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The marketing concept: philosophy, theory, & application [e-book]

ﬁ has a = section -

2 mooule structure

the marketing concept

the values embedded in the merketing concept
& discussed through proftable* exchange
relaionships¢

s

the theories merketing praciiioners erploy
when they think about the custorer,

organization, marketplace, and products

Section 1: Marketing Philosophy - [3 modules] Section 2: Marketing Theory - (3 modules] Section 3: Marketing Application - [3 modules]

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

markefing planring process [CADDIE]
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The marketing concept: philosophy, theory, & application [e-book]

ﬁ has a = section - =

the values embedded in the merketing concept
&discussed through proftable exchange
relationships¢

I

the theories merketing praciioners employ
‘when they think about the custorer,
organization, markefplace, and products

module structure

how an organisation plans their merkeling

stateges and tactics & through the business-
merketing panning process [CADDIE]
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The marieeting concept is the superordinate concept of marketing

an umbrella concept - i

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

www themarketingconcept.com © Dr. Stephen Fanning

What are the task marketing practitioners undertake

e

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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What is a market

‘Market’ — can be a noun or a verb

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




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

www, i com © Dr. Stephen Fanning

The market: all current & potential buyers [domestic or commerciall, 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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The market: all current & potential buyers [domestic or commerciall, 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?

b /@ the market @6@@
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To market: the activity of offering a product in exchange for
something of equal value - e.g., | work for a real-estate company,
I would like to market this home for you

www, i com © Dr. Stephen Fanning
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Needs are part of being human

Maslow’s extended hierarchy of needs

angl cawn be arranged tn a hierarchy

— Transcendence needs:

Self actualisation } [ Aesthetic needs ]

Cognitive needs

Ego needs

Safety & security needs
Physiological needs

www themarketingconcept.com © Dr. Stephen Fanning
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previously we diseussed that

needs are part of being human

catering for the needs § wanks of consumers is critical

wants are different to needs

Needs
Biogenic - P
ogeni -Psychogenic

Awant 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.

www, i com © Dr. Stephen Fanning
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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 |

Needs

Biogenic - Psychogenic

T
Benefits

Utilitarian - Hedonic

Utll |ta rlan benefits that are objective, functional, & measureable

HedOHIC benefits that are subjective, pleasure, experiential, excitement, fantasy.

lcom © Dr. Stephen Fanning
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Needs & wants vary acc umer & their situati

|[Biogenc: needs forth boy o e, schas i, e foos and st |
I

Benefits
Usitaron - Hadoric:

wants are different to needs

Awant s the product that  consumer
selects 0 best satisfy a need.
Wanis are th directon a consumer

takes during the buyer decision process
to satisf eed.
iyam Maslow stated that when olcr needs are

20 satisfied we hunt for new needs
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the perception a person currently has how a person would like to perceive
about her/himself her/himself in the future

actual self

Maslow stated that whew our needs are
0% satisfied we hunt for new needs

15



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

L

Searching for a
unique product value
proposition that
‘best satisfies’

* UPVP was once referred to as differentiation or product differentiation

www themarketingconcept.com © Dr. Stephen Fanning
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Classic definition: a consumer focus

..
é’ b -illérke?ing‘i"sth

SBtisfyIng eeds 8. wantst
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marketing «@
~_ -

something of value for something of value

www, com © Dr. Stephen Fanning
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Contemporary definition - an orgnisational focus

e

!Marketing 18 anjiterative process ¥ rganisationworks:
* """ and adapts'to the markef3nd nrgugh' a processiof
commuiiicating, creating; distributing, promoting, and p}iﬁng producESmE s
., _endeavours to facilitate profitable exchange relationships with ¥4
r curstomers, channel partners, and socnet\{ o £y
‘ 8 3 3

1 ¥ W ™

s
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Aw objective of marketing is

Total profits* Relationships*
= customer = synergistic
= organisation = symbiotic,
= channel partners = strategic
= society = sustainable

20
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 E
% continuous process of
new product development
21
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Organisation considers the prevailing situational factors [COMP]

\E/ &/ &/ B/ B &=/
Thew

Design and develop a unique marketing philosophy

T o
Y Nurtures an organisational culture
[mgm———

www themarketingconcept.com © Dr. Stephen Fanning

22

Throughout history we can see people as:

1. consumers [hunter gatherers]
2. prOducerS & consumers [peasant farmers]
3. producers or CONSUMETS  work orleisure]

www themarketingconcept.com © Dr. Stephen Fanning
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12,000 years ago - Neolithic [R]evolution

+ 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

24
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Memorials & places of worship were created

Plants were selected & farmed - environments modified

www.themarketingconcept.com © Dr. Stephen Fanning
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N
Managing waste & having acces:

www.themarketingconcept.com © Dr. Stephen Fanning

26

Safety for people,
animals, possessions,
stored food became a
priority.

Protection of wealth &
power

[
The need for protection created nations

Sedentary populations

were often attacked by

nomadic tribes < Yourthinking should be broad
Walls and fortification s = Widde Eas

were constructed for s . Roman Empit,

safety and security \ E

www.themarketingconcept.com ©
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Sedentary polluted their

waste from animals & people contaminated drinking water

[E———

L e
Beer is thought to have originated at Gobelki Tepe [Turkey]
£3 3 3 i

' i
Beer was less risky than the microbe infested water &

“Itis an intriguing thought that brewing and the &

Cuneiform writing - the original harddrive
300086 Soshem .

www.themarketingconcept.com ©
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Overcoming the chalenges facing society Overcoming the chalnges facing society
Once, wine was viewed as a ‘miracle’

- T
| )

[Nowbetr uses of exising resources

Wooden barrels ~ the ‘most significant cont:

Wine production led to a number of innovations in storage &

Overcoming the challenges facing society
Once, whisky had a purpose

=S

From farm stills to industrial operations

“The ques o beter serve the customer

Cheese making employed modified barrels Wooden barrels are now part of the ‘theatre’

lity venues often employ barrels

www.themarketingconcept.com ©
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| |

o
China traded tea & silk 3,000 years ago

In Europe, marketing pre-dates the Romans Ancient fish markets

Marketing is an ancient custom

n Fanning

31

W1 rcessay fastuchrn

Through trade cities evolved into mega-cities

- T

www.themarketing n n Fanning
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The questloovercome h chainges of sodely
Shanty towns sprang up with inadequate sewage ‘The growth of ciies increased the problem of waste

.

g e b o
T s R

oh
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The Artof 16 & 17 century fish markets

. %

| More eflective distribution of people & products.
The railways transported produce

phen Fanning
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Advances in shipping
R —_ e

More effective distibution of people & products.
Iron hulled ships - steam & sail powered

Advances in shipping - Dutch East India company
58 Birth GBI BUSIABSSI <o s s catcra comoary « w0 sock

| More effective distribution of products
Advances in shipping & handling - containerisation

www.themarketing n n Fanning
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A continuous process of innovatio

better use [application] of existing resources. | More eflective distributon of people & products.
Steam replaces sail Increased shipping required new safety initiatives

More effective distribution of people & products | More effective distributon of people & products
Ship construction - Doulos Mass distribution - people - cruise ships & tourism
—

Ty (L5
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Initially muscle power drove producti

More effective distribution of people
today, the producer/consumer is rare: Horses were a central part of people’s ives

T

&

Consider the set-up time to make a trip

Mo efocive dstibuton of people

Horses ploughed fields Horses pulled the barges

b T

\

it . "

