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Objectives
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(1) To introduce the marketing concept and marketing orientation
facing to customer.
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(2) To encourage students to think about market opportunities by
analyzing customers, competitors, collaborators, context.
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(3) To help students to develop effective segmentation, targeting
and positioning.

T B A e A I T 3240 o0« H AR T 37328 5 RTRE o7 IS




(4)To help students to remember and apply professional English
vocabulary.
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(5) To cultivate student’'s communicative, cooperative and
suggestive competence.
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(6) To promote group work.
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Philip Kotler

Father of Modern Marketing
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Distinguished Professor of International

Marketing at the Kellogg School of Management at
Northwestern University.
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<Marketing Management> is the most widely used
marketing textbook worldwide.
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N What is Marketing?P6

Marketing is the activity , set of institutions ,
and processes for creating, communicating,

delivering, and exchanging that have
value for customers, clients , partners , and
society at large. (AMA,2007)
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What is Marketing Management?
P6

Marketing management is the art and science of
choosing target markets and getting, keeping, and
growing customers through creating, delivering, and
communicating superior customer value.
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N What is Marketed?P6

« Goods/ i
 Services/li%
« EventsEAf
 Experiences{hif
« Persons \¥J

« Places#h 5
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Who Markets?P7
HERPAT
A marketer is someone who seeks a response

attention, a purchase, a vote, a donation from another
party, called the prospect.
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Marketers are indeed skilled at stimulating and
iInfluencing demand for their company’s products.
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Demand States(P8)
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. Negative 71ZEsk - Irregular AR 75K

. Nonexistent £ F k- UnwholesomeA i 7 ok
. Latent 7Rk - Full iR

. Declining FR#k - Overfull I Z 73K
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Creative Development Practice
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Core marketing concepts p9
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Needs (‘& %) are the basic human

requirements such as for

air, food, water, clothing, and shelter. £ A%
A B K. FHEAEOELANE K,
These needs become wants (#X2) when
directed to specific objects that might
satisfy the need. X 2F Z A Uin T E £
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Core marketing concepts p9
THEH T BB
TR, BPAELR

Demands (‘& :K) are wants when directed to
specific products backed by an ability to
pay. A& = VAFK W 3E 8% 77 i R G 4 2 7 s a9 4k
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Segmentation (Tii%4H4)) . Target
markets(H#x173%) and
Positioning(Ti3% EfiL)

|




Offerings and Brands
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This year, the Pepsl Rafresh Project”™ is giving millions of dollars to fund iceas, across
six different categories. thal will refrash the worid. Maybe It's green spaces.
Or educational comic books. Maybe I1's 1saching kids 10 1ock out. S0 submill your
idea and vate tor what you care about most a1 refresheverything.com 0
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Marketlng Channels
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[ Communication Channel ]
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Distribution Channel
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Service Channel
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Paid media. Owned media and
Earned media
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SOCIAL MEDIA
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Impression and Engagement
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Value and Satisfaction
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N Supply Chain (fENEE)

. The supply chain is a longer channel
streching from raw materials to
components to finished products carried
to final buyers.
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N Competition (F=4)




Marketing Environment
T EHHER

. Task EnviromentfF45:3A3E (L)
. Broad EnviromentZZ M1
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Company Orientation’s 45 5 7]
(Marketing ConceptE 45 M £)P20

. The marketing concept and philosophy states
that the organization should strive to satisfy its
customers' wants and needs while meeting the
organization's goals.
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The Production Concept
A

. Time: the late 19th century and the early 20th
century

. Background: Seller's Market

. Core Idea: Production-Centric Theory*£ = H.(»
i

. The order of marketing: Business to Customer
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Ford Model T
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The Product Concept
= iV

. Time: the late 19th century and the early 20th
century

. Background: Customer like high quality
product

. Core Idea: Marketing Myopia’s &4 17 #iE
. The order of marketing: Business to Customer




The Selling Concept

. Time: In the 1930s and 40s

. Background: Market was from seller's market
to buyer’'s market

. Core |Idea: Use the selling and promotion to
stimulate the demandsiz F H#E4H 5 12 44 1
T K P A

. The order of marketing: Business to Customer
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The Marketing Concept
%MJJU\IFH‘:[:ZJ %M‘L&‘

. Time: in the 1950s

. Background: Buyer’'s Market

. Core Idea: Consumer SovereigntyiH 2% & 11
i

. The order of marketing :

Market—Business—Product—Market
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N The company orientation for GM




The Holistic Concept
EHMNEHERS

. Time: in the 1970s
. Background: Social Problem Arising

. Core Idea: Marketing=Demands + Social
Benefit + Profit Target&i #] H #r

. The order of marketing :
The whole society—Business—Product—Market
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Thank you!
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Collecting Information

and
Forecasting Demand
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What is a
Marketing Information System?

T AREHERBRS?
P61

A marketing information system consists of people,
equipment, and procedures to gather, sort, analyze,
evaluate, and distribute needed, timely, and accurate
information to marketing decision makers.
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Internal Records System

Nk & R 4(P62)

. Order-to-payment cycle
VT HAT R

. Sales information system
HEEERS

. Databases, warehousing, data mining

B P KR A7 R EOH 5 9
Big data, Cloud computing
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What is a
Marketlng Intelligence System?

SHIFM RS P62

A marketing intelligence system is
a set of procedures and sources that
managers use to obtain everyday
iInformation about developments in
the marketing environment.
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Steps to Quality Marketing Intelligence

|

REEHFREER SR P63-P65

. Train and motivate sales force to spot and report

new developments

IZRAN S dH B N 2 I WL 52

AV GRE 4= = &5 prid

. Motivate distributors , retailers and other

intermediaries to pass along intelligence
f\:ﬂl’lﬂ HH IETJ IJJJEI:/—E/T/\_
. Hire external experts to collect intelligence
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N- Network internally and externally
SIS AR S
. Set up a customer advisory panel
S ST BB ) /N,
. Utilize government data sources
A BURF Z 3 B3 U
. Buy information from outside research firms

and vendors.

