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CHAPTER 8

Products, Services, and Brands
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Product ziiall

Anything that can be offered to a market for attention, acquisition, use, or consumption that might
satisfy a want or need.
Aals Sl A oy 8 G YT S A2t 3t laia¥) Jaf e (5 snll Aaii (S s o sl
Service <laadl)
An activity, benefit, or satisfaction offered for sale that is essentially intangible and does not result in the
ownership of anything.
st sl Asle ) (sa5 Vs Wbl (usale e gll g yra Liny ol Amiia ) Jalis

Products, Services, and Experiences < aill g claadd) g cilaiiall

Products are a key element in the overall market offering. Marketing mix planning begins with building

an offering that brings value to target customers. This offering becomes the basis on which the company

builds profitable customer relationships.

o Ofagiosall e Sleall e oy e el (sl el kst Dy JWLAI) Ggmadl (28 (G (sl jemic (4 Clatidl)
sl e dny o BB oliy AS 5 agle g gA)LY 8 i yed) 108

A company’s market offering often includes both tangible goods and services. At one extreme, the
market offer may consist of a pure tangible good, such as soap, toothpaste, or salt; no services
accompany the product. At the other extreme are pure services, for which the market offer consists
primarily of a service.
Aala dads e 3 gmad) e (sSi 8 ¢ 5 AT Rl (e A sall) clexdll g ol (e SIS G sudl B ASHE (e Jadi Lo Ule
callyy ¢ Aalld clasd aa gAY Cashall 8 el daliae Giledd 2 6 Y ¢ mld) o Gl G saae ol G silall Jia ¢ 4485
Aaxd e Ll Ll G sud) im s
Examples include a doctor’s exam and financial services. Between these two extremes, however, many
goods-and-services combinations are possible.
il s bl e dpaall g cead) Sy ¢ Guamiill i G ¢ @l pa s ALl cleadl] s candal) and ALY Jad

Many companies are moving to a new level in creating value for their customers. To differentiate their
offers, beyond simply making products and delivering services, they are creating and managing
customer experiences with their brands or companies
¢ Gladdll wad g Cilatiall aiia 3 e GRS ¢ agniag e uall LiSleal dad B8 A s (5 e ) QIS A e ) Jais
alS 58 ol Ay el agiladle ae e Dlaal) Qlad (5 () i agild
Levels of Product and Services — <laidl) y cilaiial) cily gicsa
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Examples: 4Ll
people who buy an Apple iPad are buying much more than just a tablet computer. They are buying
entertainment, self-expression, productivity, and connectivity with friends and family—a mobile and
personal window to the world.
il g A By i sl oasd SisnaS Slea 3 yma (e Sy ST (05 538 Apple iPad ke iy cpdl) palaiy)
Al e daad s g dlaiie 830 8 - ALkl clBasVl Juaiyl g Aaliy) s il e

At the second level, product planners must turn the core benefit into an actual product. They need to
develop product and service features, a design, a quality level, a brand name, and packaging. For
example, the iPad is an actual product. Its name, parts, styling, operating system, features, packaging,
and other attributes have all been carefully combined to deliver the core customer value of staying
connected.
Aasall s zall e gt ) Al el b gite ) A1 8 3gal) a3 il alaie e Ging ¢ (A 5 senall B
e JS med o s pxiie sa jPad Oles ¢« JUall Jue (Ao Cadail) g Aail] g A sl Aadlall sl 5 53 sall (5 e g aranaill
e i) 8 ALiaiall Jrandl Apulisl) Al anii) Ajliny (5 AN Cilanall g Ll 5 < Jaall 5 sl alai g avanail) 5 o) a1 5 Al
JJlad)

Finally, product planners must build an augmented product around the core benefit and actual product
by offering additional consumer services and benefits. The iPad is more than just a digital device. It
provides consumers with a complete connectivity solution.

Lila) 20 8 g ladd S IS (pa Andll peiiall 5 L) B2l J a3 Jra geile oliy cilaiiall ki e cang ¢ 154
JalS Juall da OSlginadl 5 | (a8 e 2me (e JIS)iPad iixy . Slgisll

Product and Service Classifications <leddl) g Cilaiial) Cildyias
A. Consumer product A product bought by final consumers for personal consumption.

(il DGO ¢ sileill o sSlgasall 4y iy ke (SR Eilall

Type of Consumer Product <S¢y gilal) £ 5l
1. Convenience product A consumer product that customers usually buy frequently, immediately, and
with minimal comparisonand buying effort.
o)l aga g L EA) e a8 Jilis (558 ) Sie JS o Daall g iy Le sale SOlgn) eiie aidlall il

2. Shopping product A consumer product that the customer, in the process of selecting and
purchasing, usually compares on such attributes as suitability, quality, price, and style.
,\—ULNS“J)MJUBJ};.‘\}:&A;M\ Jie Glawn ¢ el yall g HLEAY) dilac v Jaanl) 3ale u)hﬁél@.’m\ @AM‘@:\A

3. Specialty product A consumer product with unique characteristics or brand identification for which
a significant group of buyers is willing to make a special purchase effort.
55 3en U g A (8 S de pane it R ) Aedlall i a5l 88 it 4l SVt e oald glle
Alal e pala

4. unsought product A consumer product that the consumer either does not know about or knows
about but does not normally consider buying. _
Bale ) p8 8 K& Y 4kl aie (o ym o) cllginall 4d jay Y L) SOl miie gllae b miia
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Marketing
Considerations
Gesl e
Customer
buying
behavior
&1y & glu
o

Distribution
&

Promotion
A

Examples
PAH|

Convenience

Frequent purchase; little
planning, little
comparison or shopping
effort; low customer
involvement
Lodaasll e Julall ) Sdall o)yl
RYEN }i KJJ\.LJ\ ) d...\E\ 3
A8 Hlde (alads) ¢ (3 sudl)
& Slanll
Low price | (addie jru
Widespread distribution;
convenient locations
dulic @l s pul s a2 55

Mass promotion by
the producer

i) U8 e s abandl s 50

Toothpaste, magazines,
and laundry detergent

Elaall y Gl g sana

il i s
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Shopping
(8ol

Less frequent purchase;
much planning and
shopping effort; comparison
of brands on price, quality,
and style
Lol cpa SN ) ) g5 AT o)y
CilaDlad) 45 jlda ¢ (3 sudill 2ga g
SRR RIS .
sl
Higher price el
Selective distribution
in fewer outlets
Jaf ddlia & SenYl @),ﬂ\

Advertising and personal
selling by both the producer
and resellers
J8 e (i) anll g (Dley)
Ol 5 el

Major appliances,
televisions, furniture,
and clothing
il g 380 g A 11 3 3ea Y
skl g Y 5

Type of Consumer Product SMeiu¥) ziwll & 5

Specialty
gaadlialf aldl)

Strong brand preference
and loyalty; special
purchase effort; little
comparison of brands; low
price sensitivity
Alaal) Aedlall (5 8 Jualiy oY
O AL & jlie Gali o) 2ea
Aada ¢ 4 Hladl) Gladlal)
M Tt
High price &8 ey
Exclusive distribution in only
one or a few outlets per
market area
BACRE P N PR PSR IS Y
(3o Addaia JSI 2L (e
selling by both the producer
and resellers More carefully
targeted promotion by both
the producer and resellers
Ol 5 el (e IS i (e il
8 e ST Al A ga a5 53
Ol 5 iall

Luxury goods, such
as Rolex watches or
fine crystal
oSy clela Jia ¢ 3 Al ALl
DAL Qi S0

Unsought
otha S

Little product
awareness or
knowledge (or, if
aware, little or even
negative interest)

Sf gl o 5l 48

SIS ¢ sf) 4yl
Alaia¥l e Jlill ¢ & 500

(Gl Glaia) s

Varies alida
Varies alisa
Aggressive

advertising and
personal selling by
the producer and
resellers
el s il saall Aol
gl J8 e el
Ol
Life insurance and
Red Cross blood
donations
& il s slall o il
¥l caliall e paly

Industrial product A product bought by individuals and organizations for further processing or

for use in conducting a business.
eV 513 8 alaiud ol Aalleal) (e 2y el s sall 5 ol 51 U8 (e 03] 58 a3 e (S linal) il

Classified by the purpose for which the product is purchased

1. Capital items are industrial products that aid in the buyer’s production or operations
wlilee ) o yiiall Z1) 8 aelus duelia cilatie o Allad 1 jualiad)
2. Materials and parts include raw materials and manufactured materials and parts usually
sold directly to industrial users
Oneliall Greaiiual 3 il Sale g3 ) ol 32l 5 Axiiadl o sall 5 aladl o sall e o589 3 gall Jaiis
3. Supplies and services include operating supplies, repair and maintenance items, and

business services
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Organizations, Persons, Places, and Ideas JS8¥1 5 (Sl g aldil) o cilaaial)
Organization marketing consists of activities undertaken to create, maintain, or change attitudes and
behavior of target consumers toward an organization
sl Lgale Lalia) of dadaiall ol cpdagiveall (Slgionall ol sl s il ga LY Lgy allacadll Al (e ()5S (AT (9 gl
EPEN
Person marketing consists of activities undertaken to create, maintain, or change attitudes and behavior
of target consumers toward particular people
ol L i ol Lgale Bliall ) cpdagivnall uSlgiunall IS gl g a8 o oL Loy allacadll il (e () 585 g3 A (3 gl
¢elaall 4503 e s se () ALaYL Baal 580 el o adiad A i 5 el A5 ¢l dadl )y le sgall (aill Laluy 1t
Led ¢ (E o ol el sailall < gal 5 il <l gl 5 gdall il gal (e A sama 2 L ledl) oL (5 jsall Tgaali 5y Caasd b
¢ Siaa) SS1 ¢ sl Cy5) EVOO L dalall &y sl ciladalls ¢ Nutrish sams S alaka (he Salall & sl Liadle
(Rayisms 44l )3 Ao (ul ¢V 53¢l

Place marketing consists of activities undertaken to create, maintain, or change attitudes and behavior
of target consumers toward particular places
OSlal ol la yuxd 5l Lgle Lalaad) i Cpdagiusal) (pSlgtuall gl 5 €l o LY Ly dllacaal) 30 e ()5S0 (S} (G gl
Social marketing is the use of commercial marketing concepts and tools in programs designed to
influence individuals’ behavior to improve their well-being and that of society
agiald ) Gauatl ol V) @l le o 5l daaiadll gl yall g lail) B sl ol 5 aalia alainl s Slaia¥) s geadll
aainall daald
Jaxi Ml ol aals cum andl™ ) o jilesall so i ¢ allad) Ail 2o W) Aalid) (5 g e A el DSl 1S S Ao
il i 5 gl 5 1058 5 Banial) LY 5l i ¢ Apuasi 1) Apallall 315 8 0 A1 6lS 8N 5 WDle s il 5 et g AUS )
¢ Lgab dall 3halie s A 5al) J sa e sl Tourism Ireland aaii ¢ cusll e Discover Ireland & se 8 45591 Jsal)
]l 1 "aas" O 8 et il il sbaall (e 2 3all 5 ¢ a1 galiia il g5 ¢ Aualall ciSUaall g s 5 ¢ ad) Jaladag

Product and Service Decisions 4«3l g gilal) < g
“# Individual Product and Service Decisions 450 8 daadl) g miial) &l ) B

#+ Product Line Decisions Uy bl )
#+ Product Mix Decisions kel e )R
+# Individual Product and Service Decisions 4508 dardl) g ital) <l ) B

| Labeling Product
Product . .

