BACHELOR OF
B ECONOMICS

h THAMMASAT UNIVERSITY

BA 291 Introduction to Business
Session 7/

Marketing and Communications

By Ajarn Suwalya K.
June 30, 2020




Startup Marketing Framework from Aj. Chayanin’s class

MARKET Market/Product Fit PRODUCT
—_——— T e e —
A A
Model/Market Fit Product/Channel Fit
A v
MODEL Channel/Model Fit CHANNEL
— T T aee—— e —

Copyright: Brian Balfour and Reforge Inc. http://reforge.com, http://coelevate.com.



e e
2l - v

The Executive Summary
The Industry

Market Analysis
Competitive Analysis
Marketing Plan
Operating Plan

Financial Plan
Appendices and Exhibits
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Business Plan Outline
The Writing a Business Plan Series
By Susan Ward

Business Plan

Thinking of writing a business plan? Here is a business plan outline, listing the sections in the
order in which they will appear in your completed plan with a brief explanation of each section to
help you get organized and guide you through the process.

The Executive Summary!
While appearing first, this section is written last. It summarizes the key elements of the entire

business plan. (Executive Summary Example?)

The Industry?
An overview ofthe industry sector that your business will be a part of, including industry trends,
major playersin the industry, and estimated industry sales. This section will also include a

summary of your business's place within the industry. (Business Plan Example: Industry Section*)
Market Analysis®

An examination of the primary targetmarket for your productor service, including geographic
location, demographics, your target market's needs and how these needs are being met currently.

Competitive Analysis®

An investigation of your directand indirect competitors, with an assessmentoftheir competitive
advantage and an analysis of how you will overcome any entry barriers to your chosen market.

7

Adetailed explanation of your sales strategy, pricing plan, proposed advertising and promotion
activities, and product or service's benefits.

Management Plan®
An outline ofyour business's legal structure and management resources, including your internal

management team, external managementresources, and human resources needs.

Operating Plan?

Adescription of your business's physical location, facilities and equipment, kinds of employees
needed, inventory requirements and suppliers, and any other applicable operating details, such as
adescription of the manufacturing process.

Financial Plan'°
Adescription ofyour funding requirements, your detailed financial statements, and a financial
statement analysis.

Appendices And Exhibits

Any additional information that will help establish the credibility of your businessidea, such as
marketing studies, photographs of your product,and /or contracts or otherlegal agreements
pertinent to your business.
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~ The mission and vision statement

The foundation of any marketing
plan is the firm’s mission and

vision statement, which answers
the question, ‘What business are
we in and where should we go?’



Mission statements,
aims and objectives
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Mission statement

e A mission statement is a short written
statement of the purpose of an organisation.
The mission statement should guide the
actions of the organisation, spell out its
overall goal, provide a sense of direction, and
guide decision-making.



it UNilever

* Our mission is to add Vitality to life. We meet everyday needs for
nutrition, hygiene and personal care with brands that help people look

good, feel good and get more out of life.
* Purpose: to add Vitality to life
* Business: nutrition, hygiene and personal care

* Values: look good, feel good and get more out of life.
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Business in Action: Thriving in the Digital
Enterprise

Ninth Edition, Ninth Edition

GLOBAL £
EDITION '

Business in Action Chapter 12

NINTH EDITION

The Art and Science of
Marketing

Courtland L. Bovée * John V. Thill

@Pearson Copyright © 2020 Pearson Education Ltd. All Rights Reserved.