Today, the canals are places of relaxation
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In time natural power sources were harness

The first factories were strategically |

ter and/or wind

Hydro — wind - solar power
‘Back to the future’

www.themarketingconcept.com ©

en Fanning
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Seeking a competitive advantage - speed to

| More efiective distribuion of people & products
The rise of railways advanced steel technology

The railways
transformed market
towns into major
industrial ciies

More effective distibuton of people
The rejuvenation of raiw

2/16/22

 More eflective distribution of people.
The bicycle ‘evolves

More effective dsiibuton of people

The bicycle remains a key means of transport

More effective distribution of people
The motorcycle remains a major means of transport

www.themarketingconcept.com © Dr. Stephen Fanning
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‘The motor car

Boter serve h customerorganisaion

The evolution of the automobile
B IV e N

A

S —

The evolution of the automobile

Boterseve e cusomerrganisaton
Constant improvements in design

s

www.themarketingconcept
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The battery

Overcoming e chalienges facing sociey. More effecte disirbuton of poduct

) fetal experience evolves’

www.themarketingcon Stephen Fanning
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Seter sane e cusomerrgansaton GBBAIRGHEGORN

Cash regi

I p——)
Electricity & lighting

www.themarketingconcept.com © Dr. Stephen Fanning
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the land enclosures & clearances displaced many people

The industrial revolution created hardship for many people
__removal from their land & deportation from the farm to the cities — viewed as less risk

2/16/22
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Learning from others & applying new skills

www ihemarkelingconcept.com © Dr. Stephen Fanning
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The 4 market quests

The evolution of marketing reveals 4 recurring patterns or quests:
v'The quest to better serve the customer
v'The quest to overcome the challenges facing society
v'The quest for better use [application] of existing resources
v'The quest for more effective distribution of:

oinformation, products, & people

48

16



Organisations adopt one of 3 business concepts

% the production concept

the selling concept the marketing concept

www.themarketingconcept.com © Dr. Stephen Fanning
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Itis generally considered that business concepts have characteristics

3 business concepts

N

the marketing concept

Kot

the production concept the selling concept

a production a selling a marketing
philosophy philosophy philosophy
\ ) L )
T T
Organisational centric Customer centric
www, i com © Dr. Stephen Fanning
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Itis likely that an organisation is an amalgam of business concepts

In this example we could conclude
that the organisation has adopted
the marketing concept

the production concept

~———————

the selling concept

the marketing concept

A marketing audit should explore this topic

17



[12 elements X 4 influencing forces]

i~

= Product Planning = Promotions

= Pricing = Packaging
= Branding = Display

Channels of distribution = Servicing
Personal Selling Logistics
= Advertising Research & Analysis

Neil Borden (1964)

52

Marketing theory evolves

markets & societies evolve

www.themarketingconcept.com © Dr. Stephen Fanning
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To meet financial, strategic, & communication objectives,
marketing practitioners must manage the salespipeline

5 the salespipeline

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

Also referred to as the short & long of marketing

54

2/16/22
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A marketing practitioner’s objectives

3 financial objectives

increase sales revene
reduce costs [as 2% ofsales)

build value of the business

3 strategic objectives

product eadership
customer ntimacy

operational excellence

3 communication objectives

attract customers
retain customers

enhance relationships

www themarketingconcept.com © Dr. Stephen Fanning

2/16/22

55

organisations also have needs

organisational needs could also be arranged wa hierarchy
are often expressed as objectives

[ JH

Amarkeiog prcttonersojectves

Measured as metrics/analytics

56

Situational factors influence consumer decision-making

Consumers will consider:
their personal characteristics
values', 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
involvement, needs, wants, quality, value?3

)
schets_l_c

www themarketingconcept.com © Dr. Stephen Fanning
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Situational factors influence organisational decision-making

Customer characteristics

ﬁﬂ Organisation characteristics

Market characteristics

E‘ =5 | Product characteristics
\ 4

Marketing practitioners will consider:
the characteristics of selected customer segments
preferences, purchase ability & willingness
the istics of their own isati
market position, reputation, trust
the market characteristics [CEMSTEEP]
the possible short/long term market influences
the product characteristics
category, involvement, KSFs, quality, value 1283

)

| Juguunns]
L j=gm=n==
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COMP factors

& Customer considerations

ﬁm Organisation considerations

Market considerations

===} " "
=5 | Product considerations

P ..

m:vkmmg&

) &

59

COMP - Customer

= Customer motives
= Customer benefits

Customer trust

Customer - fundamental needs, wants, expectations

= Customer involvement
Customer segmentation
= identification, characteristics, attractiveness, communication
Perceptions of qualities, costs, value
Customer pre-purchase patterns — forming expectations
= Customer satisfaction [customer experience]
= episodic — cumulative - collective - aggregate
= customer deviations from expectations

Customer retention & enhancement
Customer life-time value

= Customer post-purchase behaviour —

= Loyalty services - referrals - repeat patronage

60
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COMP - Organisation

= Organisational philosophy
= Philosophy structure - production - selling - marketing philosophies
= Culture — national [Hofstede] organisational
= Vision statement [performance & gaps] - strategic intent
= Marketing objectives - financial - strategic — communication [performance & gaps]
= Service quality —internal - external
= Organisational capabilities/constraints
= KSF, patents, employee performance, relative costs
= marketing channel effectiveness
= Revenue analysis —
= size, market share [product - segment], growth, pricing, profitability
Brand equity
= relationship analysis, brand strength & stature, brand awareness
brand recognition, brand associations

2/16/22
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COMP- Market

= Competitors

*=  Structure of market channels [E2E]

= Analysis of competing brands - ranking

= Analysis of competing products — features benefis pricing
= Size - Revenue - Proftabilty - Growth

Moivatons - Competencies
Potential competiors
Margin intensity
+ Models of compeiion
= Economic factors [macro-micro]
= Consumer confidence — household debt— unemployment - retail aciiity
= Market considerations
» Marketlie cycle factors
+  Demand paterns
= Market cuture
*  Emerging trends & developments
= Competiive nature [Porter’s 5 forces]
+ Stabilty - disrupion
= Societal factors
= Technology influences
= Environmental
= Ethics, legal, &
= political influences

CEMSTEEP factors

62

COMP - Product

Product considerations

Product sales analysis

Total sales X product

Total sales X territory

Sales by [hour/day/week/month/year/ or other suitable unit of measure

e.g., weather]

Number of transactions

Average sell price

Margins X product

= Costof sales

Product inventory - inventory on hand - usage rates]

Product adoption

Product life cycle

Product strategy

= product line — mix, positioni i value p

augmentation, involvement, contact, product components,
decision type, recipient]s], category, classificati

Threat of substitute products

Product consideratons

63
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PR Marketing practitioners are focussed on

business plan

Discipline plans

k Marketing action plans

throughout the entire business-marketing planning process

2/16/22
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COMP factors are central to the iterative process

\ )

Collect & Analyse } Design & Develop Implement & Evaluale

65

Situational [COMP] factors are at the centre of marketing

COMP factors
influence

decision making

— organisation
it [

customer product
8 (=
"

customer

Bl
organisation market ’

Situational factors
consumer
behaviour

society

www, com © Dr. Stephen Fanning
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Summary of section 1

recognise “the marketing concept

craft &ommunicate - a marketing philosophy

L LLLLL —
nurture - a marketing culture

=R

best satisfy?