. Brandin Packagin —’ and -) support
attributes * 9 * ana ‘ logos serz?ces

il Clia f alew g el Al il g Al alladdly cladlall gy il aed cilaas

1. Product or service attributes 4asill i gildl clia [cilaw
communicate and deliver the benefits il sdll a8 g Jual 5il)
a. Product quality ziiell 535
The characteristics of a product or service that bear on its ability to satisfy stated or implied
customer needs.
Agiaall 5 dleall ¢ Sleall Claliia) 4l e 4558 e g ) deadl) ol el Gailad
b. Product Conformance Quality ziiall 4daa 3352
is the product’s freedom from defects and consistency in delivering a targeted level of performance
£1aY) wu@&wﬁﬁ&d@yu\qjﬂ\ JAC.AJA.\\ FAEQEYY
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c. Product features giiall Clialga
e are a competitive tool for differentiating a product from competitors’ products
e are assessed based on the value to the customer versus the cost to the company

A, elaats 3l A4S Qi Jpanll Filly Radll Gulad e Ll o3y

Product Style and Design asaaill g ziiall Jaad
Style describes the appearance of the product Fiiall jelaa Cuay Jaadl)
Design contributes to a product’s usefulness as well as to its looks
o)@.h.«&cﬂhsjc_ud\amu&rx@@ M‘
Brand 4 laill dadal)
A name, term, sign, symbol, or design, or a combination of these, that identifies the products or
services of one seller or group of sellers and differentiates them from those of competitors.
uwu\w%)mj\h\jehuuhj\u@uJMc cY}AQA@)'AJ‘\ce%uiji‘})}ichms}isékm‘aje?u\
Lopedliall ciladd o) cilatiia e W s
Packaging The activities of designing and producing the container or wrapper for a product.
iall Cadlall A el L) g e Adadil :Cutail) g Al
Labels identify the product or brand, describe attributes, and provide promotion
sl s ¢ cliall/ clandl Caats ¢ Ay el Al Sl i) aass e jladl g C ekl g cliualall
Product support services giiall ao3 iladd
Product support services augment actual products Aladll latiall 3ol y Ao Glatiall aed Gledd Jaad

4+ Product Line Decisions Uy ba &) 8
Product line zW) ki
A group of products that are closely related because they function in a similar manner, are sold to the
same customer groups, are marketed through the same types of outlets, or fall within given price ranges
O Lelasaad gy ol ¢ oSlaal) e gana (il Lemn oy sl ¢ Alilas 48 Hlay Jant LY a5 Ualii ) Jai i Sl Claiall (e e gana
Lpma el il e a8 5l ¢ 2Ll g1 ais JNNA

Product line length is the number of items in the product line WY bi 4 jaliall axe o U bd Jeh

Product line stretching is when a company lengthens its product line beyond its current range.
) Ll aas Lo ) Lealis) ad AL 4S80 o 58 Laxic a UiY) Jad alial

Product line filling occurs when companies add more items within the present range of the line.
Lall sl SUaill an jealiad) (e 2 jall S N Canald Ladie Caaal USY) Jad ddes

¢ Downward product line stretching is used by companies at the upper end of the market to plug a
market hole or respond to a competitor’s attack.
(olie o sagd LtV ol (5 gl 85 58 i (5 suall (e g slall Cayall 50 g gl S A dendiing Jhad ) ZUOY) Jad ahata)
* Upward product line stretching is by companies at the lower end of the market to add prestige to
their current products.
AL el A A8y and) e V) ikl s S ) (L e S (e ) gaelal) U bl yaa
* Combination line stretching is used by companies in the middle range of the market to achieve both

goals of upward and downward line stretching.
Ll s aclall Laall aaa Calaal sl (§ saall (e Jans gial) Slail) 8 52 s sall S ) i Jalidiall Jadd) La

=+ Product Mix Decisions i) e il )R
Product mix (or product portfolio) The set of all product lines and items that a particular seller offers for
sale.

el Cpma 20l Lgaa oy (1) jualindl 5 LY o ghad ases (10 de gane (Claiial) Addaa i) clatial) g e
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1. Product mix width is the number of different product lines the company carries.
AS Al Lelaas ) ddlisal) Ly Lsha dae ga iladial e 2
2. Product mix length is the total number of items the company carries within its product lines.
Leali) b sha e 48580 Lelaad ) Calicadl  Jlaa) saall s geilel) g ja Jbo
3. Product mix depth is the number of versions offered of each product in the line.
bl 8 e (S As  jeall sl aie g ilal) gde (Bes
4. Consistency is how closely the various product lines are in end use, production requirements, or
distribution channels.
2o s ¢yl i ol ¢ Sledl) alaatul) 8 A £ LY b ghad g sae (Gl

Services Marketing <leadll & gud
Types of Service Industries 4ileadl) cileliall g1 43l

»  Government da sl
Private not-for-profit organizations ol Al e dalall Clelaiadll
e Business services Jlee VI clana
5 Nature and Characteristics of a Service paibad g daadl) Aok
«6 Marketing Strategies for Service Firms <ladil) &ls pal g gudl) il

5 Nature and Characteristics of a Service gailad g daadl) daph
Services <laad
1. Service intangibility 4w salall & dasil)
Services cannot be seen, tasted, felt, heard, orsmelled before they are bought.
ey 8 Ll sl Leelan of Loy ol o Lol o claaall 43y (Sar ¥
2. Service variability 4eid) i
The quality of services may vary greatly depending on who provides them and when, where, and
how they are provided.

g o oSy ol 5 ey Lty (e e 13laie] )5S B3R laaal) 53 s Calias 38
3. Service inseparability 4e3ill Juad axc
Services are produced and consumed at the same time and cannot be separated from their
providers.
st (o Lgluad (S W5 8 g (i (b LeShgtal 5 ilonal) ) oy
4. Service perishability &lill 4aail) 448
Services cannot be stored for later sale or use. EaY alaaia¥) o all cileadll 5 383 S ¥

« Marketing Strategies for Service Firms <laddd) <ilS pal gy gudil) cilaant) i)
In addition to traditional marketing strategies, service firms often require additional strategies

Rln) gl i Cilaal) S 58 T Lo e ¢ Al (3 el ln) il ) ALY,
» Service-profit chain g deadl) Aol
* Internal marketing I (3 guatl)
* Interactive marketing U (3 gual)
»  Service-profit chain el g Aeadd) Al

The chain that links service firm profits with employee and customer satisfaction.
o Sadl 5 (i gall Lia yy Lanall 4S 35 2~ Jay 53 ) ALL)
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Internal service quality

Greater service value
Satisfied and loyal customers

R

Internal marketing

team to provide customer satisfaction.

e and) ;L'A_)“X sl dJ_)SSMZ\.AJAM \_éla}n?(:_‘j c«ML\JL@Y\ UJL}A PR PR
**Internal marketing must precede external marketing

‘;hﬁﬂ\ (i gidl)

Training service employees in the fine art of interacting with customers to satisfy their needs.

Interactive marketing

A & gl
Internal
marketing

Satisfied and productive service employees

Healthy service profits and growth

ARSI (5 gl

Orienting and motivating customer contact employees and supporting service employees to work as a

CH8 — MKET230 uaili

a0l Aeaal) 53 5

Cpadia g Cpal ) ded il ge
BEARNEP OV

Aol s gaiy L)l

A G geil) AR (B gual) Gam O

pelalisa) Al ¢ Slaall aa Jelall G Ao da3al) @L:ya;u)m

ds,a
Company

A (8 gt
External
marketing

Customers
e

Employees M
Ol gall

. Interactive
=il 5= marketing

»  Service differentiation dasdll
« Service quality Qi) Saga

Service productivity EOREN ([P WENL
Managing service differentiation 4esid 3l 3
creates a competitive advantage from the offer, delivery, and image of the service
Al 3 pm g ol (i jall o Apudlii B30 3y

Offer can include distinctive features 8 jpan Ol e ey O (S o ad)
Delivery can include more able and reliable customer contact people, environment, or process

485 ga 558 JSI e Slead) aa Juail dlae sl Ay ol (il Jady of Sy aabeadll
Image can include symbols and branding Al cladle 515 50y el Of Sy 3y gual)

Managing service quality
provides a competitive advantage by delivering consistently higher quality than its competitors
Leandlin o ) painly Jeb 33 53 i IS (o A0l 8 00 g
**Service quality always varies depending on interactions between employees and customers
sSanl) 5 (pals gl Mo Lol Cun Q310 da2A0) 30 ga alids
Managing service productivity —4eaid) Lalis) 313
refers to the cost side of marketing strategies for service firms
Gleadl) S il 3y el ilasi) il & AalSEl) culs )l
Employee recruiting, hiring, and training strategies Ol sall i g Cands g s 5 ila) i
Service quantity and quality strategies 83 sl Gl jiad 5 deadl) 20
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Branding Strategy: Building Strong Brands 438 4 lad ciladle sl 145 jlacl) dadlad) ) sin)

v' Brand Equity and Brand Value 4l dadall dad g 4Stall (3 68a
v Building Strong Brands Qgh 4 an clde sl
v" Managing Brands Ay jlal) ciladlad) 51

v' Brand Equity and Brand Value 4l dadall dad g 4Stall (3 68a

Brand equity 4o lail) Aadal) 4Sla (5 gia
The differential effect that knowing the brand name has on customer response to the product or its

marketing.
Ayt ) iiall Jpandl i e 4y jlall Aadlall s 48 jae 450a5 3 Loalal) sl

Brand value 4 laill &adlal) dad

The total financial value of a brand. 4l Aadlall 40lal) dadl)  las)
v" Building Strong Brands A Ay s cladle sl
Brand positioning Brand name selection Brand sponsorship Brand development
g laal) dadladl 38 pal 4 i) Aadadl acd LA Ay jlaal) dadall s Ag janl) dadad) g ghat
Attributes <laa Selection BN Manufacturer’s brand Line extensions
A4S Al 4y jladll Aadlall Lal) olsial
il
Benefits i) ) Protection ZEIDEN Private brand Brand extensions
s i)l ke 4 ladl) Aadad) el
Beliefs and values Licensing Multiband
asl) y Claiaal "ad " as il A lall cladlal) saxie
Co-branding New brands
A4S jidiall 4yl dadlall 3y ladl) cledlall

1. Brand Positioning 4 lail) Adad) 38
Brand strategy decisions include: b L 4 )il dadlal) dal yin) &) B Jeds

¢ Product attributes el Slew [ Gl
e Product benefits il i) g8
e Product beliefs and values Alad g ailall il agina

2. Brand Name Selection 4 ail) LMl jLid)
Desirable qualities 4 sl ciliuall

1. Suggest benefits and qualities "Glend"Elaall g 200 58l -yl

2. Easy to pronounce, recognize, and remember S5 Gyl 5 (shaill A g

3. Distinctive 3 ea

4. Extendable aaaall JulE

5. Translatable for the global economy sallall alaidy) daa j3

6. Capable of registration and legal protection A Al leadl g Jonousil) e 5 5008
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The text has example for each of these: (-4 Lae J<! JUa o (aill 5 giny
1. It should suggest something about the product’s benefits and qualities. Examples: Beauty rest, Die
Hard, Intensive Care, Curves (women'’s fithess centers).
ALY 39 a) 84S ¢ 38 pall Agliall ¢ 3 518 ¢ Jaanill Aa) il jAlial aflia s i) L) e Jon Le oo ) S O oy
(Al Ao

2. It should be easy to pronounce, recognize, and remember: Tide, Silk, iPod Touch, JetBlue.
b ¢ QI a5 (ol ¢ el ¢ 4l SN ¢ Capaill g ¢ i Jend) e 050 O

3. The brand name should be distinctive: Lexus, Zappos.
o)) ¢ S e AS Sl sl 55 O e

4. It should be extendable: Amazon.com began as an online bookseller but chose a name that would
allow expansion into other categories.
i il e o 4ilE e L) ) ST i Y e S 23S Amazon.com il taaaill 3B 068 of g
S A

5. The name should translate easily into foreign languages. Before changing its name to Exxon,
Standard Oil of New Jersey rejected the name Enco, which it learned meant a stalled engine when
pronounced in Japanese

¢ Enco a= Standard Oil of New Jersey cui ) ¢ Exxon ) leass! yans J8 4udad) clall) 1) & g ant) dad 53 g

Al Al dila vie @l (i ey 4l Caale S

3. Brand Sponsorship 4l 4adlal) 43le
% Manufacturer’s brand dziadll 4 4l 4y jlaill Zadlal)
% Private brand i il ddle
** Store brand (or private brand) A brand created and owned by a reseller of a product or service.
Aand gl e wil LeSlas Lalisl 4 s 20l (Rald 4 las Aadle i) Jadal 4y jlas Adle ¥+
Licensed brand 4=i  &jlas 4dle
Co-brand the practice of using the established brand names of two different companies on the
same product.

il et e pialite (08 8 Ly J serall 4 jlatl) elan) aladind A jlas o AS jida 4 5l Aadle

