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Faculty and Department Information

Faculty: Marketing

Department: Marketing

Office Address: R1305 — Al building — NEU

Website: http://lkhoamarketing.neu.edu.vn/

Lecturer:

Email: hattv@neu.edu.vn
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COURSE STRUCTURE

« Marketing Introduction

« Marketing Environment

« Marketing Information and Research

« Consumer Behaviour

« Segmentation - Targeting - Positioning
« Company and Marketing Strategy

+ Product

- Price

* Places

* Promotion
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Books and references

Course Book:
 Phillip Kotler, Gary Amstrong “Principles of Marketing”, Pearson Education Limited, 2014.

Reference Books:
« Cate Farrall (2008). Professional English in use - Marketing. Cambridge University Press

« Simon Sweeney (2002). Test your Professional English — Marketing. Pearson Education
Limited.

« Sylee Gore (2007). English for Marketing and Advertising. Oxford Business English.
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Assessments

Participation: 10%: attendance and participation in class

 Mid term: 20% - in class test, closed book (expected in week 5)

« Group assignment and presentation: 20% (expected in week
10)

* Final exam: 50% - closed book (expected in week 15)
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Group Assignment

» Topic: Choose a product/ service (in Vietnam or foreign country) and develop a
marketing plan for it in Viethamese market.

* Presentation: maximum 15 minutes — no extension (grade will be deducted if
overtime)

* Group report (in word, printed):
« Submit before the presentation date (exact date will be informed by lecturer)
* Length: 20-30 pages.

 Logic, straight and simple presentation
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Group Assignment

* Turnitin report: below 20%

« Team evaluation: submit individually.

« Grade structure:
* 50% word report

« 50% presentation: each member should make appearance in the
presentation, either presenter or ask questions for other groups, or answer
guestions from other groups

* Grades will be evaluated individually
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Class regulations

#1 On time (if you are late than teachers, pls. wait until the break)

#2 No voice in class (pls. show the respect for lecturer and others)

#3 No sleep (if you feel sleepy, feel free to go out, no need to ask for lecturer’s
permission)

#4 No food (but drinks are permitted)
#5 No cellphone (switch off your phone ring before class starting)

#6 No laptop, ipad, ipod and others...

N
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UNIT 1
MARKETING INTRODUCTION
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Objectives

« Understand and being able to use marketing basic terms correctly
* Understand the marketing process extended model
» Understand the marketing management orientation

* Being aware of the modern marketing landscape



Marketing Introduction

Core concepts:

« What is marketing?

« Market basic definitions

« Marketing strategy and the marketing plan
« The marketing mix

« The Changing Marketing Landscape




ittty

Marketing is:
v' Managing profitable customer relationship

v The process by which companies:
= create value for customers &

. " build strong customer relationshjp
Y

\ In order to
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Marketing basic definitions

« Customer needs, wants, and demands
« Market offerings

» Customer Value, Costs and Satisfaction
« Exchanges and Relationships

« Markets

» Marketing process

« Marketing management

« Marketing management orientations



= Sates of felt deprivation

« Physical needs: food, clothing, warmth
and safety

 Social needs: belonging and affection

 Individual needs: knowledge and self
expression

= Marketers did not create these needs, they
are basic part of the human.

= Help the company:
= |dentify the industry, the type of products that they
want to market

= Answer the question: what customer’s need our
product will satisfy
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Wants:

* |s human needs

 but are shaped by personal preferences/ culture/
religion ...

» People have unlimited wants but limited resources
» Help the company:

— Decide the features, characteristics of the products/ services

— Competitive on the market
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Demands:

« Human wants that are backed by
buying power

» Willing to buy

* Ability to pay
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Some combination of products,
services, information, or
experiences offered to a market
to satisfy
a need or want

Places Experience

Market offerings

ldeas People



Exchange

The act of obtaining
from someone
by offering something in
return
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MARKET

The set of all actual and potential buyers of a product or
service




Understand the Design a Construct an Building
customer- integrated profitable
marketplace and : . : )
driven marketing program relationships and
customer needs : .
marketing that delivers create customer
and wants : :
Strategy superior value delight
v v v v
Research Select o Customer
customers and customers to Product decisions relationship
the marketplace serve: market management:
segmentation build strong
and targeting Pricing decisions relationships
marketing customers
information and _ Distribution:
customer data Decide on a manage demand
value and supply chains
proposition:
differentiation reIFajl 322:&;;
and positionin -
P g Promotion: management:
communicate the build strong

value proposition

relationships
with marketing
partners

Capture value
from customers to
create profits and

customer equity

Create satisfied,
loyal customers

Capture customer
lifetime value

Increase share of
market and share
of customer




Marketing management

Marketing management is the art and
science of choosing target markets and
building profitable relationships with

them
— What customers will we serve?
— How can we best serve these customers?




