
Marketing Management CH.1  
Role of management 

A.  Marketing  
i. Def: Individuals and groups obtain what they need and want by creating and exchanging value 

ii. Customer-oriented: Not just concern price and quality, also the real needs and wants 
iii. Target market: Group of customers with similar needs and wants that the firms decides to serve 

 
I.  Steps of marketing 
1. Identify customer’s (target market) needs and wants 
2. Consumption of goods and services 
3. Customer satisfaction (meet expectations better than competitors) 
4. Receive value in return 

 
II.  Importance of marketing 

i. Find out and satisfy customer’s needs: preference and requirements (=step1 and 3 in marketing) 
ii. Strategies to compete with competitors: be alert to competitors’ moves (to retain customers) 
iii. Long-term relationship with shareholder: work closely (to retain them) 
iv. Monitor and respond to market changes 

 
B.  Marketing Process Stage 1: Planning (objectives and ways to achieve them) 
Steps of Planning  
1. Review performance (current competitors) 

i. Marketing performance e.g. sales revenue $$, market share 
ii. Financial performance e.g. return on investment, cash flow, profit margin 

 
2. SWOT analysis (grab opportunities) 

 
i. Internal: strengths (capabilities)  

and weaknesses (limitations) 
 

ii. External:  
opportunities (increase competitiveness) 
and threats (reduce performance)  

 
 
 
 



3. Setting marketing Objectives 
i. Performance standards 

 
 
 
 

 
 
 
 
 
 
 

4.  Research & Target markets 
i. Suitable market segment (sub-group with similar consuming behavior) 

 
5.  Strategies (maintain & enhance competitiveness) 

5.i. Market Leader (highest market share) 
l Expand whole market: 
n Increase the number of customer:  

(market penetration: greater marketing effort) 
n Find new users:  

enter new market, like geographical expansion 
n Invent new usage of its products:  

discover or promote new use, increase amount 
/frequency of consumption 

n Introduce new items: (line stretching) 
l Increase market share  
n (within the existing market):  

Steal customers from competitors 
n Offer better services, more discounts, more 

products’ versions (line fillings), special gifts 
l Protect current market share: 
n Better package deals, better pricing,  
n offer discounts 
n Continuous innovation 
n Keep existing customers 

 
 



5.ii. Market Challenger 
l attack competitors’ weaknesses 
n create a strong brand name 
n adopt a new look and image 
n better service, more trendy and comfortable layout of shops 
n more choices of products offered 
n have movie stars as spokeperson 

 
l Enhance the quality of its existing products 
n Use social media (facebook, IG) to build 

relationship with customers 
n Use ‘cross-media’ effort including trades and a 

series of FB ads 
n Better control center to ensure consistence of 

product/service quality 
n Maintain close quality control 
n Lower the prices of its products 

 
 
 
5.iii. Market Follower  
l satisfied with existing market shares 
l insufficient resources for aggressive expansion 
l imitate/ copy leaders’ products  
l save development & promotional cost reduced 
  
 

5.iv. Market Nicher  
l specialize in small market segments 
l serve ONE or a FEW SMALL market segments 
l segment is too small to attract large competitors 
l risky if customers’ preferences changes 
l If profitable: attract the entry of large firm 

l customize 4Ps: can better serve customers’ 
needs  
 
 
 
 



6.  Market Plan  
(market information+ ways to implement strategies & reach objectives) 
 
 
 
 
 
 
 
 
 
 
 
 
 
i. Consideration: expenditures & allocation of budget among 4P tools 
ii. Marketing mix (set of tools to delivery satisfaction to target market) 

- Product: combination of goods & services offered 
- Price: amount of money customers is willing to pay for products 
- Place: activities to ensure availability of products 
- Promotion: activities to communicate merits of product & purchase 

 
C.  Market Process Stage 2: Managing 
1. Organizing 
Organizational Structure=divide groups & coordinate activities 

i. Functional (for small firm) 
ii. Geographical 
iii. Product (used by firms with different sorts of product lines) 
iv. Market management  

(used by large international firms with sorts of Customers = can build closer relationship) 

 
 
 



2. Implementing 
 Factors affecting implementation 

i. Correctness & feasibility of plan  
ii. Availability of resources 
iii. Leadership skills of managers  

(= direction & motivation) 
 
 
3. Controlling 
 Steps of controlling 

i. Performance standard 
ii. Measure actual performance 
iii. Analyze deviation between 

standards & results 
iv. Corrections 

 

– 
 
 
  



Marketing Management CH. 2 
Marketing Research 

A.  Marketing research 
Systematic and objective process of obtaining information for marketing Decisions 
 

I.  Steps of marketing research 
1. Define objectives (what information needed) 
2. Design data collection method (How to collect data) 
3. Implement data collection (Conduct) 
4. Analyze data 
5. Communicate findings (results + recommendation) 

 

i.  
II. Objectives of marketing research 
1. Proper marketing planning:  

to find out customer characteristics, 
prospect of existing markets, potential of 
new markets 

2. Fine-tune existing strategies:  
to adjust its 4ps to better understand 
consumers’ responses to 4Ps 

3. Proper marketing controlling: 
to better understand customer satisfaction, 
products’ performance, reputation 

 
III. Importance of marketing research 
1. Analyze opportunities & threats: operating environment…corresponding actions 
2. Analyze market segments: characteristics…select target market 
3. Formulate marketing strategies: satisfy consumer needs 
4. Evaluate marketing performance: how well is your company doing 

 



B.  Data collection methods 
Collection Primary Secondary 
Purpose Specifically for current problem Exist (previous researches) 
Process More effort Disadv. Rapid & easy Adv. 
Cost Higher Disadv. Lower Adv. 
Time Longer Disadv. Shorter Adv. 
Data Relevance Higher Adv. Lower Disadv. 

