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 Course Learning Outcomes (CLOs): Upon completing this course, students should be 

able to 

CLO1 Understand Summarize and Narrate Marketing Concepts: Students will demonstrate a 

solid understanding of key marketing concepts, theories, and terminology. 

CLO2 Comprehend Develop and Apply Marketing Strategies: Students will be able to 

apply marketing principles to analyze markets, identify target audiences, and develop 

effective marketing strategies. 

CLO3 Understand Analyze and Evaluate Consumer Behavior: Students will analyze 

consumer behavior patterns, motivations, and decision-making processes to inform 

marketing strategies. 

CLO4 Distinguish Illustrate and Develop Product and Brand Strategies: Students will be 

able to develop product positioning, branding strategies, and product lifecycle 

management plans. 

 

 

 

 

 

 

 

 

 

 



 Course plan specifying Topics, Teaching time and  CLOs 

Sl. no Topic Hours CLOs 
1 

 
Marketing: Creating Customer Value and Engagement 06 CLO1  

CLO2 

    2 Company and Marketing Strategy: Partnering to Build 

Customer Relationships 

06 CLO2 

 CLO3 

3 Analyzing the Marketing Environment 04 CLO2 

CLO4 

4 Managing Marketing Information to Gain Customer Insights 06 CLO1  

CLO3 

5 Consumer Markets and Consumer Buyer Behavior O5 CLO2  

CLO4 

6 Business Markets and Business Buyer Behavior 
 

05 CLO3 

 CLO4 

7 Customer-Driven Marketing Strategy: Creating Value for 

Target Customers 

 

       05 
CLO1 

 CLO3 

8 Products, Services, and Brands: Building Customer Value 

 

05 CLO3 

 CLO4 

 

 Course plan specifying content, CLOs, co-curricular activities (if any), teaching 

learning and assessment strategy matching with CLOs 

 

Week Course Content Teaching-

Learning Strategy 

Assessment 

Strategy 

CLOs 

1 Marketing: Creating Customer Value and 

Engagement: What Is Marketing? Marketing 

Defined The Marketing Process Understanding the 
Marketplace and Customer Needs Customer Needs, 

Wants, and Demands Market Offerings—

Products, Services, and Experiences | Customer 
Value and Satisfaction Exchanges and 

Relationships Markets Designing a Customer-
Driven Marketing Strategy Selecting Customers to 

Serve Choosing Value Proposition Marketing 

Management Orientations, 

 Lecture 

 Discussion 

 Assignment 

 

 Question & 

Answer (Oral) 

 Written Test 

 

CLO1 

CLO2 

 

 

 

2 Marketing: Creating Customer Value and 

Engagement: Preparing an Integrated Marketing Plan 

and Program Building Customer Relationships Customer 

Relationship Management The Changing Nature  of  

Customer  Relationships  |  Partner 
Relationship Management. 

 Lecture 

 Discussion 

 Exercise  

 Group discussion 

 

 Question & 

Answer (Oral) 

 Class Test 

 Written Test 

 

CLO1 

CLO2 

 

3 Marketing: Creating Customer Value and 

Engagement: Capturing Value from Customers Creating 

Customer Loyalty and Retention | Growing Share of 

Customer | Building Customer Equity The Changing 

Marketing Landscape The Uncertain Economic 

Environment | The Digital Age Rapid Globalization | 

Sustainable Marketing—The Call for More Social 

Responsibility | The Growth of Not-for- 
Profit Marketing 

 Lecture 

 Discussion 

 Exercise  

 

 

 

 Question & 

Answer (Oral) 

 Written Test 

 

 

CLO1 

 

4 Company and Marketing Strategy: Partnering to 

Build Customer Relationships: Company-Wide 

Strategic Planning: Defining Marketing’s Role Defining a 

 Lecture 

 Discussion 

 Assignment 

 Question & 

Answer (Oral) 

 Class Test 

CLO2 

CLO3 



Market-Oriented Mission Setting Company Objectives 

and Goals | Designing the 
Business Portfolio. 

 Group discussion 

 

 Written Test 

 

5 Company and Marketing Strategy: Partnering to 

Build Customer Relationships: Planning Marketing: 

Partnering to Build Customer Relationships Partnering 

with Other Company Departments | Partnering with 

Others in the Marketing  System  Marketing  Strategy  

and  the 
Marketing Mix Customer-Driven Marketing Strategy. 

 Lecture 

 Discussion 

 Problem Solving 

 Group discussion 

 Question & 

Answer (Oral) 

 Written Test 

 

 

CLO2 

 CLO3 

6 Company and Marketing Strategy: Partnering to 

Build Customer Relationships: Developing an 

Integrated Marketing Mix Managing the Marketing Effort 

Marketing Analysis | Marketing Planning | Marketing 

Implementation | Marketing Department Organization | 

Marketing Control Measuring and 
Managing Return on Marketing Investment. 

 Lecture 

 Discussion 

 Problem Solving 

 Exercise  

 

 Question & 

Answer (Oral) 

 Written Test 

 Quiz 

 

CLO2 

 

7 Analyzing the Marketing Environment: The 

Microenvironment The Company | Suppliers | Marketing 

Intermediaries | Competitors | Publics | Customers The 

Macro environment. 

 Lecture 

 Discussion 

 Problem Solving 

 Group discussion 

 Question & 

Answer (Oral) 

 Class Test 

 

CLO2 

CLO4 

8 Analyzing the Marketing Environment: The 

Demographic Environment | The Economic Environment 

| The Natural Environment | The Technological 

Environment | The Political and Social 

Environment | The Cultural Environment Responding to 

the Marketing Environment. 

 Lecture 

 Discussion 

 Problem Solving 

 

 Question & 

Answer (Oral) 

 Class Test 

 Written Test 

 

CLO2 

CLO4 

 

9 Managing Marketing Information to Gain Customer 

Insights: Marketing Information and Customer Insights 

Assessing Marketing Information Needs Developing 

Marketing Information Internal Data | Competitive 

Marketing Intelligence Marketing 
Research 

 Lecture 

 Discussion 

 Assignment 

 

 Question & 

Answer (Oral) 

 Class Test 

 

CLO1  

CLO3 

10 Managing Marketing Information to Gain Customer 

Insights: Defining the Problem and Research Objectives | 
Developing the Research Plan | Gathering Secondary 

Data Primary Data Collection | Implementing the 

Research Plan | Interpreting and 
Reporting the Findings. 

 Lecture 

 Discussion 

 Group discussion 

 Oral presentation 

 

 

 Question & 

Answer (Oral) 

 Written Test 

 

CLO1  

CLO3 

 

11 Managing Marketing Information to Gain Customer 

Insights: Analyzing and Using Marketing Information 

Customer Relationship Management | Distributing and 

Using Marketing Information Other Marketing 

Information Considerations Marketing Research in Small 

Businesses and Nonprofit Organizations | International 

Marketing Research Public Policy and Ethics in 

Marketing Research. 

