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MARKETING PRINCIPLES — SYLLABUS — INTRODUCTIONS
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MARKETING PRINCIPLES — SYLLABUS — GOALS
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MARKETING PRINCIPLES — SYLLABUS — CONTENTS
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MARKETING PRINCIPLES — SYLLABUS — EXPECTATIONS
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MARKETING PRINCIPLES — SYLLABUS — ASSESSMENT
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LECTURER CV
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Create value for customers and build customer relationships

1. Understand
the
marketplace,
customer
needs and
wants

Research the
marketplace,
customer needs
and wants

Segmentation
and Targeting

Manage
marketing

information and
customer data

proposition:
Differentiation
and Positioning

3. Construct an

integrated

marketing
programme

Product (or
service) design
and building
strong brands

4. Build
profitable

relationships

and create

delight

CRM: building
strong relations
with target

customers

Pricing and
making
attractive

Place
(Distribution):
making available

PRM: building
strong relations
with marketing
partners

Promotion:
communicate
customer value

Capture value
from customers
in return

5. Capture
value from

customers to

create profit
and customer

equity

Create customer
satisfaction and
delight

Capture
Customer

Lifetime Value

Increase market
share and share

of customers




STEREOTYPING
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NEEDS & WANTS

Spiritual
™
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MARKETING IN THE ORGANIZATION

Organization's marketing department

Satisfy consumer needs
by designing a marketing
program having the right
combination of:

Concepts for

Discover
products

consumer needs

-

* Product

® Price

* Promotion
* Place

by researching what
consumers needs are

T

Information about needs Praducts, services, ideas

! .

Potential consumers: The market
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Societal responsibility

Publicinterest groups

Ecological environment
General public

Stakeholder responsibility
‘Suppliers/Distributors

Employees
Consumers

Profit
responsibility

Owners/Stockholders
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There is no kind way to rip

o ASHLEY JAMES
the skin off an animal’s back. ,f')) . FOR Pé)TA

Say NO to fur and fur trim.

e
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MARKETING MIX

Marketing Mix  JU,I;U aisewl

 Edmund J. McCarthy's four Ps - 1960

= Product

Promotion . Place

= Promotion
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McCarthy's four Ps

Robert F. Lauterborn &
1990 Lauterborn’s four Cs

proauct price place promotion

= Consumer

= Convenience

CONSUMER COSTS
wants and needs cost to satisfy

CONVENIENCE COMMUNICATION
ease of buying give and take

= Communication




ASSIGNMENT

® What is Marketing SAVE Model?

https://hbr.org/2013/01/rethinking-the-4-ps



https://hbr.org/2013/01/rethinking-the-4-ps

Olodi 45 2l ,lL aisee

7P

o

PRICE PROMOTION = Product

i IEdl

PRODUCT PHYSICAL
7 P EVIDENCE

= Place

= Promotion

* Physical evidence

= Process

PEOPLE

= People



If you can’t explain it simply, you "= ¥% &~
don’t understand it well enough. = & o3l y5b &
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— Albert Einstein Wl 0 S5 S o




LU 5o Jeaxeo

€85 walgs colaiwl xS ¢ digSs Joaxo | (g yiiio
S 0 Sybp 1) (2Ll 5L ax Jaammo 3l oolawl b (g yiieo

'n'ﬂ}' g n;;ri;fr.el.ingi . = ’ )
" =% TS o0 Sibp yie ) G35 o 2 SHo 2
LI B EBECE _
= S "E™ER . o
,§§ : :nend%f%i s o LE, WY gamo L b Jaamo gl
iE_E & : == )
= B S, 5 wim g% AT aly as : e RO PR
it E i 5 1S 11 =, Saisly aisls g W g gus diws 4> g 03103 Sy 4 Jguazxo
Is—ib‘n -3';:"-;2 m
- =

Tl 495 o)l (3lwaiy 9 Jguazo o
TS 2LLLL ) Jgpamo ol pilei (o0 Sloj 4z U

X X < X X X



059! Joguamo [ o0l JuoST J guarxo

e § G yino d sliel &1, oo loss (b g0l

y

£

J

~—

/Delivery " Actual product .
and

benefit |

.y

~

N \
» Features |

)\

\

Core \

|

/
/ » J
" Design

'

/

Packaging -
_-/ : /
_— Wan.anty /

!
]

|

N
N

N

After- \

' sale

\

/

/.



Sl o (Wil g SoB 8 i

ramzan mubarak




CULTURE & VALUE
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NEEDS & ROLE
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Sir Jonathan Paul lve,
Chief Design Officer (CDO)
Apple Inc.