AR AT 2 =] AR . 7 AL ) S A IS,
. Collect marketing intelligence on the internet.
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Focus Group




How to communicate and use the
marketing informatigs

T MU BH BFE £4% REE %%




The purpose of
environmental analysis

MRS HTRIBERY

Seek the opportunities!
= =z
FKE

Avoid the crisis!




The diaper is
too thick.

Case: P&G’s Lesson

Hong Kong Germany

Baby Baby

No trial sale,

=

7 7
7

The diaper of P&G.

The diaper
is too thin.

N

All diapers are the same.




Major Forces in the Environment

HPEAFRERER

Demographic

A

Political-legal Economic
PR A1 2%
Technological Socio-cultural
SN =3
Natural
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Population and Demographics

ANBO 41355 P66

. Worldwide Population Growthtt: 5+ A
. Population Age Mix A\ i 45 4
. Ethnic Markets(Socio-cultural? )& T

. Educational Groups# & A\ D& &
. Household Patterns & /- 257

. Population Gender A 114 5|
. Geographic Distribution ¥ 73 A7
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In 2020 China's population is 1.4billion.
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(1) The
rapi
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state pollcy in 2003




Top 10 countries with population

2010 2050
1.China 1. India
2. India 2. China

3. The United States

3. The United States

4. Indonesia

4. Indonesia

5.Brazil 5. Packistan
6. Packistan 6.Brazi |
7. Bangladesh 7. Nigeria

8. Nigeria

8. Bangladesh

9. Russia

9. Democratic Republic of
Congo

10. Japan

10. Ethiopia




2. Population Age Mix \ [T 4E #8451

The aging population is accelerating in many
countries. ¥ £ [E X N\ H Z e (e N ig

The decline in the birth rate has caused a
change in market demand. } 4 R R & 5] e T
byt KA

0—14% A09253383938 A\, 517.95%; 15—59% A[049894376020A, 563.35%; 605 RLAE
AL73264018766 A, 518.70%, HA655RILAEALF190635280A, 513.50%, 520105570K
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Group Discussion:

What social problems will be caused by the
aging society?

Which industries will have opportunities as the
population ages? Why?
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N- 3. Education Groups#i & A\ [ i#&

lliterates, High School Dropouts, High School
Diplomas, College Degrees, and Professional
Degrees. (Foreign Classification)

YE. mhEl. sk KR e R MY 2
GoEAL.  (EAMF bR

lliterates ,Primary Diplomas,. Middle School

Diplomas, High School Diplomas, and College
Degrees and Above. (China Classification)
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. 4. Household Patterns = 235

. More people are divorcing or separating,
choosing not to marry, marring later, or
marring without the intention to have children.
ORI 2 I NI FERE IS ALS. BISEE S A
Bi%T

. Global household size is reducing.

. Average household size of census in china.

- 1953: 4.33

2010:3. 10 . 1964: 4.43

. - 1982: 4.41
2020 ) 2. 62 e °o. Publishing aé]lg'grgée I$al96 3.20

. 2000: 3.44



. 5. Population Gender A 1145

. The male share of the population is
51.24% in 2020 in china.

. Male cosmetic appeared.
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Economic EnvironmentZ 51
P69

|

Incomelit A\

Expenditure ¢ H

Savings, Debt, Creditfit& . fifii. {F1%




1. Incomelft A
Personal Income /™ A& A
Total compensation received by an individual.

A NIRAT O 2 0 1 T

It refers to the level of purchasing power.

S T 3K T 3KF

Disposable Personal Income=PIl-Income Tax-Current
Transfers=Personal Consumption + Saving/Investment

MNA AN (DPD = Pl— 38 — & H VR S = > NI 2+
fifi & 1% 5

Discretionary Income=

DPI- Saving-Paying for Personal Necessities

CIEER=54. ML IN
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N Group Discussion:

. How to know the market size for luxury brand?

GUCCI




. 2. Expenditures¢ H

. It refers to the expenditure pattern and
consumption structure.

. FEETRTH A SO NTH 9 4514

. It is measured by Engel coefficient/ Engel’'s
law.

. FER A RS K RBORMT & .

. Engel coefficient/ Engel’s law is the proportion
of income spent on food.
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. According to the standards set by the Food
and Agriculture Organization of the United

Nations (& EARA A LD
. Over 59% Poor#% [k
. 50%~59% Food-and-Clothes Sufficient J5.11
. 40%~50% well-off/]N
. 30%~40% AffluentE #3
. Below 30% Extremely Affluent & & 14
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3. Savings, Debt, Credit




. James Hilton and “Lost Horizon”

. Diqing Tibet Autonomous Prefecture,Yunan
province.



N Subculture Y. P71

. Subculture is a group of people shared values,
beliefs, preferences, and behaviors emerging
from their special life experiences or
circumstances.

