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UNIT 4: MARKETING 
IB Business Management 
Revision Guide 

 

4.1 The Role of Marketing 

● Marketing and its relationship with other business functions (A01) 
 Marketing is the management process responsible for identifying, anticipating and 
satisfying consumers’ needs and wants profitably –getting the right product to the right 
customers at the right price at the right time. 

➢ Marketing activities (ie. pricing, product design, market research, 
distribution, advertising, customer service, packaging) are all those 
associated with identifying the particular wants and needs of target-
market customers and then trying to satisfy those needs better than your 
competitors do.  

➢ Operations Management: work together to ensure that the products being 
developed meet the changing needs of customers as well as preparing 
their production schedules. There may be some conflict between the two 
departments as production managers may prefer a longer time period in 
which to test and develop products whereas marketing managers may 
urge for a quick launch to maximise sales revenues.  

➢ Finance: work together to set appropriate budgets since marketing costs 
money.  There may be some conflict in that the marketing department 
wants to spend more than is in its budget to meet the requirements of a 
demanding marketing plan. For example, the financing department would 
want prices to cover for production costs to generate a profit but the 
marketing department might say that low costs are necessary for some 
products in the short term to get established in the market. 

➢ Human Resources: marketing data can enable more effective workforce 
planning in the HR department by identify staffing needs. For example, the 
introduction of a new product might require hiring extra production staff 
and sales personnel and ensuring that the right quality of employees are 
hired.  
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Marketing Audit: 
- a review of the current marketing activities, with the aim of enhancing the 

marketing performance of a company (ex: SWOT/STEEPLE analysis, market 
research) 

Marketing Objectives: 
- define what a company wants to achieve through its marketing activities (ex: 

increased market share, diversifying into a new market) 
Marketing Strategies: 

- after defining the marketing objectives, the next step is to decide on the 
strategies that will need to be adopted in order to achieve these objectives (ex: 
the marketing plan and how the marketing mix will be used are what outline the 
strategies) 

Monitoring and reviewing: 
-  a continual process of checking and monitoring that targets are being met (ex: 

marketing strategies might need to be adjusted) 
Evaluation:  

- an examination of measuring the results and outcomes of a company’s 
marketing activities against the original marketing objectives set (ex: used in 
decision-making and subsequent rounds of marketing planning) 

 
● The role of marketing planning (A02) 

Marketing planning: the process of formulating marketing objectives and devising 
appropriate marketing strategies to meet those objectives 
 

Advantages Limitations 

➢ improves a firm's chance of 
success 

➢ helps a firm identify 
potential problems and 
seeking solutions for them 

➢ sharing the plan with other 
departments improves 
coordination and provides a 
clear picture of where it’s 
heading 

➢ including a marketing 
budget ensures that 
resources are not wasted 

➢ having a clear plan could 
improve employee’s 

➢ Marketing plans may 
become outdated if 
organizations are not 
quick to consider changes 
in market conditions 

➢ process can consumer a 
lot of time, expertise and 
money in designing the 
plans 

➢ failure to prioritize 
marketing objectives may 
make it difficult for firms 
to see if they are meeting 
them (to be effective, 
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local business libraries (might not be up-to-date versions), which are sold directly to 
businesses in the market being researched.  

2. Academic Journals 

These are publications of scholarly articles written by experts that focus on the science 
and techniques involved in market research. Academic journals are written for the sole 
purpose of providing and distributing knowledge and not as a money-making 
opportunity. They can be of particular interest to the market research department of a 
business (not so much for actual data though but on the methodology of market 
research) 

3. Government publications 

Articles produced by the government on a wide variety of topics. Examples are 
population census, statistics on social trends, surveys on consumer expenditure 
patterns (living costs and food survey)  

4. Media Articles 

includes newspapers and magazines 

● Ethical considerations of market research (AO3) 

-The use of deceptive practices/dishonesty in research methods 

 ex) not telling customers that information is being collected when they visit a 
website, when a salesman contacts and individual by phone posing as a market 
researcher 

-Invasion of Privacy 

 Companies have an unprecedented ability to collect, store and match 
information relating to customers that can infringe on a customer’s right to privacy.  

-Breaches of Confidentiality 

ex) Companies may sell information they have gathered on customers to outside 
companies  

● The difference between qualitative and quantitative research (AO2) 
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may have to invest more in promotional campaigns to persuade consumers to purchase 
their products and therefore further develop their brands.  
 
Brand Loyalty 
The extent of faithfulness of consumers to a particular brand, expressed through repeat 
purchases, despite of the marketing pressure generated by competing brands or high 
prices because they feel the added value the brand carries justify the price. Businesses 
can develop brand ambassadors who are consumers that will market a particular brand 
by talking positively about it among colleagues, friends or relatives.  They help provide 
free marketing by word of mouth.  
 
Brand Value 
This refers to how much a brand is worth in terms of its reputation, potential income, 
and market value. Brand value is the extra money a business can make from its product 
because of its brand name. Brand values are also those things that cause customers to 
buy a firm’s product rather than its competitor’s product.  

● The importance of branding (AO3) 
Effective branding can lead to several benefits: 

- promotes instant recognition of the company and product 
- helps differentiate the company and its products from rivals (especially 

important when the products themselves might be difficult to differentiate-ie. 
gas/petrol) 

- aids in employee motivation- they can become committed to the brand 
- generates referrals from customers (especially through social media) 
- customers know what to expect from company and products 
- an emotional attachment can develop between the brand and customers 

 
● The importance of packaging (AO3) 

Packaging: concerns the design and production of the physical container or wrapper of 
a product 
The importance of packaging:  

- provides physical protection (from product getting spoilt or damaged, especially 
during transportation) 

- offers convenience (should make it easy for consumers/distributors to handle 
the product, this can include the ability to reuse, recycle and easily dispose of the 
product) 

- provides information (labels on packages can be used to relay important info to 
the consumer) 

- aids in promotion (package should be attention grabbing and appeal to the 
consumer 
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● The seven P’s model in a service-based market (AO2) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4.7International Marketing 
International Marketing: selling products in markets other than the original domestic 
market 

● Methods of entry into international markets (AO2) 
Exporting: manufacturing products at home and selling them abroad 
International Franchising:  this is a business arrangement where the franchisor (a 
business in one country) grants the franchisee (a business in another country) 
permission to use its brand, trademark, concepts, and expertise in exchange for a 
franchise fee and a percentage of the sales revenue as royalty. 
Licensing: a business allowing another firm in the country being entered to produce its 
branded goods or patented products under licence 
Joint Ventures: this is a business arrangement where two or more parties (that are in 
foreign countries) agree to invest in a particular business project. These parties share 
their resources, with each being responsible for the costs, prots, and losses incurred.  
Acquisitions: firms acquire other firms in foreign countries as a means of penetrating 
foreign markets 