Marketing in a Changing World

* Marketing

— The process of creating value for customers and
building relationships with those customers in order to
capture value back from them




The Role of Marketing in Society of3)

 Needs
— Differences between a
person’s actual state and his mzm;
or her ideal state; they of Needs

provide the basic motivation
to make a purchase

 Wants

— Specific goods, services,
experiences, or other
entities that are desirable In
light of a person’s
experiences, culture, and
personality

@ Pearson



The Role of Marketing in Society (of3)

* Exchange process
— The return

 Transaction

— act of obtaining a desired
object or service from another
party by offering something of
value in An exchange of value
between parties



The Role of Marketing in Society @of3)

« Utility
— The power of a

Types of Utility

good or service
to satisfy a s N
human need in"g ﬁagfini';ee dizt:les CAN SATISFY THE BUT CANNOT SATISFY
U, ¥ NEED WITH: THE NEED WITH:
) Will pay $50.
Form, time,
place, _ Form utility Size 8 shoes Size 10 shoes
possession
e : . Size 8 shoes in
Place utility Size 8 shoes in Duluth [6s Angeles
Time utility Size_z 8 shoes in Duluth Sizg 8 shoes in Duluth
available now available next month
Possession Size 8 shoes in Duluth Size 8 shoes in Duluth
utility available now for $50 available now for $80
1219




The Marketing Concept @of2

- Marketing concept

— An approach to business management that stresses
customer needs and wants, seeks long-term
profitability, and integrates marketing with other
functional units within the organization
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The Marketing Concept of2

- Relationship marketing

— A focus on developing and
maintaining long-term
relationships with customers,
suppliers, and distribution
partners for mutual benefit

RELATIONSHIP
MARKETING

« Customer loyalty

— The degree to which customers
continue to buy from a particular
retailer or buy the products of a
particular manufacturer or
service provider

Happy Customer

@ Pearson



Acquiring new customers
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Retaining Acquiring

#MarketingGyan




Exhibit 12.1 The Selling Concept Versus
the Marketing Concept

The Selling Concept

 Advertising
~ andseling
The Marketing Concept -
il
- Conversational

N
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Challenges in Contemporary Marketing

* Involving the customer in the marketing process
- Making data-driven decisions

- Conducting marketing activities with greater concern for
ethics and etiquette

TECHNOLOGY
MEGATRENDS
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Exhibit 12.4 Buyer Decision-Making

Customer can perceive

or in some vague way.

: .- Aneedis  _ Perception of need can be created by external
the need, either explicitly forces, such as advertising or a sales call.

Decision process is modified as
needed based on the outcome.

Purchases can range
from nearly automatic,
unthinking decisions to
life- or company-changing
events.

Customer identi-

fies and prioriti-
Primary strategy is to iy d_ec SRO)
minimize time and effort; crner_la, often
if the last purchase to fill Resding o miske
this need was satisfactory, compromises
customer will likely repeat and difficutt
trade-offs.

the process.

Consistency builds habits;
if the purchase worked
out as expected, the
customer probably won't
think twice about it.

Buyer collects
information
about the avail-
able alternatives,
sometimes with
the help of tech-
nical experts; for
both consumers
and businesses,
this can include
a make-or-buy
decision.

Alternative solu-
tions are put to
the test, either
“on paper” or in
realistic scenar-
ios; feedback
from other buy-
ers (via social
media and other
channels) can

play a major role.

If the most attra-
ctive alternatives
are available
from more than
one source,
buyer evaluates
these sources as
well.

The solution that
fits the criteria
the best is selec-
ted and pur-
chased; financ-
ing options

often need to be
considered as
well.

After the product
is put to use or
the service is ex-
perienced, buyer
evaluates the
outcome.



Exhibit 12.5 The Strategic Marketing
Planning Process

3. Develop marketing strategy

* Divide market into strategically productive segments
¢ Choose best-fit segments

¢ |dentify ideal position in minds of target customers

* Develop marketing mix|



Assessing Opportunities and Setting
Objectives @of2)

* Market penetration
— Selling more of a firm’s existing products in the markets
it already serves — example orange juice
* Product development
— Creating new products for a firm’s current markets —
example Iphone
- Market development

— Selling existing products to new markets — example
Europe market

@ Pearson



Assessing Opportunities and Setting
Objectives @of2)