WAk B B AR TR & B B A i A B B Rl 3
SN, B AT N EIERAR

. Including: Regional Subculture [X 15 \[V. S 44
Ethnic Subculture &% W 34k
Racial Subculturefijiz V. 34k

Religious Subculturez= V. 1k..
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Saint Patrick's Day in Ireland







Ethnic Subculture

. China (56 ethnic groups

T R %

N B &

pid. s dFEE 5§ iild. dd §E. &
EIEW, BN ATHEE. AT

SUA .
ARSRE
L2 hee )




Mosuo People by Lugu Lake of Yunnan




. Racial Subculture
. HIP-HOP
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Religious Subculture




. Superstitionik (3




Natural Environment 8 R ¥ i&

P72

Shortage of raw materialsJ5 1} 45

Increased energy costsAEVE 7
Anti-pollution pressures i35 44

Ny pRcyill
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Governmental protectionsEUfF f
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N BMW Great Wall Joint Venture
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Technological Environment
TRIFER 72
. Pace of change$i RAZH BNk
. Opportunities for innovation & [R {1 G135 Hl <
. Varying R&D budgets % 5715 kK BB & Tl .
. Increased regulation of change®} 525 5 & H i)
I
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N Discussion:

. What new technologies are changing
consumer behavior?
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The Political-Legal Environment

|

BURVERIAEE 75
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Business Legislation
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. Thanks
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Figure 5.1 Customer-Orientations
P114

(a) Traditional Organization Chart b} Modern Customer-oriented Organization Chart

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 5-2




Dell Reestablished
Its Commitment to Value
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Total Customer Satisfaction

SELNTEA
(P119)

Satisfaction is a person’s feelings of pleasure
or disappointment that result from
comparing a product’s perceived
performance(or outcome/value) to their
expectations.
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Monltorlng Satisfaction

S 0] o % 35 = (P119)

. Periodic Surveys i {1 &
. Customer Loss Rateliii % i & % (CRM P132)
. Mystery Shoppers £t Jii 25
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What is Customer Perceived
Value? 4 2 kaprid (P115)

. Customer perceived value is the
difference between the prospective
customer’s evaluation of all the benefits
and all the costs of an offering and the
perceived alternatives.

o B SRR L A2 8 TR R B 25 X 5 28 ) 7
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Figure 5.2 Determinants#t X & of
Customer Perceived Value P116

Total customer benefit Total customer cost
Product benefit Monetary Tt Ifi cost
Services benefit Time cost
Personal benefit Energyk% /) cost Non-monetary

cost

Brand Image benefit Psychological-.t># cost




How to improve customer
satisfaction?

|

. Customer satisfaction=Performance-Expectation

. Performance=Total benefit-Total cost




N Group Discussion

. What are some specific ways that smart
phones (you can choose any brand) can
iImprove customer value?




What is Customer Relationship
Management?(P132)

|

CRM is the process of carefully managing
detailed information about individual
customers and all customer touch points to
maximize customer loyalty.
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N . Precision Marketing marketers collect and
analyze behavioral and transactional data.
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P134

. Permission Marketing i r] & 4
. Participatory MarketingZ 5 :UE 24
. Customer Empowerment/ii 25 #7 1
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: Boots Advantage €1 8.12

let’s feel good Card

worth of points to
cccccc t 0865X XXX has spend

pharmacy & health beauty fragrance mother & baby toiletries | men | electrical

% Order today by 12pm and collect in store from 12pm tomorrow™

star gift Vi 8

0t 0 B E B
! B, KEpE, Bane!
THELE, HRRNTERENT

RWER, BRBERTEIA | IBAELZATIR,
TS B, TR SRR RO | IRANBEALE,

—— MBS ( better me) Q BFLE

Wﬂfth v

<50

only

€3 9.50

benefit




P134

Buyers Ratings and Referrals
2 P18 AN

S Hlidoubar




Thanks
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N Consumer Behavior p142

. Consumer Behavior is the study of how
iIndividuals, groups, and organizations select,
buy, use and dispose of goods, services,
iIdeas, or experiences to satisfy their needs
and wants.

. W EAT N (Consumer behavior) #5124
AN BEARFTZH ZAan e Bk . ) S F AN Ak B 72
T RS K B IS SR S AR ATTH T B AIEK

LY




What Influences
Consumer Behavior?

4l )
Cultural Factors

\_ J

4l )
Social Factors

\_ J

4l )
Personal Factors




EREGFERnEIn. hoRLZE, By

Social Classes

Social classes, relatively homogeneous and
enduring divisions in a society, hierarchically
ordered and with members who share simlar
values, interests, and behavior.

=B ERAE — = T B A [R5 AR A
VERIRRAR, AR5 H A, &0 R B A
BARCBIPEN . P8R 1 AT 7 1o

') ]
— /‘\! <4 SRR v
SR 7 & 9F24 12:00 ke (BT
Y W . SEEHEEBTISTE, YRR, S TEEREE, R
STt o, o SIS RALRS, #STFIEES O SRS IR

https://pit.ifeng.com/c/82lyh9L9



Social Factors

( )
Reference groups

. J

( )
Family

. J

( )

Social roles

. J

( )
Status

. J




N Reference Groups P144

A person's reference groups are all the groups
that have a direct(face to face) or indirect
influence on their attitudes or behavior.

— M ANHZSHE R R B (XD silr&se
) At N BV AN AT IR

. Primary groups = E A
. Secondary groups X EFEAA
. Aspirational groupsi® 22 #1k 1)
. Disassociative groupsii &5 B4




|

Fan economy ¥} 22 %5F




. Opinion leader = W4T #H/KOL

A =t




N Family P145

. Family of orientation consists of parents and
siblings.

A F AR — A NHIXCE A 26 49K

. Family of procreation --one's spouse and
children.

- BAEFENRZEN T,




N Role and Status P146

. A role consists of the activities a
person is expected to perform.

. AN AMNIZEHT RS IUE s H
Eio
. Each role carries a status.

. B MO AR E R AL,




N Personal Factors P146

. AgefEi% . Personality ™4
. Life cycle stage4=y - Valuest/iH{E W,
) HAR B . Lifestyle =i 77 5\
. Occupation#:) . Self-concept 4 FHt &
. Wealthlt &

MUJI &R &




N Perception B4\ X1P151

. Perception is the process by which we
select,organize, and interpret information
iInputs to create a meaningful picture of the

world.
JEENANEN RS — D NIEFE. AR IR B S
B, OB A5 58 B e i .