MARKETING MANAGEMENT ORIENTATIONS

» Production concept » Product concept
The idea that consumers will favor Consumers will favor products that offer
products that are available and highly the most quality, performance and
affordable and that the organization features and that the organization
should therefore focus on improving should therefore devote its energy to
production and distribution efficiency making continuous product

Improvements

» Selling concept » Marketing concept
The idea that consumers will not buy A philosophy that holds that achieving
enough of the firm’s products unless it organizational goals depends on
undertakes a large-scale selling and knowing the needs and wants of
promotion effort target markets and delivering the

desired satisfactions better than
competitors do

» Societal marketing concept
The idea that a company’s marketing decisions should consider consumer’s wants,

J J J




Designing a Customer-Driven

Marketing Strategy



Designing a Customer-Driven Marketing
Strategy

Selecting Customers to Serve

- Market segmentation refers to dividing the markets into
segments of customers

» Target marketing refers to which segments to go after
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The marketing mix is the set of
tools (four Ps) the firm uses to
Implement its marketing strategy.
It includes product, price,
promotion, and place.

Marketing Mix —
4Ps
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Company Exchange > CU?’t?me_r S
Marketing Mix- 4Ps satistaction
¥
Profit

Integrated marketing program is a
comprehensive plan that communicates and
delivers the intended value to chosen customers.




Building Customer Relationships

Customer Relationship Management (CRM)

The overall process of building and maintaining
profitable customer relationships by delivering superior
customer value and satisfaction
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Review

« Customer needs, wants, and demands
« Market offerings

« Customer Value, Costs and Satisfaction
« Exchanges and Relationships

« Markets

« Marketing process

« Marketing management

« Marketing management orientations






R bttt ittifitli|

Objectives

« Understand what are the marketing environment factors

» Understand how they affect to marketing strategy and activities



'Marketlng | -
E_nvwonmen'

manage_r_ne ability to build and maintain ccessful relationship
| ’ ' with target custog;‘;f

MKW W KARE LOONK.COM. Ul



Analyzing the Marketing Environment

Topic Outline

» The Company’s Microenvironment

* The Company’s Macroenvironment



Marketing Environment

Macro-

T e Environment
* Demographic » Technological = Economic |
» Political-Regulatory = Socio-cultural * Natural
'/ ______________________________________________________________________________________________ \:
_____________________ Marketing mix-4Ps  ———
( = Suppliers = Resources of company Vi
" = Intermediaries = Customers Environment

= Publics = Competitors




<>Micro - environment

The actors close to the company that affect its ability &« .

serve its customers - the company, suppliers, marketmg/\ 5 f\?\
iIntermediaries, customer markets, competitors and puhhcsf )




Interrelated groups

Company Competitors

Customers M'Cm Intermediaries
Environme

Nt

Suppliers Publics
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Microenvironment - Company

* In designing marketing plans, marketing management takes other company groups into account:

v top management: sets the company’s mission, objectives, broad strategies, and
policies

v finance

v research and development (R&D)

v purchasing

v' operations

v human resources

v/ accounting

- Interrelated groups that form the internal environment
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Microenvironment - Supplier

l','

‘ Provide the resources
needed by the company to
produce Its goods and
services
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Microenvironment — Marketing
Intermediaries

Firms that help the company
to promote, sell, and
distribute Iits goods to final
buyers
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Microenvironment - Customer

 The most important actors in the company’s

microenvironment.

» The aim of the entire value delivery network is

to engage target customers and create strong

relationships with them.

¢ Consumer market, business market....




R bttt ittifitli|

Microenvironment - Competitors

» Each firm should consider its own
size and industry position

compared with those of its

competitors
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Microenvironment - Publics

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

Types of publics: financial, media, government, citizen, internal,
general, local




<Macro - environment

The larger societal forces that
affect the microenvironment -
demographic, economic,
natural, technological, political,
and cultural forces



The study of human
populations in terms of
Size, density, location,

age, gender, race,
occupation, and other
statistics

Demography

Environme
Nt



Demography

Economic factors
that affect _
consumer

purchasing power —

and spending
patterns

Economic

Environmen
t




Demography;

Macro
Environme
Nt

The physical Economic
environment and the

natural resources
that are needed as
inputs by marketers |
or that are affected L
v marketing

Natural




Forces that create
new technologies,
— creating new product
and market
opportunities.

