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Marketing

Creating and Capturing Customer Value
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Objective Outline

Objective 1:
e What is Marketing?

Objective 2:

* Understanding the Marketplace and Customer Needs

Objective 3:

e Designing a Customer-Driven Marketing Strategy
* Preparing an Integrated Marketing Plan and Planogram

Objective 4:

e Building Customer Relationships
e Capturing Value from Customers

Objectve 5:
 The Changing Marketing Landscape







What is marketing?

« Simplest Definition: Marketing is managing
profitable customer relationships

e Marketing is the process by which companies

create value for customers and build strong

customer relationships in order to capture value
In return




G 8:16

The Secret Behind Coca-Cola Marketing
Strategy

ThoughtCatalyst - 1.3M views - 3 years ago




What Is Marketing?

The Marketing Process

Create value for customers and : Capture value from
build customer relationships : customers in return
Construct an :
Understand the Design a integrated Build profitable - Capture value
marketplace and * customer-driven marketing program * relationships and from customers to
customer needs marketing that delivers create customer create profits and
and wants strategy superior value delight : customer equity
Copyright© 2012 Pearson Education, Inc 1-4
Publishingas Prentice Hall




Objective 2: Understanding the
Market Place and Customer Needs




Understanding the Market Place and
Customer Needs

» Customer Needs,Wants, and Demands

> Market Offerings-Products, Services, and
Experiences

» Customer Value and Satisfaction
» Exchanges and Relationships
> Markets




e

Understanding the Market Place and

Customer Needs
Customer Needs,Wants, and Demands

e Needs: States of self deprivation

e Wants: The form of human needs take as they
are shaped by culture and individual personality

e Demand: Human wants that are backed by
buying power
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Understanding the Market Place and
Customer Needs

e Needs: States
of self MASLOW'S

deprivation PERERT

Abraham Harold Maslow (A 1, 1908 - June 8, 1970)
was a psychologist who studied posifive
human qualities and the lives of exempla-
1y people. In 1954, Maslow created the
Hierarchy of Human Needs and

expressed his theories in his book,
Mofivati ip iy,

OF NEEDS

ACCEPTANCE OF FACTS
(SELF-ACTUALIZATION)

Self-Actualization - A person's
motivation to reach his or
her full potential. As shown
in Maslow's Hierarchy of
Needs, a person's basic
—\\ needs must be met

FRIENDSHIP, FAMILY,
SEXUAL INTIMACY

257 ( LOVE/BELONGING ) ¥
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Lets Practice Maslow’s Hierarchy of
Needs

CEOs, please discuss with your team for 15 mins

Then have representative for your group to name a “brand” for
cach level of the hierarchy. ..

r 2\
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MASLOW'S (B
H‘ERARCHY sg% Abraham Harold Maslow (Apd 1, 1908 - June 8, 1970)
/ jst who studiied positiv
OF NEED s m‘;ﬁ&m wl?t;:\op:y:uhgﬂf:ond <t)hse lives of exer:plo-
\& ) ACCEPTANCE OF FACTS ry people. In 1954, Masiow created the
(SELF- ACTUALIZATION ) Hierarchy of Human Needs and
ABRAHAM ELF-ESTEEM, CONFID

expressed his theories in his book,
i P iy,

MASLOW

£ g\
- — Self-Actualization - A person's
motivation to reach his or
her full potential. As shown
in Maslow's Hierarchy of
Needs, a person's basic
—\\ needs must be met
A\ before self-actualiza-
fion can be
achieved.

v FRIENDSHIP, FAMILY,
‘&@3 SEXUAL INTIMACY
LOVE/BELONGING

’-‘%w
PHYSIOLOGICAL
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WHY MASLOW'S /\
HIERARCHY

OF NEEDS A
MATTERS

y

Physiological needs

6:29

THE Why Maslow's Hierarchy Of Needs

00
4305y Matters

The School of Life - 1.2M views - 2 years ago
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Understanding the Market Place and
Customer Needs

e \Wants:
The form
of human
needs
take as
they are
shaped by
culture
and
Individual
personality
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Understanding the Market Place and
Customer Needs

e Demand:
Human wants
that are
backed by
buying power
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Understanding the Market Place and
Customer Needs

Market Offerings-Products,
Services, and Experiences

e Market offerings: Some
combination of products, =
services, information, and
experiences offered to a
market to satisfy a need or
want =




Understanding the Market Place and
Customer Needs

Market Offerings-Products,
Services, and Experiences

e Marketing myopia: The
mistake of paying more
attention to specific
products a company offers
than to the benefits and
experiences produced by
these products An Introduction to Theodore Levitt's

