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has a 3 section - 3 module structure
The marketing concept: philosophy, theory, & application [e-book]
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the values embedded in the marketing concept
& discussed through profitable4 exchange 

relationships4

the theories marketing practitioners employ 
when they think about the customer, 

organization, marketplace, and products

how an organisation plans their marketing 
strategies and tactics & through the business-

marketing planning process [CADDIE]
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best
satisfy

best
satisfy the marketing concept

an umbrella concept
TThhee  mmaarrkkeettiinngg  ccoonncceepptt  iiss  tthhee  ssuuppeerroorrddiinnaattee  ccoonncceepptt  ooff  mmaarrkkeettiinngg

oovveerraarrcchhiinngg

V
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‘organisations that best satisfy the needs [& wants] of their customers and best placed to satisfy their own needs’

4

What are the task marketing practitioners undertake 

Identify the strategic philosophy of an
organisation, collect and analyse
information, design and develop a
marketing plan, implement the
marketing action plans, and then
evaluate the performance and take the
necessary corrective actions.

?
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§ A market – a specific location where buyers & sellers meet
§ The market - people with similar needs
§ The market - supply V’s demand 
§ To market a product – offer a product for exchange 

?
‘Market’ – can be a noun or a verb
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What is a market
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a market

A market: is a specific place or space where buyers and sellers 
come together to exchange and satisfy their needs - e.g., going to 
the farmer’s market or going to an online site

7
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the market

The market: all current & potential buyers [domestic or commercial], who 
have the desire, ability, and willingness to purchase a product in a 
product category - e.g., are you in the market for a new car?
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to market

To market: the activity of offering a product in exchange for 
something of equal value - e.g., I work for a real-estate company,
I would like to market this home for you

10

Maslow’s extended hierarchy of needs
aanndd  ccaann  bbee  aarrrraannggeedd  iinn  aa  hhiieerraarrcchhyy

Self actualisation

Ego needs

Social needs

Safety & security needs

Physiological needs

Cognitive needs 

Aesthetic needs 

Transcendence needs: 

NNeeeeddss  aarree  ppaarrtt  ooff  bbeeiinngg  hhuummaann
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wants are different to needs

needs are part of being human
pprreevviioouussllyy  wwee  ddiissccuusssseedd  tthhaatt

CCaatteerriinngg  ffoorr  tthhee  nneeeeddss  &&  wwaannttss  ooff  ccoonnssuummeerrss  iiss  ccrriittiiccaall

A want is the product that a consumer 
selects to best satisfy a need. 
Wants are the direction a consumer 
takes during the buyer decision process 
to satisfy a need.

12
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Hedonic: benefits that are subjective, pleasure, experiential, excitement, fantasy. 

Needs
Biogenic - Psychogenic

Benefits
Utilitarian - Hedonic
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Biogenic: needs for the body to survive, such as air, water, food, and shelter

Psychogenic: needs for the mind that are acquired as a member of a culture

Utilitarian: benefits that are objective, functional, & measureable

13
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Needs & wants vary according to the consumer & their situation

a b
c d

14

actual self ideal self
the perception a person currently has 

about her/himself
how a person would like to perceive 

her/himself in the future

Maslow stated that when our needs are 
80% satisfied we hunt for new needs

15
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Searching for a 
unique product value 

proposition that
‘best satisfies’

* UPVP was once referred to as differentiation or product differentiation

Organisations need to design, develop, & 
deliver a product that is distinct, discernable* 
& desirable & best satisfies the dreams, 
desires, & demands of their customers
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marketing

Classic definition: a consumer focus
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marketing

something of value for something of value

Marketing is an exchange process

18
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marketing

Contemporary definition - an orgnisational focus
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profitable4 exchange relationships4

§ customer
§ organisation
§ channel partners
§ society

§ synergistic 
§ symbiotic, 
§ strategic
§ sustainable

Total profits4 Relationships4

An objective of marketing is

www.themarketingconcept.com © Dr. Stephen Fanning 
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Products that best satisfy the dreams, 
desires & demands of the customer today 
may not best satisfy tomorrow – product 
vigilance is an important consideration

Best satisfying requires a 
continuous process of 

new product development

www.themarketingconcept.com © Dr. Stephen Fanning 
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Organisations adopt the marketing concept

Design and develop a unique marketing philosophy

Organisation considers the prevailing situational factors [COMP]

Nurtures an organisational culture

TThheenn

TThhiiss
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1. consumers [hunter gatherers]

2. producers & consumers [peasant farmers]

3. producers or consumers [work or leisure]

Throughout history we can see people as: 

www.themarketingconcept.com © Dr. Stephen Fanning 
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• The nomadic ‘hunter gatherer’ evolved into sedentary groups
• Instead of foraging & scavenging, they domesticated animals & plants 
• They cultivated the best plants & animals
• They preserved and stored food
• For safety and security they settled in groups 
• They modified their environment 
• Surplus production was taken to market

12,000 years ago - Neolithic [R]evolution

24
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Over time - hunter-gatherers developed tools & societal rites

25
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People settled – they collected possessions, farmed & stored produce

26
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Populations grew - communities grew – nations were formed 

27
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Sedentary polluted their drinking water – invented beer

28
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Wine production led to a number of innovations in storage & handling 

29
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The quest for better use [application] of existing resources

30
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Taking produce to market is an ancient practice

31
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Trade expanded – commerce created wealth - cities evolved  

32
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Advances in sanitation increased life expectancy

33
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Marketing influenced societies & societies influenced marketing 

34
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Reduce perishability, a longer shelf-life, & acceptable temperature

35
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Better, faster, cheaper distribution - a competitive advantage
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A continuous process of innovation

37
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Initially muscle power drove production

38
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In time natural power sources were harnessed

39
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Seeking a competitive advantage – speed to market

40
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Product development is part of the quest to better serve the customer

41
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Constant product development – in a quest for product leadership 

42
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The quest to better serve the customer through product design 

43
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Retail evolved from simple traders to customer experiences

44
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Retail evolved from simple traders to customer experiences
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A consequence of the industrial revolution - economic migration

46
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Learning from others & applying new skills

47

The evolution of marketing reveals 4 recurring patterns or quests:
üThe quest to better serve the customer
üThe quest to overcome the challenges facing society
üThe quest for better use [application] of existing resources
üThe quest for more effective distribution of: 
o information, products, & people

