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Reflection on Foundation in Marketing 

 While undertaking my studies in the field of Marketing and all its prospects, I have 

gained sufficient knowledge that will enable me to grow and learn more of what it entails to be a 

marketer. As Benjamin Franklin once said “Tell me and I forget, teach me and I may remember, 

involve me and I learn.” (Nesvig, 2014). The weekly reflections have enabled me to internalize 

the unit, and use the lectures as an opportunity to learn and grow in my field of study. I began 

this course with little to no understanding of marketing as a field, but through the learning 

process, I have been able to acquire relevant information and skills that will be useful as I 

progress in life. I believe the unit has helped many of us, especially me, prepare for what is 

ahead. With the different lectures and new experiences every week, I feel ready to conquer the 

field of marketing.  

 Throughout the semester, the lessons learnt seemed quite engaging. When we began the 

unit, it being a theoretical class, I assumed that the lectures would be long sessions that are filled 

with writing. The approach the lectures took seemed interesting. I enjoyed how the lectures were 

done, and how each concept was carefully explained in a way that allowed us to learn new things 

and develop new ideas. It was set in such a way that we took part in discussing the notes. I 

especially enjoyed learning about the different approaches to how things should be done. What 

stood out for me was the connection between emotions and values in respect to marketing and 

making sure that the business is superior to those of the competitors. Emotional marketing helps 

in telling a story that is personal to the brand, in a way that consumers can relate to the story 

(Hurvey, 2021). 

 Learning has allowed me to be creative and challenge what I already know. In terms of 

marketing and market segmentation, the different ways to categorize people to meet the 

company’s objectives have encouraged me to improve on how I relate with people and better 

understand how people think, and how their emotions and wants can influence their need for the 

product. My thoughts and actions have been redirected in a way that empathizes and aligns with 

the needs of different people. Understanding how people’s beliefs of a certain product can 

influence their capability of buying or disliking the product just because it does not align with 

their principles and values, helps marketers think of different approaches to take. The weekly 
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reflections were an interesting integration in the course. I feel it made us think more and 

understand more about the different aspects of marketing. My illuminating moments were in 

weeks two, five, and eight, where we got to learn more about understanding consumers, strategic 

marketing, and how new products affect our decision-making process.  

 Week two lectures presented the idea of consumers and how segmentation of consumers 

reveals many different needs. This enhanced my ability to internalize more, as a student in 

business, on different ways that we need to address the customer’s pain points. Some of those are 

affected by spiritual needs which are not met by the different markets. Based on this, in the 

world today we have witnessed how people would not buy certain things because of their 

religion and values. For example, for an orthodox Christian, it would be hard to buy products 

that alter how they look because they believe in the perfect creation of God, and thus things like 

plastic surgeries, and skincare products are not necessarily their go to market. Taking time to 

understand the consumer’s point of view will help increase the level of consumption. However, 

more studies are needed to thoroughly understand the target audience. With this, I can be sure 

that the marketers can attract consumers based on their needs and wants, concerning their beliefs, 

values, and principles.  

 The lecture on week five which addressed strategic marketing and planning allowed me 

to internalize on the subject area. I did not know what strategic marketing entails, and this made 

it hard to understand the detailed studies and plans that were discussed in class. During this 

lecture, I felt the need to do more a more in-depth study on the subject area, so that I could better 

internalize and understand the topic. The strategic planning involves the collection of different 

information at an early stage so that we can analyze the information so that our marketing plan 

can be effective based on our findings. I also was able to discover that marketing strategy was 

more than just making a plan, it involved a lot of data analysis of the market at hand, the 

consumers, and the direction to take so that it is more convincing. This made more sense, 

especially in our world today. Organizations, such as those of L'Oréal, have thrived with their 

strategic plans. They determined a need and chose universalization as their plan (L'Oréal, 2021) 

Today, through those plans, L'Oréal is among the leading cosmetic companies in the world. 

Relating to our studies in class, I see that having a preliminary plan and backup helps us 
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universalize our plans and we can practice and adapt well to the changing market environment. 