Brand Awareness
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Prestigious to own High

>

Mercedes-Benz
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Financial effectiveness

Low

«TLY,

(E%Q)AAUO|

Low

Expensive

Q]

< SONY
FUJITSU /A0
Low High
Quality Quality
D&LL TOSHIBA
lenovo

yi— 55—}

COMPAQL

Less
Expensive
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PRICE PROMOTION = Product

i IEdl

PRODUCT PHYSICAL
7 P EVIDENCE

= Place

= Promotion

* Physical evidence

= Process

PEOPLE

= People
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Price

P1

P2

(PED>1) iuiS p oY

Lost revenue
from selling at
a lower price |

$

¢ Demand
i
- ﬂ- o o GV FTS O o Gva fms
i i
: Increased !
\ revenue from :
B selling more at 1
: a lower price 1
i ]
i i

a1 Q2 Qty

(PED<I) LiiS o5 ¥

l .
Increased Lost revenue
revenue from g from the
SF"!"& ata contraction in
higher price : ' quantity sold
= oma re e -I
i g
1 A}
1 |
! " Demand
L)
Ql Q2 Quantity
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THIS NOTE ¥ LEGAL TENDEFR
FOR ALL DESTS. PUBLIC AND PRIVATE

Richard Thaler
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Uniqueness Perceived -
by the Customer Low Cost Position

OVERALL
COST LEADERSHIP

Industrywide DIFFERENTIATION

Particular . .
Segment Only FOCUS P
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PRICE PROMOTION = Product

i IEdl

PRODUCT PHYSICAL
7 P EVIDENCE

= Place

= Promotion

* Physical evidence

= Process

PEOPLE

= People
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PRICE PROMOTION = Product
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PRODUCT PHYSICAL
7 P EVIDENCE

= Place

= Promotion

* Physical evidence

= Process

PEOPLE

= People
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»Push (Trade) | Resellers

_ ‘l .l (Wholesalers | 1 Consumers
o5y p (o and Retailers)

Pull Strategy
> Pull C | Resellers |
u ( onsu mer) Manufacturer [ 1 (Wholesalers [ | Consumers

oS gé).;a.o 3 w | | and Retailers)




> PR/Publicity

* Integrated Marketing Communication
(IMC)

= Word of Mouth
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UNITED COLORS
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» Advertisement
* Media
o TV & Radio
o Print
o Outdoor

o Social Media
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> Advertisement
* Purpose
o Brand Awareness

o Direct Response \

o Competitive or Comparative
(next slides)

BUY ONE GET ORE THAI'S

FREE 50 | " i




WE WISH YO
UA EVERYBODY WANTS

SCARY HALLOWEE
NI
; i TO BE A HERO__

>

. g N
- ) -

) '\‘s’
" €~



Thank You .

D | o

Thank you for 100 years of competition.

The previous 30 years were actually a bit boring.

BERKRE, REBEE.

| was not when you were born , You were old when | was bom .




Congratulations to Audi for winning
South African Car of the Year 2006.
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From the Winner of
World Car of the Year 2006.
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Congratulations to BEMW for Winning
Worid Car of the Year 2006

From the Winner of Six Consecutive
Le Mans 24 Hour Races
2000-2006
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Corporate Conscience in the Cola War

Suppose you are a senior execu-

tive at Pepsi-Cola and a Coca-Cola
employee offers to sell you the
marketing plan and sample for a
new Coke product at a modest
price. Would you buy it knowing
Pepsi-Cola could gain a significant
competitive edge in the cola war?
When this question was posed
in an online survey of marketing
and advertising executives, 67 per-
cent said they would buy the plan
and product sample if there were
no repercussions. What did Pepsi-
Cola do when this offer actually oc-
curred? The company immediately
contacted Coca-Cola, which con-
tacted the FBI. An undercover FBI
agent paid the employee $30,000
in cash stuffed in a Girl Scout cookie

box as a down payment and later
arrested the employee and accom-
plices. When asked about the

N NEE T
© Chit Tew

incident, a Pepsi-Cola spokesper-
son said: "We only did what any
responsible company would do.
Competition must be tough, but ¢
must always be fair and legal.”

Why did the 33 percent of re-
spondents in the online survey say
they would decline the offer? Most
said they would prefer competing

oo 6.5'3"'3.)‘)"‘3 )'?.M &‘9';': 4‘3

Lol a3y (US,E 51 (S ST
ethically so they could sleep at (ygslsgs wa J*o)
night. According to a senior adver-

tising agency executive who would W 3 | ‘ & l.o R Lw ‘ ‘
decline the offer: “Repercussions Q"’ﬁ)ﬁ ‘5 ﬁ J ‘-’“ J DLP st
WIS Slpuin Lboudd

go beyond potential espionage
charges. As long as we have a con-
science, there are repercussions.”
So what happened to the
Coca-Cola employee and her ac-
complices? She was sentenced to
eight years in prison and ordered
to pay $40,000 in restitution. Her
accomplices were each sen-
tenced to five years in prison.



ZRIDGESTONE

!I Official Tyre Supplier

THERE’S STILL

A PLACE FOR OTHER
TYRE MANUFACTURERS
IN FORMULA 1"
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PRICE PROMOTION = Product

i IEdl

PRODUCT PHYSICAL
7 P EVIDENCE

= Place

= Promotion

* Physical evidence

= Process

PEOPLE

= People
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Sorry we're looking
for someone aged 22-26

o~
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with 30 years of experience
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