4. Brand development 4 lal Aadlad) y ghas
+» Line extension Extending an existing brand name to new forms, colors, sizes, ingredients, or
flavors of an existing product category.
335 g eiie Al Baan e o i S ol alaad o ) o JISl ) Aal) & jlacl) AaDladl sl g 55 Jadd) 314l

R/
0‘0
@,
0‘0

+» Brand extension Extending an existing brand name to new product categories.
Baa Ciladiie Clial 3 ga e 4 Hlad Adle sl & 8 a.'uh.ﬂ‘ Aadlad) 3)aial
+«» Multiband Companies often market many different brands in a given product category.
A prite 48 AabAL) 4 ladll Gladlall (e daadl (5 gy IS AN o 585 Lo Ulle Ay jladl) ciladlad) datia

% New Brands A company might believe that the power of its existing brand name is waning, so a

new brand name is needed.
s e ke and ) dala s QA ¢yl 5 A Gl Liole and 358 o AS 80 Siad 8 Bayaad) Ay ladh ciladal)
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zill 4 Product category
1925« Existing New 42
< .
e s Line Brand
g Existing . .
i extension extension
% c L) Sl g ol Adladl alatal
-
+ N g
i a New | Multibrands New brands
KTRLY
o A ilalal) auma Saaalt 4 el eilalalt
v/ Managing Brands A el ciladad) 51
Companies must manage their brands carefully. Al 4 el LgEledle 3] @ls il ey

First, the brand’s positioning must be continuously communicated to consumers. )
e IS pSltiaall 4 el Aadlal) 8Kk Jaa 65 cans Y gl
**Major brand marketers often spend huge amounts on advertising to create brand awareness and

build preference and loyalty.
oY sl Jamiil oy s Ay Hlaill Aadlally o 5 IAT cildle ) e i dllue el cladlall 8 guse LS (30 Le Ulle

Leiledle (e paall e (Dle D Ui 5Y 53 e 3 o ST allall sl maen (3 Y 5S S8 A8 5 (3855 ¢ JUall s e
11.5 Jaals 2l iS5 5 4S50 Gy ¢ HY¥ 50 5Ll 7.9 Ladiss ¢ ¥ Jhle 3.4 e iy Lo )y sise Jl i (35 ¢ 4y jlail
¥ ke
Such advertising campaigns can help create name recognition, brand knowledge, and perhaps even
some brand preference. However, the fact is that brands are not maintained by advertising but by
customers’ engagement with brands and customers’ brand experiences.
AaDlall OBl Gany ia Ly 5 Ay el Aadlall 48 yray anl) (o Ca el oL & ADle ) cOlaall o2a i aclas o) (Say
e oSl JoliE A (e (815 @liBle ) Gash ge Ll o Y 4 jladll bl o oo d8aall (8 ¢ dlld gay A jlaill
(o Dlell & Jlatll Aadladl Gl A el ledlal
The brand’s positioning will not take hold fully unless everyone in the company lives the brand.
Akl Aalall Gliamy A il 8058 IS (S ol e JalSIL 4 el Al a5 s S )
Finally, companies need to periodically audit their brands’ strengths and weaknesses.
Al Lgiledle 8 Ciraall 5 5 il Lol (5 5 50 (3835 ) ClS ) zliad ¢ ) A
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What Is a Price? ¢l 82 L
Price The amount of money charged for a product or service, or the sum of the values that customers
exchange for the benefits of having or using the product or service.
il aladinl s ) L e Jilie e Deadl Ledalihy Al sl & sana 5l ¢ dadd ) iie Jilie alian o5 A1) ) adluall )
Aaadll
OR
Price is the only element in the marketing mix that produces revenue; all other elements represent costs
oIl Jiss 5 AY) pualiall g ¢ il ) i A & sl o Sall L dim l peaiall ga el

Major Pricing Strategies 4wl i) clad) sl
Customer Value-Based Pricing G5 4 (bl o )
Cost-Based Pricing A8 (bl Ll )

Customer Value-Based Pricing (528 dad (bl o )
Understanding how much value consumers place on the benefits they receive from.the product and
setting a price that captures that value
Aaill 028 gy A prall dpaai g el (e Lo (yslany A Xl e ) Sletusall Leaiay ) daill i agd
Customer value-based pricing Setting price based on buyers’ perceptions of value rather than on the
seller’s cost.

L) RIS e Yoy Al o i) ol gt e 2l el a1 a3l Aad (il o )

FAY e e ety ot o S O =
el Al Competition and other Consumer
Product external factors

perceptions
costs v 4 i gl Zoadl il il ._J'“-H'U el i v 4 of value
8‘ompetitors’ strategies and prices
Marketing strategy, objectives,
Price floor &l iza ) and mix z <5 <l [ Sl b Price ceiling
No profits below No demand above

Nature of thw;l:et ndlugemand

this price B gl this price
el 128 e 8 ALY el 128 Bt o aa g Y
$ € . 88
Price =i

Value-Based Pricing versus Cost-Based Pricing 44l (ulud Ao !l Jilha Aadl) (ubad o )
Cost-based pricing 4413 (bl Jo )

Design a good Determine product costs Set price based on cost Convince buyers of
product » el CallSs aas » sl e 2l paad) aas » product’s value
L Fe arenad el Aay 0 yidall ¢ L8)
Value-based pricing 4all ulual oyl
Assess customer Set target price to match Determine costs that Design product to
needs and value customer perceived value can be incurred deliver desired value at
perceptions » Aladl Cargiuall prud) 20a » Sy Al il paas » target price
danll Clalgial 4y Jranll L gy i) Al A Al 1) il ayans
Aagill O ) gosai 5 Soaghall radly 4 slladl)

Two types of value-based pricing: good-value pricing and value-added pricing
A8Laal) daddl) g puail) g Basad) Aaddl) o3 sl Al Gulad Aoyl e ole g
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1. Good-Value Pricing B dad 93 s
Offering just the right combination of quality and good service at a fair price.
e gy Baad) Aaadd) g 33 sad) (e gaall g jall agak
Everyday low pricing (EDLP) (adiiall agll sl
charging a constant everyday low price with few or no temporary price discounts
D) e dagana 5 ALB Cila g g e gy Sl (mdlia e (s b
3 ¢« kohls.com g8ga; 13 &5 e alaiadll pfal) (4 Agenri sl e J g9 dadiay Gald Lyl o) 138 1 dlal) s Ao
Aualil) ciliiuall g Ay g Al G gadl Ao S 4dSlg EDLP (ulas ¥
High-low pricing (addia-adi s
charging higher prices on an everyday basis but running frequent promotions to lower prices
temporarily on selected items
52054l jualial) o e Jlanl) il s ) Sie dns i G e Jindil ga oo ol (o el e (a8

2. value-added pricing 4éLiaal) 4edll g3 ymudl)
Attaching value-added features and services to differentiate a company’s offers and charging
higher prices
Ao e ajd g AS JAl) g e (e asaill ABlias dad i) Cladd g < e B )

Cost-Based Pricing A (b Jo )

Cost-based pricing Setting prices based on the costs of producing, distributing, and selling the product
plus a fair rate of return for effort and risk

Shlaall g sgall Jale wile Jana ) ALYl mitad) au s @) sis 2l CadlSi e 2l jlan) oa AR (i o gt
** Cost-based pricing adds a standard markup to the cost of the product

el 2815 ) Ul ) e 5 oy ARSI anan el

Types of costs <il<ill £ i
1. Fixed costs (overhead)  (Awalal) cilidill) A5 Caisil)

2. Variable costs B _uriall (aall<ity
3. Total costs il Jlaa)

1. Fixed costs (overhead)  (&alal culait)) 4 i)
Fixed costs (overhead) Costs that do not vary with production or sales level.
Slanad) ol ZUEY) (5 gine COOUAL Calias Y ) CallSil) (Lalad) culiait)) A5 Callet)

— Rent ).\;Ln

—  Heat 51l

— Interest pailal)

—  Executive salaries il (g sl il 5
2. Variable costs 5 ydiall i)

Variable costs Costs that vary directly with the level of production.
ZUEY) (5 sie e e S Caliad Al CaullSil) 5 piial) il
—  Packaging Aatl) 5 Caladl)
— Raw materials ER PPV
Y @l dclia @ Aaadtioall e&\ A gall Al Gl (ia Lﬁﬂ\ steelonthenet.com CE}A s ol 1) s : Jl
CA gl 55 e slans) @ sall 138wty ol ey ¢ caliall 8353 5 ¢ amdall Ll g ¢ paadl Cilaaa s ¢ aadll @l Loy
Dbasl) o2 i S A5 e Ul (K ia

3. Total costs cadlal) laa)
Total costs The sum of the fixed and variable costs for any given level of production.
ez (5 sia (Y B uaiall 5 AL RIS & sane CiSEY Alaa)
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2 3
-
4 1
= = 1
5 5 2/
g 2 \\4/
o Q |
@ : 7 I T LRAC
Q | Q I I | I
O | O I I I I
| I I | I
| I I | I
i I I | I
1,000 s A faial 1,000 2,000 3,000 4,09&‘ 8 fatia) e
Quantity produced per day Quantity produced per day
A. Cost behavior in a fixed-size plant B. Cost behavior over different-size plants
aaadl el alae AL o glu FELCEOR N POU FER N RERL i [ S L4 E U

CA

(AUl d ol Y Texas Instruments (T1) Jia Jia Jbie aladin) Juail) (1e

SRAC) il (s2all 3 a3 saill A8l Jass gia Jinie A JSAN) gia g _V:):\S\‘;é:\.}uh:\ﬂ'looo WY aas olin T| Cwld
11000 ) dem Lo ) 21 Q51 we (815 o sl 3 Jadd Qi) iy aimall (S 13) r ye dpuslal) A1 4GS (f peain 53 4
Laa 3aal 5 JS Jead Cun ¢« claagl) (e S ase o Ae g A0l Gl o Sl g A8l dau gie (il ¢ gl L8 dls
el (Y i e GRS Jagia (1 ¢ aall L8 dals A0 1000 (eSS 2] gimadl gl of (S N AEKAN (p
wandl agany Gyl Jleall a Jiag g ¢ 1588 YY) Jlaafi g ¢ YY) U Jleal) e faty Jlad e miay

i iy O aiaal) addiugn | uSi dlae gl A S8l Ll ¢ gl B sl A1 2000 g O Sy Ll T cusiie) 1)
2 S ¢ Gagysan s 1000 zloY sas ol A8S5 (e Jil e gy dsdla 401 2000 LY s 5l 4815 ) 5S¢ Uagf 3618 JiST Jae
a5 ¢ 5eli€ K1 36000 Ans giian ()5S ¢ @Bl gl (& (B JS4) (LRAC) Jishall el o 26l Lo gin Jinia (A e g
Jaall (g 132 € 230 — aaall il g5 ade L) o 368 BT ()5S e 52 4000 = Jams (531 £ L)) ginma (SIB JSAL
OIS bl aas il sa a5y 3000 21 piae o B JS3 uzagy @l ) Lag ¢ oLV (a3 5 5l Jlae Y15 ¢ L3y
TV e s siall 138 el S Lay 8 lkal)

X Costs as a Function of Production Experience Uy 4 il 4d)as caist)

experience curve (learning curve) The drop in the average per-unit production cost that comes
with accumulated production experience.

