A. Marketing

Marketing Management CH.1

Role of management

Def: Individuals and groups obtain what they need and want by creating and exchanging value

Customer-oriented: Not just concern price and quality, also the real needs and wants

Target market: Group of customers with similar needs and wants that the firms decides to serve

. Steps of marketing
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Consumption of goods and services

Receive value in return

Il. Importance of marketing

Identify customer’s (target market) needs and wants

Customer satisfaction (meet expectations better than competitors)

i. Find out and satisfy customer’s needs: preference and requirements (=stepl and 3 in marketing)

ii. Strategies to compete with competitors: be alert to competitors’ moves (to retain customers)

iii. Long-term relationship with shareholder: work closely (to retain them)

iv. Monitor and respond to market changes

B. Marketing Process Stage 1: Planning (objectives and ways to achieve them)

Steps of Planning

1. Review performance (current competitors)

i.  Marketing performance e.g. sales revenue $S, market share

ii.  Financial performance e.g. return on investment, cash flow, profit margin

SWOT Analysis for McDonald’s Restaurant

2. SWOT analysis (grab opportunities)

i. Internal: strengths (capabilities)

and weaknesses (limitations)

ii. External:

opportunities (increase competitiveness)

and threats (reduce performance)

STRENGTHS

o Consistentquality and hygiene standards
® Internationally known brand name.

o Restaurants in mostcountries

WEAKNESSES

® Limited menurange.

oNo variety of décoror food choices in different
countries.

oStf:ff turnover high, especially among parttime
staff.

OPPORTUNITIES

o Potential growth in developing countries such
as China.

e Develop brand name into new ranges or
products such as children’s clothing orhotels.

Opportunities
(external, positive)

Threats
(external, negative)

THREATS
eEnvironmental concerns regardingwaste, e.g.,

take away food containers.

eStrength of competitors such as BurgerKing.

eoChanging consumertaste; e.g. declining
popularity of meat products.

Strengths
(internal, positive)

Strength-Opportunity strategies

Which of the company's strengths
can be used to maximize the
opportunities you identified?

Strength-Threats strategies

How can you use the company's
strengths to minimize the threats
you identified?

Weaknesses
(internal, negative)

Weakness-Opportunity strategies

What action(s) can you take to
minimize the company's weaknesses
using the opportunities you identified?

Weakness-Threats strategies

How can you minimize the
company's weaknesses to avoid the
threats you identified?




3. Setting marketing Objectives _ o
) Examples of SMART Marketing Objectives
i Performance standards
SMART OBJECTIVES, a system developed and championedby Pet 10 increase overall sales by 15% by 2017
Drucker in his 1954 work “The Practice of Management”
* To increase market share of product X by 10% by end of 2017
e Specific A precise outcome * To increase customer retention by 25% by 2017
* Toincrease the number of new products per year from 2 to 5 by 2017

objective has been achieved

A defined figure to demonstra * Toincrease market share from the 10% to 15% by 2017
Measurable
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A Achievable Realistic, given the resources B

c‘ Relevant Directly linked to the goal
i’ Time Specific ?C(z?g:gons of when the objectives will be
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Research & Target markets

i. Suitable market segment (sub-group with similar consuming behavior)

Strategies (maintain & enhance competitiveness)

5.i. Market Leader (highest market share)

Expand whole market:

, (SE2) BOEING
Increase the number of customer: é@% NS @" o
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(market penetration: greater marketing effort)

Find new users:

B
enter new market, like geographical expansion
Invent new usage of its products: () SIEMENS

ICBC
wEIERS () NOVARTIS DELTA

discover or promote new use, increase amount

/frequency of consumption
Introduce new items: (Iine stretching) MARKET STRUCTURE

Increase market share -

(within the existing market):

Steal customers from competitors I'Y'eaar I(;Z: '%‘E‘%ﬁﬁfﬂ?ﬁ?ﬁ%ﬂﬂa&m,
Offer better services, more discounts, more
, ) o L

products’ versions (line fillings), special gifts \V/ETG TR . 17« Bingo (16%) posing a threat to Lays
Protect current market share: Challenger 7 HRBERERs