Marketing Myopia




Understanding the Market Place and
Customer Needs

Customer Value and Satisfaction
* Meeting expectations
e Setting too high expectations — Dissapointment

e Customers Delight
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Understanding the Market Place and
Customer Needs

Exchanges and Relationships

e Exchange: The Act of obtaining a desired object
from someone by offering something in return




e
Understanding the Market Place and

Customer Needs

Exchanges and Relationships

e Relationships: Marketing
consists of actions taken to

create, maintain, and
grow desirable

exchange relationships

with target audiences involving a
product, service, idea, or other
object

e Companies want to build

strong relationships
by consistently delivering

superior customer
value




Understanding the Market Place and

Customer Needs
Markets

e Market: The set of all actual and potential buyers
of a product or service




Understanding the Market Place and
Customer Needs

Markets




Understanding the Market Place and
Customer Needs

Markets




Understanding the Market Place and
Customer Needs

Markets




Understanding the Marketplace and Customer Needs

® FIGURE | 1.2
A Modem Marketing System
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Objective 3: Designing a Customer-
Driven Marketing Strategy




Street G Johnny Lau - 55K views - 7 years ago




Designing a Customer-Driven
Marketing Strategy

Selecting Customers to Serve-

e The company must first decide whom it will serve

e By dividing the markets into segments of
customers( market segmentation)

e Selecting segments to go after(target marketing)




Designing a Customer-Driven
Marketing Strategy

Next step....Decide on how to serve targeted
consumers- how it will differentiate and

POSItION itself in the market placeb- Develop
Brand's Value Proposition

e Value proposition is the set of benefits or values it
promises to deliver to consumers to satisfy their
needs.




1. Uber — The Smartest Way to Get Around

Few tech companies are as polarizing or widely criticized as Uber. As one of the most
vocal proponents of the empowerment offered by the so-called “gig economy,” Uber has
deservedly taken a lot of heat for denying its drivers the basic protections afforded to
legal employees, been subject to national and even governmental scrutiny for its decision
to incorporate in Bermuda to avoid its corporate tax obligations, and is generally the
poster child for why everyone hates Silicon Valley’s unique brand of “disruption.”

One thing Uber most definitely does right, however, is its unique value proposition.

UBER Ride  Drive EINDACITY  HELP  SIGNIN

Tap the app, get a ride

Uber is the smartest way to get around. One
tap and a car comes directly to you. Your
driver knows exactly where to go. And

payment is completely cashless

MORE REASONS 10 RIDE »

Uber's value proposition, offering uber convenience




2. Apple iPhone — The Experience IS the Product

Even in today’s oversaturated consumer electronics marketplace, it's hard to imagine a
more iconic product than the Apple iPhone. It’s also difficult to imagine a product with as
much competition as Apple’s flagship mobile device, so what sets the iPhone apart from
the (literally) hundreds of competing devices on the market?

Why there's nothing
quite like iPhone

Every iPhone we've made — and we
mean every single one — was built on the
same belief. That a phone should be more
than a collection of features. That, above
all, 2 phone should be absolutely simple,
beautiful, and magical to use.

Apple’s Iphone value proposition, offering unique experience




The STP Process
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Designing a Customer-Driven
Marketing Strategy

e The Production Concept: the idea that consumers
will favor products that are available and highly
affordable; therefore the organization should

focus on improving production and distribution
efficiency
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Designing a Customer-Driven
Marketing Strategy

Product concept:
The idea that
consumers will favor
products that offer
the most quality,
performance and
features; therefore,
the organization
should devote its
energy to make
continuous product
Improvements

“Evolution of Apple iPhone”




Designing a Customer-Driven
Marketing Strategy

e Selling Concept: The idea that
consumers will not buy enough of the
firm's products unless the firm
undertakes a large-scale selling and
promotion effort




e

Designing a Customer-Driven
Marketing Strategy

e Marketing Concept: A philosophy in which achieving
organizational goals depends on knowing the needs
and wants of target markets and delivering the desired
satisfactions better than competitors do.

JUSTRD ORI




Designing a Customer Value-Driven Marketing Strategy

Marketing Management Orientations
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e

Designing a Customer-Driven
Marketing Strategy

e Societal marketing concept: The idea that a company's
marketing decisions should should consider consumers'
wants, the company's requirements, consumers' long run
Interests, and society's long-run interests




Designing a Customer Value-Driven Marketing Strategy
Marketing Management Orientations
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Objective 3: Preparing an Integrated
Marketing Plan and Program




e

Preparing and Integrated Marketing
Plan and Program

» The marketing program builds customer relationships by
transforming the marketing strategy into action.

> It consisted of a firm'a marketing miX(4PS), the set of
tools the firm uses to implement its marketing strategy

» The firm must blend each marketing mix tool into a
comprehensive Integrated marketing program

that communicates and delivers that intended
value to chosen customers.