 

 
C.  Research methods for primary data 

 Advantage Disadvantage 
Survey - statistical analysis (quantified data) 

- large no. of respondents 
- examine unobservable factors (e.g. 
feelings) 

- may not be true views (pre-set answers) 
- high cost (many respondents) 
- hard to design reliable & accurate questionnaire 
- time-consuming 

Experimental Scientific &reliable evidence Hard to design suitable experiment 
Observational - actual behavior 

- specifically designed environment 
- no statistic 
- can’t generalize findings 
- can’t observe feelings & preferences 
- bias of researchers 

Qualitative - deep understanding of issue 
-clarify answers 
- small no. of respondents 

- hard to conduct statistical analysis 
- hard to generalize findings 
- highly skilled researchers needed 

 
 
 
 
 
 
 



 
i. Survey 
systematically collect information through questionnaires (attitudes& awareness)  

• questionnaire: set of specially designed questions 
• survey contact methods  
(choices: nature/ urgency/ accuracy/ costs & benefits) 
personal interviews (face-to-face)/ telephone interviews/  
electronic means (internet/ email) / mail 

ii. Experimental 
• quantitative explain cause-and-effect relationship between variables  

iii. Observational 
• directly observe & record factors or behaviour in natural or planned 

setting  
iv. Quantitative-in-depth  

• understanding of issue from relatively small no. of people  
• In-depth interview: personal interview with an interview who knows issue well  

(asking for open-ended-questions so that to obtain free expression of views) 
• Focus-group discussion: carefully selected respondents discussing particular topic  

(paid & lengthy) led by professional researcher (moderator/ facilitator) for asking questions 
+ encouragement 



D.  Sampling  
Target Population: is the population which a researcher is interested in studying 
Sample: subset of target population (representatives) 
Sampling frame: is a list that identifies all elements of the target population 
Sample Elements: respondents included in the sample for studying 
 
 
1. Factor to consider in sampling  

i. target population:  Who is to be surveyed 
ii. size of sample: How many people should be surveyed? 

(reliability vs cost) 
iii. sampling techniques: How should respondents be chosen? 

 
 

2. Sampling Techniques  
 
i. Random sampling: each element has known & equal probability of 

being selected from sampling frames (list identifying all elements of 
target population) 
 
 
 

ii. Stratified Random sampling: population divided into several mutually exclusive groups 
(strata) which randomly selected from each group (diversity of population) 

 
 
 
 
 
 
 
 

 
 

iii. Convince sampling:  
most conveniently available sample elements 
(no sampling frame and may not represent 
target population) 

 

  

40-59  

Sample 

elements  

> 60 

30-39  18-29  



Data Collection Methods:  Secondary Data 

Secondary data (second-hand data) are data that already exist and were collected for purposes 

other than the research problem at hand.  
 
 
 



Marketing Management CH. 3 
Consumer Behaviour  

Ø Consumer behaviour  
Behavior of individual or business buyers in searching for buying, using and evaluating 
products. 

 Business Market Consumer Market 
No. of buyers Fewer More 
Size of purchase Larger (huge amount) Smaller 
location of buyers More concentrated Less concentrated 
Nature of demand  Mostly derived 

Affected by other products’ DD 
Not derived  
Personal needs 

Price sensitive of buyers Lower Higher 
No. of participants decision More Consumer alone 
Complexity of purchase decision Higher (lengthy decision) 

(professional/experienced buyers) 
Lower 
(buy well-packaged 
products on impulse) 

 
A. Consumer market:  individual consumers: own uses (final consumers) 
Process of consumer market when purchasing  
1. Need recognition: unmet needs (satisfied by purchase) 
2. Information search: personal/ commercial/ public (experience/ price/importance/ urgency) 
3. Evaluation of attributes: (styles, brand name, prices, functions, designs)  
4. Purchase decision: situational factors (changes)/ interpersonal influences (opinions) 
5. Past-purchase behaviour: loyal (repurchase, recommend) vs switch (criticise/ complain/ legal) 
 
B.  Business market: business buyers: operating organisation (/ organisational consumers ) 

i. Types of business market  
1. Producers market: support production  
2. Reseller market: resell for profit 
 -Wholesalers批發: purchase from producers then resell to retailers  
 - Retailers零售: purchase form wholesalers then resell to consumers  
3. Government market: department’s operations (tenders: formal offer to supply at stated price)     
4. Institutional market: operations of non-profit making public/ private institutions  
 

ii. Process of business market 
1. Problem recognition  
2. General need description & products specification  
3. Supplier search & proposals 
4. Supplier section & order-routine specification  
5. Performance review (continue/ discontinue/ modify) 



 
  



C.  Factors affecting consumer decision  
1. Socio-cultural (interpersonal influences) 
i. Social class: upper-middle, middle, lower-middle, working class 
ii. Reference group: direct (e.g. friends & families), indirect (e.g. spokesperson代言人) 
iii. Culture: race, religion, location, age 
 
2. Psychological (mental characteristics)  
i. Personality & Self-concept 
ii. Perception: stimuli (5 senses)  
iii. Learning: knowledge & experience  
iv. Belief & Attitude: evaluations & feelings  
v. Motivation: Maslow’s Hierarchy of Needs Theory

 
 