48
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Organisations adopt one of 3 business concepts

www.themarketingconcept.com © Dr. Stephen Fanning 
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3 business concepts

a production 
philosophy

a selling 
philosophy

a marketing 
philosophy

Organisational centric Customer centric

It is  generally considered that business concepts have characteristics

www.themarketingconcept.com © Dr. Stephen Fanning 
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It is likely that an organisation is an amalgam of business concepts

A marketing audit should explore this topic

In this example we could conclude 
that the organisation has adopted 

the marketing concept

51
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Measuring, managing, & improving collective customer satisfaction to increase the 
sales baseline & reduce dependence on discounting, selling & sales promotional tactics

To meet financial, strategic, & communication objectives, 
marketing practitioners must manage the salespipeline

Also referred to as the short & long of marketing

54
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are often expressed as objectives

organisations also have needs 
OOrrggaanniissaattiioonnaall  nneeeeddss  ccoouulldd  aallssoo  bbee  aarrrraannggeedd  iinn  aa  hhiieerraarrcchhyy

Measured as metrics/analytics

56

Situational factors influence consumer decision-making

Customer characteristics

Organisation characteristics

Market characteristics

Product characteristics

Consumers will consider: 
§ their personal characteristics 

§ values1, purchase ability & willingness, priorities
§ their perceptions of the organisation 

§ possible relationships, reputation, trust 
§ their perceptions of the market characteristics 

§ the possible short/long term impact  
§ Their perceptions of the product characteristics 

§ involvement, needs, wants, quality, value2&3

SSiittuuaattiioonnaall  ffaaccttoorrss  iinnfflluueennccee  bbootthh  bbuuyyeerr  &&  sseelllleerr

www.themarketingconcept.com © Dr. Stephen Fanning 

schemas
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Situational factors influence organisational decision-making

Customer characteristics

Organisation characteristics

Market characteristics

Product characteristics

Marketing practitioners will consider: 
§ the characteristics of selected customer segments

§ preferences, purchase ability & willingness
§ the characteristics of their own organisational

§ market position, reputation, trust 
§ the market characteristics [CEMSTEEP]

§ the possible short/long term market influences
§ the product characteristics 

§ category, involvement, KSFs, quality, value1,2,&3

SSiittuuaattiioonnaall  ffaaccttoorrss  iinnfflluueennccee  bbootthh  bbuuyyeerr  &&  sseelllleerr
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Customer considerations

Organisation considerations

Market considerations

Product considerations

COMP factors

The COMP factors influence all decision-making for both customer & organisation

59
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Marketing practitioners are focussed on

throughout the entire business-marketing planning process

managing the COMP factors

business plan

the customer, the organisation, 
the market, & the product

Marketing action plans

Discipline plans

64

Collect & Analyse Design & Develop Implement & Evaluate

COMP factors are central to the iterative process

65
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product

market

customer

consumer 
behaviour

Situational [COMP] factors are at the centre of marketing

Situational factors

COMP factors 
influence 

decision making

organisation

customerorganisation

society
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strategic3financial3 communication3

recognise - the marketing concept 

craft &communicate - a marketing philosophy  

nurture - a marketing culture 

situational factors – the COMP factors

best satisfy2

Summary of section 1

ccoonnssiiddeerr

67

Section 2 key slides

68

has a 3 section - 3 module structure
The marketing concept: philosophy, theory, & application [e-book]
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the values embedded in the marketing concept
& discussed through profitable4 exchange 

relationships4

the theories marketing practitioners employ 
when they think about the customer, 

organization, marketplace, and products

how an organisation plans their marketing 
strategies and tactics & through the business-

marketing planning process [CADDIE]

P
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Section 2: Theory - [3 modules]

70

*an innate cognitive process where people attend, interpret, organise, and catagorise information, 
consider the associations and relationships and store this information in an associative network for 

efficient retrieval, future conversations, and decision-making

Schemas* organise
human thinking

Consumers form marketing schemas for products, organisations, advertisements, brands … etc

71

Societies* are formed through culture

Adapted from Geetz (1975] 

A culture is a set of beliefs, 
values1, perceptions, & 

behaviours; learned by members 
of society & as such provides 

guidance [feedback and 
feedforward] to its members.

Culture is what we value1 – a preferred state. 

enculturation - acculturation
72
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Organisational cultures are enduring 

Organisations develop a culture 

1. the marketing concept
2. a marketing philosophy
3. an organisational culture

WWee  hhaavvee  ssttaatteedd  tthhaatt

LLeett’’ss  eexxpplloorree  ccuullttuurree  iinn  mmoorree  ddeettaaiill

73

The right culture does not happen by chance it happens by choice
A marketing philosophy nurtures a culture. 

§ Being customer centric
§ Understanding the customer
§ A commitment to quality & value
§ Honest communication  
§ Delivering on promises 
§ A commitment to satisfaction
§ Cultivating a sense of mission 

§ espirit de corps

74

product
productum - the sum of efforts that are offered for sale

WWhhaatt  iiss  aa  

A product is the total of everything 
offered or received in an exchange

?
75
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What is product quality

Product quality is the sum of a product’s qualities 

?
Every product has qualities

The qualities are the
elements, features, properties, 
characteristics of the product

[+-]

76
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consumers look for consumption qualities

quality is what is received in an exchange

§ Functional
§ Social
§ Emotional
§ Epistemic

pprreevviioouussllyy  wwee  ddiissccuusssseedd  tthhaatt

wwhhaatt  aa  ccoonnssuummeerr  ggeettss

§ Spiritual
§ Physical
§ Temporal
§ Sensory

77
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consumers use ‘value’ in 3 ways

value is a preferred outcome

§ Value1 - as in a value1 or values1

§ Value2 - as in value2 for money

§ Value3 - as in having a value3        

pprreevviioouussllyy  wwee  ddiissccuusssseedd  tthhaatt

aann  oouuttccoommee  tthhaatt  iiss  pprreeffeerrrreedd  ttoo  ootthheerr  aavvaaiillaabbllee  oouuttccoommeess

[i.e., an attribute that provides a benefit]

78
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involvement & the 3 time zones

consuming requires ‘being involved’
pprreevviioouussllyy  wwee  ddiissccuusssseedd  tthhaatt

iinnvvoollvveemmeenntt  vvaarriieess  aaccccoorrddiinngg  ttoo  tthhee  ssiittuuaattiioonn  [[CCOOMMPP  ffaaccttoorrss]]