Objective 4: Building Customer
Relationships




Acquiring new customers

Retaining Acquiring

#MarketingGyan




Building Customer Relationships

e Customer
Relationship
I\/Ianagement: The SATISFACTION LOYALTY
overall process of W - L @
building and e cUSTOMER N\l
maintaining RELATIONSHIP
profitable customer —x >
relationships by «,)
delivering superior MARKETING IMPROVEMENT

customer value and
satisfaction.




Building Customer Relationships

Relationship Building CUSTOMER
Blocks:

. Customer —perceived PERCEIVED

value: The customer's VALUE
evaluation of the
difference between the
benefits and all the Personnel Benefit |  Monetary Cost
costs of a marketing
offer relative to those
of competing offers Service Benefit]  Energy Cost

mage Benefit] Time Cost

Total Customer Benefit Total Customer Cost

Product Benefit Psychic Cost




Building Customer Relationships

Relationship Building Blocks:

e Customer satisfaction: The extent to which a
product's perceived performance matches a
buyer's expectatations.




Building Customer Relationships

Customer Relationship Levels and Tools
Frequency Marketing Programs —loyalty programs

Exclusive wvovie Benefit for <ESoRetin
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The Changing Nature of Customer
Relationships
Relating with More Carefully Selected Customers

Applying the
80/20 Rule to
Your Business

In assessing risks for an upcoming
project, select the risks that pose
the highest potential for damage.

Focus on the 20% of your
customers that make up
the bulk of your revenues.

’ . When evaluating mid-year progress
Identify opportunities to shed the 80% on goals, focus on the few that are

that drive 20% revenue for customers most critical to your success.
that drive better results. P RIN C IPLE

= THIRD EDITION

b the balance The Secret to Achieving
More with Less

RicaArD KocH
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The Changing Nature of Customer

Relationships
Relating More Deeply and Interactively
Customer-managed relationships:

Marketing relationships in which customers,
empowered by today's new digital technologies

Interact with companies and.with each otherto
shape their relationships /4 with brands.




The Changing Nature of Customer
Relationships

Relating More Deeply and Interactively

Customer-generated marketing: Brand exchanges
created by consumers themselves — both invited
and uninvited by which consumers are paying an
Increasing role in shaping their own brand
experiences and those of other consumers




Partner Relationship Management

e Partner relationship management: Working
closely with partners in other company
departments and outside the company to jointly
bring greater value to customers
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Objective 5: Capturing Value from
Customers




Creating Customer Loyalty and
Retention

e Cutomer Lifetime Value (CLV): The value of the
entire stream of purchases a customer makes
over a lifetime of patronage.

Inactive Nonprofit Able Active Proftable Very Active Very Profitable

fom Customers Customers
20,

20

MEDIUM
CLV

Number of customers
~ - " x




Growing Share of Customer

e Share of Customer: The portion of the customer's
purchasing that a company gets in its product
categories




Building Customer Equity

e Customer Equity: The total combined customer
lifetime values If all the company's customers




Building Customer Equity

e Building the Right Relationships with the Right Customers




Managing Customer Relationships
and Capturing Customer Value

High

Butterflies True friends

Potential profitabiity

Low

Short-term Long-term

Projected loyalty

® FIGURE | 1.5
Customer Relationship Groups
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Objective 5:The Changing Marketing
Landscape




The Changing Marketing Landscape

> The Changing Economic Environment
> The Digital Age

> The Growth for Not-for-Profit Marketing
> Rapid Globalization

> Sustainable Marketing- The Call for More
Social Responsibility




So, What is Marketing, Pulling It All

Together




Figure 1.6 - An Expanded Model of the
Marketing Process

Understand the
marketplace and
customer needs

and wants

4

Research
customers and
the marketplace

Manage marketing
information and
customer data

-

Create value for customers and
bulld customer relationships

Harness markebing
technology

communicate the
value proposition

Manage global
markets

Ensure environmental and

Construct an
Design a ntegrated Budid profitable
customer-driven marketng program relatonships and
marketing * that delivers * create customer
strategy superior value delight
Select customers Product and Customer
to serve: market service design relationship
segmentation and buiki strong management. build
targeting brands strong relationships
with chosen
oW e customers
Decide on a value Pricing
proposition: create real value :
differentation and Partner relationship
positioning : management: budd
Distribution strong relationships
manage demand with marketing
and supply chains partners
Promotion

social responsibility
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Capture value from
customers in return

Capture value

from customers to |

create profits and |
customer equity

Create satisfied,
loyal customers

Capture customer
lifetime value

Increase share of
market and share
of customer
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