 Lecture 

 Discussion 

 Assignment 

 

 Question & 

Answer (Oral) 

 Class Test 

 Written Test 

 

 

CLO1 

 

12 Consumer Markets and Consumer Buyer Behavior: 

Model of Consumer Behavior Characteristics Affecting 

Consumer Behavior Cultural Factors | Social Factors | 

Personal Factors | Psychological Factors Types of Buying 

Decision Behavior Complex Buying Behavior | 

Dissonance- Reducing Buying Behavior  |  Habitual  

Buying Behavior | Variety-Seeking Buying Behavior. 

 Written exam 

 MCQ test 

 Presentation 

 Written exam 

 MCQ test 

 Oral test 

CLO2  

CLO4 

13 Consumer Markets and Consumer Buyer Behavior: 

Recognition | Information Search Evaluation of 

 Lecture 

 Discussion 

 Question & 

Answer (Oral) 
CLO2  

CLO4 



 

Assessment and Evaluation 

1) Assessment Strategy: Group Discussion, Class tests, Case Study, Term Paper, 

Presentation.  

2) Marks distribution: 

a) Continuous Assessment: 

Alternatives Purchase Decision Post purchase Behavior 

The Buyer Decision Process for New Products Stages in 

the Adoption Process | Individual 

Differences in Innovativeness | Influence of Product 

Characteristics on Rate of Adoption 

 Exercise  

 Group discussion 

 Class Test 

 Written Test 

 

 

14 Business Markets and Business Buyer Behavior: 

Market Structure and Demand | Nature of the Buying 

Unit | Types of Decisions and the Decision Process 

Business Buyer Behavior Major Type of Buying 

Situations | Participants in the Business Buying Process | 

Major Influences on Business Buyers | The Business 

Buying Process | E-Procurement: Buying on the Internet 

Institutional and Government Markets 
Institutional Markets | Government Markets. 

 Lecture 

 Discussion 

 Problem Solving 

 

 Question & 

Answer (Oral) 

 Written Test 

 

 

CLO3 

 CLO4 

15 Customer-Driven Marketing Strategy: Creating Value 

for Target Customers: Market Segmentation 
Segmenting Consumer Markets | Segmenting Business 

Markets | Segmenting International Markets 

| Requirements for Effective Segmentation Market 

Targeting Evaluating Market Segments | Selecting Target 

Market Segments Differentiation and Positioning Maps | 

Choosing a Differentiation and Positioning Strategy 

Communicating and Delivering the Chosen Position. 

 Lecture 

 Discussion 

 Exercise  

 Assignment 

 

 Question & 

Answer (Oral) 

 Class Test 

 Written Test 

 

CLO1 

CLO3 

 

16 Products, Services, and Brands: Building Customer 

Value: What Is a Product? Products, Services, and 

Experiences | Levels of Product and Services | Product 

and Service Classifications Product and Service 

Decisions Individual Product and Service Decisions | 

Product Line Decisions | Product Mix Decisions Services 

Marketing The Nature and Characteristics of a Service | 

Marketing Strategies for Service Firms Branding 

Strategy: Building Strong Brands Brand Equity | 

Building 
Strong Brands | Managing Brands. 

 Lecture 

 Discussion 

 Problem Solving 

 Group discussion 

 Question & 

Answer (Oral) 

 Written Test 

 Quiz 

 

 

CLO3 

CLO4 

 

17 Products, Services, and Brands: Building Customer 

Value: Product Line Decisions | Product Mix Decisions 

Services Marketing The Nature and Characteristics of a 

Service | Marketing Strategies for Service Firms Branding 

Strategy: Building Strong Brands Brand Equity | 

Building Strong Brands | 
Managing Brands 

 

 Lecture 

 Discussion 

 Assignment 

 Oral presentation 

 

 Question & 

Answer (Oral) 

 Written Test 

 

CLO3 

CLO4 

 

 

 



 Class attendance is mandatory. Absent of 70% classes; disqualify the student for 

final examination only authority recommendation will be accepted with highly 

reasonable causes.  

 Late submission of assignments is not allowed. Late submission of assignments 

will be only taken with highly reasonable causes and 20% mark will be deducted.  

 To pass this course student will have to appear mid-term and final examination. 

b) Summative:  

 CIE- Continuous Internal Evaluation (90 Marks) 

Bloom’s Category Test Assignments  Quiz External Participation in 

Curricular/ Co-curricular 

Activities 

Marks (out of 90) (15) (15) (15) (15) 

     

Remember 05   Bloom’s Affective Domain: 

(Attitude or will) 

Attendance:15 

Copy or attempt to copy: -

10 

Late Assignment: -10 

Understand 05 06 07 

Apply 05   

Analyze 10  08 

Evaluate 05 09  

Create 10   

 05   

 

 SEE- Semester End Examination (60 Marks) 

Bloom’s Category Test 

Remember 10 

Understand 10 

Apply 10 

Analyze 10 

Evaluate 10 

Create 10 

 

3) Make-up Procedures: Dates for exams will be strictly followed. No makeup exam 

(Normal case), for exceptional case university rules and regulation should be 

followed.  

Recommended Books: 

1) Recommended Readings: 

Principle of Marketing, 14th Edition By Philip Kotler (South Asian 

perspective). 
2) Supplementary Readings: Marketing Management, 13th Edition 

by Philip Kotler (South Asian Perspective).  

 

 



Week: 1 
Slides 1-8 



Week -1-3 















Week: 2 
Slides 10-17 



















Week: 3 
Slides 19-23 













Week: 4 
Slides 25-38 



Week-4-6 



Company and Marketing Strategy 
Topic Outline 

• Companywide Strategic Planning: Defining 
Marketing's Pole 

• Designing the Business Portfolio 

•  Planning Marketing: Partnering to Build 
Customer Relationships 

• Marketing Strategy and the Marketing Mix 

• Managing the Marketing Effort 

• Measuring and Managing Return on Marketing 
Investment 



Strategic Planning 

Strategic planning is the process of 
developing and maintaining a strategic fit 
between the organization's goals and 
capabilities and its changing marketing 
opportunities 



Co pany ide Strategic Planning 

Oefininp 
the company 

Steps in Strategic Planning 

S+ring company 
objeclivas 

O H g n   g 
the bus•nass 

Buainasa unit  pFoducT, 
and rnarhot TeveT 



Company ide Strategic Planning 
Defining a I\harked-Oriented Mission 

• The mission statement is the organization's 
purpose, what it wants to accomplish in the 
larger environment 

• Market-oriented mission statement defines 
the business in terms of satisfying basic 
customer needs 

We help von organize the wortd's 
information and make it 

universally accessible and rse/uL 



Business objectives 

Setting Company Objectives and Goals 

• Build profitable 
 customer 
 relationships 

• Invest in research 

• Improve profits 

• Increase market 
share 

• Create local 
partnerships 

• Increase promotion 



Designing the Business Portfolio 

The business portfolio is the collection of 
businesses and products that make up the 
company 

