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1. Course code: BED 124 

2. Course title: : Principles of Marketing for Business Educators  

3. Course credit load: (2 Units; C) (LH 30) 

4. List of Series  

SERIES 1 Foundations of Marketing and Market Concepts 

SERIES 2 Principles, Functions, and Processes of Marketing 

SERIES 3 The Marketing Mix and Market Segmentation 

SERIES 4 Retailing, Wholesaling, and Consumer Behavior 

SERIES 5 Consumer Protection and Globalization in Marketing 

 

Series 1 Foundations of Marketing and Market Concepts 

Series Outline 

• Part 1: Meaning and Nature of Marketing 

o Definition of marketing 

o Importance of marketing in business education 

o Distinction between market and marketing 

• Part 2: Evolution and Changes in Marketplaces 

o Historical development of markets 

o Contemporary changes in business and marketing 

o Impact of technology on market concepts 

• Part 3: Marketing Concepts and Philosophies 

o Production concept 

o Product concept 

o Selling concept 

o Marketing concept 

o Societal marketing concept 

• Part 4: Foundations of Market Structures 

o Types of markets 

o Characteristics of buyers and sellers 

o Role of competition in shaping markets 
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Introduction 

Marketing is one of the most dynamic aspects of business, shaping how organisations connect 
with consumers and respond to changes in society. From the earliest forms of trade to today’s 
globalised digital marketplaces, marketing has remained central to business success. 
Understanding the foundations of marketing and market concepts is therefore essential for any 
business educator, as it provides the groundwork for more advanced topics in this course. 

The aim of this Series is to introduce you to the meaning, nature, and evolution of marketing, while 
also examining the philosophies that guide marketing practices and the structures that define 
markets. 

We shall commence this Series by exploring the meaning and nature of marketing, highlighting its 
importance and clarifying the distinction between market and marketing. Next, we will examine the 
evolution of markets and the changes that have occurred in business and marketing over time, 
including the influence of technology. Following that, we will study the major marketing concepts 
and philosophies that have shaped business practices. Finally, we will conclude by analysing the 
foundations of market structures, focusing on types of markets, the behaviour of buyers and 
sellers, and the role of competition. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 1.1 define the meaning and nature of marketing and distinguish between market and 
marketing, 

• SLO 1.2 explain the historical evolution of markets and analyse contemporary changes in 
business and marketing, 

• SLO 1.3 describe and evaluate the major marketing concepts and philosophies, and 

• SLO 1.4 analyse different types of markets and assess the role of competition in shaping 
market structures. 

 

1.1 Meaning and Nature of Marketing 

1.1.1 Definition of marketing 

Marketing is the process of identifying, anticipating, and satisfying consumer needs profitably. It 
involves creating value for customers and building strong relationships to capture value in return. 
Marketing is not limited to selling products, but also includes activities such as researching 
consumer behaviour, designing products, setting prices, promoting offerings, and distributing 
goods and services. 
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Fill in the blank: Marketing is the process of identifying, anticipating, and ______ consumer needs 
profitably. 

 
Caption: Figure 1.1 Conceptual framework of marketing activities 
Description: A diagram showing marketing as a cycle: research, product design, pricing, 
promotion, distribution, and feedback. 

 

1.1.2 Importance of marketing in business education 

Marketing plays a crucial role in business education because it equips learners with the ability to 
analyse consumer needs, design strategies to meet those needs, and evaluate the effectiveness of 
business practices. For educators, teaching marketing ensures that future business professionals 
understand how organisations create value and remain competitive. 

Fill in the blank: Marketing equips learners with the ability to analyse ______ needs and design 
strategies to meet them. 

 
Caption: Box 1.1 Selected benefits of marketing education 
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Description: A table box listing benefits such as: developing analytical skills, fostering creativity, 
enhancing decision-making, and preparing learners for global competition. 

Benefit Description 

Understanding 
Consumer Behavior 

Students learn the psychology behind why people buy. This insight 
allows them to predict market trends and tailor products to meet 
specific customer needs effectively. 

Versatile Career 
Opportunities 

Marketing skills are transferable across almost every industry—from 
tech and healthcare to non-profits—opening doors to roles in sales, 
data analysis, and management. 

Development of 
"Soft" Skills 

Courses emphasize critical communication, persuasion, and 
storytelling skills, which are essential for pitching ideas to stakeholders 
or leading a team. 

Strategic Business 
Foundation 

It provides a holistic view of how a company functions, teaching 
students how to integrate finance, operations, and ethics into a 
cohesive growth strategy. 

 

1.1.3 Distinction between market and marketing 

A market is a place, physical or virtual, where buyers and sellers interact to exchange goods and 
services. A market may be local, national, or global, and can exist in traditional forms such as 
marketplaces or modern forms such as online platforms. 

Marketing, on the other hand, refers to the activities and strategies undertaken to influence 
consumer decisions and facilitate exchanges. While the market is the environment, marketing is 
the set of actions within that environment. 

Fill in the blank: A market is the environment where exchange occurs, while ______ refers to the 
activities and strategies undertaken to influence consumer decisions. 

 
Caption: Plate 1.1 Traditional and modern markets 
Description: An image showing a traditional open-air market alongside an online shopping 
interface. 
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Pilot questions 1.1 

1. Which term refers to the process of identifying, anticipating, and satisfying consumer needs 
profitably? 

2. Why is marketing considered important in business education? 

3. What is the main difference between a market and marketing? 

4. Give one example of a traditional market and one example of a modern market. 

5. Fill in the blank: Marketing involves creating ______ for customers and building strong 
relationships to capture value in return. 

 

1.2 Evolution and Changes in Marketplaces 

1.2.1 Historical development of markets 

Markets have existed since ancient times, beginning with simple barter systems where goods were 
exchanged directly without money. Over time, markets evolved into structured trading centres, 
such as medieval fairs and town squares, and eventually into modern retail outlets and online 
platforms. This historical progression shows how markets adapt to social, economic, and 
technological changes. 

Fill in the blank: Early markets operated on a ______ system where goods were exchanged directly 
without money. 
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Caption: Figure 1.2 Evolution of markets from barter to digital platforms 
Description: A timeline diagram showing barter, medieval fairs, retail shops, and online 
marketplaces. 

 

1.2.2 Contemporary changes in business and marketing 

Modern markets are characterised by rapid innovation, globalisation, and intense competition. 
Businesses now operate in environments where consumer preferences shift quickly, and 
marketing strategies must adapt to these changes. The rise of digital platforms, social media, and 
e-commerce has transformed how organisations reach and engage consumers. 

Fill in the blank: Modern markets are characterised by rapid innovation, ______, and intense 
competition. 

 
Caption: Plate 1.2 Social media as a marketing platform 
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Description: An image showing a business using social media channels to connect with customers. 

 

1.2.3 Impact of technology on market concepts 

Technology refers to the application of scientific knowledge for practical purposes. In marketing, 
technology has revolutionised communication, distribution, and data analysis. Tools such as 
customer relationship management systems, online advertising, and artificial intelligence enable 
businesses to personalise marketing and predict consumer behaviour. 

Fill in the blank: In marketing, ______ has revolutionised communication, distribution, and data 
analysis. 

 
Caption: Box 1.2 Examples of technology in marketing 
Description: A table box listing examples such as CRM systems, online advertising, AI-driven 
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analytics, and e-commerce platforms. 

 

Pilot questions 1.2 

1. What system characterised early markets before money was introduced? 

2. Name two features of contemporary markets. 

3. How has social media transformed marketing practices? 

4. Define technology in the context of marketing. 

5. Fill in the blank: Tools such as ______ enable businesses to personalise marketing and 
predict consumer behaviour. 

 

1.3 Marketing Concepts and Philosophies 

1.3.1 Production concept 

The production concept is the philosophy that consumers prefer products that are affordable and 
widely available. Businesses focusing on this concept aim to achieve efficiency in production and 
distribution. 

Fill in the blank: The production concept assumes that consumers prefer products that are ______ 
and widely available. 

 

1.3.2 Product concept 
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The product concept suggests that consumers favour products offering the best quality, 
performance, or innovative features. Organisations adopting this philosophy invest heavily in 
product development and improvement. 

Fill in the blank: The product concept assumes that consumers favour products offering the best 
______, performance, or innovative features. 

 

1.3.3 Selling concept 

The selling concept is based on the idea that consumers will not buy enough of a product unless it 
is aggressively promoted. This philosophy emphasises sales techniques and persuasion rather 
than consumer needs. 

Fill in the blank: The selling concept assumes that consumers will not buy enough of a product 
unless it is ______ promoted. 

 

1.3.4 Marketing concept 

The marketing concept holds that organisations achieve success by identifying and satisfying 
consumer needs better than competitors. It shifts the focus from products to customers. 

Fill in the blank: The marketing concept shifts the focus from products to ______. 

 

1.3.5 Societal marketing concept 

The societal marketing concept extends the marketing concept by considering not only consumer 
needs but also the long-term interests of society. It emphasises sustainable practices and social 
responsibility. 

Fill in the blank: The societal marketing concept emphasises sustainable practices and ______ 
responsibility. 

 
Caption: Figure 1.3 Comparison of marketing philosophies 
Description: A diagram comparing production, product, selling, marketing, and societal marketing 
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concepts. 

 

Pilot questions 1.3 

1. Which marketing philosophy focuses on affordability and availability? 

2. What does the product concept emphasise? 

3. Which concept relies heavily on aggressive promotion? 

4. What is the central idea of the marketing concept? 

5. Fill in the blank: The societal marketing concept considers consumer needs and the long-
term interests of ______. 

 

1.4 Foundations of Market Structures 

1.4.1 Types of markets 

Markets can be classified into consumer markets, business markets, global markets, and digital 
markets. Each type has unique characteristics and requires different marketing strategies. 

Fill in the blank: Markets can be classified into consumer markets, business markets, global 
markets, and ______ markets. 

 

1.4.2 Characteristics of buyers and sellers 
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Buyers are individuals or organisations that seek to satisfy needs through purchasing goods or 
services. Sellers are those who provide these goods or services in exchange for value. The 
interaction between buyers and sellers determines demand and supply. 

Fill in the blank: Buyers seek to satisfy needs through purchasing goods or services, while ______ 
provide these goods or services in exchange for value. 