Demography Technological

Macro
Environment

Economic Political

Natural



Demography Technological

Economic Macro Political L aws, government
Environment agencies. and
___pressure groups that
Influence and limit
various organizations
and individuals in a

Natural




Technological

Macro Political
Environme
nt

Institutions and other forces
that affect society’s basic

Cultural



Environmental Sustainability: Developing strategies and
practices that create a world economy that the planet can support
iIndefinitely.




Opportunities Threats

External

SWOT
Analysis

Weaknesses

Internal




Why you need .=
SWOT analysi

» Help decision maker and strategic planner understand clearly about
corporate’s internal/external situation

* Analyze the issues/problems which may lead to success/failure.
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Review
« The Company’s Microenvironment: « The Company’s Macroenvironment
- Company * Natural
« Customers  Cultural
« Competitors « Demography
* Suppliers * Economic
« Marketing intermediaries « Technological
* Publics * Political
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UNIT 3
MARKETING INFORMATION
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Learning Objectives
Topic Outline

* Marketing Information & Customer Insights
 Assessing Marketing Information Needs
 Developing Marketing Information
 Marketing Research

 Analyzing & Using Marketing Information
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Marketing Information and Customer Insights

« Customer Insights are:

Fresh marketing information-based understandings of customers and the
marketplace that become the basis for creating customer value, engagement, and
relationships.
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Marketing Information and Customer Insights
* Marketing Information Systems (MIS)

Marketing information system (MIS)

consists of people and procedures dedicated to:
. Assessing the information needs
. Developing needed information

. Helping decision makers use the information to generate and validate actionable
customer and market insights
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Assessing Marketing Information Needs

MIS provides information to the company’s marketing and other managers and
external partners such as suppliers, resellers, and marketing service agencies




Developing Marketing Information

Developing Needed Information

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

(Marketing, sales, customer service, accounting,
operation ...)




Developing Marketing Information

Marketing Intelligence

Marketing intelligence is the systematic
monitoring, collection and analysis of
publicly available information about
consumers, competitors, and developments in
the marketplace




Developing Marketing Information

Marketing Research

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




Developing Marketing Information

Marketing Research
Developing the Research Plan

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

Primary data consist of information gathered for the special research plan




Developing Marketing Information

Marketing Research
Defining the Problem and Research Objectives

Exploratory research

Descriptive research

Causal research



Developing Marketing Information

Marketing Research
Defining the Problem and Research Objectives

Exploratory research objective is to gather
preliminary information that will help define
problems and suggest hypotheses




Developing Marketing Information

Marketing Research
Defining the Problem and Research Objectives

Descriptive research objective Is to better
describe marketing problems, situations, or
markets, such as the market potential for a
product or the demographics and attitudes of
consumers.




Developing Marketing Information

Marketing Research
Defining the Problem and Research Objectives

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




Developing Marketing Information

Marketing Research

Planning Primary Data
Collection

Research
approaches

Contact methods

Sampling plan

Research

Instruments




Developing Marketing Information

Marketing Research
Contact Methods
* Mall
» Telephone

« Personal interviewing
* Individual interviewing

« Group interviewing



Developing Marketing Information

Marketing Research
Contact Methods

Online marketing research




Analyzing Marketing Information

Customer Relationship Management (CRM)

Managing detailed information about individual customers and
carefully managing customer touch points to maximize customer
loyalty
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Review terms

. Marketing Information & Customer Insights

Assessing Marketing Information Needs
. MIS
. Primary — secondary data

Developing Marketing Information
. Internal data
. Marketing intelligence
. Marketing research: exploratory, descriptive, causal

Marketing Research:
. Planning: 4 steps
. Sampling plan: unit, size, procedure

Analyzing & Using Marketing Information: CRM
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Consumer Markets and Consumer Buyer
Behavior

Topic Outline

The Buyer Decision Process

Model of Consumer Behavior

Characteristics Affecting Consumer Behavior

The Buyer Decision Process for New Products



i
The Buyer Decision Process

Need Recognition
7
Information search

\
Evaluation of alternatives

v
Purchase Decision

v

Post-purchase behavior




Model of Consumer Behaviour

The environment

Marketing stimuli Other

Froduct Economic
Frice Technological
Place Social
Promotion Cultural

Buyer’'s black box

Buyer responses

Buyer's characteristics

Buyer's decision process

Buying attitudes and preferences

Furchase behavior: what the buyer buys,
when, wnere, and now much

Brand engagements and relationships

Marketers want to understand how the stimuli are changed into responses inside the
consumer’s black box, which has two parts:
- How the characteristics influence the way the consumer react to the stimuli
- The buyer decision process itself affect the consumer behaviour