Portfolio analysis is a major activity in 
strategic planning whereby management 
evaluates the products and businesses that 
make up the company 



Analyzing the Current Business Portfolio 

Strategic business units can be 

• Company division 

• Product line within a division 

• Single product or brand 



Decide how much support each SBU 

dese ves 

Co pan ide S rate ic Planning 

Analyzing the Current Business Portfolio 



Co pan ide Strategic Planning: 

Low 

Relative market share 



2- 11 

Co pan ide Strategic Planning 
Problems with Matrix Approaches 

• Difficulty in defining SBUs and measuring 
market share and growth 

• Time consuming 

• Expensive 

• Focus on current businesses, not future 
planning 



Developing Strategies for Growth and Downsizing 

2- 12 

Product/market expansion grid is a tool for 
identifying company growth opportunities 
through market penetration, market 
development, product development, or 
diversification 



Developing Strategies for Growth and Downsizing 
Prod tit/Market Expansion Grid Strategies 

2- 13 

Market 
development 

Dlversiffcattan 



Compan 

2- 14 

ide Strategic Planning 

Developing Strategies 
for Growth and Downsizing 

Market penetration is a growth strategy increasing 
sales to current market segments without 
changing the product 

Market development is a growth strategy that 
identifies and develops new market segments for 
current products 



Week: 5 
Slides 40-53 



Developing Strategies 

for Growth and Downsizing 

Product development is a growth strategy 
that offers new or modified products to 
eXisting market segments 

Diversification is a growth strategy through 
starting up or acquiring businesses 
outside the company's current products 
and markets 

2- 15 



2- 16 

Company ide Strategic Planning 
Developing Strategies 

for Growth and Downsizing 

Downsizing is the reduction of the business 
portfolio by eliminating products or 
business units that are not profitable or 
that no longer fit the company's overall 
strategy 



Planning Marketing 
Partnering to Build Customer Relationships 

2- 17 

Value chain is a series of departments that 
carry out value-creating activities to design, 
produce, market, deliver, and support a 
firm's products 



Planning Marketing 

2- 1B 

Partnering to Build Customer Relationships 

Value delivery network is made up of the 
company, suppliers, distributors, and 
ultimately customers who partner with 
each other to improve performance of 
the entire system 





Marketing Strategy and the 
Marketing Mix 

Customer-Driven Marketing  Strategy 

Market segmentation is the division of a 
market into distinct groups of buyers who 
have different needs, characteristics, or 
behavior and who might require separate 
products or marketing mixes 

Market segment is a group of consumers 
who respond in a similar way to a given 
set of marketing efforts 



Customer-Centered Marketing Strategy 

2- 21 

Market targeting is the process Df evaluating 
each market segment's attractiveness and 
selecting one or more segments to enter 



Marketing Strategy and the Marketing 

2- 22 

Customer-CenteredWfarketing Strategy 

Market positioning is the arranging for a 
product to occupy a clear, distinctive, and 
desirable place relative to competing 
products in the minds of the target 
consumer 



Marketing Strategy and the Marketing 

Developing an Integrated Marketing Mix 

 

Marketing mix is the set of controllable 
tactical marketing tools  product, price, 
place, and promotion that the firm blends 
to produce the response it wants in the 
target market 



Strategy and the Marketing 
Mix 

Developing an Integrated Marketing Mix 

Publishfi,gss P•outco fall 
2- 24 



Managing the Marketing Effort 



Managing the Marketing 

Marketing Analysis — SWOT Analysis 

Btzangthc 
Internal capabilities \I at 
may help 0 company 

reach us objecbves 

Weakneccac 
Internal iimilul ons thai may 
interfere with n company s 

ability to achieve its 
objectives 

e•p|oiio «dv age 

Currenl nnd emerg ng 
external laclors thnl may 
choIlenrje the company 's 



Market Planning Parts of a Marketing Plan 

Objective and 
issues 

Budgets 

Marketing 
situation 

2- 27 



Managing the Marketing 

Marketing Implementation 

Implementing is the process that turns 
marketing plans into marketing actions to 
accomplish strategic marketing objectives 

•  Successful implementation depends on how 
well the company blends its people, 
organizational structure, decision and reward 
system, and company culture into a cohesive 
action plan that supports its strategies 



Week: 6 
Slides 55-63 



Managing the Marketing E rou  

Marketing Department Organization 

Functional organization 

Geographic organization 

Product management organization 

Market or customer management 



Managing the Marketing Ehort 
Marketing Control 

• Controlling is the measurement and 
 evaluation of results and the taking of 
 corrective action as needed to ensure the 
 objectives are achieved. 

• Operating control 

• Strategic control 



Measuring and Managing 
Return on Marketing investment 
Return on Marketing Investment (Marketing ROI) 

Return on marketing investment 
(MarLeting ROI) is the net 
return from a marketing 
investment divided by the 
costs of the marketing 
investment. Marketing ROI 
provides a measurement of 
the profits generated by 
investments in marketing 
activities. 



Measuring and Managing 
Return on Marketing investment 
Return on Marketing Investment (Marketing ROI) 

2- 32 



Measuring and Managing 
Return on Marketing investment 
Return on Marketing Investment (Marketing ROI) 

Digital Return on marketing investment (Marketing 
ROI) is the measure of the profit or loss that you 
generate on your campaigns. 

If you do not measure the success of your 
campaigns over time, then you won't know 
what‘s working and what isn't. 





Measuring and Managing 
Return on Marketing investment 

Marketing Funnel 

•  Some meant to build awareness. While others try 
to get customers into the marketing funnel 

 
A marketing funnel aids in connecting the dots 

between your marketing strategy and lead 
generation. It's the process each of your leads go 
through before fully becoming a conversion. 



Measuring and Managing 
Return on Marketing investment 

Marketing Funnel 

There are 4 steps in the Marketing Funnel. 
Awareness, Engagement, Conversion, and 
Advocacy. 

qyt Minor dendng Rapea ’ ’ ’ ’ 
i n t p r a c l  Q n  d t V e  rDfg R  0 flY PUr5 hb8P 
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Week: 7 
Slides 65-82 



Week-7 & 8 



Analyzing the Marketing 
Environment 

Chapter 3  slide 2 

Topic Outline 

 

• The Company's Microenvironment 

• The Company's Macroenvironment 

• Responding to the Marketing Environment 



The Marketing Environment 

Chapter 3  slide 3 

The marketing environment includes the 
actors and forces outside marketing that 
affect marketing management's ability to 
build and maintain successful relationships 
with customers 



The Marketing Environment 

Chapter 3  slide 4 

Microenvironment consists of the actors 
close to the company that affect its ability 
to serve its customers, the company, 
suppliers, marketing intermediaries, 
customer markets, competitorsy and 
publics 



The Company's 
Microenvironment 

Chapter 3- slide 5 ” 

Actors in the Microenvironment 



The Company's 
Microenvironment 

Chapter 3- slide 6 

The Company 

• Top management 

• Finance 

• R&D 

• Purchasing 

• Operations 

• Accounting 



The Company's 
Microenvironment 

Chapter 3 slide 7 

Suppliers 

• Provide the resources to produce goods 
and services 

• Treated as partners to provide customer 

value 



The Company's 
Microenvironment 

Chapter 3- slide 8 

Marketing Intermediaries 

Help the company 
to promote, sell and 
distribute its 
products to final 
buyers 



The Company's 
Microenvironment 

Types of Marketing Intermediaries 

Chapter 3- slide 9 

” I i ”' 
. 