 

1.4.3 Role of competition in shaping markets 

Competition refers to the rivalry among businesses to attract customers. It drives innovation, 
improves quality, and influences pricing. Healthy competition ensures that consumers have 
choices and that businesses remain efficient. 

Fill in the blank: ______ drives innovation, improves quality, and influences pricing in markets. 

 
Caption: Table 1.1 Types of markets and their features 
Description: A table comparing consumer, business, global, and digital markets with examples and 
key features. 

 

Pilot questions 1.4 

1. Name the four main types of markets. 

2. Who are buyers and who are sellers? 

3. What determines demand and supply in markets? 

4. Define competition in the context of markets. 
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5. Fill in the blank: Healthy competition ensures that consumers have ______ and that 
businesses remain efficient. 

 

Series Summary 

This Series has introduced you to the foundations of marketing and market concepts, setting the 
stage for deeper exploration in later parts of the course. We began by clarifying the meaning and 
nature of marketing, emphasising its importance in business education and distinguishing it from 
the concept of a market. We then examined the historical development of markets, contemporary 
changes in business and marketing, and the transformative role of technology. Following that, we 
explored the major marketing philosophies, from the production and product concepts to the 
marketing and societal marketing concepts. Finally, we analysed the foundations of market 
structures, considering types of markets, the characteristics of buyers and sellers, and the role of 
competition. 

By engaging with these topics, you should now be able to define marketing and distinguish it from 
markets (SLO 1.1), explain the evolution of markets and analyse contemporary changes (SLO 1.2), 
describe and evaluate marketing philosophies (SLO 1.3), and analyse different market structures 
and the role of competition (SLO 1.4). These outcomes provide you with a strong foundation for 
understanding how marketing operates within business and society. 

 

Glossary of Terms 

• Buyer: An individual or organisation that seeks to satisfy needs through purchasing goods 
or services. 

• Competition: Rivalry among businesses to attract customers, which drives innovation, 
improves quality, and influences pricing. 

• Market: A place, physical or virtual, where buyers and sellers interact to exchange goods 
and services. 

• Marketing: The process of identifying, anticipating, and satisfying consumer needs 
profitably. 

• Marketing concept: A philosophy that organisations succeed by identifying and satisfying 
consumer needs better than competitors. 

• Product concept: A philosophy that consumers favour products offering the best quality, 
performance, or innovative features. 

• Production concept: A philosophy that consumers prefer products that are affordable and 
widely available. 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

• Selling concept: A philosophy that consumers will not buy enough of a product unless it is 
aggressively promoted. 

• Societal marketing concept: A philosophy that considers consumer needs alongside the 
long-term interests of society. 

• Technology: The application of scientific knowledge for practical purposes, which in 
marketing revolutionises communication, distribution, and data analysis. 

 

Concept Check Questions 1 

Objective questions 

1. Which marketing philosophy assumes that consumers prefer affordable and widely 
available products? (Linked to SLO 1.3) 

2. Fill in the blank: A market is the environment where exchange occurs, while ______ refers to 
the activities and strategies undertaken to influence consumer decisions. (Linked to SLO 
1.1) 

3. Which factor has revolutionised communication, distribution, and data analysis in 
marketing? (Linked to SLO 1.2) 

Short-answer questions 

4. Define marketing in one sentence. (Linked to SLO 1.1) 

5. State two features of contemporary markets. (Linked to SLO 1.2) 

6. What is the main difference between the marketing concept and the societal marketing 
concept? (Linked to SLO 1.3) 

Long-answer questions 

7. Analyse the historical evolution of markets, highlighting key stages from barter to digital 
platforms. (Linked to SLO 1.2) 

o Basic response: Describe the progression from barter systems to medieval fairs, 
retail shops, and online marketplaces. 

o Value-added response: Evaluate how each stage reflects broader social, economic, 
and technological changes, and discuss implications for modern marketing. 

8. Evaluate the role of competition in shaping market structures, with examples. (Linked to 
SLO 1.4) 

o Basic response: Explain how competition influences innovation, quality, and 
pricing. 
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o Value-added response: Provide examples from different industries, and assess how 
competition benefits consumers and challenges businesses. 

 

Answers to Pilot Questions [Series 1] 

Part 1.1 

1. Marketing 

2. Consumer 

3. Marketing 

4. Traditional market: open-air market; Modern market: online platform 

5. Value 

Part 1.2 

1. Barter 

2. Innovation and globalisation 

3. By enabling direct consumer engagement 

4. Application of scientific knowledge for practical purposes 

5. Customer relationship management systems 

Part 1.3 

1. Production concept 

2. Quality, performance, or innovation 

3. Aggressively 

4. Customers 

5. Social 

Part 1.4 

1. Consumer, business, global, digital 

2. Buyers purchase, sellers provide 

3. Interaction between buyers and sellers 

4. Rivalry among businesses to attract customers 

5. Choices 
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References and Attributions [Series 1] 

• Suggested OER search strings: 

o “marketing process diagram open educational resource” 

o “importance of marketing education OER” 

o “traditional vs modern markets OER image” 

o “history of markets timeline OER” 

o “social media marketing OER image” 

o “technology in marketing OER” 

o “marketing concepts comparison chart OER” 

o “types of markets comparison OER” 

• AI prompt suggestions (for illustrations): 

o Circular flow diagram of marketing process 

o Table box listing benefits of marketing education 

o Split image of traditional and modern markets 

o Timeline diagram of market evolution 

o Image of social media marketing platforms 

o Table box of technology in marketing 

o Comparison chart of marketing philosophies 

o Table comparing types of markets 

• Attribution note: All illustrations are placeholders. They may be generated using AI tools or 
sourced from open educational resources (OERs). When finalised, proper attribution 
should be given to the original creators or platforms. 

 

 

 

Series 2 Principles, Functions, and Processes of Marketing 

Series Outline 
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• Part 2.1 Principles of Marketing 

o Core principles of marketing 

o Relevance of principles to business educators 

• Part 2.2 Functions of Marketing 

o Exchange function 

o Physical distribution function 

o Facilitating function 

• Part 2.3 The Marketing Process 

o Steps in the marketing process 

o Importance of feedback in the process 

• Part 2.4 Integration of Principles, Functions, and Processes 

o How principles guide functions 

o How processes operationalise principles and functions 

 

Introduction 

Marketing is not only about selling products, it is a structured discipline built on principles, 
functions, and processes that ensure businesses meet consumer needs effectively. These 
elements form the backbone of marketing practice and provide educators with the tools to train 
future professionals in applying marketing knowledge to real-world situations. 

The aim of this Series is to equip you with a clear understanding of the principles that underpin 
marketing, the functions that drive its activities, and the processes that make marketing systematic 
and effective. 

We shall commence this Series by examining the principles of marketing, highlighting their 
relevance to business educators. Next, we will explore the functions of marketing, focusing on 
exchange, distribution, and facilitation. Following that, we will study the marketing process, 
considering its sequential steps and the importance of feedback. Finally, we will bring the Series to 
a close by integrating principles, functions, and processes, showing how they work together to 
create a coherent marketing system. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 2.1 define and explain the core principles of marketing, 
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• SLO 2.2 describe the major functions of marketing and analyse their role in business, 

• SLO 2.3 outline the steps in the marketing process and evaluate the importance of 
feedback, and 

• SLO 2.4 demonstrate how principles, functions, and processes integrate to form a 
coherent marketing system. 

 

2.1 Principles of Marketing 

2.1.1 Core principles of marketing 

The principles of marketing are the fundamental guidelines that shape how organisations interact 
with consumers and deliver value. These principles include customer orientation, integrated 
marketing, profitability, and social responsibility. Customer orientation means placing the needs 
and wants of consumers at the centre of all business decisions. Integrated marketing refers to 
coordinating all marketing activities to achieve consistency and efficiency. Profitability ensures 
that marketing activities contribute to the financial success of the organisation. Social 
responsibility highlights the importance of ethical practices and considering the wider impact of 
marketing on society. 

Fill in the blank: The principle of ______ orientation means placing the needs and wants of 
consumers at the centre of all business decisions. 

 
Caption: Figure 2.1 Core principles of marketing 
Description: A diagram showing four interconnected principles: customer orientation, integrated 
marketing, profitability, and social responsibility. 
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2.1.2 Relevance of principles to business educators 

For business educators, teaching the principles of marketing is essential because it equips 
learners with the ability to analyse consumer needs, design strategies, and evaluate outcomes. 
These principles provide a framework for understanding how marketing decisions are made and 
how they affect both businesses and society. By mastering these principles, learners can apply 
marketing knowledge in diverse contexts, from small enterprises to global corporations. 

Fill in the blank: Teaching the principles of marketing equips learners with the ability to analyse 
consumer needs, design ______, and evaluate outcomes. 

 
Caption: Box 2.1 Importance of marketing principles for business educators 
Description: A table box listing benefits such as: guiding decision-making, fostering ethical 
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awareness, preparing learners for diverse business contexts, and linking theory to practice. 

 

Pilot questions 2.1 

1. Which principle places consumer needs at the centre of business decisions? 

2. What does integrated marketing aim to achieve? 

3. Why is profitability considered a principle of marketing? 

4. How does social responsibility influence marketing practices? 

5. Fill in the blank: Teaching the principles of marketing equips learners with the ability to 
analyse consumer needs, design ______, and evaluate outcomes. 

 

2.2 Functions of Marketing 

2.2.1 Exchange function 

The exchange function refers to activities that enable the transfer of goods and services from 
producers to consumers. It involves buying and selling, negotiation, and creating agreements that 
satisfy both parties. Without exchange, marketing cannot fulfil its purpose of connecting supply 
with demand. 

Fill in the blank: The exchange function involves buying and selling, negotiation, and creating ______ 
that satisfy both parties. 

 
Caption: Figure 2.2 Exchange function in marketing 
Description: A diagram showing producers, intermediaries, and consumers connected through 
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buying and selling activities. 

 

 

2.2.2 Physical distribution function 

The physical distribution function ensures that products move from producers to consumers 
efficiently. It includes transportation, warehousing, inventory management, and logistics. Effective 
distribution reduces costs, improves customer satisfaction, and ensures timely delivery of goods. 

Fill in the blank: The physical distribution function includes transportation, warehousing, inventory 
management, and ______. 

 
Caption: Plate 2.2 Logistics in marketing 
Description: An image showing trucks, warehouses, and delivery systems representing 
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distribution. 

