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At the end of this presentation,
yOouU should be able t1o:

1.

2.

Understand what a marketing manager
does.

Know what marketing strategy planning
Is—and why it Is the focus of this book.

Understand target marketing.

Be familiar with the four Ps in a marketing
nhe

Know the difference between a

marketing strategy, a marketing plan,
and a marketing program.
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You should now pbe able 10:

6. Understand what customer lifetime value and
customer equity are and why marketing
stfrategy planners seek to increase them.

7. Be familiar with the text's framework for
marketing strategy planning..

8. Know four broad types of marketing
opportunities that help in identitying new
stfrategies.

9. Understand why strategies for opportunities in
International markets should be considered.

10. Understand the important new terms.



The Management Job In

Marketing (Exhibit 21).
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| What is a Marketing Strategy<¢
(Exhibit 2-2)

The
marketing mix

TARGET
MARKET
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Selecting a Marketing-Oriented Strategy
s Target Marketing (Exhibit 2-3)

IR
® O
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A .
Production-oriented manager sees Marketing-oriented manager sees
everyone as basically similar and everyone as different and

practices “mass marketing” practices “target marketing”



An Application
of Target
Marketing

Most every perishable has its own ideal storage temperature and at Baltimore/
Washington Intemnanional Airpornt (BWI), we've got yours
With our advanced onesite cold storage facility and refrigerated distribution,
come what may, your perishable goods will not perish! We alse know that with these
critical shlpmcm&nmc is money. So from on-board to on-he-road, BW1 offers one of the
quickest turnarounds in the industry. You don't just fly 1o BWI, you fly through it!
When you consider our highway, port and il connections, there's every good reason to
7 ship BWL To discover more about what makes BWI
such a cool place for cargo, call Deborah Weiman, Manager
" of Cargo Development (410) 859-7030. Fax (410) B59-3960. Baltimore/\Washingtom International Airport




~ Developing Marketing Mixes for
Target Markets (Exhibit 2-4)
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The Produc
Element of the
Marketing Mix

Courtesy of Clear Blue Inc.

Rubbermaid

Save food.

Save space.

New Rubbermaid collapsible containers fold to just one inch flat with the lid on and
stack neatly in any cabinet or drawer. They not only save space, they're microwave
and dishwasher safe and backed by a lifetime warranty. Visit a nearby retailer or
www.rubbermaid.com/collapsibles for a demonstration.

Rubbermaid




2

_]OThe Place Element of the
Marketing Mix (Exhibit 2-6)




“ The Promotion Element of the
Marketing Mix
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_]QThe Price Element of the
Marketing Mix

Pricing Price
Objectives Flexibility

o Price Over
Competition <—. the Life Cycle

Geographic Discounts /

Pricing and

Terms Allowances
e \



MAH Four Ps Conftribute to the

Understanding the Target Market Leads to Good Strategies!
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Checking Your Knowledge

General Motors is considering increasing the
length of its bumper-to-bumper warranty on
new vehicles from 3 years to 5 years. The
markefing mix variable being considered here
S:

. product.

oersonnel.

. place.

. promotion.

price.

e ) © >
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Checking Your Knowledge

A television network is trying to generate interest
IN a new television show in advance of its
premiere. The network sends out press releases
and makes the star of the new show available for
guest appearances on TV and radio talk shows.
The marketing mix variable involved here is:

. product.
personnel.

. place.

. promotion.
price.

s ) O >



2-16

Elements of a Firm’s Marketfing
Program (Figure 2-8)

Target
Market

_Marketing
Plan

-/\
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Checking Your Knowledge

An entrepreneurial feenager decides to start a new
dog- walking business aimed at dog owners who have
to leave their pets at home alone during regular
working hours. The teenager develops a thorough
description of the people in her target market and their
needs. She then comes up with a general outline of
the services she will offer, some price ranges, the
geographic area she will serve, and some low- cost
promotion ideas. What has she developed so far?

A. A marketing program

B. A marketing plan

C. ASWOT analysis

D. A marketing strategy

E. Differentiation and segmentation



Checking Your Knowledge

A large consumer products company markets several
different lines of products, with many individual products
in each line. Each product has its own marketing plan.
The company president wants to bring together all of
the different marketing plans into a single m’regra’red
document that can become part of the company’s
stfrategic plan. It appears that the company president
plans to create a(n):

marketing super-plan.
marketing program.
marketing strategy.
operational plan.
mass-marketing approach.

mo Qo>



Customer Litetime Value
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Customer Equity

: ldentif
Profits y
opportunities
depend on
to enhance
customer customer
equity / equity

Focus should
be on long-
term profits
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The Import
Strategy P

y

1960s: Launched
Mustang, a
sporty car

QO O

alallgle

Model T

produced

using an
assembly line

2004: Launched
Escape, the first
hybrid SUV

nce of Marketing

Mid-1920s:
Model A
launched in
more than 20
different styles

2009: Ford uses /

Hybrid Viral
Marketing to
Launch new
Subcompact

e

.