. Selective attention &M &
. Selective distortion &
. Selective rentention 1% {5 B4




Selective attention







273 233.2w 4490.0w

jﬂ} FL (LEALSAEEE
#ES: ojbkD220

BERENAVHRENSA

#: 7% haofan353

r selective
Erati

e — conjunctic BN
PERBEN Y RSEERESH .. 5 Eﬁ%' j% ﬁ%@mﬁ
fHRER 202197 # . . : :
——— _ " presentation of information is
EDGERIRE 476674 & (7 @ﬁ%iﬂﬁﬁﬁ%
I8 RRREREE Hug h {/§-‘VR 3% }E% j(

i@t /833863 AZERIIJ9 PR &

H R R BN ST RIEE T 6361 5

T RYR S LIBT3 E1TBRE 59859:
- B 3

Al Prr?a2h | Movrh L Ot b S e

[#] #ix ©) #4 (] £Eep

< O O




The Buying Decision Process:
The Five-Stage Model P156

Problem Recognition
] A

Information Search

5 EER

Evaluation of alternatives

)5 FP A J

Other's Opinions Accidents

i Purchase Decision
Ny S o

Postpurchase Behavior

W5 17N




|

. Thanks.
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Mass Marketing Target Marketing
AKREH VS HInEH

|

. Mass Marketing: Views the market as a single
market.

KB E B — KT
. Target Marketing: Recognizes and acts on
differences with a market.

VUM AT T 37 22 18] B 22 7450 S
» 4Ps are different for different segments.

AN F T2 53 T 354 PSS B SR AN ]




What is a Market Segmentation?

H24tipdls? P228

. Market segmentation is the process of dividing
a market of potential customers into groups, or
segments, based on different variables.

T s e e iRIEA FIH AR R, KBRS

1 3% 73 9 A R RO AAR B4l 73 T B ) IS AR




What is a Market Segment?

AR5 T
P228

A market segment consists of a group
of customers who share a similar set of

needs and wants.

— Ml T
(Market Segment)

— 0 B A ML 2

AAREE 1 ¥H 9 3 2H Al




N Group Discussion

. Please list at least three category indicators to
classify group members.

OPPOSITES




Segmenting Consumer Markets

MorEFrE T P229

Geographic
i P
Demographic
A
Psychographic

§ L3
Behaviora
§ ITH )

|

f
.

~\
J

f
.

~\
J

.

\




— 2RI

15 (S EEE. Tk HERL)
Geog raph i (2 EEFRL)

P (s, PEE = A
e 0% vl = i)
Tz (BESHAOH

Geographic re

—E f::’ﬁwﬁﬁig-ﬁ“» .

Lo . 8
=i BRI TEiA. B BT
éiéiﬁ) sk Bl (/f\\

j =, T

- PR
PR H

{ BB, T
; V| s ot
BT AN Eh

“ONEIFS - BB BRI - r———— “
. .y waEr ~=ToTR R, DO, BlEREe)
tier Cities, Four ., somun. mamn. sames) -
tier Cities WRE CEREERT. L. BERES)
R (SREERT. DL, BERES)

FE (ML, BIERES)

& (HEhL. BlEREs)




Demographic Segmentation
P231

. Age Fi#E

. Life Stage &I EX
. Gender{%: 5l

. Incomelit A

. GenerationfUlr/fX £
. Social Classtt<=W 2
. Race and Culturefi e 134k,

|




Age and Life Cycle

ME EM70-805 BENPIE




. Gender

. = ——

5 .=.'-‘-
SRR SE |

re.jd.com

=) b=Gz=R
[Xix@msR] BESTERtRERLEYFEES M RRIERE
ENBBIEREIMRINAM EEBEME
139.00 *£EE

97%

T

S




N- Life Stage(Family Life Cycle)

. Different life stage reflected in the
family's income and consumption.

- ANE B A B 1 5K RE NI 57 o

il 4 W i




Income and Social Class

High-end Goods, Normal Goods, Low-end
Goods m=itdidh, HAYM, (KRS




|

. Generation
. After 70s,80s, 90s

".l".;l'il - 11 '
l RUN lnf' \ A —

¥ nmannnuunQ




Psychographic Segmentation
(P241)

. Personality |~ M UJ I

. Life StyleZ4: %77 2\ 45 E1) ﬁ a

|




|

Behavioral Segmentation
(P241)

. OccasionsH}#1

“59[11" y A

o
. b
"l"" & P

ADBEBEE
EENAEROC




Behavioral Segmentation

Needs and Benefits




Behavioral Segmentation:
Decision Roles #:5K fi &,

Initiator & it &

InfluencersZ iy 3%

Deciderit 5 &

Buyerll) L3
Userfsi FH#&




Effective Segmentation Criteria
(P246)

|

» Differentiable®] [X 4 TRZERHE;
> Measurabler[ Il & —— T3Z#E AT

> Substantial 2% Kk —— &5FF| 0 &,

> Accessible ] it A DA R0 s

> Actionable ] #:/F —— BN EIEVI&

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 8-19



N What is the Target Market???

. A target market is a specific group
of consumers at which a company aims
its products and services .