Section 2 key slides

marketing theory

68

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

- T . e - e
8 3500000 o prftai: exchange i d ttegos and cics & rough e ovSneRs-
elatonships' izaton, , merkeing panring process [CADDIE]

www themarketingconcept.com © Dr. Stephen Fanning
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Section 2: Theory - [3 modules]

)

marketing . theory

=/
I
l ! }

aC-Va:-Wa:-

the buyer decision process the total product the circle of satisfaction

N\

Q.00 o
o 9
®°

o

c.o

7

Schemas* organise
human thinking

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

*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

71

Societies* are formed through culture

Culture is what we value' — a preferred state.

A culture is a set of beliefs,
values!, perceptions, &
behaviours; learned by members
of society & as such provides
guidance [feedback and
feedforward] to its members.

enculturation - acculturation Adapted from Geez (1975]

72
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We have statedt that

Organisations develop a culture

the marketing concept

o) () (i) (Ve 1

Organisation considers the prevailing situational factors [COMP]

. the marketing concept

T T imy T, TR 2. amarketing philosophy
& & & & W e 3. an organisational culture

" Design and develop a unique marketing philosophy

" Nurtures an organisa

Organisational cultures are enduring

Let's explore culture tn move detatl

www, com © Dr. Stephen Fanning
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A marketing;philosophy nurtures a culture.
The right culture does not happen by chance it happens by choice
-5 W DT AE.
) 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

4 N

what ig a

produc

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

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

o )

75
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What is product quality ?

Every product has qualities

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

[*+]

Product quality is the sum of a product’s qualities

76

previousty we diseussed that
quality is what is received in an exchange

whot 4 consumer gets

consumers look for consumption qualities

= Functional = Spiritual
= Social = Physical
= Emotional = Temporal
= Epistemic = Sensory

www, i com © Dr. Stephen Fanning

previousty we diseussed that
value is a preferred outcome

an outconss that ts preferved to other avatiable outoomses

consumers use ‘value’in 3 ways

@ @ @ = Value' - as in a value! or values?
= Value? - as in value? for money

= Value? - asin having a value3

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

www, i com © Dr. Stephen Fanning

78

26



previousty we dlseussed that

consuming requires ‘being involved’

tuvolvement varies accordtng to the sttuation ICOMP factors]

involvement & the 3 time zones

Involvement varies:
Product pre-purchase involvement
Product delivery involvement
Post-purchase involvement

www, i com © Dr. Stephen Fanning
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Categorising qualities [what, how, where, why]

Technical Qualities Functional Qualities
What is delivered How it is delivered

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

Place Qualities Relational Qualities
Where it is delivered Why it is delivered

‘Adapted from Sheth (1976), Parasuramman, Zethar), & Berry (1985), Gronroos (1984), Schesinger & Heskett (1991) Biner (1992), Gummerson (2002)

80

* Spiritual
 Prysia
+ Tomporal
* Sensory

www.themarketingconcept.com © Dr. Stephen Fanning
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previousty we dlseussed that
consuming requires ‘being involved’

i ent varles ding to the sttuation [COMP factors]

involvement & the 3 time zones

Involvement varies:

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

3. Post-purchase involvement

www, i com © Dr. Stephen Fanning
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previousty we diseussed that
quality is what is received in an exchange

whot 4 consumer gets

Quality is the sum of all qualities

Sometimes referred to as total quality

B-0-808088

83

What is value?
Value is a preferred outcome

product qualities outweigh the product costs

www, com © Dr. Stephen Fanning
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previously we discussed that

value is a preferred outcome

an outcome that is preferred to other available outcomes

consumers use ‘value’in 3 ways

@ @ @ = Value' - asin a value or values’
= Value? - as in value? for money

= Value? - asin having a value®

[ie., an attribute that provides a benefit]

wwwthemarkeingconceptcom © Dr. Stephen Fanning
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When selecting products consumers estimate

Consumer perceive costs as money + time + effort

www, com © Dr. Stephen Fanning
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Quality is important but value is a higher order concept

What is value?
Value is a preferred outcome

consumers use 'value'in 3 ways

Consumer perceive costs as money + time + effort

www hemarketingconcept.com © Dr. Stephen Fanning
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value is a preferred outcome

a outoowse that s preferved to other avatlable outoomes

consumers use ‘value’in 3 ways

= Value' - as in a value or values?

= Value? - as in value? for money

= Value?® - asin having a value3
i.e., an attribute[s] that provides a benefits]

88

5 Product delivery 2 Post-purchase behaviour
3
[experiencing & assessing] [reflecting & evaluating]

|terat|ve . 9

Values!

cost-benefit-risk
analysis

Situational Consumption
factors Qualities

Postpone

Commitment to proceed I

Considered set of products

Estimate value of altenatives The total product

Forming of expectations

Product selection Product performance

Exchange of money may happen in any time-zone

89

’ Purchase behaviour 2 Product delivery 5 Post-purchase behaviour
[searching, estimating, & selecting] - [experiencing & assessing] “ [reflecting & evaluating]
= —_—

Values! Consumption

cost-benefit-risk
analysis

Situational Consumption
factors Qualities
Postpone
Commitment to proceed
Considered set of products

Estimate value of altematives

Forming of expectations

Product selection Product performance

Exchange of money may happen in any time-zone

90
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previousty we dlseussed that

needs have strength & direction

sufficlent strength to attend to the weed - v sense of urgensy

Consumers approach and/or avoid outcomes

www, i com © Dr. Stephen Fanning
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Product delivery 1, Post-purchase behaviour
" [experiencing & assessing) & [reflecting & evaluating]

Recognition
of aneed

Situational Consumption
factors Qualities

Postpone

Commitment to proceed
Considered set of products
Estimate value of alternatives

Forming of expectations

tomer Orgonisaten warkat Product
Chanacertcs  Choracteristcs  Charactarstes _ Characaistes

Product selection

Product selection

Human
Values!
Cultural |
Values!
Personal
Values!

Product selection

Qu:
Customer Organisation Market Product Qualities
P el c 10! C S P .

aconsumer's

values'

human <>cultural <> personal

value?of the product
qualities & costs

willinfluence

valued of the product o
qualities & benefits ' m=n
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Product selection

Human
Values

Cultural
Values

Personal
Values

I

an innate cogite procoss where peopl atend,nerprt, rganise, and catagorse nformaton,
‘onsiderthe associatons and rolaonships and storo tisinformation nan associasve network or
eficientrrioal flure conversations, and decison-making

Product selection

Customer Organisation Market Product
P el c 10! C S P .

Temporal
Qualities

Sensory
Qualities

2/16/22
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Customer Organisation Market Product
Cl st Ci

Characteristics Characteristic:

95

Customer Organisation Market Product
Cl st Ci

Temporal
Qualities

Sensory
Qualities

Characteristics Characteristic:

96
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Physical
Qualities

Temporal
Qualities

Sen
Qualities

Customer
Characteristics|

uct
teristics

Perceived value

2/16/22
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Cost-benefi
analysis

The likelihood & probability of
positive qualities

The likelihood & probability of
negative qualities

Proceed

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

98

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 gsensory stmuit

99
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Functional

Pre-purchase risks become qualities

100

Recognition
of a need

Costs-benefits-risk
analysis

Customer Organisation

Unacceptable risk Questionable risk Acceptable risk

6 Risk management strategies

Exit the buyer decision process Continue the product selection process

101

Consumer considerations

willngness and abilty to purchase
abillty to sustain a loss.

predisposition to risk

attitude towards possible loss of face
decision making ability
abilty to manage risks
Organisation considerations
relationship, reputation, possibilty 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  giff)

social visibilty of the product (e.g., public or private)
familiarty, knowledge,

complexity
properties [search qualities]

com © Dr. Stephen Fanning

102
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Risk management strategies

www, com © Dr. Stephen Fanning

103

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

www, com © Dr. Stephen Fanning

104

Money

Situational

factors

Customer Organisation Market Product
P el c 10! C S P .