Characteristics Affecting

Consumer Behavior

Factors Influencing Consumer Behavior

Cultural

Culture

Subculture

Social class

Social

Reference groups

Family

Roles and status

Personal
Psychological

Age and life
cycle stqge Motivation
Occupation Perception

Economic situation Learning
Lifestyle Beliefs and
Personality and attitudes

self-concept




Characteristics Affecting Consumer Behavior

Culture is the set of basic values, perceptions, wants, and behavior learned by a member of
society from family and other important institutions

N
/ Cultural \

Social
Personal
Culture | ————
Groups and social d Iif gychologica
networks Age and life-
cycle stage Motivatian
C":E'_JF'-'Ein':'" _ Perception Buyer
Subculture Family E-[:unﬂmlc situation Learning
Lifestyle Beliefs and
Personality and attitudes
seff-concept
Roles and status

Social class
. Owr buying decisions -



Characteristics Affecting Consumer Behavior

Groups and Social Networks

Groups

« Groups with e Groups an e Groups that
direct individual form a
Influence wishes to comparison
and to belong to or reference
which a In forming
person attitudes or
belongs behavior




Characteristics Affecting Consumer Behavior

Personal factors

Cultural
Culture Socta / Personal \ :
Reference groups Ageand ife Psychological
cycle stage Mofivation
- Occupation Perception Buyer
Subcuiture Family Economic situation Learning
Litestyle Beliefs and
Roles and status Pgres|2 gggtgeg?d attitudes
Social class




Characteristics Affecting Consumer Behavior
Personal factors

Lifestyle is a person’s pattern of living as expressed in his or
her activities, interests, and opinions

Cultural | /\
Social
Personal
Culture Bevoholoaical
Reference groups Ageienlite o b ki
cycle stage Motivation
. ‘ Occupation Perception Buyer
Subculture Family Economic situation Learning
Lifestyle Beliefs and
P ali d attitudes
Roles and status 2;??23;2163?
Social class \/




Characteristics Affecting Consumer Behavior
Personal factors

Personality is the unique psychological characteristics that
distinguish a person or group

Cultural _ /\

Social
Reference groups Age and life i
cycle stage Motivation
. Occupation Perception Buyer
Subculture Family Economic situation Learning
Lifestyle Beliefs and
Personality and attitudes
Roles and status se|f-contcyept
Social class /




Characteristics Affecting Consumer Behavior
Psychological factors

A motive (or drive) is a need that is sufficiently pressing to
direct the person to seek satisfaction.

Cultural
Social
— Personal
Culture ' [ / Psvcholoaical
Reference groups Age and life i
cycle stage Motivation
_ Occupation Perception Buyer
Subculture Family Economic situation Learning
Lifestyle Beliefs and
Personality and attitudes
Roles and status self-concept
Social class | ~—

m




Characteristics Affecting Consumer Behavior
Psychological factors

Perception is the process by which people select, organize, and
Interpret information to form a meaningful picture of the world.

Cultural
Social
- — Personal
Reference groups Age and life Feyeolgion
cycle stage Motivation
_ Occupation Perception Buyer
Subculture Family Economic situation Learning
Lifestyle Beliefs and
Personality and attitudes
Roles and status self-concept
Social class —

-, —




TYPES OF BUYING DECISION BEHAVIOUR

Consumer buying behavior in
situations characterized by high
consumer involvement in a

Consumer buying behavior
In situations characterized
by low consumer

purchase and significant
perceived differences among

brands. High imolvement Low involvement

Involvement but significant
perceived brand
differences.

Significant differences Complex variaty-
- T buying seeking
e behavior buying behavior
2, . Dissonance- Habitual
Ltk Few diferences raducing buying

I between brands bahaior

buvying behavior

ER e ey

Consumer buying behavior in Consumer buying behavior in
situations characterized by high situations characterized by low
involvement but few perceived consumer involvement and few

differences among brands. significant perceived brand
differences.