 

2.2.3 Facilitating function 

The facilitating function supports exchange and distribution by providing services such as 
financing, risk management, market information, and standardisation. These activities make 
transactions smoother and more reliable. For example, banks provide credit facilities, insurance 
companies manage risks, and market research firms supply information. 

Fill in the blank: The facilitating function supports exchange and distribution by providing services 
such as financing, risk management, market information, and ______. 

 
Caption: Box 2.2 Examples of facilitating functions 
Description: A table box listing examples such as financing, insurance, market research, and 
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standardisation.: “

 

Pilot questions 2.2 

1. What does the exchange function involve? 

2. Name two activities included in the physical distribution function. 

3. Why is logistics important in marketing? 

4. Give two examples of facilitating functions. 

5. Fill in the blank: The facilitating function supports exchange and distribution by providing 
services such as financing, risk management, market information, and ______. 

 

2.3 The Marketing Process 

2.3.1 Steps in the marketing process 

The marketing process is a structured sequence of activities that organisations follow to deliver 
value to consumers. It typically involves analysing the market, identifying consumer needs, 
designing strategies, implementing marketing programmes, and evaluating outcomes. Each step 
builds on the previous one to ensure that marketing activities are purposeful and effective. 

Fill in the blank: The marketing process begins with analysing the market and identifying ______ 
needs. 

 
Caption: Figure 2.3 Steps in the marketing process 
Description: A flowchart showing steps: market analysis, consumer needs, strategy design, 
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programme implementation, evaluation. 

 

2.3.2 Importance of feedback in the process 

Feedback is information received about the effectiveness of marketing activities. It helps 
organisations adjust strategies, improve products, and respond to consumer preferences. Without 
feedback, businesses risk repeating mistakes or failing to meet consumer expectations. 

Fill in the blank: ______ helps organisations adjust strategies, improve products, and respond to 
consumer preferences. 

 
Caption: Plate 2.3 Customer feedback in marketing 
Description: An image showing customers providing feedback through surveys, reviews, and digital 
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platforms. 

 

 

Pilot questions 2.3 

1. What is the first step in the marketing process? 

2. Name two steps that follow identifying consumer needs. 

3. Why is feedback important in marketing? 

4. Fill in the blank: The marketing process begins with analysing the market and identifying 
______ needs. 

5. Fill in the blank: ______ helps organisations adjust strategies, improve products, and 
respond to consumer preferences. 

 

2.4 Integration of Principles, Functions, and Processes 

2.4.1 How principles guide functions 

Marketing principles provide the foundation for functions by ensuring that activities such as 
exchange, distribution, and facilitation are aligned with customer orientation, profitability, and 
social responsibility. For example, distribution strategies must not only be efficient but also ethical 
and sustainable. 

Fill in the blank: Marketing principles ensure that exchange, distribution, and facilitation are aligned 
with customer orientation, profitability, and ______ responsibility. 
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2.4.2 How processes operationalise principles and functions 

The marketing process translates principles and functions into action. By following a structured 
sequence, organisations ensure that principles guide decisions and functions are executed 
effectively. This integration creates a coherent system where marketing activities are purposeful, 
coordinated, and responsive to consumer needs. 

Fill in the blank: The marketing process translates principles and functions into ______. 

 
Caption: Figure 2.4 Integration of principles, functions, and processes 
Description: A diagram showing principles at the foundation, functions as activities, and processes 
as the operational framework. 

 

Pilot questions 2.4 

1. How do principles guide marketing functions? 

2. Why must distribution strategies be ethical and sustainable? 

3. What role does the marketing process play in operationalising principles and functions? 

4. Fill in the blank: Marketing principles ensure that exchange, distribution, and facilitation are 
aligned with customer orientation, profitability, and ______ responsibility. 

5. Fill in the blank: The marketing process translates principles and functions into ______. 
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Series Summary 

This Series has explored the principles, functions, and processes of marketing, providing you with a 
structured understanding of how marketing operates in practice. We began by examining the core 
principles of marketing, such as customer orientation, integrated marketing, profitability, and 
social responsibility, and discussed their relevance to business educators. We then moved on to 
the functions of marketing, including exchange, physical distribution, and facilitation, which 
ensure that products and services reach consumers effectively. Following that, we studied the 
marketing process, highlighting its sequential steps and the importance of feedback. Finally, we 
integrated principles, functions, and processes to show how they work together to form a coherent 
marketing system. 

By engaging with these topics, you should now be able to define and explain the principles of 
marketing (SLO 2.1), describe and analyse the functions of marketing (SLO 2.2), outline the steps in 
the marketing process and evaluate feedback (SLO 2.3), and demonstrate how principles, 
functions, and processes integrate into a unified system (SLO 2.4). These outcomes strengthen 
your ability to teach and apply marketing knowledge in diverse business contexts. 

 

Glossary of Terms 

• Customer orientation: A principle of marketing that places consumer needs and wants at 
the centre of business decisions. 

• Exchange function: Marketing activities that enable the transfer of goods and services 
between producers and consumers. 

• Facilitating function: Services such as financing, risk management, market information, 
and standardisation that support exchange and distribution. 

• Feedback: Information received about the effectiveness of marketing activities, used to 
adjust strategies and improve outcomes. 

• Integrated marketing: Coordinating all marketing activities to achieve consistency and 
efficiency. 

• Logistics: The management of transportation, warehousing, and delivery systems to 
ensure efficient distribution. 

• Marketing process: A structured sequence of activities including market analysis, 
identifying consumer needs, designing strategies, implementing programmes, and 
evaluating outcomes. 

• Physical distribution function: Activities that move products from producers to 
consumers, including transportation, warehousing, and inventory management. 

• Principles of marketing: Fundamental guidelines such as customer orientation, integrated 
marketing, profitability, and social responsibility. 
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• Social responsibility: A principle of marketing that emphasises ethical practices and 
consideration of the wider impact on society. 

 

Concept Check Questions 2 

Objective questions 

1. Which principle of marketing places consumer needs at the centre of business decisions? 
(Linked to SLO 2.1) 

2. Fill in the blank: The ______ function involves buying and selling, negotiation, and creating 
agreements that satisfy both parties. (Linked to SLO 2.2) 

3. Which step in the marketing process ensures that organisations adjust strategies and 
improve products? (Linked to SLO 2.3) 

Short-answer questions 

4. Define integrated marketing in one sentence. (Linked to SLO 2.1) 

5. State two activities included in the physical distribution function. (Linked to SLO 2.2) 

6. Why is feedback important in the marketing process? (Linked to SLO 2.3) 

Long-answer questions 

7. Explain the three major functions of marketing and provide examples of each. (Linked to 
SLO 2.2) 

o Basic response: Describe exchange, physical distribution, and facilitating functions 
with simple examples. 

o Value-added response: Analyse how these functions interact to ensure efficiency 
and consumer satisfaction, with examples from different industries. 

8. Demonstrate how principles, functions, and processes integrate to form a coherent 
marketing system. (Linked to SLO 2.4) 

o Basic response: Explain how principles guide functions and how processes 
operationalise them. 

o Value-added response: Provide a case study or example of a business applying 
principles, functions, and processes together to achieve success. 

 

Answers to Concept Check Questions [Series 2] 

Objective 
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1. Customer orientation 

2. Exchange 

3. Feedback 

Short-answer 

4. Integrated marketing is the coordination of all marketing activities to achieve consistency 
and efficiency. 

5. Transportation and warehousing. 

6. Feedback helps organisations adjust strategies, improve products, and respond to 
consumer preferences. 

Long-answer 

7.  

• Basic response: The exchange function involves buying and selling, the physical 
distribution function ensures products reach consumers, and the facilitating function 
supports transactions with services like financing and insurance. 

• Value-added response: These functions interact to create efficiency. For example, 
supermarkets rely on exchange through sales, distribution through logistics, and facilitation 
through credit card services and market research. 

8.  

• Basic response: Principles guide marketing functions, and processes operationalise them 
into action. 

• Value-added response: For instance, a company guided by customer orientation (principle) 
designs efficient distribution (function) and follows a structured process to analyse needs, 
implement strategies, and gather feedback, creating a coherent system. 

 

Answers to Pilot Questions [Series 2] 

Part 2.1 

1. Customer orientation 

2. Consistency and efficiency 

3. It ensures financial success of the organisation 

4. It encourages ethical practices and considers societal impact 

5. Strategies 
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Part 2.2 

1. Buying, selling, negotiation, agreements 

2. Transportation and warehousing 

3. It ensures timely delivery and reduces costs 

4. Financing and insurance 

5. Standardisation 

Part 2.3 

1. Market analysis 

2. Strategy design and programme implementation 

3. It helps organisations adjust strategies and improve products 

4. Consumer 

5. Feedback 

Part 2.4 

1. They ensure activities align with customer orientation, profitability, and social responsibility 

2. To avoid harm and ensure sustainability 

3. It translates principles and functions into action 

4. Social 

5. Action 

 

References and Attributions [Series 2] 

• Suggested OER search strings: 

o “principles of marketing diagram OER” 

o “importance of marketing principles OER” 

o “exchange function in marketing diagram OER” 

o “logistics and distribution OER image” 

o “facilitating functions in marketing OER” 

o “marketing process flowchart OER” 

o “customer feedback marketing OER image” 
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o “integration of marketing principles functions processes OER” 

• AI prompt suggestions (for illustrations): 

o Diagram of core principles of marketing 

o Table box listing benefits of teaching marketing principles 

o Flow diagram of exchange function 

o Image of logistics in marketing 

o Table box of facilitating functions 

o Flowchart of marketing process steps 

o Image of customer feedback methods 

o Layered diagram of integration of principles, functions, and processes 

• Attribution note: All illustrations are placeholders. They may be generated using AI tools or 
sourced from open educational resources (OERs). When finalised, proper attribution 
should be given to the original creators or platforms. 

 

 

 

 

Series 3 The Marketing Mix and Market Segmentation 

Series Outline 

• Part 3.1 The Marketing Mix: Concept and Importance 

o Definition of the marketing mix 

o Importance of the marketing mix in business education 

• Part 3.2 The Four Ps of Marketing 

o Product 

o Price 

o Place 

o Promotion 

• Part 3.3 Market Segmentation: Concept and Bases 
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o Definition of market segmentation 

o Bases of segmentation: demographic, geographic, psychographic, behavioural 

• Part 3.4 Application of Marketing Mix and Segmentation 

o How segmentation informs the marketing mix 

o Case examples of integrated application 

This outline provides four main Parts, which conforms to the guideline for a 2-credit course. 