105
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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 0 0

further consideration q
syncretic

The decider: a person who has the final say regarding decision

ifflwhat/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

0 autocratic decision

www themarketingconcept.com © Dr. Stephen Fanning

106

2/16/22

stomer involvement is a key consideration for marketing practitioners

Involvement Decisions are influenced by the nature of the product

“Involvement wvesmswes

Consider buying a botle of wine or:
A quick Thai meal with a friend
Your boss' 40" birthday
Celebrate your engagement
Animportant B28 dlent

varies according to the situational factors
- e

www themarketingconcept.com © Dr. Stephen Fanning
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is a key consideration for marketing practitioners

Involvement

www themarketingconcept.com © Dr. Stephen Fanning
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How involved is the customer with the product

Involvemel

all consumers

How involved is the customer with the product

d Consider buying a bottle of wine for:

Adquick Thai meal it a friend
Your boss' 409 birthday
Celebate your engagement
Animportant B28 clent

 How involved i the customer with the product & he siuaton
L]

www themarketingconcept.com © Dr. Stephen Fanning
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Product selection

Human
Values
Cultural
Values!
Personal
Values

Fun onal

Temporal
Qualities

Customer Organisation
@ el c 10!

Se
Qualities

110

Product s

ction

Human
Values

Cultural
Values!

Personal
Values

involvement

costs, nfequently
I Wfamiar, generally higher risk

Product selection

varies with product & influences consumer decision-making

Higher involvement, hgher

Customer Organisation Market
P el c 10! C S

Product
o o

111
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Involvement

Consequential purchases increase with involvement

The level of involvement and consequential purchases

Convenience Shopping Specialty Seminal

No. of consequential purchases

- INVOLVEMENT - Highest

112

Product selection
Human
Values!
Cultural
Values!
Personal
Values!

frequenty purchased, far costs, infrequenty purchased,
generally low rsk. unfamila, generally higher rsk
Impulse Routine Qualities
ducson

decision
making making

Higher involvement, higher Qualities
Epistemic
motional

E

Communication strategy
will vary according to
customer decision-making

Product selection

Customer Organisation Product
P el c 10! C S P .

113

Low involvement, low costs, Higher involvement, higher
frequently purchased, familiar, costs, infrequently purchased,
generally low risk unfamiliar, generally higher risk

Impulse Routine il Extensive
decision decision decision
making making making making

Product selection

Peripheral route of Central route of
persuasion persuasion

Communication strategy

will vary according to -
customer decision-making ﬁ:‘.ﬂ:

114
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What do | already know to
make an informed decision?

Internal search

| am familiar with the product &
need no further information

| am unfamiliar with the product
& need further information

What do | need to know?
Wholwhat/where are the best sources

www themarketingconcept.com © Dr. Stephen Fanning
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Involvement wi ct will influence the buyer decision process

R
ML LSt
Team engagement & co-production
www themarkefingconcept.com © Dr. Stephen Fanning
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Searching & decision-making

{ y All possible products/brands

Jn\

\_

( \'-€3 [E [decisiori:making]

\ _l
/ known discovered undiscovered
( "1 products/brands products/brands products/brands

[ acceptable ] [ indifference ][ unacceptable

-

2
=
/.\_/ Refined ‘considered set'
of alternative products

Positive attitude
Product selection
Positive expectations

2/16/22

com © Dr. Stephen Fanning

118

O
The product selection process creates
(]

Consumer expectations of a best satisfying product

119

customer predict expectation scenarios

[deal

Predictive [expected product]
Adequate [core product]

— During the product selection step —

EC]Uitab|e [augmented product]

| Unacceptable

No one would enter an exchange with an
expected an overall negative outcome

120
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Consumers act differently in the different time zones

Rurchase
behateur=p

Estimate

121

122

[ ] ‘ Money Time Effort

Costs

Decisions are influenced by: l

= Disposableincome: is an individual consumer's after tax
eamings

* Discretionary income:s an indivdual consumers aer | i ONSUMpIion
tax eamings less the consumer's commitments ffor costs
‘example, mortgage, car repayments, car maintenance/fuel,
‘credit card repayments, insurance, medical expenses,
e, rates, food, lthing]

= Buying power: an individual consumer's capacity to
purchase products; the consumer’s access to resources,

abiltyto generate income, and the relative price of products
in a particular market —

“. Product selection

Customer Organisation Market Product
P el c 10! C S P .

123
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Key terms
a product is the sum of all efforts

that an orgawnlsation offers for sale tn awn exchuge

The total product can explored as:

= Product considerations

& = Product Layers

= Product components

2/16/22

124

The total product — an exploded view

Services
/
\ /
. Product components ~ / Ideas
\ / _—

/
-

—
f —

~ Experiences
Core product

Augmented product
Potential product
Product considerations
Brand considerations

125

The total product — plan view

Experiences

126
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The core product

Goots Saness
Peogie Product components o — The minimal to meet the customer’s basic
needs
— —_—
e e The expected product

— What the customer perceives as the industry
Augmented product standard at any given price point

Potential product
~ v ' W The augmented product
Brand considerations — Attractive product qualities that the customer
is willing to pay a premium for [Unique
product value proposition]

M The potential product

— The new product prior to release

worthwhile whew considering pricing strategies

127

Product considerations

v Productlayers v Product adoption & lfe cycle
' Product positioning v Product adopter groups
' Product strategic direction v Product properties

v Product augmentation ¥ Product value proposition
¥ Product recipient ¥ Product leadership

v Product classification v Product stewardship

¥ Product category ¥ Product complexity

v Product class ' Product decision type

¥ Product line - product mix ¥ Product delivery duration
¥ Productline extension " Product contact

v Product modification V' Product inseparabilty

¥ Product planned obsolescence ' Product variability

v Product desirability V' Product perishabilty

¥ Product visibility ¥ Product comprehension
¥ Products - utilitarian/hedonic ' Product familiarity

¥ Products - autotelic/instrumental ¥ Product uniqueness

¥ Productinvolvement ' Product components

What marketing practitioners consider when managing a pro

128

\'—' Product considerations

Product adoption & ife cyclas
Product adopler g

Productlayers
Product posioning
Product strategic direction
Product augmentation
Product recipient
Product dlassffication
Product category

G Sy

SR AN R R T G

Product perishabilty
Product comprehension

Product famiarity
Product components

tarian/hedonic
- autotelic/instrumental

SR SURGRY

roduct involvement

What marketing practitioners consider when managing a product

129

2/16/22
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The total prOdUCt [product considerations, & brand considerations]

Product considerations
7 Petetsn e
freotied

S

+ brandimage
+ brandineria

 brand personalty

 brand positon and posifoning.

 brand extension:
< b

compettors eisa50s tand den
 brand comprenension + brand relatonships:

+ brand community

 trand counterieiing

130
— Product positioning — to consumers
Awareness of the
unique value proposition
of the product
Awareness of the needs
satisfied by the
product category
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

Mapping a product portfolio

Market growth - high

Question
marks

Market share - low

=
=
=
.
[
<
<
7]
k]
=
<
]
=

Dogs

(@)

Market growth - low
Circles represent possible position and market share

132
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Products evolve as if they had a natural life cycle

The life cycle of products All products have a life cycle

. Product life cycle

Product e cycle characterisics, customer types, communicain focus

www Ihemarkelingconcept.com © Dr. Stephen Fanning
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Product life cycle

Product life cycle characteristics, customer types, communication focus

Introduction | Growth Decline Customer types & %

o 9 Q Q e 0 Innovators - [3.5%]

Demand Early adopters - [13.5%]
Price Early majority - [34%)]
Profi Late majority - [34%]

Caution

Laggards - [16%]

Time =

Product features Customer benefits Value through lower price

adapled from Rogers (1962,1995); KotlerP, (1994,1972); Porter, M, (1980); Kinceid (2003)

134

Product adoption & diffusion

Products are observed and adopted in a recognisable pattern

Group C Group D Group E

Time
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.