The Buyer Decision Process for New Products

Adoption process is the mental process an individual goes
through from first learning about an innovation to final regular use.
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« The Buyer Decision Process
* Model of Consumer Behavior

» Characteristics Affecting Consumer Behavior:
 Social
» Groups and social networks
* Personal
* Cultural
* Buying decision behavior

« The Buyer Decision Process for New Products



UNIT 5
Customer-Driven Marketing Strategy
Creating Value for Target Customers




Customer-Driven Marketing Strategy
Creating Value for Target Customers

Topic Outline

» Customer-Driven Marketing Strategy
- Market Segmentation

- Market Targeting

» Differentiation and Positioning
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Select customers to serve Decide on a value proposition

Segmentation Differentiation
Divide the total market into Differentiate the market offering
smaller segments Create value to create superior customer value
for targeted
Targeting customers Positioning
Select the segment or Position the market offering in
segments to enter | the minds of target customers

MARKETING STRATEGY
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Market Segmentation

Market segmentation is dividing a market into
distinct groups of buyers who have different needs,
characteristics, or behaviors and who might require

separate marketing strategies or mixes.




Market, Segmentation. Bases.

,

L'
o
<SR
-
) L B

Nations, States, Regions, Counties, Ci“@eographic

Age, Gender, Income, Marriage statuDemographic

Personality, Lifestyle ... Psychographic

Knowledge, attitudes, uses .... Behavioral




Market Segmentation

Requirements for Effective Segmentation

To be useful, market segments must be:

Measurable fl| Accessible Substantial

Actionable




HOW TO CHOOSE A SEGMENT?

Evaluating Market Segments

1. Segment size and growth

2. Segment structural attractiveness
3. Company objectives and

resources
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Selecting Target Market Segments

Undifferentiated Differentiated Concgntrated | Microm.ark.et.ing
(mass) marketing (segmented) * (niche) * (local or individual
marketing marketing marketing)
Targeting Targeting
broadly narrowly



Selectin

IHitiisiin

N

Undifferentiated marketing

Ignore market segment
differences and go aftemthe
whole market withgone ofier

Selecting Target
Market

Micromarkeé

Talloring products and me

programs to the needs and wan
specific individuals and local customer
segments

Target Market Se,g,m ents

INEERRNRsninsssnsnnnnins
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Differentiated marketing

Target several market segments &
eparate offers for each

trated marketing

Goes after a large share of one

or few segments or niches/



Positioning

The way product is defined by consumers on important attributes — the
place the product occupies in consumers’ minds relative to

competing products
e U . > " -;._-_“. 7 ( E: e RS TN N ‘\
a TP LE - e L ~"' g . . 5 ) \.

ST o - A
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Price (thousands of $)
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Positioning Map: Large Luxury SUVs

L

uxury

Orientation

Performance

® Cadillac Escalade

@ Infiniti QX56

® Lexus LX570

® Lincoln Navigator

@ Toyota Land Cruiser

® Land Rover Range Rover
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Positioning for Competitive Advantage

fA 1

What Is your positioning strategy?




Differentiation and Positioning

ldentifying Possible Value Differences
and Competitive Advantages

Competitive advantage Is an advantage over
competitors gained by offering greater customer value

either by having lower prices or providing more benefits
that justify higher prices.




Differentiation and Positioning

Selecting an Overall Positioning Strategy

*Value proposition is the full mix of benefits upon
which a brand is positioned

* The answer to the customers’ question: why should
| buy this brand?




REVIEW

- Market Segmentation: basis, criteria

» Market Targeting: undifferentiated,
differentiated, concentrated (niche), micro

» Differentiation and Positioning:
* Positioning maps
* Differentiation
- Competitive advantages
* Value proposition
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UNIT 6: Company — Wide Strategic Planning



Strategic Planning

The process of developing and maintaining a strategic fit between the
organization’s goals and capabilities and its changing marketing
opportunities

Business unit, product,

Corporate level and market level
T Defining Setting company Designing Planning marketing
the company * objectives Q the business : and other functional

mission and goals portfolio g strategies




' Strategic Planning

Business unit, product,

Corporate level and market level
7™ Defining Setting company Designing Planning marketing
the company 4 objectives * the business : and other functional
mission and goals portfolio g strategies

» Business portfolio: The collection of businesses and products -

SBUs- that:
* Make up the company
* Best fits the company’s strengths and weaknesses to

opportunities in the environment

« SBUSs: Strateqic business units
e An SE an be a company division, a produ

ine within a division. or sometime




Growth-share matrix

High

A portfolio-planning
method that evaluates a
company’'s SBUs in term

of its market growth
rate and relative
market share

:
D

Cash cow

Market growth rate

Low

High Low
Relative market share



Developing strategies for growth and downsizing

products products
Existing Market Product
markets penetration development
New Market | S
markets development Diversification <%




Planning Marketing

ok ? o
QB

1 4




~ MarketingPlan
1. Choose the real product
2. Define your target customer and target customer
behavior
3. Marketing Environment Analysis
4. Positioning Proposal
5. Product strategy
6. Price strategy
/. Place Strategy

- 8. Promotion Strategy I
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Products, Services, and
Brands Building Customer
Value



Product, Services, and Branding Strategy

Topic Outline

 What Is a Product?