AS) Nz Y B A ae Sh (3 5 8o g (S £ LY 4GS Jass gia A (alidsy) (aladl) Jdada) 5 pdd) dada

$10
$8
$6
$4
$2

Cost per unit s g s

100,000 200,000 400,000 800,000
cuy «015 Accumulated production

(A sadll o TI Jha iy

Ay Al 48K alaty a3l ¢ Analal) YY) L) 85 A T] GleiSl pa o sall 2 4ls 411 3000 b ias 3 T| o)) (= )
Tl o ¢ Jomdl JS Ladaie Jaed) moay ¢ A laall po agilanay 49 j0 ST () gaay g <l JLaiaV) Jlaadl aleiy | Juadl JS5
() Al T gie Joay ¢ A A anal) il j g9 (an g BeliS ST T) s ¢ anad) gl g, Juail #15) Cllee 5 Cilaxa
10 & Luls 401 100,000 Jsf zlis) 4805 Jaws sia (8 ¢ Ml s JSEI 3 ein ge 138 AaS) jial) U5V 5 i pe (aldss)
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Caclia®s off a0l Y 52 9 ) A8kl Jaw g médi) ¢ daula A1 200000 Jsf A8l chail Laaie dsals 41 JS3 &l Y 0o
Caai ubia o oS i) ZUY) au ) oy Ba Y 50 7 A3 s ie 5% ¢« 400000 ) s3] 50 2SI el iy 5 s
YD 3ok 30 A giall Al uds A glidiall clilaall Jias Cumy Q5 e )

Cost-Plus Pricing i 44l (ulud o pmal)
Cost-plus pricing (markup pricing) (sl i) 4dlay) dAS
Adding a standard markup to the cost of the product. el dalKal _ld jaas A8
Ex: To illustrate markup pricing, suppose a toaster manufacturer had the following costs and expected

sales:
A8 gial) el g Al Call<al) Jaat o ll Aniiadl) 38 8N G (a1 ¢ L) s § g si) bl Jas Ao

Variable cost sl dalsll  $10
Fixed costs all Gl $300,000

Expected unit sales 48 siall Clas dll Clans $50,000

1. Then the manufacturer’s cost per toaster is given by the following:
terb Le DA G Con g JS dniaal) AS i) AAIST jaa ol a5
unit cost (33 s 44I<5) = variable cost (s_sxiall Cadlill) + fixed cost (ARG Callsill)/ unit sales (<l sl Cilegs)
=10 + 300,000 / 50,000 =$16
2. Now suppose the manufacturer wants to earn a 20 percent markup on sales. The
manufacturer’s markup price is given by the following:
daiiaall A8 Al Aua i) rd) qaad oy Slagall o (el g 720 S 3 55 dndiaal) A8yl o Y o bl
b b A e
markup price "ixagill " = unit cost (32 5l 44l5) / (1 - desired return on sales" bl e sladll xilaliY)
=16 /(1- 0.2)=$20

Break-Even Analysis and Target Profit Pricing idgiaall gul) s g Jatail) ddadi Julas
Break-even pricing is the price at which total costs are equal to total revenue and there is no profit
e 2m g Sl Jles) e Il RS s ol 3 el pdalanl) Al
Target profit pricing is the price at which the firm wiII break even or make the profit it’s seeking
M\Jx.uuuﬂ_ﬂ\z.z)l\ }\‘\S)Jib_\LJL!_\M‘J\):_..J\ uw\@jiw

** Cost-plus pricing adds a standard markup to the cost of the product
el 41K 48 Aadle Adlal) A6l jpens Capay
« Benefits i
—  Sellers are certain about costs ISl (e ()5St ) 523l
—  Prices are similar in industry and price competition is minimized
A el Audlial) QS g deliall & jlens) 4l

— Buyers feel it is fair Jandl cpe il 5 sitiall ey
« Disadvantages il
— lIgnores demand and competitor prices Comadliddl e 5 llall Jalahy

The total revenue and total cost curves cross at 30,000 units. This is the break-even volume. At $20, the
company must sell at least 30,000 units to break even, that is, for total revenue to cover total cost.
Break-even volume can be calculated using the following formula:
¢15Y 5220 v Jobaill aan 58 138 3325 30000 ie dalleay) 4GSl 5 lal YY) laa) Cliinie adalii (Jiuily JLAL al)
aaa Clus Ky Allea ) 4K Aol il ) s ol ¢ Jolail 38ail 538 5 30000 e Ji Y Lo 4S50 a0 o
Al Al r-;\.);.\.u\.} Jatedll

break even volume = fixed cost / price - variable cost = 300,000 +20 - 10 = 30,000
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30000 L ¢ Jalsall daks 2| At the break-even paint,
g s mlal Y1 el ¢ 82550 here 30,000 units, total

) gadl (Alaa)
1,200 Adleay) 483 reyenue equals total cost. Total revenue <
= -‘é’ 1,000 f—-——— - ‘Target return
@ 4 ($200,000)
S Caghaall aagll
Q B0 B——-———— e e e e —
é.'.., = 800 Total cost
= @ sl Jlaal
3% 600
5
?._’i °
- c
po 400
o Fixed cost
© 200 Al s
0
10 20 30 40 50
(YY) @laa il Glagall aaa Sales volume in units (thousands)
- Jlia
| Break-Even Volume and Profits at Different Prices
Unit Demand Needed Expected Unit Demand Total Revenue Total Profit
Price to Break Even at Given Price (1) x (3) Costs* (4) — (5)
$14 75,000 71,000 $994,000 $1,010,000 —$16,000
16 50,000 67,000 1,072,000 970,000 102,000
18 37,500 60,000 1,080,000 900,000 180,000
20 30,000 42,000 840,000 720,000 120,000
22 25,000 23,000 506,000 530,000 —24,000

Xl Competition-based pricing dwdliall o aild) )
Competition-based pricing Setting prices based on competitors’ strategies, prices, costs, and market

offerings.
sl s e 5 cadlSill s et 5 cpuiliall clia) jiu) e 2l lend) st Audlial) o 4Bl jeadl)

*  ConsumersWwill base their judgments of a product’s value on the prices that competitors charge for

similar products.
Al @laiiall o () gudliall Leaza iy Al ) e piiall dad e agalSal ¢ Slginall i

Other Internal and External Considerations Affecting Price Decisions
Sl a i Je s s AN La A Adi)s ¢ ke

Overall Marketing Strategy, Objectives, and Mix Tl g claa ) g ALaLl) (8 geadl) Aol yi)
Target costing Pricing that starts with an ideal selling price, then targets costs that will ensure that the

price is met.
el Al el ) oISl Caaglio A ¢ ) ) yra Ty (o3 pueniil) Adagiiaal) AQSH)

% Organizational considerations include: (& L dsadiitll il jlie Yl Jads

*  Who should set the price
*  Who can influence the prices

el 2amy o a0
D) el a1
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%+ The Market and Demand <!l 5 §sudl

* Before setting prices, the marketer must understand the relationship between price and
demand for its products

adlaiie o Qllall g jrall G 283Dl § gall agh O i ¢ L) paa3 J8
< Competition

<> Pure competition i) dcdlia)

<> Monopolistic competition 4 lsiaYy) dudlid)

<> Oligopolistic competition  Aill j<ia) Ludlia

<~ Pure monopoly b i)
Al e Jla
¢ ) dadlia cud i) 8 (2
s A é\y G588 1508 1Y) Las ‘ani.u! Auzaddie ) el Al (Al Bagand) G gl) é!y N Bestprices.com s hls Y (R
Laidia Jlaul o Jganl) pgiSe; dua
J‘UA\AAS\J\ @ﬂ\dﬂsbh}.«@@u}lj\m Cpll u-‘“u‘}d-’)-‘“‘d‘u‘“ﬂ\d‘“d}“ﬂ OsShy cMLmMM\JL@
@M\u\;.\\&.\a&ceu“,u&\.uwuuﬁ QJM\J}J\ LIS )_S)JJL!‘\JJ.A\jQJMJ\ @hhy&' Uw‘d‘JJY‘
us}S\ wﬁ;ﬂ\ d\}u:‘ﬁ\ °JA@UJ"-‘L.‘HQ.;*49:‘ 12%a _LA}JM}‘ )\...u.\a\JjJu\::\,\.J\ @}).\Ju)u::}]\} M\}u\;.ud\ ﬁ}h}
Gesmll A il 3
sl yras e Y Sl e B e sl el 5 g el (e el (a5 sl ()5S ¢ A ASEAY) Acdlial) Ul
wMe@AJﬁwwﬁ\?y&wu\uyJ&mY\w@}mum _.;\551
Aalle diuliny (0 gaiaty (pdl) Cpilll e JulB ae (e (§ sl Cally ¢ A lSia) e dailal) ddlial) 0B B e S il
Alaiul s Cali s 3 &L IS 058 ¢ il (e Qa8 230 3 ga gl 151 (omall agumny (ga) il g (5 el Cilani) inY
Opedliall el S s g laai) i
Uals ladaie 151 ol o (43S paY) & ) Aadd) G sSa 150K ildl (5585 8 a5 il (e (3 sl ()55 ¢ alAl) lSEaY) 8
s 08 caline (S0 el e Jaladll 23, o 5Bl Ja) Laxie (DuPont) abie e Uals )5S i ¢ (48U 45 1)

Analyzing the Price—Demand Relationship <kl g jaudl G A8Mal) Judas
Demand curve A curve that shows the number of units the market will buy in a given time period, at
different prices that might be charged.

Lelian o o8 dabine jlaaly ¢ L dia 33 58 (A (5 sud) Lgn sidon S Clas gl 230 e gy inie ulhal) ada

¢ Normally, demand and price are inversely related bSe Glas  adl g llall ¢ sale

* Higher price = lower demand Gllal) (aleas) = el gl )

*  For prestige (luxury) goods, higher price can equal higher demand when consumers perceive higher
prices as higher quality

Sel sasa il e el s il ¢ Slgiud) oy Lodie Jef Gl e jaadl (5 5ba of (S ¢ (5,300 48 ga el aluadl dpusilly

Price =~

Qe Q5 Q)
Quantity demanded per penod Quantity demanded per perlod
4 gl ALKl 3 8 KU gl ]l 4
s = <Al Inelastic demand ¢ s B. Elastic demand
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Price elasticity of demand
&) cathal) A g pa
Inelastic demand
Ol e )
Elastic demand
Gl culkal)

Price elasticity of demand =% change in quantity demand / % change in price
el (8 il A giall Al / 3l e llall 8 el) £ il dail) = Ay jead) callal) A g e

Factors that affect price elasticity of demand include: b Lo 4 pud) Gllall A ja Ao S8 Al Jal gad) Jodi

*  Unique product Omaa [ 38 e
*  Quality 52 gl
*  Prestige il el / il dua
*  Substitute products Al clatia
e Cost relative to income Jaall Al Al

Economic conditions  4baBY) i g kil
Other External Factors ¢l 4 & Jal e

+ Reseller’s response to price el 3 ) sl Lilaici)

* Government 4 gSat)
« Social concerns delaial) clalaiaY)

END OF CHAPTER 10
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Pricing Strategies
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"Additional considerations"
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New Product Pricing Strategies daad) Ciladiall md Claans) i)
o Loy ) i 1 sla¥ S b il (5 g e Lo (ol UK G el 50l latiadl o (580 o oS
oSl el ) #Uas o dly e 350 | Apple iPhone <&l Jdsl ¢ JEa Jie A8 ¢ noa (SO caila e die e )
vl islee sy - (5331 A il eV (e ) e i ) i - yend) 3
20 ) (i LAY agiSay

% Market-skimming pricing Gl BAS s
4+ Market- penetration pricing Gl (B S8
% Market-skimming pricing Gl 2SS s

Market-skimming pricing (price skimming) Setting a high price for a new product to skim maximum
revenues layer by layer from the segments willing to pay the high price; the company makes fewer but
more profitable sales.
el (e gAY B Ak il Y1 (e (el aal) Al ayas il 4 e e paa (Jrad) dS) (3 pad) Sy
Aanyy ST 80y BT Clagae 4S ) (3885 ¢ adi pal) jad) pda] Baeiidl)

Lok g s
*  Product quality and image must support the price omdl B ) geall g iiall 33 g ac O
»  Buyers must want the product at the price Ly il (8 (g yidall ey o) e

*  Costs of producing the product in small volume should not cancel the advantage of higher prices
Ladiyall V16 a0 5 yhoa il prinall U] CadlSE 2l Y cany

*  Competitors should not be able to enter the market easily
U s G5l J 530 G O smdlial) (Sl VI 2y