Better package deals, better pricing, Market Bl

lamonas. Also Inclu are unorganiz
i fferings, aimed at the pri itive, le

offer discounts Follower i oielal Eapssonitilass

Continuous innovation e
« Parle Monaco's Smart Chips which has

\Y _arket identiied itself & niche of the more health

N ic h er ggﬁous sedm aor'\t':? é‘l:gise.noe by offering

Keep existing customers




5.ii. Market Challenger

attack competitors’ weaknesses
create a strong brand name

adopt a new look and image

more choices of products offered

have movie stars as spokeperson

Enhance the quality of its existing products

B Use social media (facebook, IG) to build
relationship with customers

B Use ‘cross-media’ effort including trades and a
series of FB ads

B Better control center to ensure consistence of
product/service quality

B Maintain close quality control

B Lower the prices of its products

Competitive Marketing Strategies — For Market
Followers

Cloner strategy imitates/copies the leader’s product,
brand name, and packaging, with slight variations.

better service, more trendy and comfortable layout of shops

How should market challengers attack market leaders

Market Follower

A company that follows the strategies of the
market leader. It never tries to challenge the
leader. It just wants to maintain its market share.

Can capitalize on leader mistakes
and instantly grab market
share

Lower R&D costs Not primary choice
of market

Perceived as a more
flexible enterprise .
Being follower
undermines ability to
__ Seen as more secure new business
nimble than leader

Not perceived
as innovator

Always being compared
with leader

Can use price
skimming strategies

5.iii. Market Follower

@ satisfied with

existing market shares

® insufficient resources for aggressive expansion

leaders’ products

SUB @ imitate/ copy
M PACTORY. ® save development & promotional cost reduced

5.iv. Market Nicher
® specialize in small market segments

serve ONE or a FEW SMALL market segments
segment is too small to attract large competitors

o
o
® risky if customers’ preferences changes

® |If profitable: attract the entry of large firm

Market Nicher Strategies

= Afirm can be a leader in a small or niche market instead of being a follower in a large market.

Nichers can play the following specialist roles:

Example:

Ray-Ban is a brand of sunglasses and eyeglasses that
focuses on a single product line.

0Old Monk manufactures only Old Monk rum.
IKEA is involved only in the furniture business.

Crossword stores deal only in books.

X
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Smimoff only sells vodka.

0 MARKET'NG 9' Marketing Strategies Q

Niche Market

® Very short growth period but lasting maturity stage

® Dominate a small section of the market with very little
competition

® Cater to very specific consumers

® customize 4Ps: can better serve customers’
needs



6. Market Plan
(market information+ ways to implement strategies & reach objectives)

10 Step Marketing Plan
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WRITE YOUR @ FINALIZE
MISSION STATEMENT MARKETING STRATEGIES

—o
—e

ESTABLISH STRATEGIES
DESCRIBE < @ FOR DETERMINING
YOUR COMPETITION PRICING, POSITIONING

11

:: =0 AND BRANDING
DESCRIBE @> PLAN
YOUR PRODUCT & / ABUDGET
—
=

IDENTIFY
TARGET MARKET <@ QUANTIFIABLE GOALS
o—
o—
CONDUCT < > MONITOR
MARKET RESEARCH @ RESULTS
c—!

i Consideration: expenditures & allocation of budget among 4P tools
ii. Marketing mix (set of tools to delivery satisfaction to target market)
- Product: combination of goods & services offered
- Price: amount of money customers is willing to pay for products

Place: activities to ensure availability of products

Promotion: activities to communicate merits of product & purchase

C. Market Process Stage 2: Managing

1. Organizing
Organizational Structure=divide groups & coordinate activities
i Functional (for small firm)
ii. Geographical
iii. Product (used by firms with different sorts of product lines)
iv. Market management
(used by large international firms with sorts of Customers = can build closer relationship)

N. America EMEA Asia-Pacific 2 z Electronics Home Goods Yummy Snacks
Division Division Division Marketing Sales Services Division Division Division

O
O
O
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2. Implementing

Factors affecting implementation

i Correctness & feasibility of plan
ii. Availability of resources
iii. Leadership skills of managers

(= direction & motivation)

3. Controlling
Steps of controlling

bilsh Investigate aﬁ?te
i N Performance
i Performance standard Objectives o Results Byt
ii. Measure actual performance
... What is the What is What
1. Analyze deviation between company Wihat Shotid happening corrections be

happen?

goal? and why? made?

standards & results

iv. Corrections

Marketing Plan Performance

———————————— Functional Structure
Share %
Share
1. Review current performance Snsva's Ivis]
S W Product / divisional Structure
& STRENGHTS