The Company's 
Microenvironment 

Chapter 3• slide 10  

Competitors 

• Firms must gain strategic advantage by 
 positioning their offerings against 
 competitors' offerings 



The Company's 
Microenvironment 

Chapter 3- slide 11  :. 

Publics 

•  Any group that has an actual or potential interest in 
or impact on an organization's ability to achieve its 
objectives 

— Financial publica 

Media publics 

— Government publica 

— Citizen-action publics 

LDEaI publics 

— General public 

— Internal publica 



The Comppany's 
Macroenvironment 

Company 

„ 
. ,Ğ Chapter 3• slide 12 



The Comppany's 
Macroenvironment 

Chapter 3• slide 13 

Demographic Environment 

Demography is the study of human populations 
in terms of size, density, location, age, gender, 
race, occupation, and other statistics 

• Demographic environment is important 
 because it involves people, and people make 
 up markets 

• Demographic trends include age, family 
structure, geographic population shifts, 
educational characteristics, and population 
diversity 



The Comppany's 

Chapter 3  slide 14  

Macroenvironment 
Demographic Environment 

• Increasing population 

Rapid growth in urban population in Asia 

In India, urban population to rise to 523 million 
by 2025 



The Comppany's 

Chapter 3• slide 15 

Macroenvironment 
Demographic Environment 

• A growing middle class 

MGI has divided the Indian population into 5 
economic classes 

— Division based on real annual disposable 

income 



The Comppany's 

Chapter 3• slide 16 

Macroenvironment 
Demographic Environment 

• Deprived households have an annual 

disposable income of less than Rs 90,000 

The poorest economic class 

Mostly unskilled or semi-skilled workers on 
daily wages 



The Comppany's 

Chapter 3  slide 17 

Macroenvironment 
Demographic Environment 

•  Aspirers have an annual disposable 
income in the range of Rs 90,000 to Rs 
200,000 

Spend most of their income on basic 

necessities 

— Small-time retailers, small farmers, etc. 



The Company's 
Macroenvironment 

C h a p t e r  3• s l i d e  1 8  

Demographic Environment 

•  Seekers have an annual disposable income 

between Rs 200,000 and Rs 500,000. 
Mostly white-collar employees, mid-level 

government officials, newly employed 

postgraduates, medium-scale traders 



Week: 8 
Slides 84-99 



The Comppany's 

C h a p t e r  3• s l i d e  1 9  

Macroenvironment 
Demographic  Environment 

• Strivers have an annual income ranging 
from Rs 500,000 to Rs 1,000,000 

Have a stable income source and access to 
amenities 

— Mostly professionals such as lawyers, CAs, 
senior government officials, rich farmers 



The ompany s 

C h a p t e r  3• s l i d e  2 0  

Macroenvironment 
Demographic Environment 

 

• Global Indians have an annual disposable 
income in exce5s of Rs 1,000,000 

Creamy layer in society 

— Globe-trotters with a high standard of living 



The Comppany's 
Macroenvironment 

C h a p t e r  3• s l i d e  2 1  

Demographic Environment 

• Growth in the rural population 

• A changing family system 

• The changing role of women 

• Increasing diversity 



The Comppany's 

C h a p t e r  3• s l i d e  2 2  

Macroenvironment 
Economic Environment 

Economic environment consists of factors 
that affect consumer purchasing power and 
spending patterns 

• Industrial economies are richer markets 

•  Subsistence economies consume most of 
their own agriculture and industrial output 



The Comppany's 

C h a p t e r  3• s l i d e  2 3  

Macroenvironment 
Economic Environment 

• The global financial crisis of 2007—2009 has 
affected the consumption and production 
of many products 

• Value marketing involves ways to offer 
financially cautious buyers greater value 
the right combination of quality and service 

at a fair price 



The ompany s 

C h a p t e r  3• s l i d e  2 4  

Macroenvironment 
Economic Environment 

Changes in Consumer Spending Patterns 

• Ernst Engel Engel’s Law 

• As income rises: 

—The percentage spent on food declines 

—The percentage spent on housing remains 
constant 

The percentage spent on savings increases ’“’ 



The Comppany's 
Macroenvironment 

C h a p t e r  3• s l i d e  2 5  

Natural Environment 

Natural environment involves the natural 
resources that are needed as inputs by 
marketers or that are affected by marketing 
activities 

• Trends 
—Shortages of raw materials 

Increased pollution 

—Increase government intervention 

—Environmentally sustainable strategies 



The Comppany's 
Macroenvironment 

C h a p t e r  3• s l i d e  2 6  

Technological Environment 

• Most dramatic force in changing the 
marketplace 

• Creates new products and 
opportunities 

• Safety of new product always a 
concern 



The ompany s 

C h a p t e r  3• s l i d e  2 7  

Macroenvironment 

Political Environment 

Political environment consists of laws, 
government agencies, and pressure groups 
that influence or limit various organizations 
and individuals in a given society 



The ompany s 

C h a p t e r  3• s l i d e  2 8  

Macroenvironment 
Political Environment 

• Legislation regulating business 
Increased legislation 

—Changing government agency enforcement 

—New forms of nontariff barriers in trade 

• Increased emphasis on ethics 

 Socially responsible behavior 

 Cause-related marketing 



The Comppany's 

Chapter 3 slide 29 

Macroenvironment 
Cultural Environment 

Cultural environment consists of 
institutions and other forces that affect a 
society's basic values, perceptions, and 
behaviors 



The Comppany's 
Macroenvironment 

Chapter 3• slide 30 

Cultural Environment 
Persistence of Cultural Values 

Core beliefs and values are persistent and are 
passed on from parents to children and are 
reinforced by schools, religious institutions, 
businesses, and government 

Secondary beliefs and values are more open to 
change and include people's views of 
themselves, others, organization, society, 
nature, and the universe 



The Comppany's 

Chapter 3• slide 31 

Macroenvironment 
Cultural Environment 

Shifts in Secondary Cultural Values 

• People's view of themselves 
—Yankelovich Monitor's consumer segments: 

• Do-it-yourselfers—recent movers 

• Adventurers 

• People's view of others 
More “cocooning” 



