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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 (1 OF 3)

Needs

▪ Differences between a person’s actual state and 

his or her ideal state; they 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





THE ROLE OF MARKETING IN SOCIETY (2 OF 3)

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 (3 OF 3)

Utility

 The power of a good or service 

to satisfy a human need

 Form, time, place, possession



THE MARKETING CONCEPT (1 OF 2)

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



THE MARKETING CONCEPT (2 OF 2)

Relationship marketing

 A focus on developing and maintaining long-

term relationships with customers, suppliers, 

and distribution partners for mutual benefit

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





EXHIBIT 12.1 THE SELLING CONCEPT VERSUS THE MARKETING CONCEPT



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



EXHIBIT 12.4 BUYER DECISION-MAKING



EXHIBIT 12.5 THE STRATEGIC MARKETING PLANNING PROCESS



ASSESSING OPPORTUNITIES AND SETTING OBJECTIVES 
(1 OF 2)

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



ANSOFF GROWTH STRATEGY



ASSESSING OPPORTUNITIES AND SETTING OBJECTIVES 
(2 OF 2)

Diversification

 Creating new products for new markets – CP group

Market share

 A firm’s portion of the total sales in a market 





MARKET SHARE



EXHIBIT 12.6 PURSUING MARKET OPPORTUNITIES



DIVIDING MARKETS INTO SEGMENTS (1 OF 3)

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



DIVIDING MARKETS INTO SEGMENTS (2 OF 3)

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 (3 OF 3)

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



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



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
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WHAT IS INNOVATION?

 Innovation can refer to something 

new, such as an invention, or the 

practice of developing and 

introducing new things. An innovation 

is often a new product, but it can also 

be a new way of doing something or 

even a new way of thinking.



TYPES OF INNOVATIONS.





PRODUCT INNOVATIONS ….



INNOVATION FOR STARTUPS



Most successful startups…





TYPES OF INNOVATIONS



THE MARKETING MIX

Marketing mix

 The four key elements of 

marketing strategy: product, 

price, distribution, and 

customer communication



Exhibit 12.8 The Marketing Mix



THE MARKETING MIX
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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



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



DEFINING CUSTOMER MESSAGES



DEFINING CUSTOMER MESSAGES



DEFINING CUSTOMER MESSAGES



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



Defining Customer Messages

 Core message



Defining Customer Messages

 Core message



EXHIBIT 14.2 THE A I D A MODEL OF PERSUASIVE COMMUNICATION- IN GENERAL



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



EXHIBIT 14.3 MESSAGE INTEGRATION IN CUSTOMER COMMUNICATION



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



COMMUNICATION LAWS AND ETHICS

 Marketing and sales messages must be truthful 

and non-deceptive

 You must back up your claims with evidence

 Marketing messages and websites aimed at 

children are subject to special rules

 Bait and switch” advertising is illegal

One of the most common examples of bait and switch advertising 

appears in offers from car dealerships. For instance, the car 

dealership will typically run an ad that says they have a limited 

supply of a specific model of motor vehicle that they will sell at an 

unusually rare and low price.



ADVERTISING

Advertising

 The delivery of announcements and 

promotional messages via time or space 

purchased in various media



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









EXHIBIT 14.4 EMOTIONAL AND LOGICAL APPEALS



EMOTIONAL APPEAL



RATIONAL APPEAL



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



NETFLIC PRODUCUT PLACE



EXHIBIT 14.5 COMBINING ADVERTISING APPEALS

This is a heavy cotton canvas that is not only super 

durable, but also has a nice and soft hand feel and wears 

magically over time. Rugged Twill is simply amazing, and 

so much better than nylon for a bag like this that it is hard 

to quantify.



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.

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

Blank Magazines: Good production 

quality; long life; selective 

market selectivity; authority 

and credibility; multiple readers 

extend reach of each issue; 

close bond with readers

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 

frequency on busy routes; digital billboards 

command attention; geographic Targeting

Short exposure time for many 

messages; limited content 

potential; significant clutter in 

many environments

Digital Rich media options and interactivity can 

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

Low click-through rates; 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





Apps



A digital magazine — otherwise 

known as an online magazine or, 

once upon a time, an e-magazine —

is a magazine that has been 

published digitally using the web 

or an app. Unlike print magazines, 

digital magazines can include links, 

more high-resolution images, video, 

audio, and web animations.

Digital magazines can reach 

readers on a global scale 

because they have become an 

intensely engaging way to hold a 

reader's interest while at the same 

time maintaining loyalty even if 

readers move to another location. 

Digital magazines permit 

publishers to send content to 

readers no matter where they are

Digital Magazine



Benefits of Publishing Digital 
Magazines
•Easy access to content. The 

most important reason as to 

why digital magazines are 

preferred is that we spend a 

lot of our time online. ...

•Instantaneous Access. ...

•Portable and Convenient. ...

•Global Presence. ...

•Interactivity. ...

•Cost-Efficient. ...

•Analytics. ...

•Sustainability.

Digital Magazine