Attractive Opportunities
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** Marketfing Strategy Planning
Process Highlights Opportunities
(Exhibit 2-9)

External Market Environment

,\« - .L?'I \ *
"--\.,dy__' : :/;o' j
: Differentiation )
and Positioning ‘
Competitors
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Interactive Exercise: Marketing
Strategy

Present products New products

Present
markets

New
markets



Checking Your Knowledge

A large metropolitan university has an established
summer- school program that offers a wide variety of
classes to its current students. To expand enrollment,
the school starfed promoting its summer school 1o
students who live in the area and are home for the
summer, even though they attend other universifies
d]yring the regular school year. This effort is an example
of:

A. market penetration.

B. market development.

C. product development.

D. diversification.

E. a breakthrough opportunity.



Markert
Penetrati

Drink/S[-géciai
Loyal Custimer

Show your appreciation with a gift they'll enjoy.

This newly designed Starbucks Card, available only through our
Corporate Sales program, is the perfect way to treat someone you
work with to something they'll enjoy. The Cards are loadable in
denominations of $3 to $500, and the Card carrier can be personalized

with a custom message. So if you know somebody who deserves your
appreciation, say thank you with the gift of Starbucks.

Call 1-800-611-1669 or visit Star .com/
to order or to learn more about our program.

p

© 2004 Starbucks Coffee Company. All rights reserved.
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Checking Your Knowledge

An electronics superstore sends a special
coupon to its current customers offering them
a special discount for purchases made during
an upcoming week that occurs during @
traditionally slow sales period. This is an
example of:

A. market penetration.

B. market development.

C. product development.

D. diversification.

E. a breakthrough opportunity.
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Product
Development

3
T
.

OURMEDICINE
e :
SUllE e

Only Tylenol® Extra Strength Rapid Release Gels have laser-drilled holes — designed to A
release powerful medicine, even faster than before. Rapid release. Rapid relief. nENOL

e EXTRA
Courtesy of McNeil Consumer Healthcare. AR STo P- '",I l N K. :

STRENGTH

o Rapid Release Gels

PASTARIASE - FAST AR
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Infernational Opportunities
Should Be Considered




Global Competitive Advantage

THAT’'S JAPANESE FOR

“YOU'RE TOAST" IF YOUR
WEBSITE CAN'T ACCOMMODATE
OUR LANGUAGE AND CURRENCY.

THINK YOU RE READY TO DO E-BUSINESS WITH A COMPLETELY DIFFERENT CULTURE? ARE YOU SPEAKING THE RIGHT
LANGUAGE? USING THE RIGHT CURRENCY? BEFORE DIVING INTO ANY FOREIGN MARKET, YOU'VE GOT TO MAXE SURE
YOUR BUSINESS APPROACH IS APPROPRIATE AND ON TARGET. ADERO CAN HELP. FROM TOKYO TO PARIS, ADERD'S
WORLDWIDE NETWORK ROUTES THE RIGHT WEB CONTENT TO THE RIGHT PEOPLE. THAT WAY, YOU WONT GET BURNED

adero»

The world wants your Business

WWWADERO COMN
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You should now pbe able 10:

1. Understand what a marketing manager
does.

2. Know what marketing strategy planning
Is—and why it is The focus of this book.

3. Understand target marketing.

4. Be familiar with the four Ps in a marketing
MiX.

5. Know the difference between a marketing
stfrategy, a marketing plan, and a
marketing program.
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You should now pbe able 10:

6. Understand what customer lifetime value and
customer equity are and why marketing
stfrategy planners seek to increase them.

7. Be familiar with the text's framework for
marketing strategy planning..

8. Know four broad types of marketing
opportunities that help in identitying new
stfrategies.

9. Understand why strategies for opportunities in
International markets should be considered.

10. Understand the important new terms.
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Key Terms

B 01 W

marketing
management process

stfrategic
(management)
planning

marketing strategy
target market
marketing mix

target marketing
nleSYaglelGlilgle
channel of distribution

10.
11,
12.
13.

15.
16.
17.
18.

personal selling
customer service
mass selling
advertising

publicity

sales promotion
marketing plan
implementation
operational decisions
marketing program
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Key Terms

19.
20.
AR

22.
VT
24,
25.
26.
27.
28.

customer lifetime value
customer equity

breakthrough
opportunities

competitive advantage
s.w.0.t. analysis
differentiation

market penetration
market development
product development
diversification