. BfrHiH (Target Market) 2N ITH
HARIH T, SITEBER. BE
B — 75 K W BEAA

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 8-20



Evaluating the Market Segments

(P246%h75)

. Size and GrowthZ 43 T 7 IR A 1Y K &R
. Overall Attractiveness@l 43 i3z I ¥ 3| 5

. Company’s Objectives and Resources4)V H

A BE IR

|
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Market CoverageTilj B 5T
P247

Full Market Coverage#4& i 1778 &5 4L,
> Through differentiated or undifferentiated marketing.
i 22 A B o R A E
Multiple Segment SpecializationZ2 Jt.4H %) i % Ak
»  Selective Specializationit #1141k
»  Product Specialization;= i &4k
-~ Market SpecializationTi 3% 4k

Single-Segment Concentration E.— i 374E 14k,

> Market Leader Strategy%i 53 ik 1%

»  Market Challenger Strategy#kiik # fik 1%
» Follower Strategy i & &g

> Niche strategyF) &2 ik %

£V

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 8-22



Full Market Coverage P(Q G

P1

Ceetoly

P2

P3

M1 M2 M3

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 8-23



N Undifferentiated L& R &4,

Marketing Mix ——




Differentiated =5 & 44

Marketing Mix A

Marketing Mix B

Marketing Mix C

>

Target MarketA

©OOOOOOO 1,4
OO MarketB

Target
MarketC

: : L B Target MarketX

PP oF T
$ % ¢ # ¢ % § Target Market--



Selective Specialization

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 8-26




P1

P2

P3

Product Specialization

® i BT A e S BB
L SRS TR RIS LES BE S5
@ IRY sz srumermn —usEsRs
OXBR/DGE EDU i._\é - T S B Dé L /ﬁﬁﬁﬁggg B sy

HFSNESREE
EFSRESRAEL www.oxbridgedu.org - 2020-04-15

EERZ NEREE

ZX—E&H i SRR TIHSE B¥mELHEE

M1 M2 M3
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Market Specialization

P1

P2

P3

M1 M3

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall



N Single-Segment Concentration

P1

: -

P3

M1 M2 M3

Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 8-29
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What is Positioning?
HaREA? P257

. Positioning is the act of designing a company’s
offering and image to occupy a distinctive
place in the minds of the target market.

. & f&(positioning) & BT 2 & H7= am A R A

£ B0 B P Sl — A E RT3




QA2 2202O
R BCRBCR BOR S BOR S BER OB
22222222222
SR BCR L BCR S LTL o BOR  BER OB
CBCRBOR BCR BER RO o BCR oy

QALRLIADIDADEL
A, FEFE2—REEI T &K




Deciding on a positioning requires:

FEN IR R TR ?

. (1)Determining a frame of reference by
identifying the target market and relevant
competition. P258

- JE R H AR TS AR O< SE SRR E s
Z 25 R

|




Target Market Description
H ¥rniH & fid

. Head & Shoulders i K%z
-Shampoo users with dandruff.
A S 52 8 n) LT RORS 1 FH 2
Nescafe?t S0tk
-The tasty white-collar.
PESRAETE SR I A 2
. Nestle Infant Formula # 4 /[ = 7747

- The mother who care about the growth of children aged

1to 12200015 ~12% /N K 1 I 15

|




Behavioral Segmentation:
Decision Roles KA (4M7E)

Initiator & it &

Influencers i %

Deciderit 5 &

Buyerll) L3
Userfsi FH#&




Don’t let your child cry for
washing his/her hair.

AL T e Sk S

|

. Mild Shampoo
. RARLE RS

gvﬂlawmwgefﬂw




Identifying Competitors

> =~

ol RS X F

Determine category membership

ff 5E i 28 R

—the products or sets of products with which a brand
competes and which function as close substitutes.

an S 2 B8 P i B ah SR S, B T Re S AR
(VLR

3_7]} = i 4




Al




The type of Competitor
X F2RA
. Strong and Weak Competitors
TR FE ST
. Close and Distance Competitors
e Smasd
. Well-behaved and Disruptive Competitors

R 5 BT S




N Group Discussiong




Analyzing Competitors

TS FP259

|

7102 WENESEX@MNEROTD

ARE FeRE FaAgh AARE HEE)

RAE A : . p p ¢
B4R ¢ 4 C ¢ :
B&EC F p ¢ - -

gy E=10% (excallentl; C=RF [ good )i F=—H (fair )i P=% [ poor )




N Deciding on a positioning requires:

. (2) ldentifying the optimal points of parity and
points of difference brand associations given.

TR i R ER R 25 7 1) e 16 ) 22 e AT AL ]




Points-of-difference (PODs)
(P310)

. Points-of-difference (PODs) are attributes or
benefits that consumers strongly associate
with a brand, positively evaluate, and believe
they could not find to the same extent with a
Competitive brand.

E‘P e VH 7 R Z U H AR 21 1) i e 1 B
HtE 2T 1k H:@l , FAHEA T FIFEAE
Ef@/\ﬂﬁ';% o D'#ZQJ X IR i i A B A 7

|




« Volvo: Safety
» Federal Express: Overnight
« Crest: No decayed tooth

ARIRIR: A
RS “RRRE]”
N E SR i RS & = 7




1 Lee”

. Target Market: Female who is from 25 to 44.
Hirtidy: 25-44% 14tk




|

Points-of-parity (POPs)
(P311)3L[F] &

. Points-of-parity (POPs), on the other hand, are

attribute or benefit associations that are not
necessarily unique to the brand but may in fact
be shared with other brands.

;:I:H 'J—_T %B‘U:E‘Xj‘ DDH$7QIE}J 5”33@\4:“"’ 7L‘ IKTJ:ﬂléjé
b5 LAt oty R S 1 — 1 i A B 7 AR




These types of associations come in two basic
forms: category and competitive.

XA PRI SEATE 20 SRIR AR AN 38 FHPE R

AH

JUY O




The way to positioning.

T ENL )5 T

. Avoid the strong positioning. i 38 & oL

AN

Competitive positioning.i% 3k &L
Repositioning. B 37 & i







. The brand repositioning happened in the 1954.