WEAKNESSES ﬁ

") 2. Conduct SWOT analysis
1.Functional

i

3. Set marketing objectives 2. Geographical

2. Organizing 3. Product
1. Planning
4. Research & set Target Market 4. Market Management
Marketing
Market leader
5. Develop marketing strategies
. 1. Soundness
4. Controlling
Market g
Wairmiandh 3. Implementing

2. Resources

1. Monitori 2. Take corrective
Market follower =wionionng measures
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Marketing Management CH. 2
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QaYCh A. Marketing research
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Systematic and objective process of obtaining information for marketing Decisions

wwshutterstock com - 585784824 Product

Marketing Strat
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Steps of marketing research i
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Objectives of marketing research

Branding—, — Global

Market

Define objectives (what information needed) research

Trend —"
Design data collection method (How to collect data)
Implement data collection (Conduct)
Analyze data

Communicate findings (results + recommendation)

Define the
problem and

research >

objectives >

| Need and Importance of Marketing Research .

—‘ 1. Marketing Research (MR) provides valuable data.

_,{ 2. It studies consumer behavior.

Market Research

—{ 3.1t helps to select suitable sales promotional techniques.
Process ‘

—‘ 4. It supplies market-related information.

—‘ 5.1t helps a company to evaluate its marketing performance{

Collect the
~ information —‘ 6.1t also has miscellaneous importance.

1.

2.

3.

Proper marketing planning:

Customer Groups
. I 0 (¢
to find out customer characteristics, Uncontrollable . E;r:;:;“ezrss
Lo . Environmental « Channel Members

prospect of existing markets, potential of _Eoon'fx;"s - Suppliers

* Technology
new markets + Competition

* Laws and

H H<H H . Regulati
Fine-tune existing strategies: e oalard Marketing
. . Cultural Factors

to adjust its 4ps to better understand * Political Factors Research

consumers’ responses to 4Ps
Marketing
Decision
Making

Proper marketing controlling:

to better understand customer satisfaction,

arketing Managers
* Market Segmentation « Marketing Programs
* Target Market Selection + Performance and

products’ performance, reputation

IIl. Importance of marketing research

1.

2
3.
4

Analyze opportunities & threats: operating environment...corresponding actions
Analyze market segments: characteristics...select target market
Formulate marketing strategies: satisfy consumer needs

Evaluate marketing performance: how well is your company doing

Figure 1.5 The Role of Marketing Research in Marketing Decision Making

Providing
Information



B. Data collection methods

Collection Primary Secondary

Purpose Specifically for current problem Exist (previous researches)
Process More effort Disadv. Rapid & easy Adv.
Cost Higher Disadv. Lower Adv.
Time Longer Disadv. Shorter Adv.
Data Relevance Higher Adv. Lower Disadv.

Data sources

Data-collection methods

People/informants
e Investigative journalists
e Drug users and young people
e Cultural companions (club staff, DJs, fashion workers, etc.)
e Professionals:
Drug workers
Youth workers
Health workers
Criminal justice workers
Qualitative researchers

Media sources

e Newspapers .
e Youth, music and gay/lesbian press .
e Internet .

Research sources

e Market-research studies .

Cultural mapping MARKET RESEARCH METHODS
Panel study

Interviews s

Questionnaire Research Research ':;Seard-.
Focus groups Approach Source ethod
Media monitoring 7 - et
Society F Sungy
ocus Grou
Primary Groups Depth lntorviva
Individuals Projective Tech.
Observation
”~ -— F
Internet and database searches Library r
Media monitoring Web
ndary Literature
Cultural mapping g Database o
Archive

Research networks
Media monitoring

2

C. Research methods for primary data

Advantage Disadvantage
Survey - statistical analysis (quantified data) | - may not be true views (pre-set answers)
- large no. of respondents - high cost (many respondents)
- examine unobservable factors (e.g. | - hard to design reliable & accurate questionnaire
feelings) - time-consuming
Experimental | Scientific &reliable evidence Hard to design suitable experiment
Observational | - actual behavior - no statistic
- specifically designed environment | - can’t generalize findings
- can’t observe feelings & preferences
- bias of researchers
Qualitative - deep understanding of issue - hard to conduct statistical analysis
-clarify answers - hard to generalize findings
- small no. of respondents - highly skilled researchers needed