[homophilious & heterophyllous customers coming into contact]
‘adapted from Rogers (1962,1995)

135

2/16/22
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Products evolve as if they had a natural life cycle

The life cycle of products All products have a life cycle

All products have a life cycle Product life cycle

Even Kodak has had s Kodak moment

www Ihemarkelingconcept.com © Dr. Stephen Fanning
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Convenience BESIe]ojellgle Specialty Seminal
Low involvement <> High involvement

Copeland (1923) + Fanning (2011)

*Fanning (2011) revisited this classic theory and added a 4t ‘Seminal Products’
www themarketingconcept.com © Dr. Stephen Fanning
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Product category

|
oP o

il

Consumables <> Durables

138

2/16/22
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Product properties

" material properties non-material properties |

[easier to estimate in the 1%t time zone] [harder to estimate in the 1%t time zone]

Services

- _ -

People

2/16/22

139

expectation scenarios

|deal
Equitable Jaugmented product]
Predictive [expected product]

Adequate [core product]

J  Unacceptable

No one would enter an exchange with an
expected overall negative outcome

140

Progucts are aw

interactive mix of material & non-material product components
Utilitarian benefits

Goods > Services

hd N\

N /

Places <> Experiences

Hedonic benefits

3 material components 3 non-material components

www themarketingconcept.com © Dr. Stephen Fanning
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Although, subjective and sometimes difficult to determine — there are

Always
5 product components

Often
6 product components

Generally
1 dominant component

142

‘Senies can b & doriant o Gt o
conpornt Sonices 353 pouc St

143

Examples of goods dominant products

‘The dominant component
| ” o

Examples of goods dominant products

ﬁs need channel partner services 0 reach the ma

e

B2B organisations are part o the total product

www.themarketingconcept.com © Dr. Stephen Fanning
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Understanding the mix of component - provides

Examples of goods dominant products

Kitchen utensils - goods &/or services?
S L ) 2P ”

_{%'fm

Examples of goods dominant products
Consider the branding

[

2/16/22

geol n © Dr. Stephen Fanning
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Services can provide temporary access

www.themarketingconcept.com © Dr. Stephen Fanning
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COMP factors

Product

Experiences People Place
J

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

www, i com © Dr. Stephen Fanning
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Price & pricing

What needs to be calculated

Pricing

goods services ideas experiences people place

Price

hat needs to be communicated

148

All [B2C] products include facilitating & supporting services

Facilitates Supports
The buyer decision The buyer decision
process process

Initial services Enabling services Peripheral services
[purchase behaviour*] [product delivery*] [post purchase*]

*note the relationship with the 3 time zones

149

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

=7 \a’ie :

50
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Examples of services dominant products

Keopinmind tal
Not all retail businesses are retailing goods
4 — o

BN

=l

gl Transport services

themarketingconcept.com © Dr. Stephen Fanning
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) Mining services
-
= ————T
- x

www.themarketingconcept.com © Dr. Stephen Fanning
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Services delivered by equipment [technology] Services delivered by equipment [technology]

www.themarketingconcey

om O Dr. Stephen Fanning

153
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that, faciltate, & support an = Sevices are broad eg.
‘exchange, add value for the. B28, B2C, B2G, 628,

customer across the 3 fime
2ones

Services by people & equipment,

www.themarketingconcept.com © Dr. Stephen Fanning
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businesses
start with an
idea

Product positioning

. 0

the concepts, philosophies, images, brands, knowledge, imporiantto the cuSforfier, be value, provide distinctive benefits,
issociations and issues that position a product®in a ot easiy replicated, profitable, & easily communicated
consumer's mind.

et

www themarketingconcept.com © Dr. Stephen Fanning
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Ideas can be the dominant product components

The marketing of an
‘ideal' ‘cause’

.. Does art communicate ideas

e e

www.themarketingconcept.com © Dr. Stephen Fanning
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ko Bosewth ot i)
ould be

synergistc, symbiotic, sustainable & strategic

www.themarketingconcept.com © Dr. Stephen Fanning

2/16/22

157

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

v’ family brand structure

v individual brand names
v private-label brands

brand competitors
brand comprehension
brand community
brand counterfeiting

brand image

brand inertia

brand licensing:
v co-branding

brand name
brand personality
brand positiol
brand extension:
v" brand leveraging, brand dilution

brand relationships:

v brand loyalty, brand love,

¥’ brand switchers,
brand loyals

158

The 34 financial objective

Building the value of the business JEEEEERY

Brand considerations

 brand awareness ¥ brandimage
+ brand identiy + brend inertia
+ brand strength brand licensing:

rsonality
sition and positioning

rand competitors. =
rand comprehension brand relationahips:
b

brand dizen

¢ brandcommuniy oty et e,
* brand counereing ST

brand considerations are the foundation of the total product

159
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Products & brands are related but they are different concepts

: *MW " Building the value of the business [EEECERY

brands are more enduring

brand considerations are the foundation ofthe total product

Brand identity

S
SRS
“Abrand is no longer what an organisations says it is.

It's what the customers say it is"
FerasodRaz 20,9

Www hemarkelingconcept.com fephen Fanning

160

Key terms
a product can become a brand

brands are Laportant to the organisation wuad the customer

brands are more enduring

ﬁ g  Orand equity
jL__Lg=gu===-

o) () () () () () o) () () () () () () () (i) (i

. heurtstio for quality
(=g

161

Brand image Brand identity

‘Abrand is no longer what an organisations says it is.
It's what the customers say it is”

Ferrazzi and Raz (2010, p.5)

162
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The organisational objective is to

reate brand awareness

9 Brand recall 9 Brand recognition

the ability of the consumer to link the ability of the consumer to
their need to a product/brand recollect a product/brand
without obtaining further information after obtaining further information

com © Dr. Stephen Fanning
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Measuring and managing the customer experience is a KSF

Neglected Manipulated  Surprised : :
Tirg d Disapp oaimglé ?__ r% Saiad Bored Mapping the pmdslomer experience
N EaalVary Confused Unhappy

ug Stressed  Dissatisfied

>
5
3
3
8
8
=3

" | The customer experience is super important
. Societal & technological
i P the

Al products have an emotional ‘exp
And can bé potted alo

www.themarketingconcept.com © Dr. Stephen Fanning
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Mapping the product-customer experience

Arousing

Sleepiness

165
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Neglected Manipulated ~ Surprised
Tired  Disappointed Frustrated Bored

|rritated Confused Unhappy
Hur Y Stressed  Dissatisfied

() Affect |

Adapted from Shaw (2007)

166

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

PSR ¢ VR
People may be a dominant or determinant

Iﬁémography

eople desigs he st
share ideas, form relationships, & create a culture S e ey e
www themarkefingconcept.com © Dr. Stephen Fanning
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The importance of ‘boundary spanners’ cannot be emphasized enough

People can be boundary spanners

Staff

g
iy

People and costumes

www.themarkefingconcept.com © Dr. Stephen Fanning
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s = Other customers 177
Studying people s important .