1. Product pre-purchase involvement
2. Product delivery involvement
3. Post-purchase involvement

Involvement varies:

79

Technical Qualities
What is delivered

Functional Qualities
How it is delivered

Adapted from Sheth (1976), Parasuraman, Zeithaml, & Berry (1985), Gronroos (1984), Schlesinger & Heskett (1991) Bitner (1992), Gummerson (2002)

consumption qualities/risks
functional, social, epistemic, emotional 
temporal, physical, spiritual, sensory

Place Qualities 
Where it is delivered

Categorising qualities [what, how, where, why]

Relational Qualities 
Why it is delivered

80

www.themarketingconcept.com © Dr. Stephen Fanning 

Involvement with a product will influence the buyer decision process

a b

c d

81
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82

Quality is the sum of all qualities

quality is what is received in an exchange
pprreevviioouussllyy  wwee  ddiissccuusssseedd  tthhaatt

wwhhaatt  aa  ccoonnssuummeerr  ggeettss

+ + ++ =

Sometimes referred to as total quality

83
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What is value2?Value is a preferred outcome

product qualities outweigh the product costs

84
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When selecting products consumers estimate

Consumer perceive costs as money + time + effort

perceived
qualities V costs

86
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Quality is important but value is a higher order concept

a b

c d

87
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consumers use ‘value’ in 3 ways

value is a preferred outcome

§ Value1 - as in a value1 or values1

§ Value2 - as in value2 for money

§ Value3 - as in having a value3        

aann  oouuttccoommee  tthhaatt  iiss  pprreeffeerrrreedd  ttoo  ootthheerr  aavvaaiillaabbllee  oouuttccoommeess

i.e., an attribute[s] that provides a benefit[s]

KKeeyy  tteerrmmss

88

Consumption 
CostsValues1

Consumption 
Qualities

Situational
factors

Commitment to proceed

Considered set of products

Estimate value of alternatives

cost-benefit-risk
analysis

Recognition 
of a need

Product selection

Exchange of money may happen in any time-zone

Postpone

Exit

Forming of expectations

Co-produce

iterative

Product performance

[+][-]

Purchase behaviour Post-purchase behaviourProduct delivery
321 [searching, estimating, & selecting] [experiencing & assessing] [reflecting & evaluating]

89
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Consumers approach and/or avoid outcomes 

needs have strength & direction
pprreevviioouussllyy  wwee  ddiissccuusssseedd  tthhaatt

ssuuffffiicciieenntt  ssttrreennggtthh  ttoo  aatttteenndd  ttoo  tthhee  nneeeedd  –– aa  sseennssee  ooff  uurrggeennccyy

91

92

Consumption 
costsValues1

Consumption 
Qualities

Situational
factors

cost-benefit-risk
analysis

Product selection

Exit

Market
Characteristics

Product
Characteristics

Organisation
Characteristics

Customer
Characteristics

Human
Values1

Cultural
Values1

Personal
Values1

Money
Costs

Time
Costs

Effort
Costs Functional

Qualities

Social
Qualities

Epistemic
Qualities

Emotional
Qualities

Spiritual
Qualities

Physical
Qualities

Temporal
Qualities

Sensory
Qualities

Product selection

93
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Consumption 
costsValues1

Consumption 
Qualities

Situational
factors

cost-benefit-risk
analysis

Product selection

Exit

Market
Characteristics

Product
Characteristics

Organisation
Characteristics

Customer
Characteristics

Human
Values1

Cultural
Values1

Personal
Values1

Money
Costs

Time
Costs

Effort
Costs Functional

Qualities

Social
Qualities

Epistemic
Qualities

Emotional
Qualities

Spiritual
Qualities

Physical
Qualities

Temporal
Qualities

Sensory
Qualities

Product selection
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Consumption 
costsValues1

Consumption 
Qualities

Situational
factors

cost-benefit-risk
analysis

Product selection

Exit

Market
Characteristics

Product
Characteristics

Organisation
Characteristics

Customer
Characteristics

Human
Values1

Cultural
Values1

Personal
Values1

Money
Costs

Time
Costs

Effort
Costs Functional

Qualities

Social
Qualities

Epistemic
Qualities

Emotional
Qualities

Spiritual
Qualities

Physical
Qualities

Temporal
Qualities

Sensory
Qualities

1

95

Consumption 
costsValues1

Consumption 
Qualities

Situational
factors

cost-benefit-risk
analysis

Product selection

Exit

Market
Characteristics

Product
Characteristics

Organisation
Characteristics

Customer
Characteristics

Human
Values1

Cultural
Values1

Personal
Values1

Money
Costs

Time
Costs

Effort
Costs Functional

Qualities

Social
Qualities

Epistemic
Qualities

Emotional
Qualities

Spiritual
Qualities

Physical
Qualities

Temporal
Qualities

Sensory
Qualities

1
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Consumption 
costsValues1

Consumption 
Qualities

Situational
factors

cost-benefit-risk
analysis

Product selection

Exit

Market
Characteristics

Product
Characteristics

Organisation
Characteristics

Customer
Characteristics

Human
Values1

Cultural
Values1

Personal
Values1

Money
Costs

Time
Costs

Effort
Costs Functional

Qualities

Social
Qualities

Epistemic
Qualities

Emotional
Qualities

Spiritual
Qualities

Physical
Qualities

Temporal
Qualities

Sensory
Qualities

1

Consumption costs Consumption qualities

Perceived value

97
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When estimating - consumers estimate risks

Risk management involves the customer predicting possible negative 
outcomes & taking steps to reduce the risk of a negative outcome

Cost-benefit-risk 
analysis

The likelihood & probability of 
positive qualities 

The likelihood & probability of 
negative qualities 

Exit Proceed 

98

Types of risks

• Financial risk – concerns regarding monetary/unexpected costs
• Functional risk – concerns regarding performance outcomes.
• Social risk – concerns about the reactions/behaviours of others
• Epistemic risk – concerns about whether there will be something new.
• Emotional risk - personal fears and psychological factors
• Spiritual risk – concerns about my ability to practice my beliefs
• Physical risk – concerns regarding personal safety or injury
• Temporal risk – concerns about inefficient use of time
• Sensory risk - unwanted assaults against the 5 senses [sensory stimuli]

99
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Pre-purchase risks become qualities Functional

Social

Epistemic

Emotional

Spiritual

Physical

Temporal

Sensory

100
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Costs-benefits-risk 
analysis