The Comppany's 
Macroenvironment 

Chapter 3• slide 32 

Cultural Environment 

Shifts in Secondary Cultural Values 

• People's view of organizations 

• People's view of society 

Patriots defend it 

Reformers want to change it 

Malcontents want to leave it 



The ompany s 

Chapter 3• slide 33 

Macroenvironment 

Cultural Environment 

Shifts in Secondary Cultural Values 
 

• People's view of nature 

— Some feel ruled by it 

Some feel in harmony with It 

Some seek to master it 

• People's view of the universe 

Renewed interest in spirituality 



Responding to the Marketi 
Environment 

Chapter 3• slide 34 

Views on Responding 

• React and • Aggressive • Watching 
adapt to actions to and reacting 
forces in the affect forces to forces in 
environment in the the 

environment environment 



Week: 9 
Slides 101-110 



Week-9-11 



Learning Objectives 

After studying this chapter, you should be able to: 

Explain the importance of information to the 

company 

Define the marketing information system and 

discuss its parts 

Outline the steps in the marketing research process 

‹  Explain how companies analyze and distribute 

marketing information 



Chapter Outline 

Assessing Marketing Information Needs 

›. Developing Marketing Information 

Marketing Research 

4 Analyzing Marketing Information 

Distributing and Using Marketing Information 

Other Marketing Information Considerations 



Assessing Marketing 
Information Needs 

Marketing information system (ITIS) consists of 

people, equipment, and procedures to gather, sort, 

analyze, evaluate, and distribute needed, timely, 

and accurate information to marketing decision 

makers: 

Assess the information needs 

Develop needed information 

Analyze information 

Distribute information 



Developing Marketing Information 

Marketers can obtain information from: 

• Internal data 

Marketing intelligence 

Marketing research 



Developing Marketing Information 

Internal Data 

 
Internal databases are electronic collections 

of consumer and market information 
obtained from data sources within the 
company network, including accounting, 
marketing, customer service, and sales 
departments 



Developing Marketing Information 

litter iinl Duttiba.see 

Advantages: 
Can be accessed more 
quickly 
Less expensive 

Disadvantages: 
Incomplete 
information 
Wrong form for 
decision making 



Developing Marketing Information 

Marketing Intelligence 

 
Marketing intelligence is the systematic collection 

and analysis of publicly available info mation about 
competitors and developments in the marketplace 

 
The goal of marketing intelligence is to improve 

strategic decision making, assess and track 
competitOrS‟ actions, and provide early warning of 
opportunities and threats 



Marketing Research 

Marketing research is the systematic 
design, collection, analysis, and 
reporting of data relevant to a specific 
marketing situation facing an 
organization 
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Marketing Research 

Steps in the marketing research process 

2. 

4. 

i. Defining the problem and research 
objectives 

Developing the research plan 

Implementing the plan 

Interpreting and reporting the findings 



Marketing Research 

Types of objectives 

Exploratory research 

•  Descriptive research 

Causal research 



Marketing Research 

Exploratory research is the gathering of preliminary 
information that will help to define the problem and 
suggest hypotheses 

Descriptive research is to describe things such as 
market potential for a product or the demographics 
and attitudes of consumers who buy the product 

Causal research is to test hypotheses about cause- 
and-effect relationships 



Marketing Research 

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 data 



Marketing Research 

Developing ihe Research T"lan 

 
Research plan is a written proposal that includes: 

• Management problem 

Research objectives 

Information needed 

How the result:s will help management decisions 

Budget 



Marketing Research 

Developing ihe Research T"lan 

 

Secondary data consists of information that 
already exists somewhere, having been 
collected for another purpose 

 
Primary data consists of information gathered 

for the special research plan 



Marketing Research 

Marketing Research 

Advantages: 
Speed 

cost 

Provides data 
that a company 
cannot collect on 
its own 

Disadvantages: 
ÂVdÏlabillty 

Redevance 
Accuracy 

• Impartial 



Marketing Research 

Priiitai y Data Cullectiun 

 

Research approaches 

Contact methods 

• Sampling plan 

Research instruments 



Marketing Research 

Research Approaches 

 
Observational research involves gathering 

primary data by observing relevant people, 
actions, and situations 

Ethnographic research involves sending 
trained observers to watch and interact with 
consumers in their natural environment 



Marketing Research 

fieieai•r/i Approaches 

Survey research is the most widely used 
method and is best for descriptive 
information knowledge, attitudes, 
preferences, and buying behavior 
Flexible 
People can be unable or unwilling to answer 
Gives misleading or pleasing answers 
Privacy concerns 



Marketing Research 

Experimental research is best for gathering 
causal information—cause-and-effect 
relationships 
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Marketing Research 

IaiI questionnaires 
Collect large amounts of information 
Low cost 
Less bias with no interviewer p esent 
Lack of flexibi it:y 
Low response rate 
Lack of control of sample 



Marketing Research 

Contact Methud 

Telephone interviewing 
Collects information quickly 

Nore flexible than mail questionnaires 
Interviewers can explain di Fcult questions 
Higher response rates than mail questionnaires 
Interviewers communicate directly with respondents 
Higher cost than mail questionnaires 

Potential interviewer bias 



Marketing Research 

Contact Methud 

Personal interviewing 
Individual interviewing 

Involves talking with people at home or the office, on the 
street, or in shopping malls 

Flexible 
more expensive Fhan telephone interviews 

Group interviewing or focus 9roup interviewing 
Involves inviting six to 10 people to talk with a trained 

moderator 



Marketing Research 

online ma keting research 
• Low cost 

Speed to administer 
Fast results 
Good for hard to-reach groups 
Hard to control who s in the sample 
Lack of interaction 
Privacy concerns 



Marketing Research 

Sampling Plus 

 
Sample is a segment of the population 

selected for marketing research to 
represent the population as a whole 
Who is to be surveyed* 
How many people should be surveyed* 
How should the people be chosen? 



Marketing Research 

Res eai'cli Iltktruments 

 

Questionnaires 
Nost common 

• Administered in person, by phone, or online 
Flexible 



Marketing Research 

fieieai•r/i liistriiineofs 

Closed-end questions include all possible answers, 
and subjects make choices among them 
Provide answers that are easier to interpret and 
tabulate 

 
Open-end questions allow respondents to answer in 

their own words 
Useful in exploratory research 



Marketing Research 

Implementiitg the Resenrrh Plan 

 

Collecting the information 

Processing the information 

• Analyzing the information 



Distributing and Using 
Marketing Information 

Information distribution involves entering 

information into databases and making it available 

in a time- useable manner 

Intranet provides information to employees and 

other stakeholders 

Extranet provides Information to key customers and 

suppliers 
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Chapter Outline 

Model of Consumer Behavior 
Characteristics Affecting Consumer Behavior 
Types of Buying Decision Behavior 
The Buyer Decision Process 

s. The Buyer Decision Process for New Products 
‹. Consumer Behavior Across International Borders 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi 



