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Figure 1.6 - An Expanded Model of the
Marketing Process
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FIGURE 1.1: The stages of building a marketing plan

Step 1:  Mission, corporate goals and objectives
Define the business, preferably in terms of the benefits you
provide or the needs you satisfy, rather than in terms of
what you make. A comporate goal is a general expression of
the desired corporate outcome. A corporate objective is a
more specific expression of the desired oulcome

Step 2: Assessing the current internal and external
situation

The basis for competitiveness is the company’s internal
resources, capabilities and competencies. These should be
matched with the external opportunities

Step 3: SWOT analysis bulldmg a

Identification of strengths/weaknesses and

opportunities/threats with the goal of identifying the key marketing plan

issues that drive performance

Figure 1.1:The stages of

Step 4:  Segmentation, targeting and positioning
Dividing the market into separate segments is the basis of
targeting and positioning

Step 5:  Strategic market plan (marketing strategy)
Using a portfolio analysis of market attractiveness and
competitive advantage, a strategic market plan and
performance objectives are specified

Step 6:  Tactical marketing plan

On the basis of a specific strategic market plan, a marketing
mix is developed to accomplish the performance objectives
of the strategic market plan

Step 7:  Marketing budget

A marketing budget for the tactical marketing strategy must
have adequate resources allocated to meet the performance
objectives of the strategic market plan

Adjust marketing
plan if necessary

Step 8: Implementation and performance evaluation
Are the strategic market plan and the tactical marketing
strategy producing desired levels of performance with
respect 1o long-term market share, sales revenue and

profitability?
i Yes

Prepare for next year's marketing plan

The performance gap is
sufficiently large that a
re-examination of the
markeling plan is required
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Customer Journey
Buying handbags
Soy online
Milk

See new product Awareness See the product in friend’s
Instagram

Want to look closer Want to look in detail

Look for product information & price, Read the product information

Compare with other brands and reviews

Thinking of buying it, go to Lazada and put it

Thinking of buying it in the cart
Make sure again if it’s right decision Think again whether to buy it for sure or to wait for 9.9
on
“““““““““““““““““““““““““““““““ Purch--—--------
Buy it! ase Let’s buy it

How your marketing activities stimulate customers in each stage?




Brand Building

» The 4 steps to strengthen brand creation




The Four Steps of Brand Building
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What is market segmentation?
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What is market segmentation?
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The Four Steps of Brand Building

ghgﬁ)) )
SN -

~f ot j e ’m lovin’ it

Ensure Establish the Elicit the proper Convert brand
identification of totality of brand customer response to
the brand with meaning in the responses to create an
customers and minds of the brand intense, active
an association consumers identification loyalty
of the brand in and brand relationship

customers’ o meaning between
minds Position customers and

TARGET _ the brand

Communicate Customer

Gt Relations




Step 1: Segmenting, Targeting and
Positioning (STP)
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Purpose and Definition of Segmentation

« Segmentation is really a process of aggregation. The idea is
to pull together groups of customers who resemble each other
on some meaningful dimensions.

« Segmentation is the strategy of developing different
marketing programmes for different customer groups or

segments. It recognizes heterogeneity in the market.




In segmentation, you need to identify the best ways
to segment a market and then pin down the

characteristics of each group -this second step is
called profiling.

Next, you must evaluate the attractiveness of the

segments and select the most appropriate target
markets.

Finally, you need to position your product or service
relative to competitive offerings within the chosen
market segments.
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Benefits of Segmentation

e Segmentation is a particularly useful
approach to marketing for smaller company.
It allows target markets to be matched to
the company competencies and makes it
more likely that the smaller company can
create a defensible niche in the market.

e It helps to identify gaps in the market ie.
unserved or underserved segments. These
can act as targets for new product
development or the extension of the existing
product or service range.

-
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Benefits of Segmentation

e In mature or declining markets it may be
possible to identify specific segments that
Chirracons are still in growth. Concentrating on
growth segments when the overall
market is declining is a major strategy
in the later stages of the product life
cycle.

e Segmentation enables the marketer to
match the product or service more
closely to the needs of the target market. In
this way a stronger competitive position can
be built.




» The dangers of not segmenting the market
when competitors do so should also be
emphasized. The competitive advantage
noted above can be lost to competitors if the
company fails to take advantage of them.

e A company practicing a mass marketing strategy in a
clearly segmented market against competitors operating a
focused strategy can find itself falling between many
stools.




1. For segmentation to be useful customers must differ

from one another in some important respect, and
this can be used to divide the total market. If they were
not different in some significant way, if they were totally
homogeneous, then there would be no need or basis on
which to segment the market.

2. The operational use of segmentation usually requires
that segment targets can be identified by
measurable characteristics to enable their

potential value as a target market to be estimated and for
the segment to be identified.




Components of useful Segmentation

The effective application of

Soerrsvere

vire 2\ segmentation strategy also requires that

selected segment be ISOlated from
the remainder of the market, enabling

them to be targeted with a distinct
market offering. Where segments are
not distinct they do not form a clear
target for the company’s marketing
efforts.




STP Process

 Segmentation is the first part of the STP Process
which consists of:

OSegmentation: identifying the most productive
bases for dividing a market, identifying the
customers in different segments and developing
segment descriptions.

OTargeting markets: evaluating the attractiveness
of different market segments, parts of
segments(niches) or groups of segments, and

choosing which should be targets for marketing.

OPositioning: identifying the positioning of
competitors( in the market and the target segments
or niches), to develop the firm’s won positioning
strategy.
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The STP approach to segmentation

FIGURE 6.1: The STP of market segmentation

Segmentation
e Choose variable for segmenting market
* Build a profile of segments
* Validate emerging segments

¥
Targeting

* Decide on targeting strategy

¢ Identify which and how many segments should be targeted

¥

Positioning
* Understand consumer perceptions relative to competitive offerings
* Position products in the mind of the consumer
¢ Design appropriate marketing mix to communicate positioning




Product

STP Process

Segmentation

Identifying meaningfully different groups
of customers,

Targeting

Selecting which segmentis) to serve.

Positioning

Implementing chosen image and appeal
to chosen segment.

Distribution

Promotion