: ———— a
. % People are an important element of place
Pheliner BB o k|
- Durxded > :

n Fanning

169

Place can be a physical place or a virual place

Amaterial site o a non-material site
Acustomer may visit both

cuss marketplace and mar

Marketplace ~ Marketspace
M

Non-materia

The travel industry
getting people from one place to another place |

www themarketing n n Fanning

www.themarketing n n Fanning
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The servicescape model

Environmental Moderators Internal Responses Behaviour

Holistic Environment

Cognitive - Emotional - Psychological Approach
or

Employee Employee  [EG—_—
responses responses

Social interaction
between

Ambient
conditions

avoidance

Space/
Function Perceived |

Servicescape employees
& customers
Signs, | Cusiomers J N CUSIOMEr - E—
symbols
& Approach
artefacts or
avoidance

Adapted from Bitner, M. J. (1992). Servicescapes: S6iApri). 57-71

2/16/22
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www.themarketing Fanning
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Place can provide meaning for members of a culture &/or society

Place can have spirtual qualites - pigrimage

Place can be historic & sacred

vy
O P

175

From the marketing concept to a sustainable competitive advantage

The marketing concept - The circle of satisfaction

5 " os,
B [l the marketing concept 4,

www.themarkelingconcept.com © Dr. Stephen Fanning
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The circle of satisfactio

Quality

Increased
Profitability

N\

Competitive Organisational Episodic
advantage satisfaction satisfaction

Loyal Cumulative
behaviour satisfaction

We concluded that there are different types of satisfaction
episodic <>cumulative <> collective

177

2/16/22

59



2/16/22

178

100% of customers enter the buyer decision process expecting satisfaction

No one would proceed if they expected a negative outcome

expectation scenarios
P deal
/ 7 |Equitable womenespsc
)| Predictive fsecsroncn

\ )
\ ) | rdrut e

- l, Unacceptable

179

One customer - many episodes of satisfaction

cumulative satisfaction

180
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all customers - multiple episodes of satisfaction

5

peoo™ . . .
collective satisfaction

181

The circle of satisfaction

Quality

Increased
Profitability

N\

Competitive Organisational Episodic
advantage satisfaction satisfaction

Loyal Cumulative
behaviour satisfaction

182

B84 Exploded circle of satisfaction
==
(1] E

Increased
Profitability

Competitive Episodic

advantage satisfaction

Loyal Cumulative
behaviour satisfaction

www, i com © Dr. Stephen Fanning
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Categorising qualities [what, how, wh

Technical Qualities Functional Qualities
What is delivered How it is delivered

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

Place Qualities Relational Qualities
Where it is delivered Why it is delivered

‘Adapted from Sheth (1976), Parasuramman, Zethar, & Berry (1985), Gronroos (1984), Schesinger & Heskett (1991) Biner (1992), Gummerson (2002)

184

Customer expectations — qualities & costs

/ Total qualities received
.I
() it
Total qualities V Total costs
\ T /

Evaluation of
Total qualities V Total costs V expectations

A VRS Multiple transactions & evaluations

\ e
\ Attitudes formed by customer

Customer behaviour towards the organisation

www, i com © Dr. Stephen Fanning
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Quality

Increased
Profitability

[erand equity All customers

i Organisational isodi e 2
Competitive Episodic
% advantage satisfaction satisfaction ‘iﬁii‘

Collective impact

on the organisation Ll Cumulative

behaviour satisfaction

Collective
loyalty

Collective
Collective satisfaction

trust

186
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From expectations of satisfaction to evaluations of satisfaction

www.themarketingconcept.com © Dr. Stephen Fanning
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Customer satisfaction?

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
How brand equity is formed for 1 customer

* Collective satisfaction
— Multiple evaluations for all customers

188

| _Exceed expectations

@

-

3 marketing ” 3 matketing
financial = — financial
objectives ¥ objectives
[-] Market Market Market [+]
share share share

189

2/16/22
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From the marketing concept to a sustainable competitive advantage

Repeat purchasing

=]
Postpuchase Smaraig
behavour fnancial
objoctives

[-]

hemarketingconcept.com © Dr. Stephen F:
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The aggregate product

Each productis a
Marketing practitioners that are distinct &
responsible for aggregate ‘:Ez‘lg:,‘izﬁ:
products should identify the
organisations that may impact
on their customers’ evaluation
of satisfaction; & then measure
& manage the aggregate
customer experience

an aggregate productis when a consumer evaluates a number of distinct
& distinguishable total products.as a one consumption experience

Aggregate satisfaction

191

product sel

falun
situational factors*

64



Section 3 key slides

marketing ‘ épplication

2/16/22

193

The marketing concept: philosophy, theory, & application [e-book]
13 has a = section - 2 module structure

Section 1: Marketing Philosophy - [3 modules] Section 2: Marketing Theory - (3 modules]

)

i } ! ! T !
A WA WaS) YacWaclWas
N AN N N AN

the values embedded in the marketing concept the theories marketing practitioners employ

how an organisation plans their merkeling

&discussed through proftable exchange ‘when they tink about the customer, strateges and tactics & through the business-
relationships¢ organization, merkefplace, and products merketing panning process [CADDIE]
e themarketngconcept com © Dr. Stephen Fanning

collect & analyse design & develop implement & evaluate

N\
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rketing practitioners must ...
= Demonstrate the value of marketing activities [ROI]
= Put systems in place to track performance
= |dentify 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

2/16/22
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Marketing investment

Expenditure
categories

Impact on
customer perceptions

Costs of
Impact on Impact on marketing
customer attraction customer retention investment

Impact on
customer lifetime value

Impact on
customer equity

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

197

ent COMP data
lding situation

|
Historical COMP data Current COMP data Forecast COMP data
previous financ the fi r e
n e recent situa e

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

198
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The COMP factors influence all decision-making for both customer & organisation

COMP factors

mam /| Customer considerations

% Organisation considerations

Market considerations

Product considerations

2/16/22
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Situational factors can be explored through collecting & analysing data
on the Customer, Organisation, Market, Product [COMP factors]

COMP - Organisation

- pros

avallable www themarketingconcept.com © Dr Stephen Fanning
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The 3 stages of CADDIE

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

We will refer to this process as the CADDIE process

201
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£N

e 1 Strategic & Tactical marketing activities

—/

Strategic marketing

Tactical marketing
actions i

actions

Holistically marketing is the totality of strategic and tactical actions
that an organisation undertakes to best satisfy the customer and the organisation.