 

Introduction 

In the last Series, we explored the principles, functions, and processes of marketing, which 
provided a foundation for understanding how marketing operates systematically. Building on that 
knowledge, this Series focuses on two of the most practical and widely applied aspects of 
marketing: the marketing mix and market segmentation. These concepts are central to designing 
strategies that meet consumer needs effectively. 

The aim of this Series is to equip you with the ability to apply the marketing mix and segmentation 
strategies in real-world contexts, ensuring that marketing activities are both targeted and effective. 

We shall commence this Series by examining the concept and importance of the marketing mix. 
Next, we will explore the Four Ps of marketing, namely product, price, place, and promotion. 
Following that, we will study market segmentation, considering its definition and the bases used to 
divide markets. Finally, we will conclude by analysing how segmentation informs the marketing 
mix, with examples of integrated application. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 3.1 define the marketing mix and explain its importance in business education, 

• SLO 3.2 describe and analyse the Four Ps of marketing, 

• SLO 3.3 define market segmentation and explain the bases used to segment markets, and 

• SLO 3.4 demonstrate how market segmentation informs the marketing mix through 
practical applications. 

 

3.1 The Marketing Mix: Concept and Importance 

3.1.1 Definition of the marketing mix 
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The marketing mix refers to the set of controllable variables that organisations use to influence 
consumer responses and achieve their marketing objectives. Traditionally, it is expressed as the 
Four Ps: product, price, place, and promotion. These elements work together to create value for 
consumers and ensure that businesses remain competitive. The marketing mix is often described 
as the toolkit of marketing managers, enabling them to design strategies that meet consumer 
needs effectively. 

Fill in the blank: The marketing mix is traditionally expressed as the Four Ps: product, price, place, 
and ______. 

 
Caption: Figure 3.1 The Four Ps of the marketing mix 
Description: A diagram showing the four interconnected elements: product, price, place, and 
promotion. 

 

3.1.2 Importance of the marketing mix in business education 

The marketing mix is important in business education because it provides a practical framework for 
analysing and designing marketing strategies. By studying the mix, learners can understand how 
businesses balance different elements to satisfy consumer needs. For example, a company may 
adjust its pricing strategy to match consumer expectations, or enhance promotion to increase 
awareness. Business educators use the marketing mix to help learners connect theory with 
practice, preparing them to make informed decisions in diverse business environments. 

Fill in the blank: The marketing mix provides a practical framework for analysing and designing 
______ strategies. 

 
Caption: Box 3.1 Importance of the marketing mix in business education 
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Description: A table box listing benefits such as: linking theory to practice, guiding decision-
making, balancing consumer needs, and preparing learners for diverse business contexts. 

 

Pilot questions 3.1 

1. What does the term marketing mix refer to? 

2. Name the Four Ps of the marketing mix. 

3. Why is the marketing mix considered a toolkit for marketing managers? 

4. How does the marketing mix help learners in business education? 

5. Fill in the blank: The marketing mix provides a practical framework for analysing and 
designing ______ strategies. 

 

3.2 The Four Ps of Marketing 

3.2.1 Product 

A product is anything offered to the market to satisfy consumer needs or wants. It may be tangible, 
such as a physical good, or intangible, such as a service or idea. The product element of the 
marketing mix involves decisions about design, features, quality, branding, and packaging. 

Fill in the blank: A product may be tangible, such as a physical good, or intangible, such as a 
______. 

 
Caption: Figure 3.2 Product element of the marketing mix 
Description: A diagram showing product-related decisions such as design, features, quality, 
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branding, and packaging. 

 

3.2.2 Price 

Price is the amount of money consumers pay to acquire a product or service. Pricing decisions 
involve setting strategies that reflect costs, competition, and consumer perceptions of value. Price 
influences demand, profitability, and positioning in the market. 

Fill in the blank: Pricing decisions involve setting strategies that reflect costs, competition, and 
consumer perceptions of ______. 

 
Caption: Box 3.2 Factors influencing pricing decisions 
Description: A table box listing factors such as production costs, competitor pricing, consumer 
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value perception, and market demand. 

 

 

3.2.3 Place 

Place refers to the distribution channels and locations where products are made available to 
consumers. It includes decisions about retail outlets, online platforms, logistics, and accessibility. 
Effective placement ensures that products reach the right consumers at the right time. 

Fill in the blank: Place refers to the distribution channels and ______ where products are made 
available to consumers. 

 
Caption: Plate 3.2 Distribution channels in marketing 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

Description: An image showing retail stores, online platforms, and delivery systems. 

 

3.2.4 Promotion 

Promotion encompasses all activities used to communicate with consumers and persuade them 
to purchase products. It includes advertising, sales promotion, public relations, and personal 
selling. Promotion creates awareness, builds brand image, and stimulates demand. 

Fill in the blank: Promotion includes advertising, sales promotion, public relations, and ______ 
selling. 

Caption: Figure 3.3 Promotion strategies in marketing 
Description: A diagram showing promotion methods: advertising, sales promotion, public 
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relations, personal selling. 

 

Pilot questions 3.2 

1. What is a product in marketing terms? 

2. Name two factors that influence pricing decisions. 

3. What does the term place refer to in the marketing mix? 

4. Which promotional activity involves direct interaction with consumers? 

5. Fill in the blank: Promotion includes advertising, sales promotion, public relations, and 
______ selling. 

 

3.3 Market Segmentation: Concept and Bases 

3.3.1 Definition of market segmentation 

Market segmentation is the process of dividing a market into distinct groups of consumers with 
similar needs or characteristics. Segmentation allows businesses to target specific groups more 
effectively, tailoring products and marketing strategies to meet their unique requirements. 

Fill in the blank: Market segmentation is the process of dividing a market into distinct groups of 
consumers with similar ______ or characteristics. 

 

3.3.2 Bases of segmentation 
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Segmentation can be carried out using several bases: 

• Demographic segmentation divides markets by age, gender, income, education, or family 
size. 

• Geographic segmentation focuses on location, such as region, city, or climate. 

• Psychographic segmentation considers lifestyle, values, and personality traits. 

• Behavioural segmentation examines consumer behaviour, such as usage rate, brand 
loyalty, or benefits sought. 

Fill in the blank: ______ segmentation considers lifestyle, values, and personality traits. 

 

 

Pilot questions 3.3 

1. What is market segmentation? 

2. Name the four bases of market segmentation. 

3. Which segmentation base considers lifestyle and values? 

4. Give one example of demographic segmentation. 

5. Fill in the blank: Behavioural segmentation examines consumer behaviour, such as usage 
rate, brand loyalty, or ______ sought. 

 

3.4 Application of Marketing Mix and Segmentation 

3.4.1 How segmentation informs the marketing mix 

Segmentation informs the marketing mix by helping businesses design products, set prices, 
choose distribution channels, and plan promotions that match the needs of specific consumer 
groups. For example, a company targeting young professionals may design trendy products, set 
premium prices, distribute through online platforms, and promote via social media. 

Fill in the blank: Segmentation informs the marketing mix by helping businesses design products, 
set prices, choose distribution channels, and plan ______. 

 

3.4.2 Case examples of integrated application 

An integrated application of segmentation and the marketing mix can be seen in industries such as 
fashion, technology, and food. For instance, a smartphone company may segment its market by 
income level and lifestyle, then design products with features suited to each segment, price them 
accordingly, distribute through appropriate channels, and promote using targeted advertising. 
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Fill in the blank: An integrated application of segmentation and the marketing mix can be seen in 
industries such as fashion, technology, and ______. 

 

 

Pilot questions 3.4 

1. How does segmentation inform the marketing mix? 

2. Give an example of how a company might apply segmentation to its marketing mix. 

3. Why is integration of segmentation and the marketing mix important? 

4. Fill in the blank: Segmentation informs the marketing mix by helping businesses design 
products, set prices, choose distribution channels, and plan ______. 

5. Fill in the blank: An integrated application of segmentation and the marketing mix can be 
seen in industries such as fashion, technology, and ______. 

 

Series Summary 

This Series has focused on the marketing mix and market segmentation, two essential tools for 
designing effective marketing strategies. We began by defining the marketing mix and emphasising 
its importance in business education. We then explored the Four Ps of marketing, namely product, 
price, place, and promotion, which together form the foundation of marketing decisions. Following 
that, we examined market segmentation, considering its definition and the bases used to divide 
markets into distinct groups. Finally, we analysed how segmentation informs the marketing mix, 
with practical examples of integrated application. 

By engaging with these topics, you should now be able to define and explain the marketing mix 
(SLO 3.1), describe and analyse the Four Ps (SLO 3.2), define market segmentation and explain its 
bases (SLO 3.3), and demonstrate how segmentation informs the marketing mix through practical 
applications (SLO 3.4). These outcomes provide you with practical skills for applying marketing 
concepts in diverse business contexts. 

 

Glossary of Terms 

• Behavioural segmentation: Dividing markets based on consumer behaviour such as usage 
rate, brand loyalty, or benefits sought. 

• Demographic segmentation: Dividing markets by age, gender, income, education, or 
family size. 

• Geographic segmentation: Dividing markets based on location such as region, city, or 
climate. 
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• Market segmentation: The process of dividing a market into distinct groups of consumers 
with similar needs or characteristics. 

• Marketing mix: The set of controllable variables, traditionally expressed as the Four Ps, 
used to influence consumer responses. 

• Place: Distribution channels and locations where products are made available to 
consumers. 

• Price: The amount of money consumers pay to acquire a product or service. 

• Product: Anything offered to the market to satisfy consumer needs or wants, whether 
tangible or intangible. 

• Promotion: Activities used to communicate with consumers and persuade them to 
purchase products, including advertising, sales promotion, public relations, and personal 
selling. 

• Psychographic segmentation: Dividing markets based on lifestyle, values, and personality 
traits. 