 Diversification
— Creating new products for new markets — CP group

 Market share
— A firm’s portion of the total sales in a market




Market share

OUR COMPANYS RANKED BY INTESBRAND

FLAGSHIP PRODUCT AS THE WORLD™S THIRD OUR BRANDS CAPTURE APPRONIMATELY
M' HAS BEEN PROUDCY MOST VALUABLE BRAND, $1 OUT OF EVERY $4 CONSUMIRS SPEND

SERVED SINCE MAY §, WITH 2015 VALUE OF ON NONALCOMOUC READY-TO-DRINK

1 88 6 57 8 ; 48 BEVERAGES WORLDWIDE

3,800+
PRODUCTS
WORLDWIDE
Our portfolio includes 2 O billion-dollar brands:

Cotli POWERADE 0(4«6 O @®a¥  DASANI vitathinwater M
omply Cag () Coke = & -

SPARKUNG BEVERAGES
STRL BEVERAGES

READY-TO-DRNK JUICE
AND JUICE DRINKS

READY-TO-DRINK COFTEE

18 OF OUR TOP
20 BRANDS

HAVTE A LOW- OR NO-CALORE ALTERNATIVE
OR AR LOW- OR NO-CALO®

NOTE SOHWEPPES S OWNED BY THE COMPANY IN CERTAIN COUNTRIES OTHER THAN THE UNITED STATES



Exhibit 12.6 Pursuing Market
Opportunities

Existing
§ Lowest risk
: o
a Highest risk
New

Existing Markets New



Dividing Markets into Segments @ or3)

« Marketing Strategy

— An overall plan for marketing a product; includes the
identification of target market segments, a positioning
strategy, and a marketing mix

 Market

— A group of customers who need or want a particular
product and have the money to buy it

* Market segmentation

— The division of a diverse market into smaller, relatively
homogeneous groups with similar needs, wants, and
purchase behaviors

@ Pearson



Dividing Markets into Segments o3

 Demographics
— The study of statistical characteristics of a population

* Psychographics

— Classification of customers on the basis of their
psychological makeup, interests, and lifestyles




Dividing Markets into Segments o3

« Geographic segmentation

— Categorization of customers according to their
geographical location

- Behavioral segmentation

— Categorization of customers according to their
relationship with products or response to product
characteristics




Choosing Your Target Markets

- Target markets

— Specific customer groups or segments to whom a
company wants to sell a particular product

— Undifferentiated, differentiated, concentrated, and
Individualized




Exhibit 12.7 Market-Coverage
Strategies

Undifferentiated Marketing Concentrated Marketing

. Market
© SegmentA

Differentiated Marketing Micromarketing/Individualized Marketing

~ Segment A |

Market
Segment B

Market
Segment C




Staking out a Position In Your Target

Markets

« Positioning
— Managing a business in a way designed to occupy a
particular place in the minds of target customers

Mapping - Man Deodorant
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Types of Innovations.

Profit Product
Model Perfor-
mance

Profit Model
The way in

which you
make money

@ Pearson

Network

Connection
with others
to create
value

Config

S

uration

Structure

Alignment of
your talent
and assets

Process

Signature or
superior
methods for

doing your work

Product Brand
System

Product Channel Customer

System , Engagement
How your offerings

Complementary are delivered to Distinctive

products and customers and interactions

services users you foster

Customer
Engage-

ment

Offering Experience

Product Service Brand
Performance

Support Representation
Distinguishing enhancements of your offerings
features and that surround and business

functionality

your offerings



Product innovations ....

FROM THE MAKERS OF
“MINT WHITENING, "

8 TYPES OF NOW THERE'S ;
“WHITENIN >
INNOVATION NG i\
@@
INCREMENTAL LINE EXTENSION

OUR ORIGINAL 7
CONCEPT WAS
A DRONE.

—

WATERED DOWN

COPYCA FAD
WED BETTER LETSAPDMORE || ¢, _ THATLL
DO ANOTHER FB FEATURES ON “d 7 NEVER
TRIAL TO TEST 2 I\
THE FONT. g R
OVERANALYZED ||OVERCOMPLICATED|| BREAKTHROUGH

® marketoonist.com



Innovation for Startups

Innovation
Ecosystem

Startup
Ecosystem



Most successful startups...