Model of Consumer Behavior 

Consumer buyer behavior refers to the 
buying behavior of final consumers 
individuals and households who buy goods 
and services for personal consumption 

 

Consumer market refers to all of the personal 
consumption of final consumers 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi '* 



Model of Œnsumer Behaviour 



Model of Consumer Behavior 

Marketing stimuli 
consists of the 4 Ps 

 

. Price 

• Place 

• Promotion 

Syed Tariq Hussain, VFN, 
PAFkIET, Karachi 



Model of Consumer Behavior 

Other stimuli include: 

• Economic forces 

. Technological forces 

• Political forces 

• Cultural forces 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi ' 



Characteristics Affecting 
Consumer Behavior 

Culture is the learned values, 
perceptions, wants, and behavior from 
family and other important institutions 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi ' " 



Characteristics Affecting 
Consumer Behavior 

Subculture are groups of people within a 
culture with shared value systems 
based on common life experiences and 
situations 
Hispanic 
African American 
Asian 
Mature consumers 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi 



Characteristics Affecting 
Consumer Behavior 

Social classes are society s relatively 
permanent and ordered divisions whose 
members share similar values, interests, 
and behaviors 

 
Social class is measured by a combination 

of occupation, income, education, 
wealth, and other variables 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi ' ‟" 



Characteristics Affecting 
Consumer Behavior 

The major social classes 
Upper class 
Niddle class 
Working class 
Lower class 

Syed Tariq Hussain, VFPI, 



Characteristics Affecting 
Consumer Behavior 

Family is the most important consumer- 
buying organization in society 

 
Social ales and status are the groups, 

family, clubs, and organizations to which a 
person belongs that can deme role and 
social status 

Syed Tariq Hussain, VFD, 



Characteristics Affecting 
Consumer Behavior 

PerSoital Factors 

 

• Personal characteristics 

• Age and life-cycle stage 

• Occupation 

Economic situation 

• Lifestyle 

Personality and self-concept 

Syed Tariq Hussain, VFPI, 



Characteristics Affecting 
Consumer Behavior 

Personal Factors 

 

Age and life-cycle stage 
• RBC Royal Band stages: 

• Youth younger than 18 

Getting started 18-35 
. Builders—35-50 

. Accumulators 50-60 

Preservers—over 60 

Syed Tariq Hussain, VFId, 



Characteristics A e in 
Consumer Behavior 

Personal Factors 
 
Occupation affects the goods and services 

bought by consumers 

 

Economic situation includes trends in: 
. Personal income 
• Savings 
• Interest rates 

Syed Tariq Hussain, VFN, 
PAFKiET, Karachi 



Characteristics Affecting 
Consumer Behavior 

Personal Factoi•s 

 
Lifestyle is a person s pattern of living as 

expressed in his or her psychographics 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi ' ’" 



Characteristics Affecting 
Consumer Behavior 

Psycltolugical Factors 

 

• Motivation 

• Perception 

• Learning 

. Beliefs and attitudes 

Syed tarig Hussain, VF/d, 
5-25 
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Characteristics Affecting 
Consumer Behavior 

Psychological Factors 

Abraham f4aslow‟s Hierarchy of Needs 
People are driven by particular needs at 
particular times 

Human needs are arranged in a hierarchy from 
most pressing to least pressing 

Psychological 

. Safety 

. Social 
Esteem 

. Self-actualization 
Syed Tariq Hussain, VFId, 

PAFKIET, Karachi 



Characteristics Affecting 

Consumer Behavior 

Psycltolugical FacMrs 

 
Perception is the process by which people 

select, o ganize, and interpret information to 
form a meaningful picture of the world from 
three perceptual processes 
• Selective attention 

. Selective distortion 

• Selective retention 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi 5-Is 



Characteristics Affecting 
Consumer Behavior 

Psyrho/mice/ Factors 

 
Selective attention is the tendency for people 

to screen out most of the information to which 
they are exposed 

Selective distortion is the tendency for people 
to interpret infOrmation in a way that will 
support what they already believe 

Selective retention is the tendency to 
remember good points made about a brand 
they favor and to forget good points about 
competing brands 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi 5-29 



The Buyer Decision Process 

Five stages in the buyer decision process 

Need recognition 

Information search 

Evaluation of alternatives 

Purchase decision 

Post-purchase behavior 

Purchaxe 
d‹+cłsIon 

Syed Tarig Hussain, VFPI, 
PAFKIET, Karachi 

Poslpu‹chaaa 
óehąvior 



The Buyer Decision Process 

Need Recognition 

 

Need recognition occurs when the 
buyer recognizes a problem or need 
triggered by: 

. Internal stimuli 

. External stimuli 

Syed Tariq Hussain, VFPI, 
PAFKIET, Karachi 5-3s 



The Buyer Decision Process 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi 

Sources of information: 

 
Personal source family and friends 

Commercial sources—advertising, Internet 

Public source mass media, consumer organizations 

Experiential sources—handling, examining, usinp the 
product 

seazoi decision behavior 



The Buyer Decision Process 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi 

fiVffftfAri»ii GfAlternatives 

 

Evaluation of alternatives is how the 
consumer processes information to 
arrive at brand choices 



The Buyer Decision Process 

The purchase decision is the act by the 
consumer to buy the most preferred 
brand 

The purchase decision can be affected by: 

• Attitudes of others 

• Unexpected situational factors 

Syed Tariq Hussain, VFIfl, 
PAFKIET, Karachi '*“ 



The Buyer Decision Process 

Pust-Piircltase Decisivii 

The  post-purchase decision is the satisfaction 
or dissatisfaction the consumer feels about the 
purchase 

Relationship between: 
Consumer's expectations 
Product s perceived performance 

seazoi decision 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi 



The Buyer Decision Process 

The larger the gap between expectation 
and performance, the greater the 
consumer's dissatisfaction 

Syed Tariq Hussain, VFId, 
PAFKIET, Karachi ' ‟ 



The Buyer Decision Process for 
New Products 

New product is a good, service, or idea 
that is perceived by some potential 
customers as new 

 
Adoption process is the mental process 

an individual goes through from first 
learning about an innovation to final 
regular use 

Syed Tariq Hussain, VFPI, 
PAFKIET, Karachi ' 



The Buyer Decision Process for 
New Products 

Syed Tariq Hussain, VFPI, 
PAFKIET, Karachi '*" 

Stages iii the Adoption Process 

 

Awareness is when the consumer 
becomes aware of the new product but 
lacks information 

 
Interest  is when the consumer seeks 

information about the new product 



The Buyer Decision Process for 
New Products 

Syed Tariq Hussain, VFPI, 
PAFKIET, Karachi '*" 

Stages iit tlte Adoption Process 

 
Evaluation is when the consumer 

considers whether trying the new 
product makes sense 

 
Trial is when the consumer tries the new 

product to improve his or her estimate 
of value 



The Buyer Decision Process for 
New Products 

Syed Tariq Hussain, VFPI, 
PAFKIET, Karachi ' ‘" 