Risk management strategies

Acceptable riskUnacceptable risk Questionable risk

Customer
characteristics

Organisation
characteristics

Market
characteristics

Product
characteristics

1 Recognition 
of a need

Enter buyer decision process

Exit the buyer decision process Continue the product selection process

101
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Risk & situational factors [COMP]
§ Consumer considerations 

§ willingness and ability to purchase 
§ ability to sustain a loss 
§ predisposition to risk 
§ attitude towards possible loss of face
§ decision making ability 
§ ability to manage risks

§ Organisation considerations 
§ relationship, reputation, possibility of returns, perceptions of trust

§ Market considerations
§ prevailing economic conditions
§ competitive nature of market 
§ reputation of industry

§ Product considerations 
§ degree of involvement with the product - reason for the purchase 

(personal use / gift) 
§ social visibility of the product (e.g., public or private) 
§ familiarity, knowledge, 
§ complexity
§ properties [search qualities]

Adapted from Dowling (1999) and Lovelock (2011) 

102



2/16/22

35

www.themarketingconcept.com © Dr. Stephen Fanning 

Risk management strategies
§ Assess tangible cues (physical evidence )
§ Seek information from experienced and trusted people
§ Search www for comments
§ Rely on the reputation of the firm
§ Assess guarantees and warranties
§ Assess competing products
§ Seek a trial
§ Stay with current provider [the devil you know....]
§ Be more involved in the product delivery process

103
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Organisations build brands to 
reduce the consumer’s 

perceptions of risk
A purpose of a brand is to reduce the risk for 

customers and organisations

104

Consumption 
costsValues1

Consumption 
Qualities

Situational
factors

cost-benefit-risk
analysis

Product selection

Exit

Market
Characteristics

Product
Characteristics

Organisation
Characteristics

Customer
Characteristics

Human
Values1

Cultural
Values1

Personal
Values1

Money
Costs

Time
Costs

Effort
Costs Functional

Qualities

Social
Qualities

Epistemic
Qualities

Emotional
Qualities

Spiritual
Qualities

Physical
Qualities

Temporal
Qualities

Sensory
Qualities

1
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Decision-making roles

The initiator: a person[s] who identifies the product as a 
means to satisfying a need

The influencer: a person[s] who encourages or discourages 
further consideration

The decider: a person who has the final say regarding 
if/what/when/where/how a product will be purchased

The purchaser: the person who completes the exchange

The user: the person[s] who consumes/uses the product

syncretic 
decision
[compound COMP]

= autocratic decision

106
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Customer involvement is a key consideration for marketing practitioners

a b

c d

108
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Involvement with a product will influence the buyer decision process

a b

c d
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Consumption 
costsValues1

Consumption 
Qualities
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factors

cost-benefit-risk
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Product selection

Exit
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Characteristics

Product
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Consequential purchases increase with involvement
Involvement

112

Consumption 
costsValues1

Consumption 
Qualities

Situational
factors

cost-benefit-risk
analysis

Product selection

Exit

Market
Characteristics

Product
Characteristics
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Product selection
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Routine 
decision 
making

Limited 
decision 
making

Extensive 
decision 
making

Low involvement, low costs, 
frequently purchased, familiar, 

generally low risk 

Higher involvement, higher 
costs, infrequently purchased, 
unfamiliar, generally higher risk

Product selection

Impulse 
decision 
making

Peripheral route of 
persuasion

Central route of 
persuasion

Communication strategy
will vary according to 

customer decision-making
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High involvement increases the search for information

informed decisions
115
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Searching for information

What do I already know to 
make an informed decision?

I am unfamiliar with the product 
& need further information

I am familiar with the product & 
need no further information

Internal search External search

What do I need to know?
Who/what/where are the best sources

116
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Involvement with a product will influence the buyer decision process

a b

c d
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Searching & decision-making
All possible products/brands

discovered 
products/brands

known 
products/brands

unacceptable

undiscovered 
products/brands

‘Listed’

acceptable indifference

Refined ‘considered set’ 
of alternative products 

Estimate the value 
of suitable 

alternatives

Product selection

[decision-making]

Positive attitude 
Positive expectations

118

www.themarketingconcept.com © Dr. Stephen Fanning 

Product selection creates expectations

✓✘✘✘ ✘✘ ✘

Consumer expectations of a best satisfying product

The product selection process creates

119

During the product selection step
customer predict expectation scenarios

Ideal
Equitable [augmented product]

Predictive [expected product]

Adequate [core product]

Unacceptable
No one would enter an exchange with an 

expected an overall negative outcome
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Consumers act differently in the different time zones
Search Experience Reflect

Purchase
behaviour

Product 
delivery

Post
purchase

Estimate Assess Evaluate

1 2 3

121

Consumer decision making
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The total product can explored as:

a product is the sum of all efforts 

§ Product considerations
§ Product Layers
§ Product components

tthhaatt  aann  oorrggaanniissaattiioonn  ooffffeerrss  ffoorr  ssaallee  iinn  aann  eexxcchhaannggee

KKeeyy  tteerrmmss

124

Product components

Core product
Expected product

Augmented product 

Potential product

Goods

People

Place

Services

Ideas 

Experiences 

Product considerations

Brand considerations

The total product – an exploded view

125

The total product – plan view

126
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• The core product
– The minimal to meet the customer’s basic 

needs 

• The expected product
– What the customer perceives as the industry 

standard at any given price point

• The augmented product
– Attractive product qualities that the customer 

is willing to pay a premium for [Unique 
product value proposition]

• The potential product
– The new product prior to release

The product layers 

Worthwhile when considering pricing strategies

127

What marketing practitioners consider when managing a product

128

What marketing practitioners consider when managing a product

Study in the e-book
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The total product [product considerations, & brand considerations]

130

Product positioning – to consumers

Awareness of the needs 
satisfied by the 

product category

Awareness of the 
unique value proposition 

of the product

Communicating how a particular 
product satisfies the core needs 
required of the product category 
and best satisfies the needs of an 
identified group of consumers. 

