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ABSTRACT

The objectives of the study is to find out the relationship between Philip Kotler’s marketing
concept and consumerism. The methodology is a document research.

From the study, it was revealed that Philip Kotler has emphasized the prime importance on
the customers, with the concept the customers are the most importance source of product or marketing
service, therefore, the prime task is to have their needs fulfilled as much as possible. Consumerism,
however, emphasized on motivating people to consume the product as much as possible by various
skillful means. On viewing the Philip Kotler’s marketing concept through consumerism, currently
running under the frame to mainstream economics, two dimensions of the relationship are to be seen.
They are:

Firstly, direct supportive relationship to consumerism. As consumerism motivates the needs
to society, marketing system, immediately responds to that. Secondary, indirect supportive
relationship to consumerism. This is divided into two categories. (1) The expansion relationship This
help expand the meanings of consumerism in many ways. (2) The framework relationship, this

relationship works as the interaction in a polished way.



The difference between Kotler’s concept and the consumerism is as following. Kotler gives
more importance on the diversity of human being. Human’s need are always changing and dynamic.

Human was seen as a subject while the same was seen by consumerism as an object.