 

Concept Check Questions 3 

Objective questions 

1. Which element of the marketing mix refers to distribution channels and locations? (Linked 
to SLO 3.2) 

2. Fill in the blank: Market segmentation is the process of dividing a market into distinct 
groups of consumers with similar ______ or characteristics. (Linked to SLO 3.3) 

3. Which promotional activity involves direct interaction with consumers? (Linked to SLO 3.2) 

Short-answer questions 

4. Define the marketing mix in one sentence. (Linked to SLO 3.1) 

5. Name the Four Ps of marketing. (Linked to SLO 3.2) 

6. State two bases of market segmentation. (Linked to SLO 3.3) 

Long-answer questions 

7. Analyse the importance of the marketing mix in business education. (Linked to SLO 3.1) 

o Basic response: Explain how the marketing mix provides a framework for analysing 
and designing strategies. 
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o Value-added response: Discuss how educators use the mix to connect theory with 
practice and prepare learners for diverse contexts. 

8. Demonstrate how segmentation informs the marketing mix with a practical example. 
(Linked to SLO 3.4) 

o Basic response: Explain how segmentation guides product design, pricing, 
distribution, and promotion. 

o Value-added response: Provide a case study or example of a company applying 
segmentation to tailor its marketing mix for different consumer groups. 

 

Answers to Concept Check Questions [Series 3] 

Objective 

1. Place 

2. Needs 

3. Personal selling 

Short-answer 

4. The marketing mix is the set of controllable variables, traditionally expressed as the Four 
Ps, used to influence consumer responses. 

5. Product, price, place, promotion. 

6. Demographic and psychographic segmentation. 

Long-answer 

7.  

• Basic response: The marketing mix is important because it provides a practical framework 
for analysing and designing strategies. 

• Value-added response: Educators use the mix to connect theory with practice, helping 
learners understand how businesses balance consumer needs, costs, and competition in 
diverse contexts. 

8.  

• Basic response: Segmentation guides product design, pricing, distribution, and promotion 
to match consumer needs. 

• Value-added response: For example, a smartphone company may segment by income level 
and lifestyle, then design products with features suited to each segment, price them 
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accordingly, distribute through appropriate channels, and promote using targeted 
advertising. 

 

Answers to Pilot Questions [Series 3] 

Part 3.1 

1. The set of controllable variables used to influence consumer responses 

2. Product, price, place, promotion 

3. Because it enables managers to design strategies that meet consumer needs 

4. It links theory to practice and prepares learners for decision-making 

5. Marketing strategies 

Part 3.2 

1. Anything offered to the market to satisfy needs or wants 

2. Production costs and competitor pricing 

3. Distribution channels and locations 

4. Personal selling 

5. Personal 

Part 3.3 

1. Dividing a market into distinct groups of consumers with similar needs or characteristics 

2. Demographic, geographic, psychographic, behavioural 

3. Psychographic segmentation 

4. Age or income 

5. Benefits 

Part 3.4 

1. By guiding product, price, place, and promotion decisions 

2. A company targeting young professionals may design trendy products, set premium prices, 
distribute online, and promote via social media 

3. It ensures marketing activities are targeted and effective 

4. Promotions 
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5. Food 

 

References and Attributions [Series 3] 

• Suggested OER search strings: 

o “Four Ps of marketing diagram OER” 

o “importance of marketing mix OER” 

o “product element marketing mix diagram OER” 

o “pricing factors marketing OER” 

o “distribution channels marketing OER image” 

o “promotion strategies marketing OER diagram” 

o “market segmentation bases comparison OER” 

o “integration of segmentation and marketing mix OER” 

• AI prompt suggestions (for illustrations): 

o Diagram of the Four Ps of marketing 

o Table box listing benefits of the marketing mix in education 

o Diagram of product-related decisions 

o Table box of pricing factors 

o Image of distribution channels 

o Diagram of promotion strategies 

o Table comparing segmentation bases 

o Diagram showing integration of segmentation and marketing mix 

• Attribution note: All illustrations are placeholders. They may be generated using AI tools or 
sourced from open educational resources (OERs). When finalised, proper attribution 
should be given to the original creators or platforms. 
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Series 4 Retailing, Wholesaling, and Consumer Behaviour 

Series Outline 

• Part 4.1 Retailing: Concept and Activities 

o Definition of retailing 

o Types of retail outlets 

o Key activities in retailing 

• Part 4.2 Wholesaling: Concept and Activities 

o Definition of wholesaling 

o Functions of wholesalers 

o Types of wholesalers 

• Part 4.3 Consumer Behaviour: Concept and Influences 

o Definition of consumer behaviour 

o Factors influencing consumer behaviour (cultural, social, personal, psychological) 

• Part 4.4 Linking Retailing, Wholesaling, and Consumer Behaviour 

o How consumer behaviour shapes retailing and wholesaling strategies 

o Case examples of integration 

This outline provides four main Parts, which conforms to the guideline for a 2-credit course. 

 

Introduction 

In the last Series, we examined the marketing mix and market segmentation, which showed how 
businesses design strategies to meet consumer needs effectively. This Series now turns to 
retailing, wholesaling, and consumer behaviour, three interconnected areas that determine how 
products reach consumers and how consumers make purchasing decisions. These topics are 
highly practical, as they explain the everyday processes of buying, selling, and consumption. 

The aim of this Series is to provide you with a clear understanding of retailing and wholesaling 
activities, alongside the factors that influence consumer behaviour, and to show how these 
elements work together in shaping marketing strategies. 

We shall commence this Series by exploring the concept and activities of retailing, focusing on 
types of outlets and their roles. Next, we will move on to wholesaling, examining its functions and 
types. Following that, we will study consumer behaviour, considering the cultural, social, personal, 
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and psychological factors that influence decisions. Finally, we will conclude by linking retailing, 
wholesaling, and consumer behaviour, with examples of how they integrate in practice. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 4.1 define retailing and explain the types and activities of retail outlets, 

• SLO 4.2 describe wholesaling and analyse the functions and types of wholesalers, 

• SLO 4.3 define consumer behaviour and evaluate the factors that influence it, and 

• SLO 4.4 demonstrate how consumer behaviour shapes retailing and wholesaling strategies 
through practical examples. 

 

4.1 Retailing: Concept and Activities 

4.1.1 Definition of retailing 

Retailing refers to the activities involved in selling goods and services directly to final consumers 
for their personal, non-business use. It is the last stage in the distribution channel, where products 
reach the end-user. Retailing can take place in physical stores, such as supermarkets and 
boutiques, or through online platforms. 

Fill in the blank: Retailing refers to the activities involved in selling goods and services directly to 
______ consumers for their personal use. 

 
Caption: Figure 4.1 Retailing as the final stage in distribution 
Description: A diagram showing the flow of goods from producers to wholesalers to retailers to 
consumers. 
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4.1.2 Types of retail outlets 

Retail outlets vary in size, scope, and the type of products they sell. Common types include: 

• Department stores: Large outlets offering a wide range of products under one roof. 

• Supermarkets: Self-service stores selling food and household items. 

• Specialty stores: Focused on specific product categories, such as electronics or clothing. 

• Convenience stores: Small outlets located near residential areas, offering everyday items. 

• Online retailers: Platforms that sell goods and services via the internet. 

Fill in the blank: ______ stores are small outlets located near residential areas, offering everyday 
items. 

 
Caption: Plate 4.1 Examples of retail outlets 
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Description: An image showing a supermarket, a boutique, and an online shopping interface. 

 

4.1.3 Key activities in retailing 

Retailers perform several activities to ensure products reach consumers effectively. These include: 

• Buying and assortment: Selecting products to meet consumer preferences. 

• Storage and display: Keeping goods safe and presenting them attractively. 

• Pricing and promotion: Setting prices and communicating offers to consumers. 

• Customer service: Assisting consumers before, during, and after purchase. 

• Feedback collection: Gathering consumer opinions to improve future offerings. 

Fill in the blank: Retailers perform activities such as buying, storage, pricing, customer service, and 
______ collection. 

 
Caption: Box 4.1 Key activities in retailing 
Description: A table box listing buying and assortment, storage and display, pricing and promotion, 
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customer service, and feedback collection. 

 

Pilot questions 4.1 

1. What is retailing? 

2. Name three types of retail outlets. 

3. Which type of store focuses on specific product categories? 

4. List two key activities performed by retailers. 

5. Fill in the blank: Retailers perform activities such as buying, storage, pricing, customer 
service, and ______ collection. 

 

4.2 Wholesaling: Concept and Activities 

4.2.1 Definition of wholesaling 

Wholesaling refers to the activities involved in selling goods and services to those who buy for 
resale or for business use. Wholesalers act as intermediaries between producers and retailers, 
ensuring that products are distributed efficiently across markets. They typically deal in large 
quantities and provide services that make distribution easier for manufacturers and retailers. 

Fill in the blank: Wholesaling refers to the activities involved in selling goods and services to those 
who buy for ______ or for business use. 

 
Caption: Figure 4.2 Wholesaling in the distribution channel 
Description: A diagram showing producers supplying wholesalers, who then distribute to retailers 
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and consumers. 

 

4.2.2 Functions of wholesalers 

Wholesalers perform several functions that support producers and retailers, including: 

• Bulk breaking: Buying in large quantities and selling in smaller lots. 

• Storage: Holding goods until they are needed by retailers. 

• Transportation: Moving goods from producers to retailers. 

• Financing: Providing credit facilities to retailers. 

• Risk bearing: Taking responsibility for losses due to damage or unsold stock. 

Fill in the blank: Wholesalers perform functions such as bulk breaking, storage, transportation, 
financing, and ______ bearing. 

 
Caption: Box 4.2 Functions of wholesalers 
Description: A table box listing bulk breaking, storage, transportation, financing, and risk bearing. 

Function Description 

Bulk Breaking 
Wholesalers buy products in massive quantities from producers and "break" 
them down into smaller, manageable lots for retailers to purchase. 
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Function Description 

Warehousing 
They provide storage facilities for finished goods, reducing the inventory 
costs and space requirements for both the manufacturer and the retailer. 

Transportation 
Wholesalers often handle the delivery of goods from their warehouses to 
various retail locations, ensuring a steady flow of supply. 

Risk Bearing 
By taking title to the goods, wholesalers assume the risks of price 
fluctuations, spoilage, theft, or changes in market demand. 

Market 
Information 

They act as an information link, providing manufacturers with feedback on 
consumer trends and providing retailers with info on new products. 

 

4.2.3 Types of wholesalers 

Wholesalers can be classified into different types: 

• Merchant wholesalers: Independently owned businesses that buy and resell goods. 