2/16/22
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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

203

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

>

Searching for a
unique product value
proposition that
‘best satisfies’

* UPVP was once refered to as differentiation or product differentiaion

www themarketingconcept.com © Dr. Stephen Fanning
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Product positioning strategy

Situational factors [COMP]

Type of consumer demand

Homogeneous demand Heterogeneous demand

Segments-of-market

Segment-of-market

Whole-of-market

strategy strategy strategy
L !
Aoy 2 N
. eesee " X N_J ) (o) (i g! & l=|
Minimal product augmentation Appropriate product augmentation

2/16/22
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Segment

«|dentify basis for segmenting market

«Collect market segment information

Analyse the needs & wants of each market segment.

Is the market segment

Target * Identifiable

« Analysing the segments identify most attractive = Substantial
« Identify most attractive segments

- Based on organisational ability to compete = Reachable

= Responsive

Profitable

Position
« Design & develop marketing plan & action plans

« Create a UPVP to suit the needs of the segment[s]
« Implement & evaluate + corrective action

www, i com © Dr. Stephen Fanning
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Porter’s 5 forces of

Threat of potential entrants
[Barriers to enter]

Competitive .
Bargaining power
nature of the of customers

industry

Bargaining power
of suppliers

Threat of substitute products

207

69



The steps & the people involved in the CADDIE Business-marketing planning process

‘The people involved
in the business-marketing planning process

nplement & Evakete
ENCISTY

Take the COMP factors from research to application
+

create the strategies § tactics to go to market

2/16/22
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The business-marketing planning process [CADDIE]

Market The strategic planning group
aftractiveness The business plan
Ability Finance Marketing
to compete plan plan
Corrective
Avticulation of desired market position action
& basis of competiion
Strategic Intent
Customer
Organisation | [HEEIY v‘mr\ahng Design & develop n:‘r(al_na\e against
Meskel Ehe amarketing plan plant eling objectives
Products proriies, budget ey

3: Implement & Evaluate
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The people involved
in the business-marketing planning process

Collect & Analyse

2) () (o) (o

Marketing practiioners

Design & Develop

arkeing acton plans

The marketng pian
Ot e st e GO e

&) () () (VT

y —
Implement & Evaluate
8, () () (=
Marketing —

/
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Market attractiveness and ability to compete

Blue Ocean, Purple Ocean & Red Ocean and the GE strategic planning matrix

2/16/22

Ability to compete

[\Aarks a'?kcg‘:):ze High - Ui E)rgag\;:ﬂuna\ factors

Market growth = Growth
Market segmentation Share by segment
Competiive nature + Customer loyaly
Market profitability ®
Key Success Factors = * Froftablly.
Market sensitiviy ] = Posifon
« Polical *  Margins
= Economic = Distribution
: iot’v‘al’ = Patents
2 ;&rr;?‘;geym = Technological skills
© Legal «  Brand

* Stengh

* Stalue

. Equity

= Avareness
*  Associations

invest selective harvest
to grow investment or exit
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The business-marketing planning process [CADDIE]

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

Marketing* Audit Report

Discipline reports + SWOT summary presentafion

oo v dadpines wouk aso report

Report on the organizational performance & the situational factors

ito
3

Roport
skaing st
Sy

=

+ the market atiractiveness & abilty to compete

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 audif]

Template for SWOT Presentation

« Atemplate 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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Report
Marketing Audit

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

214

The business-marketing planning process

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

215

The business-marketing planning process

The saegic The business plan - structure
= Executive summary

The statement of strategic intent
The situational analysis

The organisational objectives

Overview of the discipline plans

216
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From business plan to marketing plan

Involves designing & developing the marketing strategies
to achieve the-objectives outlined in the business plan

2/16/22
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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

The marketing planning process

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.

219
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The marketing plan - structure

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

2/16/22
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rketing planning process

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

221

Customer segmentation

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

Demographic: age, gender, occupation, income, disposable income,
family lfe 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

222

74



2/16/22

The total product

Designing & developing the total product

Product decisions will vary, however, a
comprehensive marketing plan will detail
the total product, including the mix of

= Product considerations

= Product layers
= Product components.

223

The total product - product considerations

Product brand

strategy

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.

224

The total product - product layers

E™ Product brand
. strategy

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].
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The total product - product components

Productbrand Product components

strategy

How the product is constructed the qualities that are
embedded in each component
= The goods component
‘The materaland functona propertes
The services component
Facitaing and supporting actles
The ideas component
Branding, pricng, commuricaton
The experience components
The feeings and emotional connections
The people component
Relaining recoverng, educaton,
The place component
Ambient conditons,arteacts, signage, symbols, space, functon, and
locaton

2/16/22
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Brand considerations

Brand considerations

This section will outiine 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

227

Software for Marketing Practitioners

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

Tactics
[evaluation
&

corrective action]

Planning

Strategy
[data libraries + software applications]

www themarketingconcept.com © Dr. Stephen Fanning
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The COMP factors influence all decision-

COMP factors \W:m/

mum /| Customer considerations

A
( % Organisation considerations

Market considerations

F= ) Product considerations

marketing _—_application

s mp

2/16/22

Orgrison consies v roi ssor! s (CONP]
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Situational factors
Jcone- kel

marketing metrics are when
marketing practitioners
‘drill-down’ into the COMP factors

" marketing objectives

230

e y— I The business-marketing planning process [CADDlE]

The strategic planning group

The business plan
Operational | Information |[ Marketing
plany plan plan

Articulation of desired market position
& basis of competition

Customer
[SICEUEEINIM Determine marketing Design & develop Design & develop
Market objectives, amarketngplan gl 2PProprale markeling
Products prioites, budget

action plans

Action plans

velop

www.themarketingconcept.com ©

Stephen Fanning
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The buginase.markatina nlqnning process [CADD'E]

Strategic Business Plan

Market
atractiveness
Abiity
to compete
Corrective
Articulation of desire®market position action
Warketing & basis of compeition
audit T
Strategic Intent
Customer
SlCEURE I Determine marketing Design & devel . Evaluate against
Design & develop esign & develop  INIGIEIEREHNaKel il
Market jectives, :,;f;,e“n:”;:: appropriate marketing ”acﬁon plans 9 ‘marketing objectives
Products priorities, budget action plans & corrective action

Action plans.

New product
development

Implement & Evaluate

The business-marketing planning process [CADDIE]

Market The strategic planning group
The business plan
Ability Finance || Operational |{ Information
to compete plan planry  plan
Articulation of desired market position
Marketing & basis of competition
audit
Strategic Intent
Customer
Organisation & dev .
%\A ey Determine marketing Design & develop Design & develop e
g tion plans
Products priorities, budget

Marketing
plan

y Corrective
action

Evaluate against

ject B e e appropriate marketing carw ‘marketing objectives
el action plans bl & corrective action

Action plans.