4+ Market- penetration pricing Aomad) @) A8
Market-penetration pricing Setting a low price for a new product in order to attract a large number of
buyers and a large market share.
xS A g dan g (p jidiall e S 23 el aas il (adiie jra paad G ead) @A) el
e Price sensitive market el (3 guall Apias
* Inverse relationship of production and distribution cost to sales growth
Cilagsal) gaiy a5l 5 2L AR DSl A8D0))
«  Low prices must keep competition out of the market (sl z Jla dudliall Limidiadll Janl) &5 of sy

omall (B IKEA ¢8I 3kan YUia asbin
o) 5l Canss - Alaall L) all (e 52O (i) adiin) « 2002 ale Gpall 35 30 J5Y L jalic [KEA Cnill Laic o6
sSaall lSal s ¢ dadail) Gmaal g
laall jaliall 8l e Yoy (54081 | sald ¢ Uled o) Al 08 ) s Ladie aaalaBily o ivall ¢ Sl Heils o6
) e Jagu ¢ o WS aaebial (g Balie i je il g g Ll Jiud 35 g sall
Al 8 s gt ol ) Gaall 8 b el [KEA Cuzia ¢ ) o
s Aol iall oY) (s (e %43 1l A g as e YV IKEA d5aind BAAY) s Ladl yin) lis Cianl o

el b sail
Product Mix Pricing Strategies <laiiall e jsd ciladd) b
1. product line pricing U b s
2. optional-product pricing @AY milall e
3. captive-product pricing Lbal) milal) psad
4. by-product pricing ¢S giial) s
5. product bundle pricing. claiiall o) [ ada st
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1. product line pricing guY bi
Setting the price steps between various products in a product line based on cost differences between
the products, customer evaluations of different features, and competitors’ prices
Aaliaal) Gl jrall e Slaall Cilayd ¢ Ciladiiall o A8 34 8 e ;ucmy\h@w J el cp el ) gad aaas
Cpadliall e
2. optional-product pricing GIEAY) el e
The pricing of optional or accessory products along with a main product.
ol il ae ddalall o 4y HEAY) el e

3. captive-product pricing Ahal) ilal)
Setting a price for products that must be used along with a main product, such as blades for a razor and
games for a video game console.
seil) Olall 3 Sl sas 5 lall 5 A8 AaSle ) Jas Jie ¢ ot ) oo e Lgladiiad Cang Al Cilatiall jais s
) srd e aglli) s dalall J senal) Cailgll 5 ) il agle 065 a8 Le g 138 () Ao sy Ul @l ya o g K Jasn o
el 8 e 53 )51 A8 8 Aesd (e (Aas oyl Tl Jiy el 138 Jls
4. by-product pricing S S il
Setting a price for by-products to help offset the costs of disposing of them and help make the main
product’s price more competitive.
Aradlin ) i ) i) e Jaa A ol Lgia (alll) CaillSE gy gai 8 BacLusall 4y gl Cilaiiall jeas apaas

5. product bundle pricing. cladiall a3/ ada g
Combining several products and offering the bundle at a reduced price
uaSM)MM);.“eJJSSJQ\AlmBJQ u.ucq;.n

Price-Adjustment Strategies Jlaa¥) Jaad cibiai) il

1) discount and allowance pricing Bl 3 g i)
2) segmented pricing pedall pauds
3) psychological pricing !} )
4) promotional pricing 9 )
5) geographical pricing Al el
6) dynamic pricing Salall )
7) international pricing. Aol sl
1. discount and allowance pricing Bl 3 g ) e

Discount and allowance pricing reduces prices to reward customer responses such as paying early or
promoting the product
giiall 5 il sl Sl adall e e Dlaad) 250 ) BlESA Jlansl) by @l 3N g Ja) e
Discount A straight reduction in price on purchases during a stated period of time or of larger quantities.
OS] LSy o) Banae duia 358 A by i) e A pSlie (asdds bl )
Allowance Promotional money paid by manufacturers to retailers in return for an agreement to feature
the manufacturer’s products in some way.
Lo A8l Aaiiaal) A8 ) cilatia (ya jal 48 Qe Lail) el O saieaall Leady dang s i Ul sal 1)
2. segmented pricing acdall
Selling a product or service at two or more prices, where the difference in prices is not based on
differences in costs.
Al 5 il e el 8 DAY ading ¥ s ¢ ST 1 0 e dead sl e a
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The three types of segmented pricing are: pudall gzl DAY £) 6

1. Customer segment pricing is when different customers pay different prices for the same

product or service.
Aead) ol peiiall edid ddliae | Sland o siline (4l 3 ady Leie (5 3 adate/and e Qi

2. Product form segment pricing is when different versions of the product are priced differently
but not according to differences in cost.

Al 8 oAl By (o815 Calide (S i) (e Adlise <l jlaa) jpead Q5 Ledie pritall (S5 adaie/and e aly

3. Location pricing is when the product sold in different geographic areas is priced differently even
though the cost is the same.

_w@m\dw@)ﬂu&u& JS dalide 4l yaa (3halia 8 gLl zitall juaud S5 Ladie a8 gall yuas ol

To be effective:  Wlad acdall yuaud ¢ 84
* Market must be segment able il e 1508 (§ gl 0 6 of oy
« Segments must show different degrees of demand Al (e ddliae il 53 il il el ) g
*  Watching the market cannot exceed the extra revenue obtained from the price difference
D) (38 (e Laple J peanll iy () A8 oY) G slati G (Sar Y (3 gual) 481 5
*  Must be legal A gl s ol ey

3. psychological pricing A sSd) pmdl)
Pricing that considers the psychology of prices and not simply the economics; the price is used to say
something about the product.

) e oot Ol pradl aniieg ¢ Jaid SLaBY) Gy el A sl sSan eV 8 33l 3 il

reference prices Prices that buyers carry in their minds and refer to when they look at a given product.
e e ) (05 b Latie Ll (35 pudinp aeindl 6 (05 il Llany 1) Jlast) o Aoman sl aal)

Gl Jaw Ao

Sl (A culadl g ) il g ) el Jaal aa g

Ay gl ) il 9 5 selll Gl 8 Lay ¢ adaly ) oaalad) asadl (e il delidl jualiadl jlad pen alaia DU i) (e ()5S 8
Vol O e aaie aguadil (e 33 o5 jealiell 038 e AUS agie callal g ¢ jlen) o3 sl agi e 520 e agllul
(Osiny WS Jlansl) 0 58 ym

4. promotional pricing 9 AN )
Temporarily pricing products below the list price, and sometimes even below cost, to increase short-run

sales.
malll sadl e Cilanaall 32l 3 ¢ A8l e J8T Glal s ¢ Aalal) jrw o Jib B g colatidl i

* Loss leaders are products sold below cost to attract customers in the hope they will buy other items
at normal markups.
Aokl ) Gelgs 5 pa Gl 15 ity of Jal (e o Dlend) adad 28K (e J81 jray U5 30 claiall o i) 500
* Special event pricing is used to attract customers during certain seasons or periods.
Ame Gy gl ausl sa DA £ Dleal) adal aading Aaldd) Eaal) e
* Cash rebates are given to consumers who buy products within a specified time.
Boane i )3 (et b latiall g sidy (pdl) pSlgiunall miai 45481 Cila guadl)
* Lowe-interest financing, longer warrantees, and free maintenance lower the consumer’s “total

price.”
gl " daay) " (id dxilas dilua g ¢ Jghl cililadag ¢ BAAN (addia o gal
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Risks of promotional pricing (2540 i) jlalia
* Used too frequently, and copies by competitors can create “deal-prone” customers who will wait
for promotions and avoid buying at regular price
Ram s ) (s pal) ()5 sl "l (yin yma (5 oL ) Comliall U8 e grasil) (533 O (St ¢ a3 5 S
el el o1 ¢ iy
» Creates price wars S G a sl

5. geographical pricing Alaal el
Setting prices for customers located in different parts of the country or world.
Aladl o 235l e ddlida 3halia 8 cpd s sall GG Slasl) aaas

* FOB-origin pricing " Al anledll™ Ladall pad

* Uniformed-delivered pricing paludill aa gall uadtl)

* Zone pricing ddhaial) yaud

« Basing-point pricing b Adas s

* Freight-absorption pricing Glaiul) g Gadd) ead
=  FOB-origin pricing " Al anledl)™ Ladall s

Pricing in which goods are placed free on board a carrier; the customer pays the freight from the factory
to the destination.
Aeasll U aiadll (e Jall 5l Jeanll by ¢ JBUD i o Ulae giliadl gy 48 20 53) el

* Uniformed-delivered pricing paledll 2 gall el
Pricing in which the company charges the same price plus freight to all customers, regardless of their
location

pexisn e Bl (ks b I el () Y ARl e 3,0 4 i (3 el

» Zone pricing dahial) yous
Pricing in which the company sets up two or more zones. All customers within a zone pay the same total
price; the more distant the zone, the higher the price.
¢ gy Ailaial) CuilS LS5 ¢ Maall paaadl (i Aadaial) JAIS (L3 maen gy . ST (pilaia 4 5l 48 (550 A1yl
] )

= Basing-point pricing Culal) Al s
Pricing in which the seller designates some city as a basing point and charges all customers the freight
cost from that city to the ‘customer.

05 ) Al B e ) IS S e (o (gl ol LS L it ) 48 20my (531 el

= Freight-absorption pricing Gladuy) g Gadd) el
Pricing in which the seller absorbs all or part of the freight charges in order to get the desired business.

slhall Jaall o Jsemnd) dal o 0ndll o gy (0 s 3a 5 IS @l ADIA (g Gl g2 el

6. dynamic pricing Sealial) )
Adjusting prices continually to meet the characteristics and needs of individual customers and situations
a) gall 5 3 AV ¢ Saadl cilaliial g ailiad Al jaine J<G leudY) Jaaad
fStallaal) pmadll QUSY (B Sliaa JUa g
".UL 5 Wad Y52 200 i shslsisn (G SRl ISV (" o 5 A sal) 1S b glad s A8Y <
PR Ga pSlgtinall pUaill dany gl agadaai ol (aladD sy 8 clble) 5 1 Jlanl (250 Wlas Alaska Airlines p5 <>
a4 ) a8 Jals V) Cay yas e anly Gyl el Cllalaill (e a6 3 aladinly ¢ ago dalall 535Sl 5 el
AL e AV Qi) e sy el 3 gea syl jilias Bae (e Daluadill clilall ey &l
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7. international pricing. e )
is when prices are set in a specific country based on country-specific factors
Al 0S5 dala el ge e 2l Gaee aly e aaa Q1 Ladie
1Al O daldld) Jal gl Jo AL

<> Economic conditions Aolai) oyl
<> Competitive conditions dudlull) Cag yhall
<> Laws and regulations Aalaiy) g oyl g8l
< Infrastructure aiatl) 4
< Company marketing objective  4S_dill (3 gl Cara

Price Changes _lauY) <l s

0,

% Initiating Pricing Changes ! &l il s

a. Initiating Price Cuts Jad) Clladas ey
b. Initiating Price Increases Sl 33k s

A. Price cuts occur due to: e ) Gliadas &iasd

Excess capacity 2y il [ Az
Increased market share 438 sull iaall 3 )

B. Price Increases from Cra ) BAL S
Cost inflation datadl) ai

Increased demand llalf 3443

Lack of supply ol i)

Buyer Reactions to Pricing Changes Sl G i e o i) Jad aga

Price increases Sl 345 Price cuts S} cilagdds

e Productis “hot” " " alagild) o New models will be available 3 zilai 8 gt

+ Company greed d il gda o Models are not selling well 2 JS& z3laill gla Y
* Quality issues 33 sall Llad

AR el @y 8 QUKD G JEal) Jp Ao

&) 325l (e yasi ks A gl Gla ) @l LW ¢ sia ) A8 N il gl dla ciladial ¢ Gl Alg G o6
AGISS (J8Y) dpadll <l gaall (g0 M Sl

Lalall i jalie (el ) salya) a8 Cua ¢ 4ie 3 Y ) jeaie "Return to Tiffany" &l ) su mual L gle s o6
S JS Clagaall G ) )Y 50 110 Liad als ) dpadl) dlally cpudlag

Ui 5SY) A8 e Dee i o (Sayl sudl Aoy o e L i el smd ¢ JSaal) el 138 e a2l e (S5 o
Mains SV 520 5 <Y

Oo el o pall 5 saill ag el dadll e a1 a8 8 A Gl ¢l G suiall 53 jladl ¢ 2002 dle bl o
el s ¢ L jalie i g ¢ ) Alaaly G A sae Cile sane Cuedd ¢ i gl g L (ad Y1 duadll <l a sadl)
Y52 0sle 2.5 Aty (52 )l (bl A Jia Bl 1) Ay KU a1 1) DA (g Lgmiuali Ae ) 3 (1e

% Responding to Price Changes Jau) <l »adl 4ladu)
Questions Abiui

—  Why did the competitor change the price? rall ety (dlial) B18 13
— Is the price cut permanent or temporary? G al @il rad) (pdas Ja
—  What is the effect on market share and profits? zL_¥ls Bsdl & Lgias e Glld il g L
—  Will competitors respond? Osmdliall Cuati da
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Solutions Jsal)
— Reduce price to match competition Adliall e il jad) (add
— Maintain price but raise the perceived value through communications

