Going to a doctor, the patient needs to tell 

the doctor what is wrong  
- Transactions taking place in voting for an election. E.g. Giving someone our vote for in return a 

series of promises they have made  
 
Market  

- Is the set of all actual and potential buyers of a product  
- They share a particular need or want that can be satisfied through exchange  
- Used to name a context ‘clothing’, ‘dvd’ market  
- Used as a total group of people ‘baby boomers; 
- Used as a place where people shop  

 
Week 3 – The Marketing Environment  

- Those conditions and influences impinging or potentially impinging on marketing 
- Must be continuously monitored in order for an organisation to plan ahead 
- The individuals, organisations and forces external to the marketing management function of an 

organisation that impinge on the marketing management’s ability to develop and maintain 
successful exchanges with customers 

 
Micro-Environment  

- Close to the organisation  
- All those other organisations and individuals that, directly or indirectly, affect the activities of the 

organisation 
- Stakeholders in the micro-environment include the organisation, customer, other customers, 

competitors, government, suppliers, shareholders, community, pressure groups and value chains  
- Customers 
- Customers can be actual (who you have now) or potential (who you might have in the future) 
- Major customer grouping include consumer markets and business markets  
- Companies should be concerned with the changing requirements for their customers and keeping 

in touch with these changing needs  
- Competitors  
- An alternative provider of the offer sought by the market  
- Who are the competitor? 
- Direct (similar product) 
- Indirect (same need, different product) 
- Community Members 
- Any local non-governmental organisation  
- Have the ability to mobilise public opinion towards a firm: either for or against them  
- Suppliers 
- Suppliers provide inputs to the business. E.g. raw materials, equipment, resources 
- Need for close relationship with suppliers 
- Increased collaboration leads to competitive advantage 
- Value chains: May be many suppliers connected in a chain  
- Shareholders 
- Organisations have an obligation to those who ‘own’ the company: 