As Ryan Holmes once said, “ if you form a strategy without research, your brand will barely 

float and the speed industries move at today brands sink fast.” (Vennli, 2015) 

 Lecture eight proved to me that most times people look at new products as something that 

changes our outward look of things, but instead, it affects us inwardly. I got to  analyze the 

different aspects of the product. The new product is developed as a result of creativity and 

unique ideas that people in an organization come up with to meet the demand of the consumers. I 

have seen companies such as those that produce toothpaste, having identified the need for people 

having fresh breath, but not just fresh breath, but also lingering taste. Toothpastes have produced 

new products that have different flavors such as mint and strawberry that leave the consumers 

wanting more and more of the new product. Coming up with new ideas from time to time 

increases production and the sale of the new good.  

 However, this does not just come up from one sitting. It involves a series of decision-

making processes that are formed from the research and selection of different needs that people 

have.  Different research and development are required so that there coordination and originality 

in the production and marketing of the product. Companies that continually develop new 

products have a high chance of survival and growth. Nike, for example, produced different shoe 

designs, clothes, and sports gear to match up to their title of  “good sport shoes,” has been able to 

stay in the market (Nike, 2021). It is about reinventing existing products rather than entirely new 

ones.  

 As I sat there in class, listening to the different lectures, it dawned on me, that marketing 

is our way of life. It is how we relate with people, our day to day activities that I do in a group of 

friends. It is in that gathering that people get a perception of me, they get to understand who I 

am. Taking an example of a machine at home (blow drier, coffee machine), the impact it has on 

my life causes me to tell people about it. Taking time to understand people’s needs (making good 

coffee), will lead me to marketing the product I bought. How people see me, markets me, as a 

good adviser, or someone that takes time to listen.  
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 The integration of the different new knowledge that I have acquired from this course has 

helped me learn to better analyze and plan so that I can guarantee the success of my future 

organization. From understanding consumers' beliefs and values to strategic planning and 

development of new products, I can be sure, that through this course, I get to understand what 

marketing involves as I plan for my future. The unit has resourcefully and efficiently prepared 

me for my future plans. Looking forward to conquering the marketplace with the new skills 

acquired from this course.  
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APPENDICES 

This assignment is a “reflection task.” It has reviewed my understanding of the course according 

to the weekly reflections. There will be two Reflections each week. B is the Reflection after 

preview and simple learning, including "What do you know now that you didn't know at the 

beginning of this module? "Did anything surprise you?.” E is a Reflection written after in-depth 

study and discussion. Including "In the last few days, did you have any further thoughts, 

Experiences, or interactions that caused you to reflect/think on what you learned in our last 

topic?" ", "Have your thoughts changed after the topic further in the workshop or with your 

peers? "How have your thoughts changed when you compare it to your first reflection on our last 

topic that was at the end of The last module?" ", "How do you think the things we discussed the 

last topic will relate to this week's topic? 

Appendix A (Topic 2) 

B: Understanding Consumers: Segmentation Customers have many different needs, and physical 

needs are at the bottom of the pile. We need to address our customers' pain points, which are 

often spiritual or even transcendental.  

E: It is far from enough just to study the simple needs of customers. More targeted investigations 

and studies are needed. This week we are going to study consumer behavior, especially buying 

behavior. By studying the purchasing behavior of consumers, we can obtain certain rules and 

make use of these rules.  

Appendix B (Topic 5) 

B: Strategic marketing and planning I didn't know that strategic marketing requires so many 

complicated and detailed studies and plans, which makes me feel that I still have a lot to learn. 

When planning the marketing strategy, we need to complete a lot of information collection in the 

early stage, and we need to screen and analyze the important information.  

E: Marketing strategy is more than simply researching the market and making a plan. What's 

more, it needs a sharp vision and a powerful database. According to the database analysis of the 



 

Reflection   7 

 

market, customers and other directions will be more convincing, and the strategy is only a 

preliminary plan and backup steps, in practice, we should learn how to adapt to the situation. 

Appendix C (Topic 8) 

B: New Products New product is the result of a creative and unique idea that can make 

consumers satisfied. In the process of new product development, it should not be thought that the 

change will only be on the product physically but also on every aspect of the product. The 

difference between ideas increases the production of different goods.  

E: New product development refers to a series of decision-making processes from the research 

and selection of products to meet the needs of the market to product design, process, and 

manufacturing design, until the normal production. In a broad sense, new product development 

includes both the development of new products and the improvement and replacement of the 

original old products. New product development is the key content of enterprise research and 

development and is also one of the strategic core of enterprise survival and development. The 

essence of new product development is to launch new products with different connotations and 

denotations. For most companies, it's about improving existing products rather than creating new 

ones.  
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