Television

S

SIS
Sond
S

Teacher

Radio

Sources of
Information

Friends and Family




Identify and
evaluating

market
opportunities
and threats

Analysing
market
segments and

selecting target

markets

Y SURVEY il

marketing activities
properly

Formulating ;
marketing Evaluating
trategies Importance marketing ;
’ :a:igsl:; ° pe performance Major To do .
consumer needs objectives ﬂ"gl lel t
Observational marke:

research
method

Survey
research

Experimental
research
method

To fine-tune
existing
marketing

9‘ Sati: [éctigb'Sgi\ley

| EExcellent

L OGood =
| OAcceptable Y\
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a systematic and
objective process
of obtaining

Character 2:
Marketing Research

Data collection
method

Qualitative
research
method

Definition

secondary data

information which
can help in

making marketing
decisions

Factors to be

Sampling

considered

h . il 1. Defining the research objective
Strongly Agree, Agree, Disagree, o Strongly Disagree surveyed? 2. Designing the data collection

method
Sampling 3. Implementing the actual data
Mycollege lassesare... | Stongly | Agree | Disagree | Strongly . 7
How should techniques collection
Ag 0
= = respondents 4. Analysing data
demanding th > 5. Communicating the findil
piemdre | o | o |6 | o peopl should be chosen’ —

be surveyed?

Stratified
more interesting than random
my high school dlasses. o N 8 o sampling
more interactive than o o o o

my high school classes.

larger than my high o
school classes,

systematically collect information through questionnaires (attitudes& awareness)
e questionnaire: set of specially designed questions
_ TEST,. . * surveycontact methods
(choices: nature/ urgency/ accuracy/ costs & benefits) Ay ¢===Rescarcher=y
personal interviews (face-to-face)/ telephone interviews/
electronic means (internet/ email) / mail

& 8
Non-participant Observation Participant Observation
Watching people in their natural environment

e quantitative explain cause-and-effect relationship between variables

setting

e understanding of issue from relatively small no. of people

e [n-depth interview: personal interview with an interview who knows issue well
(asking for open-ended-questions so that to obtain free expression of views)

e [ocus-group discussion: carefully selected respondents discussing particular topic

(paid & lengthy) led by professional researcher (moderator/ facilitator) for asking questions
+ encouragement



D. Sampling

Target Population: is the population which a researcher is interested in studying
Sample: subset of target population (representatives)

Sampling frame: is a list that identifies all elements of the target population

Sample Elements: respondents included in the sample for studying

1. Factor to consider in sampling

target population:  Who is to be surveyed

size of sample: How many people should be surveyed?
(reliability vs cost)

sampling techniques: How should respondents be chosen?

Population

2. Sampling Techniques ﬂ

Random sampling: each element has known & equal probability of ®ﬁﬁﬁ®
being selected from sampling frames (list identifying all elements of ﬁ ﬁ
target population) i i

Simple Random Sampling

Stratified Random sampling: population divided into several mutually exclusive groups
(strata) which randomly selected from each group (diversity of population)

st erClents W h
Sample

elemenfs Caucasians Africamlrmrinaric-Armﬁcan
RS A~ Strata ; 3 ; g ; :
- — E ! o' — — . s — - s
D 1 1
X

Randempsubsamplesioinii

Convince sampling:
most conveniently available sample elements ~ Convenience Sample

(no sampling frame and may not represent select any members of the population
target population) who are conveniently and readily
available "" > " * '
:‘;wu-nhumph




Data Collection Methods: Secondary Data

Secondary data (second-hand data) are data that already exist and were collected for purposes

other than the research problem at hand.

Secondary Research Sources

* Books

* Periodicals / Magazines
* Indexes

* Databases

¢ Internet

* Market Consultants

* Marketing Professionals

S e

v Chambers of Commerce
v Trade Associations--| unions
v Professional Research Services--Nielsen
Company

LT e

Primary information Secondary information
Field research Desk research

A =
B’ p Eﬂ a

“ Questionnaires and surveys n Articles

B Observations B Books

B Consumer trials n Newspapers

n Hall tests n Internet
B Focus groups n CD/DVD

. -
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Marketing Management CH. 3
Consumer Behaviour
Consumer behaviour
Behavior of individual or business buyers in searching for buying, using and evaluating
products.