“Man always remember lovely, because of
romantic only” — Marlboro

FNEREA T Z A%




. Slogan: "where there is a man, there is a
Marlbolo”

. Cowboy+ Score




Positioning Strategy
TE L 1% B

. Special Elements
- R e A

walet parking your privafe




. The positioning of Evian: Spring water with
healthy and pure.f& R4l 1% I8 SR K

.. 3
N | S
=T ™ e
y J ¢ R
Y N

HERHE

1 An et Loriginal

heepy/ fwuw palcewen.com/

phoco: uchiyama comonity

~ hegpy/fursiwpalee
phoco: uchnama © YUk




|

. FeaturesitF L Ihfe & Hr

GEOX

RESPIRA

Breath-Shoes




|

. Specific User’y = fil F # € fiL




SHE'S VERY CHARLIE
r‘

EE16 19 FEAMERLANRHME XK
R & A8 T —GRCTE BT AT LH.




—_—a

. Emotionall& B 5E Hr

&MWMHWEW

Bupperting Myper. The !-l-lmh-u;hqw
el arsmerand Wb Gy .

gﬁﬂh¥ﬂﬂrﬂﬁﬂﬁﬁj

JIANGSU YANGHE DISTILLERY CO.,LTD




. The First PositionZt— mu

* I]‘:'.uﬁlillﬂsi *

we F QO 5L o




Copy. g & SH8
e 0 SRR | |




. Thank you!
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N 4Ps--EHRIGH G

Product/=fi: Creating Valueflli& 1 E
Pricei#%: Reflecting Value/& I &
Place EiE: Delivering ValuesZ /i H
Promotion{£44 :Communicating Valuef& &1 &




N Product Levels/= i ZE X

The Customer-Value Hierarchy

B YHE R4

. Do you know what is a product???

o
Y |

T

L2

m




N What is a Product?P342

A product is anything that can be offered to
a market to satisfy a want or need, including
physical goods, services, experiences,
events, persons, places, properties,
organizations, information, and ideas.

7 & AR —Fh R SR AL 25 T 3 LA A2 5 22
KRR, WA kRS RS,
F AN e, e A2 5 BAIAE

1555 o

Jim




|

Why do you buy
lipsticks?




Figure 13.2 Five Product Levels
ENTEMEIR P342

£ AL . .
Llﬂ \ | | 1 Core Benefit
| W ﬁL L ks
ik B2 s )
i Ui e S Basic Product

i AR

AR Expected Product

Augmented Product

I fi.

Potential Product

11 1] E R A I i it




N Group Discussion

. Choose a product to analyze the five product
level.




Product MixP354
rEmdE

A product mix (also called a product
assortment) is the set of all products and items
a particular seller offers for sale.

e A (Product mix) &3z iRt &R TS

P Al H RS

. Product line;f= i 2%

. A group of related products manufactured by a
single company.

RIS (product lines) =Zfar mA ST HH—r~
MR, JE]J?I‘H?%EI’Jann

|

AN




. The width of a product mix.
M mA e E
. The length of a product mix.
A e KR
. The depth of a product mix.
r= A TR E
. The consistency of the product mix.
mAdEaHETE




N BSR4
BB LR

i 5 2 PEHLRRES RS BB Pl
HoR

ot 45 2 B YR L ERRGES Rt

FRRSHFSR RERERA WA AT P8

5

Sl T s TR Tkt STIIEE N
T3 TR BB EAR

2] ]




Product-Line Analysis

FE R AT

. Sales and Profits
FHEE RN IE

|

AN

(45
=

I Sales
B Profits

.
=

Percentage Contribution to
Sales and Profit
=

Product ltem




BCG Matrix
PR R

-~

&~ QUESTION MARKS

______________________________________

Market Growth (%)

U

10

Relative Market Share




@
___“:__

B
g
:
2
S

~




Product Mix Decision
rem A G RK P357
. Line Stretching F=fh4ith @ swmmmamnsis
Down-Market Stretch
Up-Market Stretch
Two-Way Stretch

|

_ine Filling 7=\ 28 SE A T R K B
_ine Pruning 7= b Z6HIEK ~— BOTRARRE. RE

. Line Updating and Featuring = i £ 55 871 Al 4F
At




Product Life Cycle
P325 = i A A 3

. Product have a limited life.
. Introduction & A\ #f

. Growth s K #H
. Maturity 5 #44]
. DeclineZZiE ]

|

Sales

N

/ e

infroduction  Growth Maturity Decline
Time

Sales and Profits ($)




Figure 13.5a
Common PLC Patterns:
Growth-Slump-Maturity

36 R o ) AR A A AR =
B}Ek T FE- R

|

Sales Volume

Time




Figure 13.5b
Common PLC Patterns:
Cycle Recycle

T o ) AR e R B
f}EH -

|

sales Volume

—

—

Primary Hecycle

cycle

Time




Figure 13.5¢c
Common PLC Patterns:
Scalloped

i Fﬁnnﬂﬁiﬁiﬂﬁﬂ* 7\

)d« ) /*' IM

|

Sales Volume

Time




N Figure 13.6 Style, Fashion, and
Fad Life Cycles

K AT B 1o B AE 1 J 4




Introduction Stage Strategies

TN RS

Marketing Features i34 :

_ow sales, high costs KN & & AR
_ess profit. 47 2>

t's hard to do price strategy. /B X ff i/ #& 1 5
High risk. =57 XU

|

($)




Introduction Stage Strategies

TN RS

. ldentifying market demands.

WA R

. Choosing the right time.
P53 B AL

. Understanding consumer behavior.

T IRH AT

|




Growth Stage Strategies
R S SR

Marketing FeaturesTli 3411 :

|

b

L

Companies begin to obtain profit.
MMV I aRFRA
. A rapid climb in sales.
HErEE e

. New competitors enter. ¢ 7N

BT 3E S 2E




Growth Stage Strategies
R S SR

|

. Improving your product's quality and features.
e = v R o B R A

. Expansion of distribution lines

Pk AR E

. Reach to the new customers profile.