Jual 51l JDA (a5 gl il g (<15l e Lilial)

— Improve quality and increase price el B34 580 gall (puad
— Launch a lower-price “fighting” brand D) Aaddie "AIUE" 4 et Aadle 33U

Responding to Competitor Price Changes (medliall jlaui <l il dlaiuy)

Has competitor No Y Hold current price;
cut price? # continue to monitor
price competitor’s price

?J:...m‘)hh._l‘_y!tus]audh

* Yes axd

Will lower price
negatively affect our
market share and profits?

fual )53 :
Yes pM

Can/should effective
action be taken?
Tllad le] jaf Mad) aan [ S Ja

Crpeadiall ol A1 el | all el die

Reduce price
S| ek

Raise perceived
value

s > "4

Improve quality
and increase price

Al 'ﬂJLI‘jJ B gadl T

Launch low-price
- “fighter brand”

el Aiadiia "Allhe AS ' M)

Public Policy and Pricing  saill g dalad) dilpdd)
% Pricing Within Channel Levels 35L&l <l glua Gl pumadl)
Price fixing: Sellers must set prices without talking to competitors
Coadlial ) Caaaill ¢y gn land) ot cpaildl e a1 jlaad) yass
Predatory pricing: Selling below cost with the intention of punishing a competitor or gaining higher
long-term profits by putting competitors out of business
e Omadliall e ISR (o el Jad) Al sl ol (a5 5f Cppedlial) anl 8lae 2y 8IS (po iy gal) 10 kA
Jaall

% Pricing Across Channel Levels 35Ul &by gia yo )

Robinson-Patman Act prevents unfair price discrimination by ensuring that the seller offer the same
price terms to customers at a given level of trade
o i bl e S DA e Sl 8 ol e el i 1™ il gz g " Robinson-Patman i
3ol e (ae (5 s die eDlaall jadl Jag 5
Robinson-Patman Act Chaily (gt g G sid
*  Price discrimination is allowed: s xdl Juaill oy
— If the seller can prove that costs differ when selling to different retailers
Olide 4 3a3 el ) e Calias CadlSall o ) (e 2ld) oS 1)
— If the seller manufactures different qualities of the same product for different retailers
Ciline 2 jad el peinall el Ailide Ciliea giealy il A8 13)
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Retail (or resale) price maintenance is when a manufacturer requires a dealer to charge a specific retail
price for its products ’
450l ) 13ass ) e (s O Jali (e Asiaall 48,800 (il Ladie 4 1(ad) 338 ) Ad5aall aul) ran ol 330
i

Deceptive pricing occurs when a seller states prices or price savings that mislead consumers or are not
actually available to consumers

Ulad o5 5 ane ) CpSlgtivaall Qi ) o ) ) 8 gl ol Slasl) 2ld) oasy Ladie Giasy paliial) il
ladie paldall pamdl) Giaay
* Scanner fraud failure of the seller to enter current or sale prices into the computer system
Sismalll ol aall Jland ST AN a1 Jlas) 8wl maldl) Jliis) Jid
*  Price confusion results when firms employ pricing methods that make it difficult for consumers

to understand what price they are really paying
Jrlly 45 5283 A1 e agd GuSlginall o Camiall (o Jrad e Cadlid S ) aadis Lavie ) Gl iy

END OF CHAPTER 11
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Supply Chains and the Value Delivery Network 4eill Jua g 4Sudi g & ) 53l Juudla
% Supply Chain Partners 53 Judbu ¢S )i
% Value Delivery Network el Jua 5 4,
% The Nature and Importance of Marketing Channels sl (s guil) i) 58 dasida

< Supply Chain Partners 53l Judlu 18 )
Upstream partners include raw material suppliers, components, parts, information, finances, and
expertise to create a product or service
Laxd gl it oLy 5 paldl 5 0L (0 55 5 e slrall 5 o) 3281 5 <l oSl g alall 3 sall (535 50 Jadly piall $1S 4
Downstream partners include the marketing channels or distribution channels that look toward the
customer

O s an G g5 58 5 G ) 58 sy el 48 55

|II

Supply chain “make and sell” view includes the firm’s raw materials, productive inputs, and factory
capacity
il 338 5 ¢ Loali) COA 5 ¢ A8l ALA) o) gall Jady "a g aia” (e 4yl Al
Demand chain “sense and respond” view suggests that planning starts with the needs of the target
customer, and the firm responds to these needs by organizing a chain of resources and activities with
the goal of creating customer value
2} 4S8 ity ¢ Cangioaall 0 30 lalialy o St (o L) sl 5 GluaY1" jlai g s o callal) Alday
3 b 1A Chags Tzl 5 3 ) sl (g0 Al i JMA (e ilalgiaY)

% Value Delivery Network 4l Jua sidsid
Value delivery network A network composed of the company, suppliers, distributors, and, ultimately,
customers who partner with each other to improvethe performance of the entire system in delivering
customer value.
Gl Ganll agaiany e 058 5L Cpll) 3 Al (s ¢ e Sisall s o sall 5 AS A (e 43 S 405 Al Juua 5 A
LN e a8 aLeSy allail) oo

¢ The Nature and Importance of Marketing Channels Lgian g (33 gea) i) 38 dasida

Marketing channel (distribution channel) A set of interdependent organizations that help make a

product or service available for use or consumption by the consumer or business user.

A (e IOy faladin S daade ol zine 4al) 8 aclos Al ddayl yidd) clabiiall (e de sane (2 gil) BUB) (3 guudl) 3LB
Jle Y st i ellgiual)

«  How Channel Members Add Value 4a 3Lkl sliac) Ciuay i

Intermediaries offer producers greater efficiency in making goods available to target markets. Through

their contacts, experience, specialization, and scale of operations, intermediaries usually offer the firm

more than it can achieve on its own.

Al ¢ agililes ana s aganadis agdl i s agtVlall A (e Adagiaall (3 Dl aludl dali) 8 ceaiiall ST 3o lS i plac gl)
aa jie 48da Ly Lee ST A il Bale pUa )

¢ From an economic view, intermediaries transform the assortment of products into assortments
wanted by consumers
O sSlgfanall a5y 5L ) ilaiaall ALSE s gay ol ) o g ¢ Apalacil i Agang n
* Channel members add value by bridging the major time, place, and possession gaps that separate

goods and services from those who would use them
Ladion 35 (ya addll 5 abudl (s e ) ASLall g Sl 5 8 g 3 At 1 il gl 2w JMA (0 e LD slime ] gy
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Mol " G sball e Ylia GUS)) o

& Osball ahad e B8 e o)l A e S L g Lever 2000 W ¢ siba (10 gdadll ke Unilever 48 ) piad
Ok « Wal-Mart s Walgreens s Kroger Jie ¢ 4 3aill jlad s 43 5aY1 5 4003800 o) sall 23l HLS G313 3as) 1) 5 5l
) Gia ¢ Lever 200005 a5 7 sl ol pd liSay ¢ Jiiall 8 jalie i )i e g5 jau 5 Lalil) D gesy Lever 2000
L liala s dleall b (o AV laiially gaalSll 5 (L) O sama (o 8 e ClLaSy Aile (§gu Ay je ge in

How a Distributor Reduces the Number of Channel Transactions
LAY CBlalea das Jul £ 5 gal) 2 g8y A8

1
Manufacturer Customer Manufacturer Customer
il 2 S ] 4 ]
4 &
Manufacturer S Customer Manufactu.rer Dlstrlbutor -’ Customer
] e [ S
6
7
8
Manufacturer Customer Manufacturer Customer
bl H s o g3l
A. Number of contacts without a distributor B. Number of contacts with a distributor
Eisa st Juay clga a0 £ I3 g Jual¥) Clga 230

Channels perform the following functions: Ul Ciila ol < g3l 53753
* Information: Gathering and distributing marketing research and intelligence information about
actors and forces in the marketing environment needed for planning and aiding exchange.
Tl e 301 iy el Al 5 5 il 5 el e Ay LRI il shaall 5 Ay sul) 3 gndll o555 pan e gl
Jaul) = sacluall g
*  Promotion: Developing and spreading persuasive communications about an offer.
ol Jsa daiie VLT Sy skl g g Al
* Contact: Finding and communicating with prospective buyers.
el g yiliall ae daal il 5 Sla) 1 s
*  Matching: Shaping and fitting the offer to the buyer’s needs, including activities such as
manufacturing, grading, assembling, and packaging.
el g Rl g apenll s Caiail] 5 il Jie ddadsl @lld b Lay ¢ g yidiall Cilabiial ae 4l g (i yall QS ARUaal)
* Negotiation: Reaching an agreement on price and other terms of the offer so that ownership or
possession can be transferred.
ol gl AL 8 (e Camg 5 AY) G pal) Tag i (s 311 ) o il g gl
*  Physical distribution: Transporting and storing goods. L sty bl Jai: gatall ag 3 6al)
*  Financing: Acquiring and using funds to cover the costs of the channel work.
AU Jee Callss dudaail Lealadind g ) saY) e J ganl) 10y gatll
*  Risk taking: Assuming the risks of carrying out the channel work
3Lall Jae 2ati Hlalda (gl yid) ;SJHAAH

Number of Channel Levels 38L&l &b gica 23
Channel level A layer of intermediaries that performs some work in bringing the product and its

ownership closer to the final buyer.
@’LQ—‘MLS)M | e aiSla }CM\Q)M‘;JWY\VM?%;M}X\JA@LSW\GM
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Direct marketing channel A marketing channel that has no intermediary levels.
Aats 5 O siasa Led al (5 pu 58 pulilsall (3 guall 3L
Indirect marketing channel A marketing channel containing one or more intermediary levels.
STl aal g das s (s e o (5 iad (5 et 518 3 pdilaa ) (B gt BLEB

Consumer and Business Marketing Channels Jws¥l s dllgiaall (@ gus &l o8

Producer i Producer E:Ml. Producer il Producer g Producer i) Producer i
Wholesaler Manufactur.er’s
all jals representatives
or sales branch
I N Y o s v
. . Business Business
REtaIII\e_'aS;: il REta”ae:,r)';. o distributor distributor
* * fvn Eis *‘jl..pau £
Consumer Consumer Consumer Business Business Business
IR S Al customer customer customer
eSS LS s
) 3ué Channel 1 2 iui Channel 2 3iiChannel 3 1 sChannel 1 2 il Channel 2 3 :ui Channel 3
A. Consumer marketing channels B. Business marketing channels
Slgia) (B gudl) G o8 Jlas ) i g il g

S sl an) s o s o (55ia3 ¢ B pdla pf (Bagedd 5B 4 A SN Adsial) ol gl
Gl B8 all 4 Galall Cilasaall G 8 ala8iu) Jlee V) B omal (S AaSLEl Jlae ) a5 58 Gl 58 Giany B IS e gy
LN Y 5 ) s a8 s Galll 5 ¢ sl gl (g ddlide £ 55wl LeiSay ol Lo el
38l (pSleionall A8 il aai ¢ Aas s @l gie L (¢ pilial) 8y el BB ansi Al ¢ 1 3Ll
Connected by types of flows: <&l ¢ gily daia
¢ Physical flow of products  «ilaiiall Ul 33l

*  Flow of ownership ASLl 38
* Payment flow adall (383
e Information flow Gla glaall (383
*  Promotion flow zs Al (g8

Channel Behavior and Organization  lgeudaii LAY & glu
« Channel Behavior 5Udl) & sl
Marketing channel consists of firms that have partnered for their common good with each
member playing a specialized role
Uaadia 1950 suae JS Gaaly s 48 jidiall Wginlias dal (e 4S) i 8 calin ll ClS il e )5S (G gudl) 3LB
Channel conflict Disagreements among marketing channel members on goals, roles, and
rewards—who should do what and for what rewards.
B Y 5 13 Jaiy o g (g0 - S5 ) 91 5 Calaa ) Jsa (33 susill 3U8 liae | oy CHlADIAY) BURY o jludad
v Horizontal conflict is conflict among members at the same channel level
BLEll (5 gisa Ll Ao elac ) G gl pall 2 LAY £ yall
v’ vertical conflict is conflict between different levels of the same channel.
Bl (e AdliAe Gl e G gl eall ga (g3 gand) £ pal)
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« Vertical Marketing Systems s2gaxd) (8 gl alas
Conventional distribution channel A channel consisting of one or more independent producers,
wholesalers, and retailers, each a separate business seeking to maximize its own profits, perhaps even at
the expense of profits for the system as a whole.
ASL,8 oo 3 ke Leie S ¢ 8l ey dleall ety Galiiead) Gaatidd) e ST 5l aal g (g S5 318 Apatisl) @y 563 5L
WSS allail) Ll s e i Ley s ¢ Aalald) Laly aalast ) as Alaiie

Vertical marketing system (VMS) A channel structure in which producers, wholesalers, and retailers act
as a unified system. One channel member owns the others, has contracts with them, or has so much
power that they all cooperate.
il eLime ] o ey n g JLi€ 25l s Alenll sty () satiall 4 ey 58 (S (VIMIS) sanl) (B gl i
Lan () gsbaty Cuma 800 e KU agal gl ¢ agaa asie Al 5l ¢ jAY)

Comparison of Conventional Distribution Channel with Vertical Marketing System
éd}aﬁ\ &Juﬂ\ em.'\,i L*A,)m‘ @jﬂ\ pLB MJ&A

Producer‘
g Producer
|
Retailer
Wholesaler Wholesaler .
idaadl jals R RSl
Adaadl bl
Retailer
At b
- e
Consumer Consumer
llgeall ligioaall
Conventional Vertical
marketing marketing
channel system
Aot g gutll 5B g gandl (& gutl) allai
consist of: (1 gagend) (G gudll ali ¢ o<
* Corporate marketing systems S ) g Aala)
» Contractual marketing systems @Bl 3 gl Aakai]
» Administered marketing systems B 0aall (83 gudl) alas

« Corporate marketing systems S ) (8 gauds Aali]
A vertical marketing system that combines successive stages of production and distribution under single
ownership—channel leadership is established through common ownership.

