
MKF1120 NOTES 
Lesson 1 – Introduction to marketing and the value framework 

 
What is 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 (AMA). 

  
Alternate marketing philosophies 

- The production philosophy  
o Consumers favour those products that are available and affordable. 

- The product philosophy  
o Consumers will favour those products that offer the most quality for the price.  

- The selling philosophy. 
o Focus on persuading people to buy. 
o Consumers either will not buy, or not buy enough, of the organisations products 

unless the organisation makes a substantial effort to stimulate their interest.  
- The marketing philosophy. 

o Organisations determine needs and wants of target markets and adapting itself to 
satisfying these better than competitors.  

- The societal marketing philosophy. 
o Determine the needs, wants and interests of target markets and to deliver the 

desired satisfactions better than competitors in a way that enhances the consumers 
and society’s well-being.  

o Focus on impact on all stakeholders, company, customers, society.  
 
 Marketing philosophy or marketing concept 

- Achieving organisational goals depends on determining the needs and wants of target 
markets and delivering the desired satisfactions more effectively and efficiently than 
competitors (Kotler et al., 2010). 

- A corporate state of mind that insists on the integration and coordination of all the 
marketing functions which, in turn, are melded with all other corporate functions, for the 
basic objective of producing maximum long-range corporate profit (Felton 1959).  

 
Modern marketing 

- First Professor of marketing being appointed in the 1880s.  
- Emergence of ‘marketing’ from German economic to the marketing of agricultural products 

in the United States in 1910.  
- Cullition (1948) ‘artist’ or ‘mixer of organisational ingredients’.  
- Borden (1964) classified these ingredients into 13 elements.  
- McCarthy into the now famous four Ps of marketing – price, product, place and promotion.  

 
Customer value 

- Customer value: what the customer ‘gets’ (benefit) relative to what they give up (cost). 
o Functional/instrumental value: whether the product has the correct and accurate 

characteristics, is useful, or performs an appropriate outcome.  
o Experiential/hedonic value: extent to which the product creates appropriate 

experiences, feelings and emotions. 



 