* Product and Services Decisions
« Services Marketing

 New Product Development

* Product Life Strategy




Products, Services and Experiences

Some combination of products,
services, information, or
experiences offered to a market to
satisfy
a need or want

L & ‘\‘5 = 1
'B"T S i

Services

Marketing-mix planning begins
with building an offering that

brings value to target customers b y
Places Experience

Market offerings a-{ m
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Augmented product

After-
sale
service

Delivery
and
credit

Actual product

= S

Features
Core

customer
value

Feuchtlgke

QO'Ft Erfr lschel'lde reﬂ"e . ‘_5'

Quality
level

Packaging

Bestron,
SLS, Paral
\-\—//

3 levels of Products

Product
support

Warranty



Levels of Product and Services
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Augmented product

The core, problem-solving benefits

Deli After- .
Pt BT s or services that the consumers seek
credit service

Features
Core
customer

Quality

level

Packaging

Product
support

Core customer value
What is the buyer really buying?



Levels of Product and Services
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Augmented product

After- \
sale \
service

Delivery
and
credit

Actual product

Turn the core benefit into an
actual product

Features
Core
customer

: '
Quality glus

level

Packaging

Product
support

Actual product



Levels of Product and Services
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Augmented product

After- °
sale \
service |\

Delivery
and

Actual product

. ~ Offering additional consumer
eatures ' . 0
Core services and benefits

customer

Quality Naiue

level

Packaging

Product
support

Warranty

Augmented product
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Products and Services Classifications

« Consumer products
« Convenience products
» Shopping products
» Specialty products
» Unsought products

* Industrial products

- Organizations, Persons, Places, Ideas



What Is a Product?

Product and Service Classifications

Industrial products are products purchased for further processing or for use in
conducting a business

 Classified by the purpose for which the product is purchased
- Materials and parts
» Capital

« Raw materials



What Is a Product?

Organizations, Persons, Places, and Ideas

Organization marketing consists of activities undertaken to create, maintain, or change attitudes
and behavior of target consumers toward an organization

S
QUVTHIENTAM  Vmec

hétrg CHI PHI PHAU THUAT

cho bénh nhan ngheo, cadn ngheéo, hoan canh khoé khan,
nguoi cé coéng véi cach mang tai bénh vién VINMEC

C 3)
HOTLINE: 093 465 1926 EMAIL: VCTT@QUYTHIENTAM.COM

QUY THIEN TAM




What Is a Product?

Organizations, Persons, Places, and Ideas

Person marketing consists of
activities undertaken to create,
maintain, or change attitudes and
behavior of target consumers
toward particular people



What Is a Product?

Organizations, Persons, Places, and Ideas

Place marketing consists of activities
undertaken to create, maintain, or
change attitudes and behavior of
target consumers toward

particular places




What Is a Product?

Organizations, Persons, Places, and Ideas

Social marketing is the use of commercial
marketing concepts and tools in programs
designed to influence individuals’ behavior to
Improve their well-being and that of society

THE PLASTIC
- YOU USE
-~ (ONCE
TORTURES
THE OCEANS
FOREVER

.2

" SERSHEPHER)
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Product and Service Decisions

Product %
attributes '

Branding I *

Packaging l %

Labeling ' %

Product
support
services



Product and Services Decisions

Product Mix Decisions

Product mix (or product portfolio) consists of all the products and items that a particular
seller offers for sale

Width: Product mix width refers to the number of different product lines the company
carries.

Length: Product mix length refers to the total number of items a company carries
within its product lines.

. Depth: Product line depth refers to the number of versions offered of each product in
the line

«  Consistency: the consistency of the product mix refers to how closely related the
various product lines are in end use, production requirements, distribution channels, or
some other way.




Services Marketing

Services

v\ Perishab

Services cannot
for later sale




New-Product Development Strategy

\

Idea
generation

Business
analysis

New Product Development Process

ldea
screening

Concept

development
and testing

Product
development

Test
marketing

Marketing
strategy
development

Commercialization




R bttt ittifitli|

Product Life-Cycle Strategies

Sales and

The course of a profits (5)
product’s sales and
profits over Its
lifetime

Profits

Time

Product
development | Introduction Growth Maturity  Decline

Losses/
investment ($)



Product Life-Cycle Strategies

"""'r.....................'.........................................-’..""""""