131

Stars Question 
marks

Cash 
cows Dogs

Market growth - high

Market growth - low

Ma
rke

t s
ha

re
 -

hig
h

Ma
rke

t s
ha

re
 -

low

Mapping a product portfolio

Circles represent possible position and market share
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Products evolve as if they had a natural life cycle

a b

c d

133

Product life cycle characteristics, customer types, communication focus

Introduction           Growth                 Maturity                          Decline     

Product features Customer benefits Value through lower price

Time

Product life cycle

Demand

Price

Profit

Caution

Innovators - [3.5%]

Early adopters - [13.5%]

Early majority - [34%]

Late majority - [34%]

Laggards - [16%]

Customer types & %

adapted from Rogers (1962,1995); Kotler,P., (1994,1972); Porter, M.,(1980); Kincaid (2003)

A AB C

B

C

D

D

E

E

134

Group EGroup DGroup C

[homophilious & heterophyllous customers coming into contact] 

A product is adopted by group A, someone from group A comes 
in contact with a member of group B, the product is then 

introduced & adopted by group B etc.

Time

Product adoption & diffusion
Products are observed and adopted in a recognisable pattern

adapted from Rogers (1962,1995)

Group BGroup A
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Products evolve as if they had a natural life cycle

a b

c d

136
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Convenience Specialty Shopping 

Copeland (1923) + Fanning (2011)

*Fanning (2011) revisited this classic theory and added a 4th ‘Seminal Products’

Seminal

Product classification

Low involvement            <>              High involvement

137
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Consumables       <>         Durables

Product category

138
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Product properties
material properties non-material properties 

Goods

People

Places

Services

Ideas

Experiences

[easier to estimate in the 1st time zone] [harder to estimate in the 1st time zone]

139

During the product selection step
consumers form expectation scenarios

Ideal
Equitable  [augmented product]

Predictive  [expected product]

Adequate [core product]

Unacceptable
No one would enter an exchange with an 

expected overall negative outcome

140
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Ideas

Goods Services

People

ExperiencesPlaces

interactive mix of material & non-material product components

3 material components 3 non-material components

Utilitarian benefits

Hedonic benefits

PPrroodduuccttss  aarree  aann

141
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Generally
1 dominant component

AAlltthhoouugghh,,  ssuubbjjeeccttiivvee  aanndd  ssoommeettiimmeess  ddiiffffiiccuulltt  ttoo  ddeetteerrmmiinnee  –– tthheerree  aarree

Often
6 product components

Always
5 product components

Marketing practitioners need to communicate the value of the 
product components to consumers

142

Product components

143
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Identifying the product components is a little subjective

a b

c d

144
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Understanding the mix of component – provides a more holistic view

145
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Goods can be accessed through services [e.g., hiring]

a b

c d

146
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Product

Goods Services Ideas Experiences People Place

Dictates how the product is designed & developed, 
who is the target market, & the unique value proposition

COMP factors

147
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Price & pricing

goods services ideas experiences

Pricing

place

Price

people

What needs to be calculated

What needs to be communicated

148
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Facilitates
The buyer decision 

process

Supports
The buyer decision 

process

Initial services
[purchase behaviour*]

Enabling services
[product delivery*]

Peripheral services 
[post purchase*]

&

*note the relationship with the 3 time zones

All [B2C] products include facilitating & supporting services

149
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Services can be to facilitate or enable an exchange – visible &/or hidden 

a b

c d
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Services can be a dominant product component

a b

c d

151
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Services can be a dominant product component

a b

c d

152
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Services can be a dominant product component

a b

c d
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Services can be a dominant product component

a b

c d

154
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Ideas are intrinsic in all products – brands are a collection of ideas

a b

c d

155
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Ideas can be the dominant product components

a b

c d
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Organisations are judged on their green credentials

a b

c d

157

ü brand awareness
ü brand identity
ü brand strength
ü brand stature
ü brand associations
ü brand architecture: 

ü family brand structure
ü individual brand names 
ü private-label brands 

ü brand competitors
ü brand comprehension 
ü brand community
ü brand counterfeiting

ü brand image
ü brand inertia
ü brand licensing: 

ü co-branding

ü brand name
ü brand personality
ü brand position and positioning. 
ü brand extension:

ü brand leveraging, brand dilution
ü brand relationships:

ü brand loyalty, brand love,
ü brand switchers,
ü brand loyals

Brand considerations

158

brand considerations are the foundation of the total product

Building the value of the business [brand equity] 

TThhee  33rrdd ffiinnaanncciiaall  oobbjjeeccttiivvee
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Products & brands are related but they are different concepts

a b

c d

160

brands are more enduring

a product can become a brand
bbrraannddss aarree  iimmppoorrttaanntt  ttoo  tthhee  oorrggaanniissaattiioonn  aanndd  tthhee  ccuussttoommeerr

bbrraanndd  eeqquuiittyy

hheeuurriissttiicc  ffoorr  qquuaalliittyy

KKeeyy  tteerrmmss

161

Brand image Brand identity

“A brand is no longer what an organisations says it is. 
It’s what the customers say it is”

Ferrazzi and Raz (2010, p.5)
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Create brand awareness

the ability of the consumer to 
recollect a product/brand 

after obtaining further information 

the ability of the consumer to link 
their need to a product/brand 

without obtaining further information 

Brand recall Brand recognition

TThhee  oorrggaanniissaattiioonnaall  oobbjjeeccttiivvee  iiss  ttoo
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Measuring and managing the customer experience is a KSF

a b

c d

164

adapted from – Russell (1980 & 2003).

Unpleasant Pleasant

Arousing

Sleepiness

Distressing

Boring Relaxing

Exciting ApproachAv
oid

Mapping the product-customer experience
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Relaxed

Stressed

Tired

Energetic
Interested

Bored

Delighted

Disappointed
Surprised

Dissatisfied

Satisfied

Irritated

Pleased

Unhappy

Happy

Trusting

Wary
Frustrated

Patient

Hurried

SafeIn-control

Confused

Cared for Valued Adapted from Shaw (2007)

Affect

Neglected Manipulated
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‘People maker the world go round’ people make business happen

a b

c d

167
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The importance of ‘boundary spanners’ cannot be emphasized enough

a b

c d
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Understanding consumer behaviour is critical for marketing success

a b

c d

169
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Place is a broader construct than most would first realise

a b

c d

170
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Place must be appealing to target market & consistent with product

a b

c d

171
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The servicescape model
Environmental 
Dimensions

Employee
Response Moderator

Moderators Internal Responses Behaviour

Holistic Environment

Perceived 
Servicescape

Employee 
responses

Customer
responses

Cognitive – Emotional - Psychological

Employee 
responses

Customer
responses

Approach 
or 

avoidance

Approach 
or 

avoidance

Social interaction 
between 

employees 
& customers

Cognitive – Emotional - Psychological

Adapted from Bitner, M. J. (1992). Servicescapes: The impacts of physical surroundings on customers and employees. Journal of Marketing, 56(April). 57-71.