¥

Tr=8Ln

¥+ slack Y

Oporift < buffer

amazon o\ airbnb

o

TaskRabbit

a6 Basecamp nTercoM  MailChimp  wework

Etsy &3

HubSpot

() shopify



The Marketing Mix

The Marketing Mix
« Marketing mix

— The four key
elements of
marketing
strategy:
product, price, |
distribution, and Mix
Customer Promotion
communication

Marketing }

How will the products




Exhibit 12.8 The Marketing Mix

Communication:
Bidirectional conversation

about customer needs and
/ ways the company can
meet them

Distribution:
Systems for connecting
customers with those P>
products, including online
and physical retailing

Price:
Monetary value asked in

exchange for the products
offered




The Marketing Mix

Marketing Mix Example — iPhone6

Product

Advanced smartphone
Leading-edge performance
High-res camera
Vast App ecosystem

£539-£789 depending on
configuration

Discounted if bought with data

tariffs

Promotion

Widespread launch PR

Social media

Extensive online & other
media advertising
Product placement

Direct from Apple
Sold by mobile phone
networks most electronic
retailers / e-tailers

tutor2u




Business in Action: Thriving in the Digital
Enterprise

Ninth Edition, Global Edition

GLOBAL £
EDITI '

NINTH EDITION

Business in Action Chapter 14

Customer Communication
and Product Distribution

Courtland L. Bovée * John V. Thill

@Pearson Copyright © 2020 Pearson Education Ltd. All Rights Reserved.






Engage
Educate
Excite



Customer Communication

 Social communication model

— An approach to communication based on interactive
social media and conversational communication styles




Exhibit 14.1 The Social Model of
Customer Communication

d
o §d
T

Conventional Promotion:
“We Talk, You Listen”

Tendencies
Publication, broadcast
Lecture
Intrusion
Undirectional
One to many; mass audience
Control
Low message frequency
Few channels
Information hoarding
Static
Hierarchical
Structured
Isolated
Planned
Resistive

QO
‘ ‘
o
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The Social Model:
“Let’s Have a Conversation”

Tendencies
Conversation
Discussion
Permission
Bidirectional, multidirectional
One to one; many to many
Influence
High message frequency
Many channels
Information sharing
Dynamic
Egalitarian
Amorphous
Collaborative
Reactive
Responsive



Customer Communication: Challenges,
Strategies, and Issues

1. Establish clear communication goals
2. Define compelling messages to help achieve those goals

3. Outline a cost-effective media mix to engage target
audiences




Establishing Clear Communication
Goals

Generating awareness

Providing information and creating positive emotional
connections

Building preference

Stimulating action

Reminding past customers




Defining Customer Messages

Elements of the Communication Process

‘_‘i’ he Sender I— I—— The Receiver

' |

The Medium ] The Message

Yeah!
Be there by B8:30.

The Feedback

ThoughtCo.

@ Pearson



Defining Customer Messages

The Communication Process
ENECOD

| always see Jane
hanging out with
friends at

McDonald’s.

MESSAGE

Hi, Jane. Do you want to grab a burger
with me at McDonald’s after school?

/

ohn hasa

that mess.

Whoa, she'’s
old. | didn’t
realize that
she has kids!

No thanks, John. | promised to cook
dinner for my family, tonight.

FEEDBACK

down easy.

Mary told me that

girlfriend. I don’t
wantto get into




Defining Customer Messages

Send Noise Receive
message RS
Encode Encode
Decode Decody o
s

o
S!gnal
K 7 P
/ \ Feedback

0

0

2 Channel

. Receive sSend
message message

SENDER RECEIVER

The Shannon-Weaver model of communication



Defining Customer Messages

The Encoding — Decoding Model

s Tha Media The audience
DECODE the

ENCODE gy v
. o essages
ideologies into

— an active process —
the media texts they think!