Introduction Growth Maturity Decline
Characteristics
Sales Low sales Rapidly rising sales Peak sales Dsclning sales
Costs High oot per Averaps cost per Lowe cost per customer Low cost per
customer customer customer
Profits Megative Riging profits High profits Oseclning profits
Cusiomers nncvators Early adopiers Mainstraam adopters Lapging edopters
Competitors Few Growing number Stabk rumber Declning number
begnning to decline
Marketing objectives
Create product Masimize markeat chars Maximize profit whie Reduce expendiurs

4]

ngagement and tnd

defending market share

and mik the brand

Strategies
Product Offer a basic product Offer product extensions, Diversify beand and Phase cut waak
sarace, and warranty madals items
Price Use cost-plus Price to penstrate markat Price to match or beat Cut price
competitors
Distrbution Build selectine Build intensive distrbation  Buld mors intersne Go selective: phase

Advertising

Sales promoticn

dstributicn

Build product awars-
ness amang sarky
adopters and dealers
Use heavy sales
peomotion to

antics tnal

Build engagemsant and in-
terast in the mass market

Reducs to taks
advantage of heavy
consumear d=mand

distribution

Stress brand differ-
ences and benefits

Increase to encourage
brand swiching

ot unprofitable

cutlets

Reduce to level
needad to retain
hard-cors ioyals

Raduce to minimal
level




Review

What Is a Product?

- Consumer products: convenience, shopping, specialty, unsoughted
« Industrial products: capital, materials and parts, raw materials

« Organization, people, place, social

* Product and Services Decisions: features, brand, package, labels,
product support services

- Services Marketing
* New Product Development

*  Product Life Strategy




'CHAPTER 10: PRICING




Pricing Concepts
Understanding and
Capturing Customer Value

Topic Outline

Understanding the meaning and the use of:
* What Is a Price?
* Pricing approaches

* Pricing strategies
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What Is a Price?

Price is the amount of money charged for a product or service. It is the sum of all the values
that customers exchange for the benefits of having or using the product or service

Price is the only element in the marketing mix that produces revenue; all other elements
represent costs



Major pricing approaches

<> Customer value — based pricing
< Cost — based pricing
< Competition — based pricing

\—-”

DAY, WHEN COMMERCIAL BECOMES
MORE DELICIOUS THAN ANY MOVIE




Customer Value — Based Pricing

Setting price based on
buyer’s perceptions of value
rather than on the seller’s cost

Assess customer needs and value perceptions

|

Set target price to match customer perceived value

J

Determine costs that can be incurred




Cost — Based Pricing

Setting prices based on the costs for
producing, distributing, and selling the product
plus a fair rate of return for effort and risk28

Design a good
product

|, Determine
product
COStsS

— Set price
based on cost

Ince buye
uct’s va




Competition — Based
Pricing

Setting prices based on
competitor’s strategies, prices,
COSts,
and market offerings



Considerations affecting pricing decisions

Internal External
Considerations Considerations

v Overall marketing strategy,
objectives and mix
v Organizational considerations
v' The market and demand
* Pricing In different types of
markets
* Analyzing the price-demand
relationship

v' The Economy
v Other External Factors
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Pricing Strategies

<>New — Product Pricing Strategies
<> Product Mix Pricing Strategies
< Price Adjustment Strategies




New Product Pricing Strategies

Market — Skimming Pricing Market — Penetration Pricing
v’ Setting a high price for a new v’ Setting a low price for a new
product to skim maximum product to attract a large
revenues layer by layer from number of buyer and a large
the segments willing to pay the market share
high price, the company v To penetrate the market
markets fewer but more quickly and deeply

Erofitable sales



Product Mix Pricing Strategies

Product line _ By — product
pricing Captive pricing
product pricing
Optional Product Bundle
product pricing Pricing



Price Adjustment Strategies

Segmented Psychological
Discount oricing pricing

Promotion pricing

Allowance Reference prices

International

Geographical _ o ..
Dynamic pricing pricing

pricing




Review

* What Is a Price?