Ambient
conditions

Space/
Function

Signs,
symbols 

& 
artefacts
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People approach or avoid places +  act according to the place

a b

c d

173
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Place is about creating the right ambience to do business

a b

c d
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Place can provide meaning for members of a culture &/or society

a b

c d

175
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From the marketing concept to a sustainable competitive advantage

a b

c d

176

Quality

Value

Episodic 
satisfaction

Cumulative
satisfaction

Trust

Loyal
behaviour

Competitive 
advantage

Increased
Profitability

Organisational
satisfaction

The circle of satisfaction

We concluded that there are different types of satisfaction
episodic <>cumulative <> aggregate <> collective 
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estimate assess evaluate

the circle of satisfaction is constructed through the 3 time zones of the buyer decision process

178
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179

One customer - many episodes of satisfaction

cumulative satisfaction
bbeeccoommee

+ + +
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all customers - multiple episodes of satisfaction

collective satisfaction
bbeeccoommeess

181

Quality

Value

Episodic 
satisfaction

Cumulative
satisfaction

Trust

Loyal
behaviour

Competitive 
advantage

Increased
Profitability

Organisational
satisfaction

The circle of satisfaction

182
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Exploded circle of satisfaction

1

Organisational
satisfaction
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Technical Qualities
What is delivered

Functional Qualities
How it is delivered

Adapted from Sheth (1976), Parasuraman, Zeithaml, & Berry (1985), Gronroos (1984), Schlesinger & Heskett (1991) Bitner (1992), Gummerson (2002)

consumption qualities/risks
functional, social, epistemic, emotional 
temporal, physical, spiritual, sensory

Place Qualities 
Where it is delivered

Categorising qualities [what, how, where, why]

Relational Qualities 
Why it is delivered

184
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Organisational
satisfaction

Customer expectations – qualities & costs

Total qualities received

Total qualities V Total costs

Evaluation of
Total qualities V Total costs V expectations

Multiple transactions & evaluations

Attitudes formed by customer

Customer behaviour towards the organisation

185

Collective
satisfactionCollective

trust

Collective
loyalty

Collective impact 
on the organisation

BBrraanndd  eeqquuiittyy AAllll  ccuussttoommeerrss

Quality

Value

Episodic 
satisfaction

Cumulative
satisfaction

Trust

Loyal
behaviour

Competitive 
advantage

Increased
Profitability

Organisational
satisfaction

The circle of satisfaction & brand equity
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From expectations of satisfaction to evaluations of satisfaction

a b

c d

187

Customer satisfaction4

We will discuss 4 types:
• Episodic satisfaction
– 1 episode/transaction for 1 customer

• Cumulative satisfaction
– Multiple episodes for 1 customer

• Aggregate satisfaction
– Combination of multiple total products 

for 1 customer
• Collective satisfaction
– Multiple evaluations for all customers

How brand equity is formed

188

A

Market
share

Market
share

Collective satisfaction

Market
share

A

✔3 marketing
financial 

objectives

✔3 marketing
financial 

objectives

[+][-]
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From the marketing concept to a sustainable competitive advantage

a b

c d

190

Aggregate satisfaction

191

[-]       [+]
expectations

delivered

Purchase behaviour Product delivery Post purchase

Searching, estimating & selecting Reflecting & evaluating

financial3 strategic3 communication3

Marketing objectives3

costs3

risks/qualities8

Values1

situational factors4

[CO M P]

The marketing concept – best satisfy2

qualities

value2

costs

expectations

satisfaction

cumulative sat.

trust

loyalty

collective 
satisfaction

trust & loyalty

exit

1 2 3

need

product selection
core

expected

augmented

Brand equity

P. considerations

iterative

goods services

experiences

ideaspeople

place

Experiencing & assessing

potential

B. considerations
CLV
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Section 3 key slides

193

has a 3 section - 3 module structure
The marketing concept: philosophy, theory, & application [e-book]

www.themarketingconcept.com © Dr. Stephen Fanning 

the values embedded in the marketing concept
& discussed through profitable4 exchange 

relationships4

the theories marketing practitioners employ 
when they think about the customer, 

organization, marketplace, and products

how an organisation plans their marketing 
strategies and tactics & through the business-

marketing planning process [CADDIE]

P

194
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Marketing practitioners must …
§ Demonstrate the value of marketing activities [ROI]

§ Put systems in place to track performance
§ Identify relationship between marketing & financial objectives

§ Poor marketing practice may
§ Encourage a short-term selling focus 
§ Neglect a long-term brand customer centric focus
§ Invest marketing expenditure in the wrong areas
§ Result in poor strategy/tactics selection
§ Neglect customer lifetime value

196

Marketing investment

Impact on 
customer perceptions

Impact on
customer attraction

Impact on
customer retention

Impact on
customer lifetime value

Impact on
customer equity

Costs of 
marketing 
investment

Return on marketing [ROI]
Adapted from Rust, Lemon, and Zeithaml, (2004) 

Expenditure
categories

197

4 types of COMP factors

COMP factors allow marketing practitioners to identify trends & current performance, 
forecast likely scenarios, & monitor future performance against objectives

Historical COMP data 
previous financial years 

may indicate trends

Current COMP data
the current financial year

the recent situation

Forecast COMP data 
predicts likely outcomes 
the next planning cycle

Emergent COMP data
the unfolding situation

Considering the COMP factors as interactive situational factors 
provides the context to better understand data
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Customer considerations

Organisation considerations

Market considerations

Product considerations

COMP factors

The COMP factors influence all decision-making for both customer & organisation

199

Situational factors can be explored through collecting & analysing data 
on the Customer, Organisation, Market, Product [COMP factors]

available www.themarketingconcept.com © Dr Stephen Fanning 

200

The 3 stages of the business-
marketing planning process: 
1. Collect & Analyse relevant 

information
2. Design & Develop the business 

plan, marketing plan & action plans
3. Implement & Evaluate the 

specifications in the action plans

The 3 stages of CADDIE

1 2 3

We will refer to this process as the CADDIE process
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202

Organisations have 
2 strategic options 

when crafting a UPVP

a higher price 
with appropriate 

product augmentation

a low price 
with minimal 

product augmentation

Adapted from Porter

1 2

203

Searching for a 
unique product value 

proposition that
‘best satisfies’

* UPVP was once referred to as differentiation or product differentiation

Organisations need to design, develop, & 
deliver a product that is distinct, discernable* 
& desirable & best satisfies the dreams, 
desires, & demands of their customers

www.themarketingconcept.com © Dr. Stephen Fanning 
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Segments-of-market 
strategy

Product positioning/segmentation strategy

Whole-of-market 
strategy

Segment-of-market 
strategy 

Type of consumer demand

Homogeneous demand Heterogeneous demand

Minimal product augmentation

Situational factors [COMP]

Appropriate product augmentation

Product positioning strategy

205
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Segment
•Identify basis for segmenting market
•Collect market segment information 
•Analyse the needs & wants of each market segment.

