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MCD 2050 Marketing Final Preparation 
Section A Chapter 5，9 , 13  3 选 2 
Essay style: Introduction-Body-Conclusion(有时间就写没时间就算了) 20mark*2 
Possible Questions Related to Chapter 5 
List all factors within a firm’s, microenvironment. Using apple as an example，discuss 
in details  all relevant factors within their microenvironment. 

The company’s microenvironment consists of actors close to the company that combine to 
form its value delivery network or that affect its ability to serve its customers. It includes the 
company’s internal environment—its several departments and management levels—as it 
influences marketing decision making. Marketing channel firms—suppliers and marketing 
intermediaries, including resellers, physical distribution firms, marketing services agencies and 
financial intermediaries—cooperate to create customer value. Competitors vie with the 
company in an effort to serve customers better. Various publics have an actual or potential 
interest in or impact on the company’s ability to meet its objectives. Finally, five types of 
customer markets include consumer, business, reseller, government and international markets. 

Set an Apple as an example, In terms of micro environmental factors, top management within 
the company sets objectives for the firm which are used by the marketing department to develop 
marketing strategies. Apple uses a number of suppliers in the production of its devices, most 
notably Foxconn. The link below provides access to one of the company’s webpages where a 
list of its top 200 suppliers is available. Apple also uses many different marketing 
intermediaries to market and sell its products. For example, the company’s products are 
available through its authorized retailers such as Best Buy and Target. There is a wide range of 
customers that purchase Apple products from individuals to schools to corporations. It has a 
number of competitors in the consumer electronics market, but most notable of all is Samsung. 
Apple is involved with a number of different publics and staying in good standing with these 
publics is crucial to maintaining positive public relations. 

Define the concept of the macro environment, discuss the trends within examples of any 
macro forces. 

The macro environment consists of larger societal forces that affect the entire 
microenvironment. The six forces making up the company’s macro environment include 
demographic, economic, natural, technological, political/social and cultural forces. These 
forces shape opportunities and pose threats to the company.  

Demography is the study of the characteristics of human populations. Today’s demographic 
environment shows a changing age structure, shifting family profiles, geographic population 
shifts, a better-educated and more white-collar population, and increasing diversity.  

The economic environment consists of factors that affect buying power and patterns. The 
economic environment is characterised by more frugal consumers who are seeking greater 
value— the right combination of good quality and service at a fair price. The distribution of 
income also is shifting. The rich have grown richer, the middle class has shrunk, and the poor 
have remained poor, leading to a two-tiered market.  

The natural environment shows three major trends: shortages of certain raw materials, higher 
pollution levels, and more government intervention in natural resource management. 
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The first step in the marketing research process involves defining the problem and setting the 
research objectives, which may be exploratory, descriptive or causal research.  

Exploratory research—to gather preliminary information that will help to define the problem 
and suggest hypotheses. For example, Unilever, which makes Streets ice-cream, might want to 
find out if a new adult flavour will add to its Magnum brand ice- cream sales and profits, or 
instead cannibalise existing sales.  

Descriptive research—to describe things such as the market potential for a product, or the 
demographics and attitudes of consumers who buy the product. Volkswagen, for example, 
might want to obtain a profile of the media habits of its most likely buyers so that it can target 
its advertising where it is most likely to be seen.  

Causal research is used to test hypotheses about cause-and-effect relationships. For example, 
if Volkswagen finds from descriptive research that its likely buyers aren’t watching much TV, 
it might wan to experiment with changing from TV to online e advertising, to see if online ads 
can deliver higher sales, or equivalent sales at lower prices.  

The second step consists of developing a research plan for collecting data from primary and 
secondary sources. The research plan outlines sources of existing data and spells out the 
specific research approaches, contact methods, sampling plans and instruments that researchers 
will use to gather new data. To meet the manager’s information needs the researcher can gather 
primary data, secondary data, or both.  

Secondary data consist of information that already exists somewhere, having been collected 
for another purpose. The advantage of secondary data is that secondary data can usually be 
obtained more quickly and at a lower cost than primary data. Secondary data can also present 
problems. Desired information may not be available; researchers can rarely obtain all the data 
they need from secondary sources. However the researcher must evaluate secondary 
information carefully to make certain it is relevant (fits the research project needs), accurate 
(is reliably collected and reported), current (is up-to-date enough for current decisions) and 
impartial (is objectively collected and reported).  

