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i Agenda

= Define marketing

= Explain different strategies
= Segmentation
= Positioning
= 4 Ps (Marketing Mix)



i What is marketing?

= A set of processes that creates,
communicates, and delivers value to
your “customers”

= Manages customer relationships
= Benefits you and your stakeholders

= What marketing Is not
= Why Is marketing important?



i What is marketing strategy?

= A plan to use your resources to meet a set of
objectives
= Your objectives should be

= Clearly defined
= Stated in measurable terms

s Elements of marketing strategy
= Target market
= Position
= Marketing mix (4Ps)



i Segmentation

= Dividing the market into distinct
targets: groups of customers that you
wish to serve

s Describe them
= The benefits they want
= Attitudes and behavior

= Demographic variables that will help you
iIdentify and reach members of each group




!'_ Thought questions

Who are your target customers?
What benefits do they seek?



i POSITIONING

= Designing a unigue product and brand image

= IS based on “key” differentiator(s)
= Important to customers
= Something at which product excels
= Hard to copy
= Can be communicated via marketing mix




Which airline has a unique

i distinct position?
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i The Marketing Mix (4Ps)

= Product

= The good or service you offer
= Pricing

= How much you charge
m Place

= Where you “sell” your product

= Promotion
= How you convey information to your customer



‘L What is a product?

= Goods are tangible
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m Services are intangible
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i Product

s Features
s Benefits

= Brand: a name, sign, or symbol that
= ldentifies the goods and services of a firm
= Differentiates them from competition
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i Nike Triax running shoe

Feature Benefit
Rideliner Extends life
footbeds of sole
Gore-tex liners | Wicks away

moisture
Carbon rubber |Durability
heel and

cushioning




What are the features and

i benefits of your service?

Feature Benefit




Psychological
Benefits

* Brand equity

m IS the customer’s
perception that the
social and
psychological
benefits of your -
service are better

than those of your
competitors




Product Offering: Goods
i supported by customer service

Clinical pH I I.l ps

User Training SEnse simplicity

Maintenance/

_ Philips
Repair Netforum
Medical
Imaging
Online Equipment |
store Technical

discussions
Software

Updates Product

Security
Updates



Product Offering: Service
i supported by customer service

Reservations

Business Valet parking
center
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Provide

Room with

Room service Bed Reception

Fitness Center Baggage

Restaurant



Product Offering: What about

i your service?

What are your
support services?

What is your
core service?



* Pricing your service

//s '\ Value to Customer

Competition




Price sensitivity varies by
customer

.

Price

Quantity

Quantity

Price




Value - . Functional
Benefits

s Is the customer’s
perception that the

usefulness of your
service is > than that of

your competitors

Value = (Quality + Convenience)/Price




i Place

= Where the customer obtains a product

= Marketing channel: a system of
organizations that cooperate to
distribute products to customers




What channel(s) do you use

to reach your customers?

Information
Source

Direct Channel

Information
Source

Indirect Channel

Information
source

. Intermediary

Indirect Channel

+ Intermediary [—

Intermediary

Customers




Promotion: Communicating to

i your customer

Your library

Your
message

Word-of-Mouth

Customer

Inform

Persuade

Remind

Customer |«

Media Customer
Print or Customer
Broadcast
Online or Customer
Offline
Personal or

Non-personal




The Internet can't hide from
the AT&T LaptopConnect Card.

Tired of playing hide and seek with the Internet? Get
the AT&T LaptopConnect Card and easily access the
Internet at mobile broadband speeds when you're out s o ot
of the office, on the road, away from hotspots. :

v

= Works in 165 major U.S. markets and more cities

worldwide than any other U.S. carrier. T

) J LaptopConniect Card for only

= Send and receive email, download large

attachments, and access corporate systems i 54 999

at mobile broadband speeds. SLaBAL with 2-year service agreement
on DataConnect plans $59.99
g ar higher.
= Enables secure laptop connections to AT&T
BroadbandConnect and EDGE networks.
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= atat

» > Fast and easy set up.
»

For more information, visit www.wireless.att.com/laptopconnect or go to your nearest AT&T store.

Coverage not available in all areas. Limited-time offer. Other conditions and restrictions apply. See contract and rate plan brochure for details. Subscriber must live and have a mailing address wnthm
AT&TS owined network coverage area. Up to $36 activation fee applies. Equipment price and availability may vary by market and may not be available from i retailers. Early

None if cancelled in the first 30 days; thereafter $175. Some agents impose additional fees. Sales tax calculated based on price of unactivated equipment Certain email systems may require addmonaL
hardware and/or software to access. Service provided by ATAT Mobility. ©2007 AT&T Knowledge Ventures. All ights reserved, ATAT and the AT&T logo are trademarks of AT&T Knowledge Yentures and/or




Oracle

42,000 Employees

3 Oracle Email Database Servers

Microsoft
50,000 Employees

110 Microsoft Exchange Servers

Source: Microsoft CIO

( REGISTER NOW AND SAVE )
DRA September 7-11, 2003 Unless you have as much money as Microsoft,
San Francisco, California
\ oracle.com/oracleworld you may want to use Oracle for email

ORACLE

Source for Microsoft Datac
Keynote presentation by Microsoft CIO
ar NRFtech IT Leadership Summit on August 12, 2002

oracle.com/email
or call 1.800.633.0541



Remind

ING 4 DIRECT B2

EARN MORE THAN sx THE NATIONAL AVERAGE

WITH YOUR ORAMNGE SAVINGS ACCOUNT

QUENCH YOUR THIRST FOR SAVING.

[F 31 R3E P45 DORELT CAE IWEAR NOW AND TOLR FRRC1 (175 DM LS.
FI'_'!-I:.' STOF 31 B3 095 DORECT CATE EAR WO AND TOUR FaRs] CUF°S [N 1

B ey gy g Wbkl 10 0 Rl B g o 1o R Ry

It e e e e By e by e e 0 B REET

B s
- . - o]

— et rasaa —— e

MONEY IN'THE B

CHANGES EVERYT

) T rnge g K ING B DIRECT

i




Marketing Communication

* (MarCom) Tools

_\ /‘ Public Relations H

Sales Force
_ | Sales Promotio
Direct Marketing
& Internet




Introducing a
new product

* TV: Superbowl! + 36 week campaign

* Free samples (75m)

« Radio: Spots in Top 100 markets (campuses, Cheerios boxes,
_ _ _ _ “impulse sites”)
* Print campaigns in magazines: e.g., People
* Coupons: 100m in

newspaper inserts

‘ Internet H

» Featured on website




IMC: Image and messages
consistent across channels
I -

50% The Orange Savings Account

Orange
Savin!,'gs “...the best money market account in the country...”

- Money Magazine

Great Rate. No Fees. No Minimums.

No need to change banks - Your Orange Savings Account will
be automatically linked to your current checking account.
Annual
Percentage
Yield

Annual $900

— S164 | $92
ING DIRECT | Musev-Market | Savings Account . . )

Rates are wariable. ING DIRECT Rate as of Open Now Learn More

11£20/06. Chart based on a deposit of 20,000 for

one year. Sources: savings and money market 3wy,
from Bankrate, Inc.

Access your account around the clock via ingdirect.com.

Open your account online in under 5 minutes.

Check out our great rates on Orange Mortgages and Orange
CDs too!
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!'_ Thank you!

Feel free to contact me at
Jwagner@rhsmith.umd.edu

301-405-2126