Defining Customer Messages

- Core message

— The single most
important idea an
advertiser hopes to
convey to the target
audience about its
products or the
company

BRAND PROMISE

The value proposition in one
sentence. Clearly states the
specific benefit.

BRAND TAGLINE

A bigger, holistic, state of
being. A philosophy.

Simple and easy to understand

Can have deeper, layered
meanings

Indicates a solution to a problem

Inspires a feeling




Defining Customer Messages

- Core message

Brand Tagline Examples

TAGLINE THE FEELING THE BRAND INSPIRES

Don’t follow the crowd, be a trendsetter.

Think different Be new, fresh.

Justdo it Be energized. You can achieve anything.

L'OREAL Because you're worth it Love and pamper yourself. You're special.

@ Pearson



Defining Customer Messages

- Core message

BRAND BRAND VALUE

PROMISE PROPOSITION

Fe&x The World on Time On-time deliveries
M Eat Fresh Fresh food

Cmba Nk The citi never sleeps 24-hr banking

@ Pearson



Exhibit 14.2 The AIDA Model of

Persuasive Communication- In general

I
Get How we
wealthy,
and
—| happy!
Hey, | want to be OK, prove that
healthy, wealthy, you can help
and happy! me.
Attention Interest

Catch the audience’s
eyes and ears, then get
people to pay attention
to your message amid
all the other messages
clamoring for their
attention.

Provide concise points
that “pay off” the promise
you made to get their
attention as you build a
case that you can meet
their individual needs.

Details
details details
Free trial
Endorsements
Guarantee

' Can you really
deliver on that
promise?

Desire

Move prospects from
“I'm interested” to “l want
this” by continuing to
show how your solution
will benefit them and by
removing any doubts.

10% off
if you
order
today!

f

That makes it
even better.
Let’s do this!

Action

Motivate them to take
action, whether that is
seeking more information,
making a decision in your
favor, or making a
purchase.



Communication

« Communication mix

— A blend of
communication
vehicles— advertising,
direct marketing,
personal selling, sales
promotion, social media,
and public relations—
that a company uses to
reach current and
potential customers

@ Pearson

Advertising

Personal , Sales
selling promotion

Marketing

' communications
Interactive mix Events and

marketing experiences |

Direct PR and
marketing publicity




Exhibit 14.3 Message Integration In
Customer Communication

Advemsmg Fnends
Somal networks
Direct marketlng Peer group

e L[ T YL //’/__\ Farmlyr

_‘_____._._- Colleagues
-« Social media contacts

Sales promotion

< ———— Celebrities
Sc}mal media 1“"‘*““—- Competing marketers

Publlc: relations News media
Personal experience




Assembling the Communication Mix

* Integrated Marketing Communications (IMC)

— A strategy of coordinating and integrating
communication and promotion efforts with customers
to ensure greater efficiency and effectiveness

News Feeds

W~ Personal Relationships
/ N\

‘\
' INT=GRAT=D
=1
=
Social ‘ =3
Networks : NRRK=TI G Text, Mobile Web
/ i \

3¢ COMMUNICATION "=~

rivices: ) CAPITALIZING ON THE ' .
eviews J Newspaper Ads,
MULTI-CHANNEL LIFE

Articles
o T0 CREATE A D
| COMPETITIVE ADVANTAGE L

o
In-Store \ : / N " 4 Website, Online
Experience \/ mentions, Ads
i ‘
—_—
Frmail




Communication Laws and Ethics

« Marketing and sales messages must be truthful and non-
deceptive

* You must back up your claims with evidence
- “Bait and switch” advertising is illegal

» Marketing messages and websites aimed at children are
subject to special rules



Advertising

- Advertising

— The delivery of announcements and promotional
messages via time or space purchased in various
media

> O Varle SN
N 2% ‘iy!?ﬁ?"_ V4
' - Vi . o | ' ,-;‘ ! b, :
b " : -




Advertising Appeals

« Advertising appeal

— A creative tactic designed to capture the audience’s attention
and promote preference for the product or company being
advertised

— Logic, emotion, humor, celebrity, sex, music, scarcity

McDonald’s introduces
BigMac, |

A meal disguised as

a sandwich.