BEN B4l 73 T 3




Maturity Stage Strategies
i RS SR

|

. Growth Maturity Al Bl A
. Stable Maturityf& & 5 24 1]
Decaying Maturity % 18 5 A

Sales and Profits ($)




Maturity Stage Strategies
i RS SR s

|

. Market Modification i 37 1 %%
. Product Modification;/= /i i &%
» Quality Improvement/ii &5 B

. Feature Improvement# 4, iy sk
. Style Improvement X% st

. Marketing Program Modification
B4 T 1A% Price/Place/Promotion




|

Harvest 3k
Divest#|ZF

Decline Stage Strategies

1B B R g

Marketing FeaturesTii #4511k

. the rate of sales reduces visib

BH = SRR P

l

L

y

Stragegy 7 1%

Decline




. Thanks
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Understan

ding Pricing

B E YT P432

Rentfl 4
Tuition= %%

Fares*1H 2%

Ahﬂ

iy

Fees /a3t
Rates# %

Tollsi@fT %%
Wages_ L. %%

Commissionsif4:

b 5%

&304 | BRAEY

wAL IR 2 2 S kR fi 0T SE 75 52

HeEkiR 75 8

HE—
BEIVBHFARZT
3-6ARHFARIT
6-182 2HERRINT
18-22BHF1R2R2EMT
4224 BB EH18A R MN1T
RHTHT

0-32E 3-64E

el 2% | 3% | 4%m |
| 3% |

AE=

p
EEeaBHEALRIT
6-122BHARAT
12-32 2 EF102 M
324 2P EH2022M15T
EHTHR

6-12/4 8

0-62 8
32-5244 8 22-324} 8
77C
30-42482 18-304 2
42-60
g
60-784: 2 78-96720 B
97T LA
I e
52-724 8 72-92448

TR DR

FEAAN, RERFEATREE—FEXHRIHZ 007G, BHipiHs
FOHEM; MISOTE, BHBSHTFSHEN; THRTEBM0TE, FEE

RATHEM,

MARBNLE, ERIGAE
Rirsi, WEREZE, &
ARE2E
HeMueReet, R
FUmeH LA, 8415
MISRRA, WA
RESHLH, 8257

@ WSO Wj WU BRMELY

I = Aask, RERVE, 8
P\ 400T L L BRIT. LREHEOT

ek SE

HER—
6 SHTRAAFRRIE
Mt RER LD

H4.35%MREF RN KR
PREREBRENTE
FHROAFARIAT

H11%MABHAGIRREIET R —
ik RE AR
FHRMNAFARIIT

BITRBITEE

HE—
EHSRBHFARIT
PUESEm102 Emit1T
Wili— il #8F B R
% R RSN
0-52 8
GES] 1% |

25-3508

15-250 8

35-402 B

EFHE

Bl: w=mrwan, sE-RocE. AECNARSENIE, NR—FERG2E

AR MITENTE

HE—

BTN
#HEARE MR A RWE )
A TAREET

BIRE: SRS EE A




Steps in Setting Price
i %€ & Hr K20 TRP438

. Selecting the Pricing Objectiveit £ € i H r

. Determining Demand’#i i€ # 3K

. Estimating Costsfd it 4«

. Analyzing Government’s Policies and Decrees
I3 AT BURE R BUR 2

. Analyzing Competitor's Costs,Prices and
Offers 7t 5o & A . ArAs AT iy

. Selecting a Pricing Methodi% £ —F & iy /71

. Selecting the Final Pricef & & /1 1%

|




Steps in Setting Price
i %€ & Hr K20 TRP438

. Selecting the Pricing Objectiveit £ € i H r

. Determining Demand’#i i€ # 3K

. Estimating Costsfd it 4«

. Analyzing Government’s Policies and Decrees
I3 AT BURE R BUR 2

. Analyzing Competitor's Costs,Prices and
Offers 7t 5o & A . ArAs AT iy

. Selecting a Pricing Methodi% £ —F & iy /71

. Selecting the Final Pricef & & /1 1%

|




Step 1: Selecting the Pricing Objective
EFEEN Hir P438

. Survival’E 17
. Maximum current profit(Price &

demand) = {i A B RAL (5 J%‘ﬁ

ke
. Maximum market share i 37/ j:(ﬁ AR

. Maximum market skimming= E%ﬁ?@%
. Product-quality leadershipr= - i &4 5 Hifr
. Other pricing objectibves H 1t € 1t H #x

|

IJ




Step 2: Determining Demand
€ 7&K P441

. Price sensitivity ¥ #& iU 4

. Estimate demand curvesfliit 7 sk Hh £k
. Price elasticity of demand 75 SR /1 #% 58 4
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Figure Inelastic and
Elastic Demand &k = 344
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Step 3: Estimating Costs

([N S%N

Types of costs)i 7

Total costs. ffi A«
Fixed costslfil 5 pii A

Variable costs ] 45 i 4

2 15] ik

NEQ Ayt

N

Average cost-

Economies of scalef{fi£55%
Diseconomies of scale itk A~ 25 5%




Step 4:Analyzing Government’s
Policies and Decrees

IVTBNBUORES

. Limit orderfE 4/} % b

BAFIOZR#0.58 T LH ATE
BN’ 7o)

. . N7
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Step 6: Selecting a Pricing Method
EFEEM T

. Markup pricing)il i & #712
. Add a standard markup to the product’s cost.