AS jiliall ALl J3A (e 3L 3aLE o L) &% - 3aa) 5 AShe Cond a3 5l 5 LY (e Al ) ye G e ol ) (B s plda

PCAS ) (8 gl Aalii] (e JULaS 1) liSY) Jamy

Lo Aaalal) dpallall o 55l A0l ) Y1 5 el (¢ U )85 ) i) Al () g (e il JS A Zarg oSaT e

O sall (el e slaie W) e Yoy ¢ Aalal) Lpusdle Gl (o ST i 5 Lo dualad) 258Y) (0 %40 Zara gl o
el

& Zara salie (e 1035 1161 ) 8l Ailedll cilaiidl oadis Al ¢« Zara el S e e saoal) abeatll gdasi o
Ol (alias) e Ladlay g ¢ cles sl () dalall (abs ¢ 28l i Lee < 4150 68

.H&M s Benetton s Gap Jie ol sal) Cppuiliall (ya 3.US iS5 455 50 JiST 5 ¢ ol Zara Juadll ol ) JalSill Jany o
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 Contractual marketing systems g Blail) (g gl Aaka]
Contractual VMS A vertical marketing system in which independent firms at different levels of

production and distribution join together through contracts.
il DA e e g sill 5 2 WY (e Adliae il gise o Aliiaal) S A0 48 aa ) (3 gusd U3 AyBlal) (3 guul) daka

Franchise organization A contractual vertical marketing system in which a channel member, called a
franchisor, links several stages in the production-distribution process.
29V s Al 3 dal e sae ¢ SLieY) mile an ¢ BLE gimc ag day yy gl ol ) (3 e ol JLSaY) daliia
— Manufacturer-sponsored retailer franchise system datiaall A8 Al dgle p 4 et lad jlital alUas
— Manufacturer-sponsored wholesaler franchise system — dxiadll 48 00 4l j dlaall jali Sl oUas
—  Service firm-sponsored retailer franchise system Aaaall A8 55 Agle p Agadl) s il aUas

«  Administered marketing systems 8)all (33 geull) ki
Administered VMS A vertical marketing system that coordinates successive stages of production and
distribution through the size and power of one of the parties

o)l asl 3485 ana IS (e @ )51l 5 Z LY e Alite dal ye Bty ool ) (Basnsd als Bylaall (Gaw il alai

« Horizontal Marketing System (883! (& gl aUi
A channel arrangement in which two or more companies at one level join together to follow a new
marketing opportunity. Companies combine financial, production, or marketing resources to
accomplish more than any one company could alone.
Ll ) pall G IS N pand Banan A gui A 53 Aalial B a5 (s s o ST 5f IS 53 4 weni 38 (i i
a3 jiey A8 55 (ol adainsi Laa ST (gaat) 48, gl 5 palisY)
‘ B (Bagu pLT 1) IS 4 T gl
55gll el Ul Lgpal ol ualad) 3 8 gl ddana o ol e Jgs 8 5l 58
Multichannel Distribution Systems (Hybrid Marketing Channels)
(Ol (B pmall ol 938 ) S38Y) Badmia 2y 5 630 Aalii]
Multichannel distribution system A distribution system in which a single firm sets up two or more

marketing channels to reach one or more customer segments.
G0 ST A5 ) sl e stl) STl 8 el sl S 0 8 0 8 58 oIS 5 ol ) e g5 gl

ekl CaleUnd
dse ) Lol Y1 13 @llsiy el I A Jaa 53 Peapod g 4S) i s Sl Al 0l (e daal) die ) Juseu o
.Peapod
Producer
]
Distributors
e e
oo s gl
Jigdl ¢ )
Catalogs,
online, : fstfr'g:
moble taters eser, 25
Consumer Consumer Business Business
segment 1 segment 2 seqment 1 segment 2
1 gl aa 2 Aigiall day i Jues¥) pld 2 Just plkd
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Prompt students to point out the advantages and challenges of multichannel systems:
(oYL JSA) el g8 Basaiae Al ciland g Ll e ) LGS
Advantages < js

* Increased sales and market coverage Ggmd) dpdait 5 Cilanaall 330 )
* New opportunities to tailor products and services to specific needs of diverse customer segments
4.0}4.\.&” e lazl C.\\)....J sadaall il S 1..*"* N [ u\.a;;j‘} Q\B.u.;d\ M IRIREN 04)5

Challenges <lias
* Hard to control aSail) /3 jlasill Carall (0
*  Create channel conflict 3Ll ) pa [/ i 314

« Changing Channel Organization 3Ll adatli s
Disintermediation The cutting out of marketing channel intermediaries by product or service producers
or the displacement of traditional resellers by radical new types of intermediaries.

Channel Design Decisions 3Ll azeal &l ) 2
Marketing channel design Designing effective marketing channels by analyzing customer needs, setting
channel objectives, identifying major channel alternatives, and evaluating those alternatives.
sl Jilay apaniy ¢ LN Calaal apaaty ¢ o Dlaad) cilaliial Jalad JA (e Allad A gusi ) 538 ayancd 1 goulll LB apanca
L) el g ¢ A )

* Analyzing consumer needs il @labia) Judas

» Setting channel objectives LAY calaa) agaad

« Identifying major channel alternatives 4wl 38L& Jily sl

* Evaluation axdal)
* Analyzing consumer needs lgiiall cilabia) Judad

Marketing channels are part of the overall customer value delivery network. Each channel member and
level add value for the customer.

0500 A B 3 gihsa s pume IS Cinimy (30 AlenY) Al ion 55 3K (o 1 S (el 58 223
providing the fastest delivery, the greatest assortment, and the most services, however, may not be
possible, practical, or desired

48 Gge sl lae 5l USan clanall alana 5 LS5 51y aludill g pud 158 05 Y 28 ¢ el ag

 Setting channel objectives BUAY) Cilaa) aaas

« Targeted levels of customer service bl deadl ddngiuall il gl
6 What segments to serve Leeanin Al #il il 8 e
5 Best channels to use ladiu M <l sl Jozadl
«6 Minimizing the cost of meeting customer service requirements Gl Aaad clllata 25 A41K5 (85

Objectives are influenced by the nature of the company, marketing intermediaries, competitors, and
the environment.
Al g Oamdlial) g 5 pel) gl g g AS pld) Aaguday CilaY) il

% Identifying major channel alternatives 4w )l 3L&Y Jilay saa

+* Types of intermediaries slau gl £) 53
% Number of marketing intermediaries Cagudl) gla g 2o
% Responsibilities of channel members 3Ll slas) Gl g'5na
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% Types of intermediaries slawigl) &1 53)
Types of intermediaries refers to channel members available to carry out channel work.
Examples include the company sales force, manufacturer’s agency, and industrial distributors.
daiadl 48 ) AUS 55 48 Al Cilagse 3 58 ALY Jadi LN Jory aliill cpalial) 3Ll eliac ) i pUagl) g1 g
Omeluall (e el
% Number of marketing intermediaries o) plan g 22
1. Intensive distribution Stocking the product in as many outlets as possible.
ALl e Sae ae ST 8 aiiall o 345 Sl a3 el
+  For ex: Candy and toothpaste Cld garay s ola JUal) Jaw o

2. Exclusive distribution Giving a limited number of dealers the exclusive right to distribute the
company’s products in their territories.
peihlia 84S )l Q\;ﬂlﬁ@j}ﬂg:}aaa.“ Gl kel e 2 gana 23 mia g puaad) a8l
+  For ex: Luxury automobiles and prestige clothing 4e3ill (uSlall g 3 AL < bl ;Jlal Juw o

3. Selective distribution the use of more than one but fewer than all of the intermediaries that are
willing to carry the company’s products.
AS 8l claie Ja el el o)) anas (e J8 (815 an) 5 Jas g (e ST aladiinl AEEY) a5 gl
*+  For ex: Television and home appliance 455 3¢V g Qo Al QG Jus o

< Responsibilities of channel members L&l sliac| cild g'sua
In any channel producers and intermediaries need to agree on price policies, conditions of sale,

territorial rights, and services provided by each party. 4
JS Lty ) cladall) 5 ApaaliY) (5 giad) 5 all dag iy Jlansd) s e (Sly) ) 3U8 ol & el gl 5 () satiall zling

RE RS
+  Evaluation Al
Each alternative should be evaluated against: Ji&a Ja JS anli Gy
1. Using a company compares the likely sales, costs, and profitability of different
channel alternatives.
Al ) gl o domy 1)y CalSal) 5 Alainall Clagsall 48 80 o s ¢ Alasiuly
2. The company must also consider Using intermediaries usually means giving them

some control over the marketing of the product, and some intermediaries take more control than
others. Other things being equal, the company prefers to keep as much control as possible.

u'a:r_ucéﬂ\&ﬁgéﬂ\@@;h}\e\m\ﬁhi&c_ ob\fﬁaﬁ\éﬂ\&&.\;ﬁ
Bkl e (Sae 538 Sl Blaa V) AS Al Juadi ¢ gAY cLiY) g bt die aa e e ST saSay ellau )
3. Finally, the company must apply . Channels often involve long-term commitments,
yet the company wants to keep the channel flexible so that it can adapt to environmental changes.
Lolaad) 48 5l a5 Gl ey ¢ Ja¥) AL s el 5l < gl anati Lo Glle Gomdad 48530 e camy ¢ 1A

Al @l jaal) e Sl (e (S i BLE L5 pe e

Designing International Distribution Channels dd gl Ul &l 6B ananal
Channel systems can vary from country to country DAL Gl e el gl dadail calias of oSy

Must be able to adapt channel strategies to the existing structures within each country
Al JS Jals dalall JSbgll ae ol sl il jind CanSs e 1508 (585 o Gang

54 4
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Channel Management Decisions 3Ll 3 )3 <) i 2
Marketing channel management Selecting, managing, and motivating individual channel members and
evaluating their performance over time.