Position
• Design & develop marketing plan & action plans
• Create a UPVP to suit the needs of the segment[s]
• Implement & evaluate + corrective action

Target
• Analysing the segments identify most attractive
• Identify most attractive segments 
• Based on organisational ability to compete 

§ Identifiable
§ Substantial
§ Reachable
§ Responsive
§ Profitable?

Is the market segment

206

Bargaining power 
of suppliers

Threat of potential entrants
[Barriers to enter]

Threat of substitute products

Bargaining power 
of customers

Competitive 
nature of the 

industry

Porter’s 5 forces of market attractiveness
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The steps & the people involved in the CADDIE Business-marketing planning process

Take the COMP factors from research to application

create the strategies & tactics to go to market
+

208

209

210



2/16/22

71

211

When the marketing audit has been completed the findings are presented to the CEO in a Marketing Audit Report

Often the strategic business planning group meeting will begin with a SWOT summary presentation - Q&A 

212

The marketing audit
Template for Marketing Audit Report
• Executive summary
• Overview of the marketing audit process [methodology]
• Presentation of data  [each of the COMP factors] 
• Conclusions [the findings of the marketing audit]
Template for SWOT Presentation
• A template to present the Strengths, Weaknesses, 

Opportunities and Threats facing the organisation 
– what is internal and external - what should be maximised or 

minimised]
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Marketing* Audit Report

+ the market attractiveness & ability to compete
Report on the organizational performance & the situational factors

Report
Marketing Audit

* The other disciplines would also report

214

The strategic planning group
§ Will synthesise the information from the 

various discipline reports, presentations & 
discussions 

§ Then articulate the desired outcomes for 
each discipline in the business plan

§ For marketing, it would articulate the desired 
market position and the basis of competition

The business-marketing planning process

215

The business plan - structure
§ Executive summary
§ The statement of strategic intent
§ The situational analysis
§ The organisational objectives
§ Overview of the discipline plans

The business-marketing planning process
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From business plan to marketing plan 
processInvolves designing & developing the marketing strategies 

to achieve the objectives outlined in the business plan 

217

The Strategic Marketing Planning Group

Re-articulate: 
§ the desired market position & basis of competition
Including:
§ The unique product value proposition
§ The compelling reason to purchase
§ The most attractive [target] market[s] 
§ The anticipated market size
§ The anticipated revenue and return 
§ The likely competitors 
§ Allocation of resources to achieve marketing objectives
§ Product protection from copying 
§ Best methods of communicating with internal and external customers

218

Design & develop the marketing plan
§ The strategic marketing objectives of the 

organisation 
§ The strategies and the tactics needed to achieve the 

marketing objectives of the organisation. 

The marketing planning process
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The marketing plan - structure
§ The executive summary
§ The statement of strategic intent
§ The organisational objectives
§ The marketing objectives

§ quantitative
§ qualitative  

§ Situational analysis
§ Overview of the action plans

The marketing plan - structure

220

Selection of appropriate strategies
Organisations distribute the products through 
one of three strategies
§ Whole-of-market approach
§ Segments-of-the market approach 
§ Segment-of-market approach 

The marketing planning process

221

Segmentation variables 
§ Geographical: location, city V urban, suburb, city, country, proximity to 

business
§ Demographic: age, gender, occupation, income, disposable income, 

family life cycle 
§ Psychographic: lifestyle and values, aspirational goals

§ Behavioural: usage, loyalty, outcomes sought
§ Price/benefit: perceptions of product quality and value hence products at 

different price intervals
§ Cultural: culture influences values and in-turn consumption activities. 

Importance varies from product to product 
§ VALS: on the basis of values, attitudes, and lifestyles

Customer segmentation

222
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§ Product decisions will vary, however, a 
comprehensive marketing plan will detail 
the total product, including the mix of 
§ Product considerations
§ Product layers 
§ Product components.

The total product

Designing & developing the total product

223

Product considerations 
§ whilst the COMP factors may discuss the products 

that compete in a market, this section of the 
marketing plan will identify the key considerations 
that need to be communicated. 

The total product - product considerations

Product brand 
strategy

224

Product layers 
§ will communicate the core needs that the 

product must address, the consumer 
expectations, how the product is augmented, 
and may address long-term intentions for 
this product [potential product]. 

The total product - product layers

Product brand 
strategy
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Product components 
How the product is constructed the qualities that are 
embedded in each component 
§ The goods component

§ The material and functional properties
§ The services component

§ Facilitating and supporting activities
§ The ideas component

§ Branding, pricing, communication 
§ The experience components

§ The feelings and emotional connections
§ The people component

§ Retaining, recovering, education, 
§ The place component

§ Ambient conditions, artefacts, signage, symbols, space, function, and 
location

The total product - product components

Product brand 
strategy
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Brand considerations 
§ This section will outline how the product[s] is/are 

aligned with the overall branding objectives of 
the organisation. 

§ And include an overview of the brands and how 
the brands are positioned in relationship to 
competitor brands.