Stages iii the Adoption Process 

 

Adoption is when the consumer decides 
to make full and regular use of the 
product 
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Customer-Driven Marketing Strategy: 

Chapter 7• slide 2 , 

Creating Value for Target Customers 

Topic Outline 

 

• Market Segmentation 

• Market Targeting 

• Differentiation and Positioning 



Market Segmentation 

Chapter 7• slide 3 , 

Market segmentation is the process that 
companies use to divide large 
heterogeneous markets into small markets 
that can be reached more efficiently and 
effectively with products and services that 
match their unique needs 



9ełeci Ihe segment or 

Market Segmentation 



Market Segmentation 

Chapter 7• sl ide 5 ,” 

• Segmenting consumer markets 

• Segmenting business markets 

• Segmenting international markets 

• Requirements for effective segmentation 



Market Segmentation 

Segmenting Consumer Markets 



Market Segmentation 

C h a p t e r  7• s l i d e  7  , 

Segmenting Consumer Markets 

• Geographic segmentation divides the 
market into different geographical units 
such as nations, regions, states, counties, 
or cities 



Market Segmentation 

Chapter  7-  s l i d e  8  , 

Segmenting Consumer Markets 

 
Demographic segmentation divides the market 

into groups based on variables such as age, 
gender, family size, family life cycle, income, 
occupation, education, religion, race, 
generation,  and nationality 



Market Segmentation 

C h a p t e r  7• s l i d e  9  , 

Age and life-cycle stage segmentation is the 
process of offering different products or 
using different marketing approaches for 
different age and life-cycle groups 

Gender segmentation divides the market 
based on sex (male or female) 



Market Segmentation 

Chapter 7- slide 10 , 

Segmenting Consumer Markets 

Income segmentation divides the market 

into affluent or low-income consumers 

Psychographic segmentation divides 
buyers into different groups based on 
social class, lifestyle, or personality 
traits 



Market Segmentation 

Chapter 7• slide 11 , 

Segmenting Consumer Markets 

Behavioral segmentation divides 
buyers into groups based on their 
knowledge, attitudes, uses, or 
responses to a product 

• Occasions 
• Benefits sought 
• User status 
• Usage rate 
• Loyalty status 



Market Segmentation 

Chapter 7- slide 12 , 

Using Multiple Segmentation Bases 

 
Multiple segmentation is used to identify smaller, 

better defined target groups 

Geodemographic segmentation is an example of 
multivariable segmentation that divides groups 
into consumer lifestyle patterns 



Market Segmentation 

Chapter 7- slide 13 , 

Using Multiple Segmentation Bases 

PRISM NE classifies every American household into 
66 unique segments organized Into 14 different 
social groups. 

•  These groups segment people and locations into 
marketable groups of like-minded consumers 
that exhibit unique characteristics and buying 
behavior based on a host of demographic factors 



Geographic 
location 

Chapter 7- slide 14 , ...° 

C I u a 
ac o s 

Market Segmentation 

Segmenting International markets 



Market Segmentation 

Chapter 7- s l ide 15 , 

Segmenting Business Markets 

 

Intermarket segmentation divides 
consumers into groups with similar needs 
and buying behaviors even though they are 
located in different countries 



Market Segmentation 

Chapter 7- s l ide 16 , 

Requirements for Effective Segmentation 

• To be useful, market segments must be: 

MRasurable Accassible 

Substantial Differentiable 

Actionable 



Market Targeting 

Chapter 7- s l ide 17 , 

Selecting Target Market Segments 

• Target market consists of a set of buyers 
who share common needs or 
characteristics that the company decides to 
serve 



Market Targeting 

Chapter 7- s l ide 18 , 

Evaluating Market Segments 

• Segment size and growth 

• Segment structural a'ttractiveness 

• Company objectives and resources 



Market Targeti 

Chapter 7- slide 18 

Target Marketing Strategies 



Market Targeting 
Target Marketing Strategies 

C h a p t e r  7• s l i d e  2 0  ,” 

Undifferentiated marketing targets the 
whole market with one offer 

Mass marketing 

Focuses on common needs rather than what's 
different 



Market Targeting 

Target Marketing Strategies 
 

Differentiated marketing targets several 
different market segments and designs 
separate offers for each 

• Goal is to achieve higher sales and stronger 
 position 

• More expensive than undifferentiated 
 marketing 

Chapter 7- slide 21 , 



Market Targeting 

C h a p t e r  7• s l i d e  2 2  , 

Target Market Strategies 

• Concentrated marketing targets a 
small share of a large market 

• Limited company resources 

• Knowledge of the market 

• More effective and efficient 



Market Targeting 

C h a p t e r  7• s l i d e  2 3  , 

Target Market Strategies 

Micromarketing is the practice of tailoring 
products and marketing programs to suit 
the tastes of specific individuals and 
locations 

• Local marketing 

• Individual marketing 



Market Targeting 
Target Market Strategies 

C h a p t e r  7• s l i d e  2 4  , 

Local marketing involves tailoring brands 
and promotion to the needs and wants of 
local customer groups 

• Cities 

• Neighborhoods 

• Stores 



Market Targeting 

C h a p t e r  7• s l i d e  2 5  , 

Target Market Strategies 

Individual marketing involves tailoring products 
and marketing programs to the needs and 
preferences of individual customers 

• Also known as: 
One-to-one marketing 

Mass customization 

— Markets-of-one marketing — 



Market Targeting 

C h a p t e r  7• s l i d e  2 6  , 

Choosing a Target Market 

Depends on: 

• Company resources 

• Product variability 

• Product life-cycle stage 

• Market variability 

• Competitor's marketing strategies 



Market Targeting 

C h a p t e r  7 -  s l i d e  2 7  , 

Socially Responsible Target Marketing 

• Benefits customers with specific 
 needs 

• Concern for vulnerable segments 

• children 
Alcohol 

Cigarettes 

Internet abuses ’”"’ 



Differentiation and Positioning 

C h a p t e r  7• s l i d e  2 8  , 

Product position is the way the 
product is defined by consumers on 
important attributes the place the 
product occupies in consumers' minds 
relative to competing products 

Perceptions 

Impressions 

Feelings 



Differentiation and Positioning 

C h a p t e r  7 -  s l i d e  2 9  , 

Choosing a Differentiation and Positioning 
Strategy 

• Identifying a set of possible competitive 
 advantages to build a position 

• Choosing the right competitive advantages 

• Selecting an overall positioning strategy 

• Developing a positioning statement 



Differentiation and Positioning 

C h a p t e r  7 -  s l i d e  3 0  , 

Identifying Possible Value Differences and 

Competitive Advantages 

Competitive advantage is an advantage over 
competitors gained by offering consumers 

greater value, either through lower prices or 
by prOviding mo e benefits that justify higher 
prices 



Service different ation 

DiKerentiation and Positioning 

Choosing a Differentiation and Positioning 
Strategy 

Identifying a set of possible competitive 
advantages to build a position by 
providing superior value from: 

C op T§Tat 20J0 Puarapn Gducati•n, Inc. 
Pobjishlng es Prentice Hall 

CJ T- sii e 31 



 

C'ammunicadle 

Differentiation and Positioni 
Choosing the Right Competitive Advantage 

Difference to promote should be: 

Chapter  7-  s l ide 32 , ... 



