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Definition of Marketing 

 
• The process by which companies create value for customer and 

build strong customer relationships in order to capture value from 
customers in return. (Kotler and Amstrong) 

 

• The management process responsible for identifying, anticipating 
and satisfying customer requirement profitably  (Chartered Institute 
of Marketing). 



Marketing mix 

 
• Purpose of the marketing mix is a combination of four 

elements or concepts of marketing which is:  
 

Product 
Price 
Place and Distribution 
Promotion 



Product 

• A product is anything that can be offered to a market for 

attention, acquisition, use or consumption that might satisfy a 

need or want (Kotler, 2007) 

 

▫ Goods or services 

▫ Maximum profit 

▫ Quality 

▫ Product identity : packaging, labeling, branding 

 



Price 
• price is the only marketing mix strategy that brings revenue to a 
firm.  In an exchange process, price is important to a firm. 
 
•Price is the amount of money charged for a product or services or 
the sum of all the values that customers give in order to gain 
benefits of having or using a product or service (Armstrong and 
Kotler, 2007) 
 

•Price is determined by several factors: 
▫ Demand 
 High demand can increase prices of goods e.g. cars. 
▫ Cost 
 Production costs and how profits can be a factor pricing. 
▫ Competition 
 Based on the brand according to market conditions 



Place 

• Comfortable and strategic features: 

     i) Types of Business 

- Determine the place of business 

- Retailing. 

ii) Existing capital 

- High capital to shop in town. 

iii) Competition with other traders 

- Need to examine the size of competitors, the 
advantages and disadvantages. 

- If the location of many competitors do business 
looking for clients 



iv) Types of Customer 

 - include age, gender, income, 

  spending levels, cultures and religions. 

v) Facilities available 

 - Complete with basic facilities 

vi) Law and zone control 

 -law prescribed by the local government council, town 
hall and municipal 



Promotion 
• Method, how to tell, enlighten, persuade and influence people. 

• Aimed for creating, maintaining and expanding the market for 
a product 

• Activities are divided into four: 
1) Advertisement 

  a) Description advertisement information and   

              explanations. Does not affect the purchaser. Sample               

               Science Fair and Expo at UM 

  b) Persuasive Ad / Classifieds Persuade information and  

               detailed descriptions. Persuade and influence buyers to 
      purchase. Examples of Smart Shop 

  c) Classifieds remember. Ensure that consumers continue   

               to use this product. Example: Toothpaste, shampoo 

 

 



2) Direct sales 

  Salesman came to the house or office. Training and 
persuasive techniques will be taught to salespeople. 
Demonstrations done to convince. 

 

3) Sales Promotion 

  Increase the quality of sales. 

  free gifts, lucky draws and garage sales. 

 

4) Publicity 

 using media such as newspapers, television, radio and so 
on. 

 

 



 Marketing Environment 

    Kotler & Armstrong (1989) defines the marketing 
environment; as embodying the parties and forces 
outside marketing that affect the ability of management 
to establish and maintain successful transactions with 
target users. 

Environmental Micro / INTERNAL 

Environment MACRO / EXTERNAL 



Micro Environment 

1. Company- In designing the marketing plan will take into 
account group manager as senior management, finance, 
research and development, purchasing, production and 
accounting 

 

2. Supplier- provide the resources needed to produce and is 
a significant relationship in delivering value system  

 
3. Customer-individuals or organizations that benefit from 

the use of a product issued by the company. Success 
depends on the success of companies to meet their needs 

 



Micro Environment 

4. Marketing intermediaries- to help companies promote, 
sell and distribute products to end users, e.g. retailers, 
wholesalers, agents and so on. 

 

5. Competitor- competitor companies that provide similar 
products to target consumers where companies must 
compete to gain strategic advantage. 

 

6. Community- any group that thought they have a stake in   
the company's ability to achieve its objectives. 

 



Macro Environment 

1. Demographic - studies of populations in terms of size, 
density, location, age, gender, race, occupation and other 
statistics 

 

2. Economic conditions determine the economy and 
consumer spending trends in demand and thus influence 
the company's marketing plan 

 

3. Technology -  companies need to keep abreast of the 
latest technology to remain competitive for 



4. Natural resources-resources which are required as 
inputs by marketers or that are affected by marketing 
activities 

 
5. Political and Legal-political activities whether internal 

or external have a strong effect on the business. 
Regulations and controls on the use of a goods affect 
the direction and business direction 

 
6. Sociocultural-fashion, style and way of thinking of a 

society and their actions have a huge impact on the 
management and marketing 

 



Questions….?????? 