X 7 i AN BEAT — B HE IR
P=(C/0+VC)x(1+r)

|

. Add a standard markup to sales.
XTAR & AT — A AERI IR
C+VCxQ

1-rQ

P =
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Figure14.5 Break-Even Chart for
Determing Target-Return Price

and Break-Even Volume: 4
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. Value pricing /i 72 ¥ 12
. Companies that adopt value pricing win loyal
customers by charging a fairly low price for a

high-quality offing.
A LA SR AL e o B Y 7 it IR 55 A A S
Ko




|

. Going-rate pricing[ 17 5 T 7E 1 12
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. Auction-type pricing(English Auction , Dutch
Auction, Sealed-bid Auctions)# 3% E 1%




Consumer Psychology
and Pricingi 7 & .0 BN EHr

. Reference pricesZ &
. Price-quality inferencesf/ i%- i & #E ki
. Price endingst/i#% )24k
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Step 7: Selecting the Final Price
il T AN

. Impact of other marketing activities
AR S BV Bl H 2
. Company pricing policies
A ENTBUR
. Gain-and-risk sharing pricing
AT 2 - ASE 0 45 78 Dy
. Impact of price on other parties

8 0 HeAth 2% 7 B 52

|




N Geographical Pricing i3 52/ S B

. Pricing varies by location




Price Discounts and Allowances

FrINAIPTik

. Discount##H
. Quantity discount#&= #7141
. Functional discountBR fE37+0
. Seasonal discountZFi #r 4l
. Allowance#rik

|




Promotional Pricing Tactics

{eH E M

. Loss-leader pricing 5 A~ H & 2 41 12

. Special-event pricing5: 5k 24 5E 4112

. Cash rebatesI &[4

. Low-interest financing i 2. ¥k

. Longer payment terms# KA+ g IR

. Warranties and service contractstH 1%l iR 55 & [F]
. Psychological discounting:C» ¥ 3741

|

AN




Differentiated Pricing

Z 7 E Yt

. Customer-segment pricingii & 41 73 17 3% %€ v
. Product-form pricing/= i # 2 E 1

. Image pricing/z % 2

. Channel pricingZ2i % i

. Location pricingfiz & &t

. Time pricing [8] %€ 1/

. Yield pricingUit 5 5E

|




Product-Mix Pricing
& EYrP361-362

. Product-line pricingi™= i £k € Wy

. Optional-feature pricingiZ /i E

. Captive-product pricing[ff J& = /i %€ #it

. Two-part pricing &8 7 E Hr

. By-product pricing &I~ i &

. Product-bundling pricing(pure bundling, mixed

bundling);= M4 & hr——E WL RS
il

|
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. Thanks.




9
Designing and Managing

Kotler

Integrated Marketing
Channels

MARKETING MANAGEMENT



What is a Marketlng Channel?
P464f1 24 R EHEE

A marketing channel system is the
particular set of interdependent
organizations involved in the process of
making a product or service available for
use or consumption.

H4HIRIE (Marketing channels) , {Ef#F=mER
A 55 MR b A A5 FH B3 2% 1 — 3R A0 BLARAE ) 224




. Merchants (GEszrpa]rg) --fib &R EER
. Agents (fRHERE) -0 N, HlIERCER .
EAHN

. Facilitators CiiiBhNLIY) -—-1s% sl A6 7
v OERATS AR

\




Marketlng Channel System

MICHAEL KORS(Z4FB3ENE)

EIEAEAERE 123 56 iE#s: 159670 7ofa: 8.9 FAHE: 9.0 fRSS: 8.7

fht: FiTEIE28 S F4FRE 110645
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N Push and Pull Strategy 465
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N Multichannel Marketing P465

. Multichannel marketing, using two or more
marketing channels to reach customer
segments in one market area.

- ZIRIEEN, RIFER —Tigpueh, KPR
B DL E AR S A R IE R & AR




Omnichannel Marketing4: 118 & 44
P466

Omnichannel marketing, in which multiple channels
work seamlessly together and match each target
customer’s preferred ways of doing business,
delivering the right product information and customer
service regardless of whether customers are online, in
the store, or on the phone.
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Integrated Marketing Channel
SystemZE &5 IR1E 2 4:P466

. Integrated marketing channel system, the
strategies and tactics of selling through one
channel reflect the strategies and tactics of
selling through one or more other channels.

. BESHEBEEARAZLRBERXE—TRGAEH, 1T
— U T A 1) A R A B A I A TR T 1 £
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Consumer MarketsiH 5 & T 3%

Marketing Channel Levels

IEEESR PAT]

(a) Consumer Marketing Channels

0-level 1-level 2-level 3-level
Manufacturer Manufacturer Manufacturer Manufacturer
Wholesaler Wholesaler
Jobber
| Retailer Retailer Retailer
Consumer | Consumer Consumer Consumer

(a) HRBERRE
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Designing a
Marketing Channel Systemix it
HIRE RS P473

. Analyzing customer needs and wants /17 Jii 5
1) 75 AN B

. Desired lot sizeflt & K/

. Waiting and delivery timeZ&{z fl15g B2 I [A]

. Spatial convience = ]/ F]

. Product varityy= i £ R4

. Service backupi 55 3 #F

|

. Establishing channel objectives and
constraintsffi 37 %218 H A 2R




Identifying Channel Alternatives

RAIEE TR P475

Types of intermediariesH [A] B 258 (K )

(a) HBRSEHEE
FTRERE —RKE ZRRE =RKiE

Number [ #es | [ was | [#es | [ses | {H (5 )

> EXxclusive R B

~ Selective |
. PEH

> Intensive L

ETBRETERETS

Terms & - . - fE

| wms | | mmx | | wmms | | wms |




Evaluating Major Channel

Alternatives V/Fi T ERIEHFFR

Economic criteriaZt 55 M4 A

High
Sales for
Value-added >,
o s partners
= . — Direct sal
o Distributors channel
B | Retail st
g . %
= Telemarketing ) Indirect" channel
Internet
Direct marketing
i channels
Low
Low High
CostperT

Control and adaptive criteria 7 4% 4 F3& B P Fr




Channel-Management Decisions
RIEEHRK P478

. Selecting channel members#kiz 1= 1E A% f
. Training and Motivating channel membersz |

|

AR U8 A D
. Evaluating channel membersi-{/ 418 ik 7
H=7 AT

. Modifying channel design and arrangementsti
R IE BT A HE
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