Exhibit 14.4 Emotional and Logical
Appeals

Balancing Emotion and Logic
Example: promoting an electronic security system

Consumers Businesses

Emotion Logic Emotion Logic
“Are your loved ones and your “Reduce inventory loss and
most precious possessions property damage—and get a better
safe from intruders?” deal on your facilities insurance”

@ Pearson



Emotional Appeal

“I don't want other people to
decide who I am. I want to
decide that for myself.”

- Emma Watson

SAVE SYRIA'S
CHILDREN

Four Million Children Need
Food, Care and Protection

" 'Donate Now >



Rational Appeal

RATIONAL APPEAL

The functional benefits of a product is highlighted. Industrial buyers are most
responsive to rational appeal. This is generally product oriented appeal.

Types:-
High quality appeals
Low price appeals
- Long life appeals
Performance minted appeals
Scarcity appeals
Economy appeal
Ease to use oriented appeals

]}"J:_f}"/r
2X more absorbent’
So you can USE LESS.

1 shewt won't guit
' _alud
Dol
™ g

2000 CALORIESL YT\ |
1S ALL MOST ADULTS ROULL EA




Advertising Media

- Advertising media

— Communication channels, such as newspapers, radio,
television, and the World Wide Web

* Product Placemat

— The paid display or use of products in television shows,
movies, and video games

with the new genaration

They st can't click |



Exhibit 14.5 Combining Advertising
Appeals

FILSON




Exhibit 14.6 Advantages and Disadvantages
of Major Advertising Media (1 of 3)

Medium Advantages

Disadvantages

Television Great impact; broad reach; appeals to
senses of sight, sound, and motion;
creative opportunities for demonstration;
high attention; entertainment carryover;
low cost per contact

High cost for production and
air time; less audience
selectivity; long preparation
time; commercial clutter; short
life for message; vulnerable to
being skipped or muted; losing
ground to new media options

Radio Low cost; high frequency; immediacy;
highly portable; high geographic and
demographic selectivity; creative
potential with sound and music

No visual possibilities; short
life for message; commercial
clutter; lower attention and
narrower reach than television;
declining audience share; low
level of engagement




Exhibit 14.6 Advantages and Disadvantages
of Major Advertising Media (2 of 3)

Medium

Advantages

Disadvantages

Print (magazines
and newspapers)

Newspapers: Extensive market
coverage; low cost; short lead time
for placing ads; good local market
coverage; geographic selectivity;
credibility.

Magazines: Good production
quality; long life; selective market
selectivity; authority and credibility;
multiple readers extend reach of
each issue; close bond with
readers

Newspapers: Poor graphic
quality; short life span;
cluttered pages; visual
competition from other ads;
printed newspapers have
rapidly declining readership in
many cities; declining
readership, particularly among
younger consumers

Magazines: Limited
demonstration possibilities;
long lead time between placing
and publishing ads; a lot of ad
clutter; high cost; declining
readership for many titles




Exhibit 14.6 Advantages and Disadvantages
of Major Advertising Media (3 of 3)

Medium Advantages Disadvantages

Out-of-home Low cost per impression; high contact Short exposure time for many
frequency on busy routes; digital messages; limited content
billboards command attention; potential; significant clutter in
geographic Targeting many environments

Digital Rich media options and interactivity can  Low click-through rates;

make ads more compelling and more
effective; changes and additions can be
made quickly and easily in most cases;
webpages can provide an almost
unlimited amount of information; can be
measured and personalized through
tracking and targeting capabilities;
instant links to online retailing and
influence on store-based retail sales;
social media connections can spread
marketing messages through word of
mouth

extreme degree of audience
fragmentation (millions of
websites); increasing clutter;
not as portable as magazines
or newspapers (except for
mobile use); ad-blocking
software can prevent ads from
being displayed; risk of being
displayed next to inappropriate
Content