Di erentiation and Positioning 

Chapter 7- slide 33 

Selecting an Overall Positioning Strategy 

Value proposition 
is the full mix of 

benefits upon 

which a brand is 

positioned 

More 

c escme 

Less ”‟ 

More The same Less 



Communication and Delivering the 
Chosen Position 

Chapter 7• slide 34 ,” 

Choosing the positioning is often easier 
than implementing the position. 
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Objecëve Outline 

What is a Product? 
Define product and the major classifications of 
products aad services. 

Product and Service Decisions 
Describe the decisions conipanies make regaiding 
their individual produits and services. product lines, 
and product niixes. 



Objective Outline 

Serviccs Marketing 
Identify the four characteristics that affect the 
marketing of services and the addttiDnal marketing 
considerations that services require. 

Braiidi Building Strong Bi'aiids 
Discuss branding strategy the decisions companies 

make in building and managing their brands. 



K We define a prodnct as anything that can be 
offernd to a market for attention, acquisition, use, 
or consumption that might satisfy a want or need. 

•  Services are a fonn of product that consists of 
activities, benefits, or satigfactions offered for 
sales that are essentially intangihle and do not 
result in the ownership of anything. 
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Consumer P ducts 

Marketing Considerations for Consumer Products 

Censideretiena Convenience Shopping 5pecIaIw 
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Organizations, Persons, Places, and 
Ideas 

It also can bc in 
ln one sense, all 

whether it is the 

spccific idea tha 

Here, however, 
ideas (called soc 

• Social marketi 
 concepts and to 
 individuals' beh 

 society. 

of an idea, 

ur teeth or the 

ealthy, beautifiil 

marketing 

influence 
rig and thai of 



Product and Service Decisions 

0 Marketers make product and service ‹Incisions at three 
levels: 

product 
decisions 

Product mix 
decisions 

Product line 
decisions 



ndividuaI Product and Service 
Decisions 



Product and Seven Attributes 
T'utal ua/i • flu» 

Beyond quality level, high quality also can mean high 



Product and Se%ce Attributes 

• Producfs Features. 

• The company can then creaie higher-level models by 
adding more features. 

•  Features are a competitive tool for differentiating the 

company’s product from comgctitors products. 

• Being the first producer to introduce a valued new 

feature is one of the most cffectivc ways to compete. 
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Branding 

' ;-- -—- -n, syinbõl, or design, or a 

TM 



Packaging 

*MWI PACT 







0 A product line is a group th’prod! ,- 
related because they function in 
to the same customer groups. ari 
same types of outlets, o raft wit 

The major procluct linc decision 

/« igr/i iI c nui»bcr at items in 

 
to assess each item's sales and p 
HOW etch item contributes to th 
pertoiinaiicc. 



BotE Directions 
• To broaden its market appeal and boost growth, BMW has in 

 recent years stretched its line in both directions while at the 
 same time filling the gaps in between. 





Procluct Decisions 

• Refers to the number of different prods'' 
.. lines the coiiinanv carries. Prndi ie.t m ix xuirith 

• The company can increase its business in four ways. 
• It can add new product lines, widening its product mix 

• It can lengthen its existing product lines to become a 
mom frill-line company. 

• It can add more versions of each product and thus 
deepen its product mix. 

• It can pursue more product line consistency — or less 
— depending on whether It wants to have a strong 
reputation in a single field or in several fields. 

›nsisrenry or me 
' product mix 

product hncs ark in end i?se, prodfifition 
requirements, distribution clianncls, or some 
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Services Marketing 

• Services have grown dramatically in recent years. 

•  Services now account for close to 65 percent of 
the U.S. gross domestic product (GDP). 

K Services are growing even faster in the world 
economy, making up 64 percent of the gross 
world product. 



The 

Walking in Rhythm 

dy. 
and 



MnrkeHng Stretegies for Service Firms 

• Just like manufacturing businesses, the consumer and the 
 front-line service employee interact to co-create the 
 service. 

• These and otfter service firms establish rheir positions 
through traditional marketing mix activities. 

R However, because services differ from tangible products, 

they often require additional marketing approaches. 



The Se%ce Chain 

•  The service profit chain is the cliriîii that links service 
fii in profits with cıvployce and customer satisfaction. 

'¥ Th is chain consists of fivc links: 



Annebe L amb at amb le  duscapes oom 

! h p eduscapes com ta ke ng 

• Maternal marketing means that the service finn must 



Managing Se%cc Differendation 

• The solution to price competition is to develop a 

product is delivered, or designing a superiOr 

delivery process. 



Managing Service Quality 

0 A service finn can differentiate itself by delivering 
consistently higher quality thnn its competitors provide. 

R Top service companies set high service-quality standards. 

They watch service performance closciy, both their own 
and that of competitors. 

K Good service recovery can turn angry customers into 

loyal ones. 

0 In fact, good recovery can win more customer purchasing 
and loyalty than if things had gone well in the firsl lace. 



Managing Service Productivity 



Bmn4ng Strategy: Buüdiøg Strong 





Brand Equity 

0 Ad agency Young & R 

measures 

ndAssñt Valuator 

C'iirfoirrsr ñynrJ 
A poficrfiil brand also offers..the eompahy.some 
defense,against fierce price,competiiion 

• The fiindamental asset underlying btand.Nutty is 
¿âN er ¿try the value..of customer.relationships 

Sai the b d cwatRS. 



Building Strong Brancts 



• Marketers can position brands at any of three 
 levels. 

At lowest level, they can position the brand on 
pmduct attributes. 

• A brand can be better positioned by associating 
 its name with a dairab1e benefit. 



Brand Name Selection 

xeroxp 



0 A manufacturer has four sponsorship options. 

Private brand 
( store brand or distributor 

braad ) 

National bzaod 

 

Licensed bntnd 





Brand Sponsomhip 

• Licensing. 

•  However. Some companies license names or Symbols 
previously created by other manufacmrers, names of 

well-known celebrities, or characters from popular 
movies and books. 

• For a fee, any of these can provide an instant and proven 

brand names. 

• Name and character licensing has grown rapidly in 

recent years. 

• It can be a highly profitable businRss for many 

companies. 
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Brand Derelopment 

wback of 

rot ht obtain 

¡pg ¡jJ 3$ 

should reduce 

Of brnnds 

•  A cdmpany might believe thai the power 
of its existing brand name is waning, so 
new brand name is needed. 

Or it may create a new brand name 
when ii enters a new product categnry 

for which none of its current brand 
names are appropriate. 

duns ffir om 