Primary data consist of information collected for the current research purpose. Designing a 
plan for primary data collection calls for a number of decisions on research approaches, 
contact methods, the sampling plan and research instruments.  

Research approaches- research is often separated into quantitative or qualitative research. 
Quantitative research uses only numbers or scores obtained from interviews, checklists or 
other information available in accessible form Qualitative research uses data obtained by 
analysing what people do, say or write. so in practice, researchers will often use a combination 
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example, the average person might be exposed to more than 5000 ads a day.27 It is impossible 
for a person to pay attention to all these stimuli; most will be screened out.  

Learning 

Learning describes changes in an individual’s behaviour arising from experience. Learning 
occurs through the interplay of drives, stimuli, cues, responses and reinforcement. Suppose 
someone buys an iPhone smartphone. If the experience is rewarding, the probability is that the 
player will be used more and more. The buyer’s response will be reinforced. Then the next 
time the person buys a smartphone, the probability is greater that they will purchase an Apple 
product. We say that the person generalises their response to similar stimuli.  

Beliefs and attitudes 

A belief is a descriptive thought that a person has about something. Beliefs may be based on 
real knowledge, opinion or faith, and may or may not carry an emotional charge. Marketers are 
interested in the beliefs that people formulate about specific products and services, because 
these beliefs make up product and brand images that affect buying behaviour. If some of the 
beliefs are wrong and prevent purchase, the marketer will want to launch a campaign to correct 
them.  

Attitudes are a person’s relatively consistent evaluations, feelings and tendencies towards an 
object or idea. Attitudes put people into a frame of mind of liking or disliking things, of moving 
towards or away from them. A digital camera buyer may hold attitudes such as ‘Buy the best’, 
‘The Japanese make the best electronics products in the world’ and ‘Creativity and self-
expression are among the most important things in life’.  

Types of Buying Decision Behaviour （知道就好P202） 

Buying behaviour may vary greatly across different types of products and buying decisions. 
Consumers undertake complex buying behaviour when they are highly involved in a purchase 
and perceive significant differences among brands. Dissonance- reducing behaviour will often 
occur when consumers are highly involved but see little difference among brands. Habitual 
buying behaviour usually occurs under conditions of low involvement and little significant 
brand difference. In situations characterised by low involvement but significant perceived 
brand differences, consumers will often engage in variety-seeking buying behaviour.  

The Buyer Decision Process （重点） 

1. Problem recognition

The buying process starts with problem recognition—with the buyer recognising a problem 
or need. A buyer senses a difference between their actual state and some desired state. The 
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- Disadvantage: high cost per customer
3) Public relations

- Mass communication tool used to build a positive brand image with
stakeholders

- Free (but no control over the company’s image)
- Advantage: more credible as ‘news’ is provided by third party
- Disadvantage: no control

4) Direct marketing
- Using a database to communicate with customer
- Mass communication and one-to-one communication

5) Sales promotion
- Mass communication
- Short term incentives to encourage customers to purchase and use the

company’s product
- Advantage: achieve short term targets
- Disadvantages: can impact on long-term profit negatively; can negatively affect

brand image
Example: advertising includes broadcast, print, internet, outdoor and other forms. Sales
promotion includes discounts, coupons, displays and demonstrations. Personal selling includes 
sales presentations, trade shows and incentive programs. Public relations includes press 
releases, sponsorships, special events and web pages. And direct marketing includes catalogues, 
telephone marketing, kiosks, the internet, mobile marketing, and more.  

Draw the communication process model, provide a discussion of the entire process. 

Sender: The party sending the message to another party: McDonald’s.
Encoding: The process of putting thought into symbolic form: McDonald’s’ advertising 
agency assembles words and illustrations into an advertisement that will convey the intended 
message. 
Message: The set of symbols that the sender transmits: the actual McDonald’s advertisement. 
Media: The communication channels through which the message moves from sender to 
receiver: in this case, the TV channels chosen by McDonald’s’ agency.  