Business Market Consumer Market
No. of buyers Fewer More
Size of purchase Larger (huge amount) Smaller
location of buyers More concentrated Less concentrated
Nature of demand Mostly derived Not derived
Affected by other products’ DD Personal needs
Price sensitive of buyers Lower Higher
No. of participants decision More Consumer alone
Complexity of purchase decision | Higher (lengthy decision) Lower
(professional/experienced buyers) | (buy well-packaged
products on impulse)

A. Consumer market: individual consumers: own uses (final consumers)

Process of consumer market when purchasing

1.

Need recognition: unmet needs (satisfied by purchase)

2. Information search: personal/ commercial/ public (experience/ price/importance/ urgency)

o KW

2.

Evaluation of attributes: (styles, brand name, prices, functions, designs)
Purchase decision: situational factors (changes)/ interpersonal influences (opinions)
Past-purchase behaviour: loyal (repurchase, recommend) vs switch (criticise/ complain/ legal)

Business market: business buyers: operating organisation (/ organisational consumers )
i. Types of business market
Producers market: support production
Reseller market: resell for profit

-Wholesalers #[z%: purchase from producers then resell to retailers
- Retailers Z&£5: purchase form wholesalers then resell to consumers

3. Government market: department’s operations (tenders: formal offer to supply at stated price)
4. Institutional market: operations of non-profit making public/ private institutions

ii. Process of business market

Problem recognition

General need description & products specification
Supplier search & proposals

Supplier section & order-routine specification
Performance review (continue/ discontinue/ modify)

O Kb
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Searching For 4
Evaluating

BN =

Buying

Using

el 7

){' How do consumers decide to spend their. J

Consumer
Behaviour

%

[ Consumer decision making process ]

Y

1. Need recognition

1. Internal stimuli

2. External stimuli

1. Consumer’s experience with the product
2. Price of the product

3. Perceived importance of the product

4. Urgency of the purchase

L
-

1. Personal: friends, colleagues, family
members, relatives

2. Commercial: salespersons,
advertisements, product packing or display

3. Public: consumer council

3 Evaluation of altematuves

1

1. Situational factors
2. Interpersonal influences

e

<— 1. Problem recognition

d

1. Producers market

2. Reseller market: wholesalers, retailers
3. Government market

4. Institutional market

Products;
1. Characteristics and quantity needed
2. Technical specification

3. Supplier search & proposals

4-

&—| 4. Purchases Decision

{4. Supplier section & order-routine speciﬁcation}

5. Post-purchase
Satisfied

1. Become loyal customer
2. Recommend
3. Purchase other products of the same brands

5. Performance review

I-

Dissatisfied

1. Switch to other brands

2. Criticize the co in social media
3. Lodge complaints

4. Take legal actions

/—




Factors affecting consumer decision

1. Socio-cultural (interpersonal influences)

i.  Social class: upper-middle, middle, lower-middle, working class

ii. Reference group: direct (e.g. friends & families), indirect (e.g. spokesperson (= L)
iii. Culture: race, religion, location, age

2. Psychological (mental characteristics)

i. Personality & Self-concept

ii. Perception: stimuli (5 senses)

il Learning: knowledge & experience

iv. Belief & Attitude: evaluations & feelings

v. Motivation: Maslow’s Hierarchy of Needs Theory

1. Problem recognition

1. Need iti
S SRUTOD 2. Product specification

2. Information search o G h 1. Number of buyers
3. Evaluation of alternatives A Ol:g:rl-?(;:t?:;cs cification 2. Size of purchase
4. Purchase decision 5‘ P reF\)/iew 3. Location of buyers
5. Post-purchase behavior i 4. Nature of demand
5. Price sensitivity of buyers
6. Number of participants in the purchase decision
7. Complexity of the purchase decision
Individual Business
consumers buyers
Differences between
: e ] business and
: { \ Decision making process consumer markets Producer market
Personality and self concept: Motivation:
Self-image Maslow’s ik
i @g Reseller market
é\\ ‘/ ®
Perception: Psychological
Stimulus factors
5 senses Institutional market
Socfio-cultu ral Government market
Learning: Belief and attitude actors
Experience Own thinking and
Knowledge feelings

8

Reference group camre. v
\ : Social class: Race Y]
: Dufect Upper Religion u
Indirect Middle \ VQ‘IE L]

Geographical
Lower Age @%