New product

development

Implement & Evaluate

The business-marketing planning process [CADDIE]

Market The strategic planning group
The business plan
Ability Finance || Operational || Information || Marketing
to compete plan plan(=y  plan plan
y Corrective
Articulation of desired market position action
Warketing & basis of compeition
audit .
Strategic Intent Tactical Marketing Action Plans
Customer G &)
SLCELEOLR Determine marketing Evaluate against
Design & develop pal aga
Market obj s a marketing plan appropriate MY 4 marketing objectives
Products prioriies, budget action pl

New product
development

2/16/22

: Implement & Evaluate
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Market
ss

o compete

Marketing
audit

Customer
Organisation
Market
Products

Corrective
action

Marketing practitioners
throughout the organisation will
contribute marketing research

priorities, Dudget )
As needed marketing research

Collect & Analyse 2: Design & Develop 3: Implement & Evaluate

2/16/22
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The Strategic Business Planning Group

The board
of directors

Executive
Officer
r

T T 1
Chief Chief Chief

Finance Operations | | Information

Officer

Officer | m Officer

Attculation of desired market position & basis of compefition

_[ The business plan }

Outlines the strategic intent of the organisation

= 3 T T T1
.| Finance | [ Operational | [ Information | ( Marketing ..
plan plan plan plan

236

o compete

Market
ss

Marketing
audit

Customer
Organisation
Market
Products

cess [CADDIE]

Will analyse the reports from
the various disciplines

Corrective
. Articulation of desired market position action
&basis of compeition

Strategic Intent

Beliin devior Design & develop  [ISEEIERERREREING
appropriate marketing action plans

action plans

StMP

Collect & Analyse 2: Design & Develop 3: Implement & Evaluate
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The business-marketing planning process [CADDIE]

SBPG meetings

May commence with — ‘
SWOT presentations i r?heegk‘)i;nae’;g‘gg group

ity | Finance
| o compete - plan

Corrective
action

Articulation of desired market position
1 & basis of competition

Customer

Organisation | ({sEEn=eC Design & develop Design & develop
Market objectives, ik appropriate marketing
Products priorties, budget action plans

New product
development

238

*T'i

%ﬂ;

RTT B,

adopt the marketing concept

Organisatio

) () () (2
Organisation considers the prevaling situational factors [COMP]
3B\, SR\ AN, ATRN. AT\, TN
&/ &/ &/ &/ &/ &/

™" Design and develop a unique marketing philosophy

Nurtures an organisational culture

The business-marketing planning process
articulates organisational objectives
articulates marketing objectives
designs & develops marketing strategies & tactics

Implement & evaluate tactics to
manage COMP factors & achieve agreed marketing objectives

239

The marketing action planning process

240
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% The business-marketing planning process

The strategic planning group

= Will synthesise the information from
the various discipline reports,
presentations & discussions

Then articulate the desired

N outcomes for each discipline in the
business plan

For marketing, it would articulate
the desired

TG

2/16/22
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% The business-marketing planning process

The strategic lanning group The business plan - structure
= Executive summary

= The statement of strategic intent

= The situational analysis

= The organisational objectives

— = Overview of the discipline plans

242

% The business-marketing planning process [CADDIE]

The strategic planning group
The business plan

Market
atractiveness

ity Finance [ Operational [ information | Marketing
o compele plan plan ey —Alan plan
y Corrective
Afticulation of desired market position action
& basis of competiion
Strategic Intent
Customer
Organisation | (iEETRer e Design & develop Design & develop
Market objectives, amarketing plan appropriate marketing
Products | ST aciion plans
$ ( Action plans
New product |
development
StMP
2: Design & Develop
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% The Strategic Marketing Planning Group

Chief The
business
plan

Discipline
Officers

Chief

Marketing
Officer
1

Senior Senior Senior Senior
Marketng Markeing Marketng Marketing
Praciioners Practtoners | | Practioners | | Practtoners

Articulation of desired market position & basis of competition

The marketing plan
Outlines the strategic management of COMP factors

2/16/22
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The business-marketing planning process [CADDIE]

Market The strategic planning group
atractiveness The business plan
Abilty Marketing
o compete pan |~
Corrective
Articulation of desired market position action
& basis of compettion
Customer
isation -
Orgarisation | (GEECEREEER (NN, Design & develop — E
Market objectives, amarketing plan appropriate marketing e m
Products priorities, budge* -

action plans

Actionplans N

New product || | R
development |
svp
velop 3:1m

245

The marketing planning process

[l

Amarketing practtioners objeciives

www themarketingconcept com © Dr._Stephen Fanning
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The marketing planning process

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.

247

Organisations have
2 strategic options
when crafting a UPVP

(89

a low price
with minimal
product augmentation

a higher price
with appropriate
product augmentation

248

% The marketing planning process

| Bl Product positioning strategy -

]

]

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

249
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The marketing planning process

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-tun
consumption activities. Importance varies from
product to product

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

2/16/22
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v

The marketing planning process

Designing & developing the total product

Product decisions will vary,
however, a comprehensive
marketing plan will detail the total
product, including the mix of

= Product considerations
= Product layers
= Product components.

251

The marketing planning process

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
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% The Tactical Marketing Planning Group

Chief I
Marketing marketing
Officer Officer Senior plan
| Marketing |
\ Practitioners J
) () () (B2

The marketing action plans
Details the tactical management of COMP factors

)
—

Midfevel Midlevel Mid-evel Midevel
Marketing Marketing Marketing Marketng

Practioners Pracitoners Practtoners | | Practioners

(

\S18=3=3)

253

arketing action planning process

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

254

The marketing action planning process

Marketing action plans may

managing quality

internal and channel marketing
customer retention

external marketing

sales and salesforce management
software for marketing practitioners
the relational sales process

255
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The marketing action planning process

Two types of marketing action plans
As needed marketing action plans

relate to specific projects, sometimes referred to ad hoc
projects s 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.

2/16/22
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The marketing action planning process

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 detal the increase in
sales revenue, how it reduces costs as a percentage of
sales, bulld the value of the business

257

The marketing action planning process

The structure of the action plans [cont]
= Processes: the processes should be detailed and include

a flow chartfs] of how the actions wil be implemented and
the sequence of events. The process for reporting of
deviations should also be outlined.

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

Th

e structure of the action plans [cont]

Timeline: identiies the various milestones that need to be
achieved and in what time period. Itis 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.

2/16/22
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The marketing action planning process

The structure of the action plans [cont]

Collection and analysis: what information s 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, tertory, department,
Salesperson performance, conversion rates,
Lead times,
Customer satisfaction by productisalesperson

260

The stralegepianning group
Thoess oo

want to be?
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I

Role, scripts, & control
[customers & staff]

Marketing
ion tasks

External communication

Analyse market, design-develop
communicate UPVP

Build B2B
channel harmony

Internal marketing
conversations

Manage
supply & demand

3 financial objctives.

Generate meaningful
conversations

Reward
customers & employees

Manage salespipeline
attract > retain > enhance

Manage pre-purchase
information & risk

Facilitate
profitable exchanges

Facilitate
product delivery

Manage post-purchase
recovery & dissonance

2/16/22
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Marketing action plans

‘ [managing quality]

Directions

263

Marketing action plans

[internal & Channel marketing)

264
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Marketing action plans

[customer retention]

Directions

2/16/22

265

Marketing action plan

[external marketing]

Directio

keting communicationis

influenced by:

266

Marketing action plan

[software for marketing practitioners]

\
f
%

Directions
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Marketing action plans Bestings

[sales & salesforce management]

55

nagement i often a

B
1 O o oo

268

rketing|action plans e Directions

[the relational sales process]

269

The strategr pianning group
plan

The busi

‘Adtion plans

SMP

o L

com® Dr_Stephen Fanning
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L
i

Historic COMP data s

Emergent

Present COMP data

8 2: Design & Develop

2/16/22

COMP data

271

Organisation’s Marketing Audit
philosophy [COMP]

_ Corrective i
actions H

-
i

3 st sat Articulate position
‘ '

i

i

Analyse <
data it Organisation’s
) £ L)

i < 3 objectives

i = == priorities &

i T budget
Evaluate i

performance .

Implement
action plans

272

Marketing is a process directed towards Satisfaction for,the
customer.and organisation - tosbe 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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