* Pricing approaches
» Cost based
« Customer value-perceived
« Competitors based

* Pricing strategies
* New Product Pricing
* Product Mix Pricing
* Price Adjustment Pricing




“ UNIT 9: PLACE

Commission

Outlet

Lﬂ“@Dlstrlbutl

Prnducer D|5tr|butl:}
e e

ontrol--

4
3
"



Marketing Channels
(Distribution Channel,

Delivering Customer
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Objectives

Understanding:

v The nature and importance of
marketing channel

v' Channel Behavior and Organization

v' Channel design decisions

v Marketing channel decisions
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Marketing channel

A set of
Interdependent
organizations
that help make
a product or service
available for use or
consumption by the
consumer or business



The Nature and Importance of marketing channel

I Customer ' ‘Manufacturer' ‘ Customer '
» 1 4

| ‘ I 2 5
: Customer Manufacturer -‘ Distributor l-* Customer l

. 4 | :_y e
74 3 f
. ¢ j
Manufacturer —* Customer Manufacturer Customer
A. Number of contacts without a distributor B. Number of contacts with a distributor

MxC=3x3=9 M+C=3+3=6
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Number of Channel Levels

Producer Producer Producer

<-Channel level: &

A layer of intermediaries that performs
some work in bringing the product and
its ownership closer to the final buyer l

<-Direct marketing channel

Wholesaler

Has no intermediary levels retaler retaler
<Indirect marketing channel & oy

Channel containing one or more Boreurer Bonsumar Bonspims:

intermediary levels Channel 1 Channel2 Channel 3

A. Customer marketing channels
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DISTRIBUTION CHANNEL

Channel Behavior and Organization
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Channel Behavior and Organization

Disagreement among marketing channel
members on goals, roles and rewards

Channel conflict

Horizontal Horizontal conflict occurs among firms at
conflict the same level of the channel

Conflict between different levels of the same
channel

Vertical conflict
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Conventional and Vertical marketing system

Producer '
Producer

Retailer
Wholesaler Wholesaler
‘ Retailer ' \

¢

¢

¢

Consumer ' Consumer '
Conventional Vertical
marketing marketing
channel system



i
Channel Design Decisions

Designing effective marketing channels by analyzing
customer needs, setting channel objectives,
Identifying major channel alternatives, and
evaluating those alternatives

a N

Analyzing Consumer Needs

. 7

v
Setting Channel Objectives
v

|dentifying Major Alternatives
v
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Marketing channel management

Selecting, managing, and motivating individual
channel members and evaluating their
performance over time

Selecting Channel Members
7

Managing and Motivating

N Channel Members )
)

Evaluating Channel Members

\ J
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Review

v The nature and importance of marketing channel

v Channel Behavior and Organization
v Channel conflicts

v Vertical and conventional marketing system

v" Channel design decisions
v Analyzing consumer needs
v Setting channel objectives
v" ldentifying major alternatives

v Evaluating the alternatives

v Marketing channel decisions



MARKETING

@

PROMOTION
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The Promotion Mix

The promotion mix is the specific blend of advertising,
public relations, personal selling, and direct-
marketing tools that the company uses to
persuasively communicate customer value and build
customer relationships;

PROMOTIONAL MIX

Public
relations




i The Promotion Mix i

Advertising is any paid form of non-personal
presentation and promotion of ideas, goods, or
services by an identified sponsor

« Broadcast (TV/ radio)
* Print

* Internet
* Qutdoor




The Promotion Mix

i Public Relations

'THi

Public relations department functions include:
« Press relations or press agency

* Product publicity

« Public affairs

 Lobbying

« Investor relations

« Development



The Promotion Mix
Public Relations

Public relations department functions include:
 Press relations or press agency

* Product publicity

* Public affairs

« Lobbying

* Investor relations

« Development

_



The Promotion Mix

Sales promotion is the short-term incentives to
encourage the purchase or sale of a product or
service

* Discounts

« Coupons

+ Displays

* Demonstrations



The Promotion Mix

Personal selling is transaction-oriented to close a
specific sale with a specific customer. The long-term
goal is to develop a mutually profitable relationship

« Sales presentations
« Trade shows
* Incentive programs



The Promotion Mix
Direct Marketing

Direct marketing is:

* A marketing channel without intermediaries
* An element of the promotion mix

« Fastest-growing form of marketing

DIRECT
MARKETING




Carefully blended mix of promotion tools

Integrated Marketing _ Zamm

Communication Advertising l Persona I

Consistent, clear,

t and compelling
company
Sales and brand Public
promotion messages relations

& Direct and é
digital

marketing




Producer marketing activities Reseller marketing activities
(personal selling, trade (personal selling, advertising,
promotion, other) sales promotion, other)

Producer marketing activities (consumer advertising, sales promotion, other)

Pull strategy
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Review

v The Promotion Mix

v Advertising

v" PR (Public Relations)
v" Direct Marketing

v" Sales Promotion

v" Personal selling
v Integrated Marketing Communication

v Push and Pull Marketing