§ The objective is would be defined in terms of 
brand equity

Brand considerations
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The objective is to best satisfy the needs of the customer & the organisation

Planning

Strategy
[data libraries + software applications]

Tactics
[evaluation 

& 
corrective action]

Software for Marketing Practitioners 

www.themarketingconcept.com © Dr. Stephen Fanning 
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229

230

www.themarketingconcept.com © Dr. Stephen Fanning 

Collect & Analyse
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Strategic Business Plan
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Strategic Marketing Plan

233

Tactical Marketing Action Plans

234



2/16/22

79

Marketing practitioners 
throughout the organisation will 
contribute marketing research

Everyday marketing research

As needed marketing research

235

The Strategic Business Planning Group

stakeholders

236

SBPG
Will analyse the reports from 

the various disciplines
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SBPG meetings
May commence with 
SWOT presentations

238

articulates organisational objectives
articulates marketing objectives

manage COMP factors & achieve agreed marketing objectives

The business-marketing planning process

designs & develops marketing strategies & tactics

Implement & evaluate tactics to

239

The marketing action planning process
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The strategic planning group
§ Will synthesise the information from 

the various discipline reports, 
presentations & discussions 

§ Then articulate the desired 
outcomes for each discipline in the 
business plan

§ For marketing, it would articulate 
the desired market position and the 
basis of competition

The business-marketing planning process
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The business plan - structure
§ Executive summary
§ The statement of strategic intent
§ The situational analysis
§ The organisational objectives
§ Overview of the discipline plans

The business-marketing planning process

242
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The Strategic Marketing Planning Group
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Design & develop marketing plan
§ The strategic marketing objectives of 

the organisation 
§ The strategies and the tactics 

needed to achieve the marketing 
objectives of the organisation. 

The marketing planning process
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Organisations have 
2 strategic options 

when crafting a UPVP

a higher price 
with appropriate 

product augmentation

a low price 
with minimal 

product augmentation

Adapted from Porter

1 2
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Selection of appropriate strategies
Organisations distribute the products 
through one of three strategies
§ Whole-of-market approach
§ Segments-of-the market approach 
§ Segment-of-market approach 

The marketing planning process
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Segmentation variables 
§ Geographical: location, city V urban, suburb, 

city, country, proximity to business
§ Demographic: age, gender, occupation, 

income, disposable income, family life cycle 
§ Psychographic: lifestyle and values, 

aspirational goals

§ Behavioural: usage, loyalty, outcomes sought
§ Price/benefit: perceptions of product quality 

and value hence products at different price 
intervals

§ Cultural: culture influences values and in-turn 
consumption activities. Importance varies from 
product to product 

§ VALS: on the basis of values, attitudes, and 
lifestyles

The marketing planning process
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§ Product decisions will vary, 
however, a comprehensive 
marketing plan will detail the total 
product, including the mix of 
§ Product considerations
§ Product layers 
§ Product components.

The marketing planning process

Designing & developing the total product

251

Brand considerations 
§ This section will outline how the 

product[s] is/are aligned with the 
overall branding objectives of the 
organisation. 

§ And include an overview of the 
brands and how the brands are 
positioned in relationship to 
competitor brands.

§ The objective is would be defined in 
terms of brand equity

The marketing planning process
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The Tactical Marketing Planning Group
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Design & Develop the action plans
§ Who does what - when - how
§ A detailed action plan for each:

§ product
§ strategic business unit 
§ major function

§ Allocation of resources to 
implement each plan

The marketing action planning process
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Marketing action plans may 
include:
§ managing quality
§ internal and channel marketing
§ customer retention
§ external marketing
§ sales and salesforce management
§ software for marketing practitioners 
§ the relational sales process

The marketing action planning process
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Two types of marketing action plans
§ As needed marketing action plans

§ relate to specific projects, sometimes referred to ad hoc 
projects as the action plan are only undertaken when a 
particular situation requires attention.  

§ Everyday marketing action plans 
§ relate to actions and outcomes that happen on an 

ongoing basis, sometimes referred to as ‘marketing 
metrics’ – sales, market share, communication, 
advertising, promotions, public relations, social media, 
service quality, retention, etc. 

The marketing action planning process
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The marketing action plans -structure 
§ Title: The title should identify the activity and parameters 

of the action plan
§ Organisation philosophy: This should be included to 

provide guidance to employees at all levels

§ Marketing objectives: In broad terms provide a 
statement of purpose; an overview of what the action 
plans hopes to accomplish. Describe the specific strategic 
marketing objectives that the action plan addresses

§ Financial objectives: This would detail the increase in 
sales revenue, how it reduces costs as a percentage of 
sales, build the value of the business

The marketing action planning process
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The structure of the action plans [cont] 
§ Processes: the processes should be detailed and include 

a flow chart[s] of how the actions will be implemented and 
the sequence of events. The process for reporting of 
deviations should also be outlined. 

§ Roles and responsibilities: identifies who is responsible 
for implementing the action plan [this could be a person, an 
organisation, a team, and may involve channel parties] and 
who is ultimately accountable for reviewing performance 
and advising the CMO of any deviations from design. 

The marketing action planning process
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The structure of the action plans [cont] 
§ Timeline: identifies the various milestones that need to be 

achieved and in what time period. It is common that a 
marketing action plan has a shorter life than the marketing 
plan or business plan therefore timeframes – who does what 
and by when. 

§ Budget: itemises how much has been budgeted for the 
implementation of the action plan. This should include a 
breakdown of costs.

The marketing action planning process
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The structure of the action plans [cont] 
§ Collection and analysis: what information is needed post 

implementation. The how, when, and with what frequency of 
collection and analysis. Who will analyse the information and 
who is responsible for distribution of information. Often a 
weekly report will be presented to the CMO for synthesis and 
communicating with the strategic planning group.

§ Evaluation of sales performance metrics 
§ Volume, $ value, month, YTD, previous year, margins
§ Associated costs, 
§ Av. sell price, prices exceptions, 
§ Market share, territory, department, 
§ Salesperson performance, conversion rates, 
§ Lead times, 
§ Customer satisfaction by product/salesperson

The marketing action planning process
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Where are we 
now?

How will we 
get there?

org. objectives

Did we get 
there?

Where do we 
want to be?

Org. data

Corrective 
action
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263

264



2/16/22

89

265

266

267



2/16/22

90

268

269

270



2/16/22

91

Historic COMP data

Present COMP data
Emergent COMP data

Forecast COMP data

271

Marketing
planMarketing

action plans

Corrective 
actions

Organisation’s
philosophy

IMPLEMENT

ANALYSE

DESIGN

1

Evaluate
performance

Analyse
data

Implement
action plans

COLLECT

DEVELOP

Business
plan

Organisation’s
objectives 
priorities & 

budget

Marketing Audit
[COMP]

Articulate position

EVALUATE
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Marketing is a process directed towards satisfaction for the 
customer and organisation - to be best satisfying, organisations 
must understand the dreams and demands of their customers; 
design and develop products that are distinct, discernible, and 
desirable; deliver on promises, act in a dignified manner and 
provide long-term dividends to customers, the organisation, 
channel partners, and society. 
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best
satisfy

best
satisfy the marketing concept
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