• Agents and brokers: Intermediaries who facilitate sales without taking ownership of goods. 

• Specialised wholesalers: Focused on specific industries or product categories. 

Fill in the blank: ______ wholesalers are independently owned businesses that buy and resell 
goods. 

 
Caption: Plate 4.2 Types of wholesalers 
Description: An image showing warehouses, brokers in negotiation, and specialised wholesale 
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outlets. 

 

Pilot questions 4.2 

1. What is wholesaling? 

2. Name three functions of wholesalers. 

3. Which function involves selling goods in smaller lots? 

4. Identify one type of wholesaler. 

5. Fill in the blank: Wholesalers perform functions such as bulk breaking, storage, 
transportation, financing, and ______ bearing. 

 

4.3 Consumer Behaviour: Concept and Influences 

4.3.1 Definition of consumer behaviour 

Consumer behaviour refers to the study of how individuals, groups, or organisations select, 
purchase, use, and dispose of goods and services to satisfy their needs and wants. It helps 
marketers understand why consumers make certain decisions and how they can influence those 
decisions. 

Fill in the blank: Consumer behaviour refers to the study of how individuals, groups, or 
organisations select, purchase, use, and ______ goods and services. 

 

4.3.2 Factors influencing consumer behaviour 
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Consumer behaviour is influenced by several factors: 

• Cultural factors: Traditions, values, and beliefs that shape preferences. 

• Social factors: Family, friends, and social groups that influence decisions. 

• Personal factors: Age, occupation, lifestyle, and economic situation. 

• Psychological factors: Motivation, perception, learning, and attitudes. 

Fill in the blank: ______ factors include traditions, values, and beliefs that shape consumer 
preferences. 

 
Caption: Table 4.1 Factors influencing consumer behaviour 
Description: A table comparing cultural, social, personal, and psychological factors with 
examples. 

Factor Definition Examples 

Cultural 

The most basic cause of a person's 
wants and behavior, learned from 
family, church, school, and other 
institutions. 

Subcultures (ethnic groups, regional 
identities), Social Class (upper, middle, 
working class), and national traditions. 

Social 
Influences from the people and 
groups an individual interacts with 
directly or admires. 

Reference Groups (friend circles, 
coworkers), Family roles, and Opinion 
Leaders (influencers or experts). 

Personal 
Characteristics unique to the 
individual that change over the 
course of their life. 

Age/Life Cycle Stage, Occupation, 
Economic Situation, Lifestyle (AIO: 
Activities, Interests, Opinions), and 
Personality. 

Psychological 
Internal mental processes that drive 
a person toward a specific choice or 
action. 

Motivation (Maslow’s Hierarchy), 
Perception (how info is interpreted), 
Learning, and Beliefs/Attitudes. 
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Pilot questions 4.3 

1. What is consumer behaviour? 

2. Name two personal factors that influence consumer behaviour. 

3. Which factor includes family and social groups? 

4. Give one example of a psychological factor. 

5. Fill in the blank: ______ factors include traditions, values, and beliefs that shape consumer 
preferences. 

 

4.4 Linking Retailing, Wholesaling, and Consumer Behaviour 

4.4.1 How consumer behaviour shapes retailing and wholesaling strategies 

Consumer behaviour directly influences how retailers and wholesalers design their strategies. For 
example, if consumers prefer convenience, retailers may open more neighbourhood stores, while 
wholesalers may focus on faster delivery systems. Understanding consumer behaviour ensures 
that distribution channels remain responsive to market needs. 

Fill in the blank: If consumers prefer convenience, retailers may open more neighbourhood stores, 
while wholesalers may focus on faster ______ systems. 

 

4.4.2 Case examples of integration 

An integrated view of retailing, wholesaling, and consumer behaviour can be seen in industries 
such as fashion and food. For instance, fashion wholesalers may supply trendy clothing to retailers 
who target young consumers, while food wholesalers may adjust distribution based on consumer 
demand for healthier options. 

Fill in the blank: An integrated view of retailing, wholesaling, and consumer behaviour can be seen 
in industries such as fashion and ______. 

 
Caption: Figure 4.3 Integration of retailing, wholesaling, and consumer behaviour 
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Description: A diagram showing consumer behaviour influencing retail and wholesale strategies. 

 

Pilot questions 4.4 

1. How does consumer behaviour shape retailing strategies? 

2. Give one example of how wholesalers respond to consumer behaviour. 

3. Why is integration of retailing, wholesaling, and consumer behaviour important? 

4. Fill in the blank: If consumers prefer convenience, retailers may open more neighbourhood 
stores, while wholesalers may focus on faster ______ systems. 

5. Fill in the blank: An integrated view of retailing, wholesaling, and consumer behaviour can 
be seen in industries such as fashion and ______. 

 

Series Summary 

This Series has examined retailing, wholesaling, and consumer behaviour, three interconnected 
areas that explain how products move through distribution channels and how consumers make 
purchasing decisions. We began by defining retailing and exploring the types of retail outlets and 
their key activities. We then studied wholesaling, considering its functions and types. Following 
that, we analysed consumer behaviour, focusing on cultural, social, personal, and psychological 
influences. Finally, we linked retailing, wholesaling, and consumer behaviour, showing how 
consumer preferences shape strategies in both retail and wholesale contexts. 

By engaging with these topics, you should now be able to define retailing and explain its activities 
(SLO 4.1), describe wholesaling and analyse its functions and types (SLO 4.2), define consumer 
behaviour and evaluate its influencing factors (SLO 4.3), and demonstrate how consumer 
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behaviour shapes retailing and wholesaling strategies through practical examples (SLO 4.4). These 
outcomes provide you with practical insights into how marketing operates in everyday business 
environments. 

 

Glossary of Terms 

• Agent and broker: Intermediaries who facilitate sales without taking ownership of goods. 

• Consumer behaviour: The study of how individuals, groups, or organisations select, 
purchase, use, and dispose of goods and services. 

• Convenience store: A small retail outlet located near residential areas, offering everyday 
items. 

• Cultural factors: Traditions, values, and beliefs that shape consumer preferences. 

• Merchant wholesaler: An independently owned business that buys and resells goods. 

• Retailing: Activities involved in selling goods and services directly to final consumers for 
personal use. 

• Risk bearing: A wholesaler’s responsibility for losses due to damage or unsold stock. 

• Social factors: Influences from family, friends, and social groups on consumer decisions. 

• Wholesaling: Activities involved in selling goods and services to those who buy for resale or 
business use. 

 

Concept Check Questions 4 

Objective questions 

1. Which type of store is located near residential areas and offers everyday items? (Linked to 
SLO 4.1) 

2. Fill in the blank: Wholesaling refers to the activities involved in selling goods and services to 
those who buy for ______ or for business use. (Linked to SLO 4.2) 

3. Which factor influencing consumer behaviour includes traditions, values, and beliefs? 
(Linked to SLO 4.3) 

Short-answer questions 

4. Define retailing in one sentence. (Linked to SLO 4.1) 

5. Name two functions of wholesalers. (Linked to SLO 4.2) 

6. State two personal factors that influence consumer behaviour. (Linked to SLO 4.3) 
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Long-answer questions 

7. Explain the key activities performed by retailers. (Linked to SLO 4.1) 

o Basic response: List and describe buying, storage, pricing, customer service, and 
feedback collection. 

o Value-added response: Analyse how these activities contribute to consumer 
satisfaction and business success. 

8. Demonstrate how consumer behaviour shapes retailing and wholesaling strategies with 
examples. (Linked to SLO 4.4) 

o Basic response: Explain how consumer preferences influence retail and wholesale 
decisions. 

o Value-added response: Provide examples from industries such as fashion or food, 
showing how strategies adapt to consumer behaviour. 

 

Answers to Concept Check Questions [Series 4] 

Objective 

1. Convenience store 

2. Resale 

3. Cultural factors 

Short-answer 

4. Retailing is the activity of selling goods and services directly to final consumers for personal 
use. 

5. Bulk breaking and storage. 

6. Age and lifestyle. 

Long-answer 

7.  

• Basic response: Retailers buy products, store and display them, set prices, provide 
customer service, and collect feedback. 

• Value-added response: These activities ensure that consumers have access to products, 
receive support during purchases, and influence future offerings, thereby enhancing 
satisfaction and loyalty. 

8.  
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• Basic response: Consumer behaviour influences retail and wholesale strategies by shaping 
product offerings, pricing, distribution, and promotion. 

• Value-added response: For example, fashion wholesalers supply trendy clothing to 
retailers targeting young consumers, while food wholesalers adjust distribution based on 
demand for healthier options. 

 

Answers to Pilot Questions [Series 4] 

Part 4.1 

1. Selling goods and services directly to final consumers for personal use 

2. Department stores, supermarkets, specialty stores 

3. Specialty stores 

4. Buying and assortment, customer service 

5. Feedback 

Part 4.2 

1. Selling goods to those who buy for resale or business use 

2. Bulk breaking, storage, transportation 

3. Bulk breaking 

4. Merchant wholesaler 

5. Risk 

Part 4.3 

1. The study of how individuals, groups, or organisations select, purchase, use, and dispose 
of goods and services 

2. Age and lifestyle 

3. Social factors 

4. Motivation 

5. Cultural 

Part 4.4 

1. By influencing product offerings and store formats 

2. Wholesalers may improve delivery systems to meet consumer demand for convenience 
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3. It ensures distribution strategies remain responsive to consumer needs 

4. Delivery 

5. Food 

 

References and Attributions [Series 4] 

• Suggested OER search strings: 

o “distribution channel retailing diagram OER” 

o “types of retail outlets OER image” 

o “retailing activities OER” 

o “wholesaling distribution channel diagram OER” 

o “functions of wholesalers OER” 

o “types of wholesalers OER image” 

o “factors influencing consumer behaviour OER” 

o “integration of retailing wholesaling consumer behaviour OER” 

• AI prompt suggestions (for illustrations): 

o Flow diagram of distribution channel including retailing 

o Collage of retail outlets (supermarket, boutique, online store) 

o Table box of retailing activities 

o Diagram of wholesaling in distribution channel 

o Table box of wholesaler functions 

o Image of types of wholesalers 

o Table comparing consumer behaviour factors 

o Diagram showing integration of retailing, wholesaling, and consumer behaviour 

• Attribution note: All illustrations are placeholders. They may be generated using AI tools or 
sourced from open educational resources (OERs). When finalised, proper attribution 
should be given to the original creators or platforms. 
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Series 5 Marketing Research and Information Systems 

Series Outline 

• Part 5.1 Concept and Importance of Marketing Research 

o Definition of marketing research 

o Importance of marketing research in decision-making 

• Part 5.2 Types and Methods of Marketing Research 

o Primary and secondary research 

o Qualitative and quantitative methods 

• Part 5.3 The Marketing Research Process 

o Steps in the research process 

o Challenges and limitations of marketing research 

• Part 5.4 Marketing Information Systems (MIS) 

o Definition and components of MIS 

o Role of MIS in supporting marketing decisions 

 

Introduction 

In the last Series, we explored retailing, wholesaling, and consumer behaviour, which highlighted 
how products reach consumers and how purchasing decisions are influenced. Building on that, 
this Series focuses on marketing research and information systems, two essential tools that 
provide businesses with the knowledge and data needed to make informed decisions. These areas 
are critical because they ensure that marketing strategies are based on evidence rather than 
assumptions. 

The aim of this Series is to equip you with the ability to conduct marketing research and to 
understand how information systems support marketing decision-making. 

We shall commence this Series by examining the concept and importance of marketing research. 
Next, we will explore the types and methods of marketing research, distinguishing between primary 
and secondary approaches. Following that, we will study the marketing research process, 
considering its steps and limitations. Finally, we will conclude by analysing marketing information 
systems, their components, and their role in supporting marketing decisions. 

 

Series Learning Outcomes 
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Upon completing this Series, you should be able to: 

• SLO 5.1 define marketing research and explain its importance in decision-making, 

• SLO 5.2 describe types and methods of marketing research, 

• SLO 5.3 outline the steps in the marketing research process and evaluate its limitations, 
and 

• SLO 5.4 define marketing information systems and analyse their role in supporting 
marketing decisions. 

 

5.1 Concept and Importance of Marketing Research 

5.1.1 Definition of marketing research 

Marketing research is the systematic process of gathering, analysing, and interpreting information 
about markets, consumers, competitors, and the overall business environment. It provides 
organisations with insights that guide decision-making and strategy development. Marketing 
research reduces uncertainty by supplying evidence-based information rather than relying on 
assumptions. 

Fill in the blank: Marketing research is the systematic process of gathering, analysing, and ______ 
information about markets, consumers, and competitors. 

 
Caption: Figure 5.1 Definition of marketing research 
Description: A diagram showing marketing research as a cycle: data collection → analysis → 
interpretation → decision-making. 
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5.1.2 Importance of marketing research in decision-making 

Marketing research is important because it helps businesses: 

• Identify consumer needs: Understanding what customers want and expect. 

• Evaluate market opportunities: Assessing demand, competition, and trends. 

• Reduce risks: Providing evidence before launching new products or entering new markets. 

• Improve strategies: Guiding pricing, promotion, and distribution decisions. 

• Monitor performance: Tracking customer satisfaction and market share. 

Fill in the blank: Marketing research helps businesses reduce ______ by providing evidence before 
launching new products or entering new markets. 

 
Caption: Box 5.1 Importance of marketing research 
Description: A table box listing five benefits: identifying consumer needs, evaluating opportunities, 
reducing risks, improving strategies, monitoring performance. 

 

Pilot questions 5.1 

1. What is marketing research? 

2. Name two benefits of marketing research. 

3. How does marketing research reduce uncertainty in decision-making? 

4. Fill in the blank: Marketing research is the systematic process of gathering, analysing, and 
______ information about markets, consumers, and competitors. 
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5. Fill in the blank: Marketing research helps businesses reduce ______ by providing evidence 
before launching new products or entering new markets. 

 

5.2 Types and Methods of Marketing Research 

5.2.1 Primary and secondary research 

Primary research involves collecting new data directly from sources such as surveys, interviews, 
focus groups, or observations. It provides specific insights tailored to the organisation’s needs. 
Secondary research uses existing data from sources like reports, journals, government 
publications, or online databases. It is cost-effective and helps provide background information 
before conducting primary research. 

Fill in the blank: ______ research involves collecting new data directly from sources such as 
surveys, interviews, or observations. 

 
Caption: Figure 5.2 Primary vs Secondary Research 
Description: A diagram comparing primary research (surveys, interviews, focus groups) and 
secondary research (reports, journals, databases). 

 

5.2.2 Qualitative and quantitative methods 

Marketing research can also be classified by method: 

• Qualitative methods: Focus on exploring consumer attitudes, motivations, and 
perceptions. Examples include focus groups, in-depth interviews, and ethnographic 
studies. 
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• Quantitative methods: Focus on numerical data and statistical analysis. Examples include 
surveys, experiments, and structured questionnaires. 

Fill in the blank: ______ methods focus on exploring consumer attitudes, motivations, and 
perceptions. 

 
Caption: Box 5.2 Qualitative vs Quantitative Methods 
Description: A table box listing qualitative methods (focus groups, interviews) and quantitative 
methods (surveys, experiments). 

Feature Qualitative Research Quantitative Research 

Goal 
To explore ideas, understand 
motivations, and uncover deep 
consumer insights. 

To count, measure, and identify 
patterns through statistical analysis. 

Question Type Open-ended: "Why?" or "How?" 
Closed-ended: "How many?" or 
"How much?" 

Sample Size Small (e.g., 5–15 participants). 
Large (e.g., 200–1,000+ 
respondents). 

Data Format 
Text, video, audio, or images (Non-
numerical). 

Numbers, percentages, and graphs 
(Numerical). 

Common 
Methods 

Focus groups, in-depth interviews, 
ethnography. 

Online surveys, A/B testing, sales 
data analysis. 

Researcher 
Role 

Highly involved (moderator or 
interviewer). 

Detached (uses automated tools or 
software). 
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Feature Qualitative Research Quantitative Research 

Analysis 
Thematic analysis (grouping data into 
themes). 

Statistical analysis (mean, median, 
correlation). 

 

Pilot questions 5.2 

1. What is primary research? 

2. Give one example of secondary research. 

3. Which method focuses on consumer attitudes and perceptions? 

4. Name two quantitative research methods. 

5. Fill in the blank: ______ research uses existing data from sources like reports, journals, or 
databases. 

 

5.3 The Marketing Research Process 

5.3.1 Steps in the research process 

The marketing research process is a structured sequence of steps: 

1. Defining the problem and research objectives 

2. Developing the research plan 

3. Collecting data 

4. Analysing data 

5. Presenting findings 

6. Making decisions based on results 

Fill in the blank: The first step in the marketing research process is defining the ______ and research 
objectives. 

 
 

 

Flowchart: The 6-Step Marketing Research Process 
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Code snippet 

graph TD 

    %% Define shapes 

    A[<b>Step 1: Define the Problem</b><br/>Identify the core issue, opportunity,<br/>and research 
objectives.]:::problem 

    B[<b>Step 2: Develop the Plan</b><br/>Determine data sources, research 
methods,<br/>sampling plan, and budget.]:::plan 

    C[<b>Step 3: Collect the Data</b><br/>Administer surveys, conduct interviews,<br/>or gather 
observational data.]:::collect 

    D[<b>Step 4: Analyze the Data</b><br/>Clean data, look for patterns,<br/>and use statistical 
tools.]:::analyze 

    E[<b>Step 5: Present Findings</b><br/>Prepare a clear report with charts,<br/>conclusions, and 
recommendations.]:::present 

    F[<b>Step 6: Make the Decision</b><br/>Use the insights to solve the problem<br/>or act on the 
opportunity.]:::decision 

 

    %% Define connections 

    A ==> B 

    B ==> C 

    C ==> D 

    D ==> E 

    E ==> F 

 

    %% Define styles 

    classDef problem fill:#f96,stroke:#333,stroke-width:2px,color:white; 

    classDef plan fill:#ff9,stroke:#333,stroke-width:1px; 

    classDef collect fill:#6c6,stroke:#333,stroke-width:1px,color:white; 

    classDef analyze fill:#6cf,stroke:#333,stroke-width:1px,color:white; 

    classDef present fill:#c6f,stroke:#333,stroke-width:1px,color:white; 

    classDef decision fill:#f66,stroke:#333,stroke-width:2px,color:white; 
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    %% Add background box 

    subgraph "Systematic Marketing Research Workflow" 

    A 

    B 

    C 

    D 

    E 

    F 

    end 

 

Step-by-Step Breakdown 

If you are unfamiliar with any of these terms, here is a breakdown of what happens inside each 
stage of the flowchart. 

Step 1: Define the Problem or Opportunity 

This is the most critical step. You are asking: "What business decision am I trying to make?" A bad 
definition leads to wasted resources. 

• Action: Translate a business problem into a measurable research objective. 

• Example: Business problem (Sales are dropping) vs. Research objective (Identify why 18–24 
year-olds are switching to competitors). 

Step 2: Develop the Research Plan 

Now you decide how you will get the answers. This plan outlines your entire approach. 

• Action: Choose your data source (Primary vs. Secondary), research method (Survey, 
Experiment, Interview), and your sample size (How many people and who?). 

Step 3: Collect the Data (Fieldwork) 

This is the execution phase where you actively gather your information. 

• Action: Launching the online survey, hiring moderators for focus groups, or setting up eye-
tracking software. 

Step 4: Analyze the Data 

Raw data is useless. You must transform numbers or text into meaningful insights. 
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• Action: For quantitative data, this means using statistical software to find averages or 
correlations. For qualitative data, this means finding common themes in interview 
transcripts. 

Step 5: Present the Findings 

The researcher must tell a story with the data so that stakeholders understand it. 

• Action: Create a final report or presentation that summarizes the key conclusions. Focus 
on answering the objectives set in Step 1. 

Step 6: Make the Decision 

The final stage is when the marketer uses the research report to take action. 

• Action: Based on the recommendations, you launch the product, change the price, pivot 
the ad campaign, or decide not to enter the new market. 

 

5.3.2 Challenges and limitations of marketing research 

Marketing research faces challenges such as high costs, time constraints, difficulty in accessing 
respondents, and potential bias in data collection or interpretation. Limitations include the inability 
to predict future consumer behaviour with complete accuracy and reliance on the quality of data 
collected. 

Fill in the blank: One limitation of marketing research is the inability to predict future consumer 
______ with complete accuracy. 

 
Caption: Box 5.3 Challenges and Limitations of Marketing Research 
Description: A table box listing challenges (cost, time, access, bias) and limitations (accuracy, data 
quality). 

Category 
Specific 
Limitation 

Description 

Budget & 
Time 

High 
Resource 
Cost 

Comprehensive research (especially primary research) is 
expensive and time-consuming, often lagging behind fast-
moving market trends. 
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Category 
Specific 
Limitation 

Description 

Human 
Behavior 

The Say-Do 
Gap 

Participants often provide "socially desirable" answers or 
claim they will buy a product, but their actual purchasing 
behavior in the real world differs. 

Data Quality Sampling Bias 
If the group studied doesn't perfectly represent the entire 
target market, the conclusions will be flawed (e.g., only 
surveying people who have free time at noon). 

External 
Factors 

Rapid Market 
Shifts 

Research captures a "snapshot in time." Sudden economic 
shifts, new competitors, or viral trends can make data 
obsolete before it's even analyzed. 

Methodology 
Researcher 
Bias 

The way a question is phrased or how a moderator interacts 
with a group can subconsciously lead participants toward a 
specific answer. 

Accuracy 
Lack of 
Precision 

Marketing research deals with human emotions and opinions, 
which cannot be measured with the same mathematical 
certainty as physical sciences. 

 

Pilot questions 5.3 

1. What is the first step in the marketing research process? 

2. Name two steps that follow data collection. 

3. Give one challenge of marketing research. 

4. Fill in the blank: One limitation of marketing research is the inability to predict future 
consumer ______ with complete accuracy. 

5. Fill in the blank: The marketing research process includes defining the problem, developing 
the plan, collecting data, analysing data, presenting findings, and making ______. 
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5.4 Marketing Information Systems (MIS) 

5.4.1 Definition and components of MIS 

A Marketing Information System (MIS) is a structured system for collecting, storing, analysing, 
and distributing marketing information to support decision-making. Its components include: 

• Internal records: Sales data, inventory, and financial information. 

• Marketing intelligence: Information about competitors and market trends. 

• Marketing research: Data collected through systematic studies. 

• Analytical models: Tools for interpreting data and forecasting outcomes. 

Fill in the blank: A Marketing Information System is a structured system for collecting, storing, 
analysing, and ______ marketing information. 

 
Caption: Figure 5.4 Components of a Marketing Information System 
Description: A diagram showing MIS components: internal records, marketing intelligence, 
marketing research, analytical models. 

 

5.4.2 Role of MIS in supporting marketing decisions 

MIS supports marketing decisions by providing timely and accurate information. It helps managers 
identify opportunities, monitor performance, and respond quickly to changes in the market. By 
integrating data from multiple sources, MIS ensures that decisions are evidence-based and 
strategic. 
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Fill in the blank: MIS supports marketing decisions by providing timely and ______ information. 

 
Caption: Box 5.4 Role of MIS in Marketing Decisions 
Description: A table box listing roles such as identifying opportunities, monitoring performance, 
responding to changes, and ensuring evidence-based decisions. 

Role of MIS Description 
Marketing Decisions 
Supported 

Data Collection & 
Aggregation 

Systematically gathers internal data 
(sales records, inventory) and external 
data (market research, intelligence) into 
a single, centralized system. 

Foundational for all decisions; 
enables comprehensive 
analysis. 

Monitoring & 
Control 

Track real-time performance of products, 
campaigns, and distribution channels 
against planned objectives. 

Identifying and correcting 
underperforming areas (e.g., 
stopping an ad campaign with a 
low ROI). 

Analysis & 
Interpretation 

Uses statistical tools and models to turn 
raw data into meaningful patterns, 
trends, and correlations. 

Product line optimization, 
competitive pricing strategy, 
and promotional channel 
analysis. 

Forecasting & 
Planning 

Predicts future market trends, demand 
patterns, and customer behaviors based 
on historical and current data. 

Setting sales goals, determining 
inventory levels, and budgeting 
for future marketing campaigns. 

Information 
Dissemination 

Ensures that processed information is 
delivered in a timely manner, in 
appropriate formats (e.g., dashboards, 
reports), to the right marketing 
personnel. 

Rapid response to changing 
market conditions and well-
timed product launches. 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

Role of MIS Description 
Marketing Decisions 
Supported 

Decision Support 

Provides scenario-based modeling, 
"what-if" analyses, and simulation tools 
to evaluate the potential outcomes of 
different strategic options. 

Choosing the most effective 
new market entry strategy or 
evaluating the impact of a price 
change. 

Uncovering 
Customer 
Insights 

Aggregates and analyzes customer 
feedback, preferences, and behavior to 
build deep customer profiles. 

Market segmentation, targeting, 
and developing highly 
personalized marketing offers. 

 

Pilot questions 5.4 

1. What is a Marketing Information System? 

2. Name two components of MIS. 

3. How does MIS support marketing decisions? 

4. Fill in the blank: A Marketing Information System is a structured system for collecting, 
storing, analysing, and ______ marketing information. 

5. Fill in the blank: MIS supports marketing decisions by providing timely and ______ 
information. 

 

Series 5 Summary 

This Series has explored marketing research and information systems, two essential tools for 
evidence-based decision-making in marketing. We began by defining marketing research and 
emphasising its importance in reducing uncertainty and guiding strategies. We then examined the 
types and methods of research, distinguishing between primary and secondary approaches as well 
as qualitative and quantitative methods. Following that, we studied the marketing research 
process, outlining its steps and recognising its challenges and limitations. Finally, we analysed 
marketing information systems (MIS), their components, and their role in supporting marketing 
decisions. 

By engaging with these topics, you should now be able to define marketing research and explain its 
importance (SLO 5.1), describe types and methods of research (SLO 5.2), outline the research 
process and evaluate its limitations (SLO 5.3), and define MIS and analyse its role in decision-
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making (SLO 5.4). These outcomes provide you with practical skills for conducting research and 
using information systems to strengthen marketing strategies. 

 

Glossary of Terms 

• Analytical models: Tools used in MIS to interpret data and forecast outcomes. 

• Marketing Information System (MIS): A structured system for collecting, storing, 
analysing, and distributing marketing information. 

• Marketing intelligence: Information about competitors and market trends collected 
systematically. 

• Marketing research: The systematic process of gathering, analysing, and interpreting 
information about markets, consumers, and competitors. 

• Primary research: Data collected directly from sources such as surveys, interviews, or 
observations. 

• Qualitative methods: Research methods focusing on consumer attitudes, motivations, 
and perceptions. 

• Quantitative methods: Research methods focusing on numerical data and statistical 
analysis. 

• Secondary research: Use of existing data from reports, journals, or databases. 

 

Concept Check Questions 5 

Objective questions 

1. Which type of research involves collecting new data directly from sources? (Linked to SLO 
5.2) 

2. Fill in the blank: The first step in the marketing research process is defining the ______ and 
research objectives. (Linked to SLO 5.3) 

3. Which component of MIS includes sales data and inventory records? (Linked to SLO 5.4) 

Short-answer questions 

4. Define marketing research in one sentence. (Linked to SLO 5.1) 

5. Name two qualitative research methods. (Linked to SLO 5.2) 

6. State two challenges of marketing research. (Linked to SLO 5.3) 

Long-answer questions 
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7. Explain the importance of marketing research in decision-making. (Linked to SLO 5.1) 

o Basic response: Describe how research reduces uncertainty and guides strategies. 

o Value-added response: Provide examples of how businesses use research to 
identify opportunities and reduce risks. 

8. Demonstrate how MIS supports marketing decisions with examples. (Linked to SLO 5.4) 

o Basic response: Explain how MIS provides timely and accurate information. 

o Value-added response: Provide a case study or example of a company using MIS to 
monitor performance and respond to market changes. 

 

Answers to Concept Check Questions [Series 5] 

Objective 

1. Primary research 

2. Problem 

3. Internal records 

Short-answer 

4. Marketing research is the systematic process of gathering, analysing, and interpreting 
information about markets, consumers, and competitors. 

5. Focus groups and interviews. 

6. High costs and time constraints. 

Long-answer 

7.  

• Basic response: Marketing research is important because it reduces uncertainty and guides 
strategies. 

• Value-added response: For example, a company may use research to identify consumer 
demand before launching a new product, thereby reducing risks and improving success 
rates. 

8.  

• Basic response: MIS supports decisions by providing timely and accurate information. 

• Value-added response: For instance, a retail company may use MIS to track sales data, 
monitor inventory, and adjust promotions based on consumer trends. 
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Answers to Pilot Questions [Series 5] 

Part 5.1 

1. The systematic process of gathering, analysing, and interpreting information about 
markets, consumers, and competitors 

2. Identifying consumer needs, reducing risks 

3. By supplying evidence-based information rather than assumptions 

4. Interpreting 

5. Risks 

Part 5.2 

1. Collecting new data directly from sources 

2. Government publications 

3. Qualitative methods 

4. Surveys and experiments 

5. Secondary 

Part 5.3 

1. Defining the problem and research objectives 

2. Analysing data and presenting findings 

3. High costs 

4. Behaviour 

5. Decisions 

Part 5.4 

1. A structured system for collecting, storing, analysing, and distributing marketing 
information 

2. Internal records and marketing intelligence 

3. By providing timely and accurate information 

4. Distributing 

5. Accurate 
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References and Attributions [Series 5] 

• Suggested OER search strings: 

o “marketing research cycle diagram OER” 

o “importance of marketing research OER” 

o “primary vs secondary marketing research OER” 

o “qualitative vs quantitative marketing research OER” 

o “marketing research process steps OER” 

o “limitations of marketing research OER” 

o “marketing information system components OER” 

o “role of MIS in marketing OER” 

• AI prompt suggestions (for illustrations): 

o Cycle diagram of marketing research 

o Table box listing benefits of marketing research 

o Comparison diagram of primary vs secondary research 

o Table box comparing qualitative and quantitative methods 

o Flowchart of marketing research process steps 

o Table box of challenges and limitations 

o Diagram of MIS components 

o Table box listing roles of MIS 

• Attribution note: All illustrations are placeholders. They may be generated using AI tools or 
sourced from open educational resources (OERs). When finalised, proper attribution 
should be given to the original creators or platforms. 

 

 