Bl 55 yan agilal i g an jaiat g agi 1) 5 Ao ,all sLl eliac] LA (G guadl) BUB B 1)

+ Selecting channel members BURl slas) jLad)
» Managing channel members BUAY sliasi 3 )
+ Motivating channel members 3Ll slias) juias
+  Evaluating channel members LA plias) anils

) 5L 5 )1y bia 7
If you were a manufacturer, how would you select channel members?
ShLAY pliae LA (2B ¢ Liuaa cuiS )Y
Most likely they will look at years in business, profitability, and other products served. In managing
channel members companies practice Partner relationship management (PRM) and supply chain
management (SCM) to develop long term relationships.
oo ¢ 3Ll eliac] B yla) 3 Aesiall (gAY Claiiall 5 dya Hl 5 Ay jlal) Jlae W) 8 g () S5 G e SV e
Y1 AL gl ey slail (SCM) 2y 5il) Alusdis 3500 5 (PRMY) #18 aill cilidle 5 1a) <lS i

How do you motivate and evaluate channel members? Sagaidliy SLAY plac] jias cdus

who worked in stores where salespeople were rewarded for excellent sales or service.
3 keal) deadll ol cilagaall e Cilagall o saie 3lESe s i jalial) 8 1 slee (Al

«5 Public Policy and Distribution Decisions il <) A g dalad) Lol
6 Exclusive distribution is when the seller allows only certain outlets to carry its products

6 Exclusive dealing is when the seller requires that the sellers not handle competitor’s products
Cpmadliall ilaiie ae Jalaill pae il (e A8l llay Ladie ga (g puaad) Jaladl)

« Exclusive territorial agreements are where producer or seller limit territory
dilaiall @) ol piiall sany G Ay pand) dpaylBy) CiBLEY)

% Tying agreements are agreements where the dealer must take most or all of the line
L) JS of aliea jalil) L 32 o o colalin) o dag 1) il BUES)

Producers of a strong brand sometimes sell it to dealers only if the dealers will take some or all of the
rest of the line. This is called full-line forcing. Such tying agreements are not necessarily illegal, but they
do violate the Clayton Act if they tend to lessen competition substantially. The practice may prevent
consumers from freely choosing among competing suppliers of these other brands.
o Lo 13 5 Tl (o 55 Lo S 51 Wm0 53 il (IS 130 6 il Lgmy Ulonl 2 80 il ilaMlall e o sy
Sy il (s ) s S 1) 0 53D ) 8 g il « i sl 555 el ol o Ty ) bl Jalsl) ity
AN Al cladlall g Candliiall (03 ) sall (&g a HLEAY) (e Slgtnal) G Jlaall 038 aiad 3B S

Marketing Logistics and Supply Chain Management i) dladas 3 )3l 5 (81 peal) i o,

~ Nature and Importance of Marketing Logistics (& =il il o dtaai g dagls

Marketing logistics (physical distribution) Planning, implementing, and controlling the physical flow of
materials, final goods, and related information from points of origin to points of consumption to meet
customer requirements at a profit.
Ll e ALl S e glanall s Al ALl s ol el calel) 530 A8 ey ity bt (g lal) g sill) (i seadl) a6l
= Al caballaie At SIMgiwy) dalas < Liall
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Supply chain management Managing upstream and downstream value-added flows of materials, final
goods, and related information among suppliers, the company, resellers, and final consumers.
A8 5l 5 0 ) sall G Aball 13 e glaal) 5 Aileall alid) g o) gall dilaall 5 A ) ddliaal) dadl) CE8N 5 ) &y g3l Abeabea B 4000
Ol GSlgtianal 5 Gl
Marketing logistics involves: b b (G gedl) Cliiaia ol Jad
¢ Outbound distribution—moving products from the factory to resellers and consumers.
OSlgiaall 5 i) ) gimall (e cilatial) JB - Al a5
* Inbound distribution—moving products and materials from suppliers to the factory.
aall 1 s sall (e 3l pall 5 cilatiall Jis - AN g 350

* Reverse distribution—moving broken, unwanted, or excess products returned by consumers or

resellers.
) ) oleiaal) 38 (ge Leela ) e Al 320030 51 Led st el e i 5 ) suall claiiall Ji - puaiad) 25930
531 58 s gl) lasi) 5dball d o1 Eileaslt
Inbound Outbound
logistics logistics

Suppliers Company Resellers Customers
gl 4s s ) gl Sk A

Jpusad) Agua olll lasd Reverse logistics
What is the importance of logistics? Liica sllf Ciledilf 4108/ 4 Lo
* Competitive advantage by giving customers better service at lower prices.
ey Jumdl dand e Dlandl e IS (e 4l 5 300
+  Cost savings to the company and its customers. Lehee 5 A4S Al Calsall 8 5
»  Product variety requires improved logistics. A sl leadll st bl ilatiall ¢ o5
* Information technology has created opportunities for distribution efficiency.
(5 32l La ja e shaall L ) 535 il

«6 Sustainable Supply Chains 4alxical) &6l Judba
environmental sustainability has become an important factor in supplier selection and performance
evaluation. But perhaps even more important than having to do it, designing sustainable supply chains is
simply the right thing to do. It's one more way that companies can contribute to saving our world for
future generations.
Al 1)l et (e Tpal T 50 ()5S Les s 0S5 el g (aysall ) b Tage Sale Tl Aal iyl Con
palad of IS SBI eSais jal A8k Ll 40 Al Cany () manal) o LAl Aaliy o Aaliveal) 3y gl JuDls maanai (ld ¢
Aealdll Juadl Lalle 3 8 g
«6 Goals of the Logistics System v sil) allai Cilaa
The goal of marketing logistics should be to provide a targeted level of customer service at the least
cost.
A Jy Gl Aedd (e g (s e s o A sl At Sl iladdll e g 05K Of e
Maximum customer service implies rapid delivery, large inventories, flexible assortments, liberal
returns policies, and other

W e 5 ¢ Al yulll il gad) Cilabi s ¢ 40 pall LS g 35Sl g Haall s ¢ a yud) adudll (5 guall] Gl 3N Aadd Gpanals

Major Logistics Functions A il dsiua sll) Ciil o)

*  Warehousing £ giual) [ A3
+ Inventory management G93all B
* Transportation Jail Jibug

« Logistics information management  4ica sll) il glaal) 3

|Page9

S-RUB.com Upioaded By anonymous




CH12 — MKET230 ool
e (il slua

e Warehousing £ gial) [ A0

* How many 2aal) <
¢ What types gl A L
*  Where to locate @ sall 2aa (&
*  Warehouses ookl /e gl
* Distribution centers &5 S

Distribution center A large, highly automated warehouse designed to receive goods from various plants
and suppliers, take orders, fill them efficiently, and deliver goods to customers as quickly as possible.
¢ 5oy Leila g ¢ lllall 8T g ¢ o) gall 5 ailiaall Calide e adliad) MY aaae lall Cudige HuS £ sl a3 g8l 38 e
o (OSae g g gl b I bl il
pddy allal) Joa AT 138 0 57 4 baaiall <l gl b a2 S e 112 (e ASd Wal - Mart e ¢ JUal) Juw e
Cn s pd gala I ga o Bale (s gingg ¢ Cle Jgg 0a5e 100 ) 75 O 91 Lel da gl cilaliial) g2 jdl) 38 all
da)g il it (a2 3 S cala 20 (1 sa) daluwal)
¢ Inventory management 93l 3 1)
«  Just-in-time systems  caubiall C gl & Lokl

— Knowing exact product location (a8l ziiall a8 ge 43 jaa

—  Placing orders automatically VIS5 el Y e

With such systems, producers and retailers carry only small inventories of parts or merchandise, often
only enough for a few days of operations. New stock arrives exactly when needed, rather than being
stored in inventory until being used. Just-in-time systems require accurate forecasting along with fast,
frequent, and flexible delivery so that new supplies will be available when needed.
Lo Z81S () 585 La e 5 ¢ ailad) ol o) 321 (e B pia lig e (5 g A5 lad s (g saiiall Jang Y ¢ Aakai¥) 028 Jin pe
8 Aadai¥) et Adladiud 4l s (g 38l 84k A5 e Y ¢ Aalall die Lla paall ¢ 38l daay clleall (g alyf dxaad
Aslal) e 52l SalaY) 58 Gy ¢l 5 Sl gl arledll Cila ) G 5l Canlial 28

e Transportation JAL Jib g
Transportation affects the pricing of products, delivery performance, and condition of the goods when
they arrive

e Truck daalil)
+ Rail dpaall dsull
e Water "_~d"olll ye
+  Pipeline il Lo
o Air gkl el sl e
* Internet < iyl

:JEa s e dail) Jili g (e ST Ol g O ey (A1 ¢ Jallu gl daatie Jail) SIS HEN (e Baal) padius
Aaldll s o) sedl Airtruck aadivg // 2aldll 5 Wl Fishyback addies // clialdll s danaall KW Piggyback adie
Multimodal transportation Combining two or more modes of transportation.

) Jila g e SIS 1 il 5 G ey Jadlea gl 22ala JAI1)

e Logistics information management  4gica sl Cila slaal) 3 412)
Logistics information management is the management of the flow of information, including customer
orders, billing, inventory levels, and customer data
£ Maall il g (95 ) il siosa s il sill 5 o Sleall cilall Gl 8 Lay ¢ e slaall (3855 5100 & Alea o1} cila glaall 300
» EDI (electronic data interchange) bl 5 g SIY) Jatal)
¢ VMI (vendor-managed inventory) Bl o ()5 )3
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6 Integrated Logistics Management 4lel<iall ciliioa ll) 3 )]
Integrated logistics management the logistics concept that emphasizes teamwork—both inside the
company and among all the marketing channel organizations—to maximize the performance of the
entire distribution system.
- Gl O 58 Gl se men (s A58 Jals - elaadl Jasll e 35S 5 3 Cilivn ol 4 sgie AdalSiall diaua glll 310y
ALk a5l ks glal e 58 ] sl
Cross-Functional Teamwork Inside the Company 48l Jala Ciilla ol amia olaall Janll
el ilatiall il (e 238 ISV ) il Al Aail mren (g 5_p (pAl) Cilatiall 355 (5 G&P bl ¢ Jlall Jaws e
Sl (S ¢ 1Al il gl Baneia Adabus aa 2l Al Gt il gl Agiuan 5l landlll a5 il Lpal SN (e
3_mSl Clina pall S 5 (g0 Ard 5 Ao gana (e OY) Aalid) g ¢ i) (g giae e 8 ) shaiall 3y gl ALk B )1y gl g pladil
Logility s Infor !} SAP s Oracle ¢ ¢ 3 _pall 5
Building Logistics Partnerships 4w gl cils) yd Uy
Smart companies coordinate their logistics strategies and forge strong partnerships with suppliers and
customers to improve customer service and reduce channel costs. Many companies have created cross-
functional, cross-company teams
CallSs 5 o Dleall Fadd Grueatl o Slall 5 (303 5 sall aa 2y 8 ST Aald) 5 Afiasas ol Lelint) sl (Sanaily A8 S L)) o 685
AS el Ll NS (e 4S5 33 5 Al S 58 ¢ S il Baraia g Cailla gl Baaeie 1B )8 IS Al (e el il 3Ll

& Ostery Al GalaliY) G e (e 18y 53 Nest]é 4S il Al Purina 4ad¥) bl giall aleda bas g o ¢ Jlal) s o
& pedl B aa &l JLIVL Purina Walmart G sbacl Jexy . Walmart 38l s ) il ¢ (ubi€ i ¢ b 33 Al
2 el a5 gl Al 2 A Callsal) basal (350 Mgy Walmart

third-party logistics (3pL) provider An independent logistics provider that performs any or all of the

functions required to get a client’s product to market
U] e Y Lemsen ol A stladll Ciilda gl o Ul 0 s s o155 5 1(3pl) G i (e dofloan ot ciladil) 330

Bl )
Third party logistics offers the following: (4 L Gl i jhal) clia o) ards
*  Provide logistics functions more efficiently 3eli T U dgiua gl ity 5
*  Provide logistics functions at lower cost Jol Aa A ) (wilday i g
« Allow the company to focus on its core business Ll Llleed e 58 il A8 il mand
*  Are more knowledgeable of complex logistics Baiaal) dia 5l Cilaadlly 4 55 K

END OF CHAPTER 12
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CHAPTER 14

Engaging Customers and
Communicating Customer Value

O 31 Aagd Jlad g ¢l 30 &)

"Integrated Marketing Communications Strategy"
"AlalSial) YUY g (B gl L) il
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The promotion mix (229431 gl
promotion mix (marketing communications mix) The specific blend of promotion tools that the
company uses to persuasively communicate customer value and build customer relationships.

pite US048 0 Lot ) g i)l ol (e sisa e (Aol gl cLalY) g 3a) g Al) e

advertising Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an
identified sponsor.

S o)) di e leadll ol Ll ol S8 g il 5 dpad ) e (gl e g shae JSG T Ble Y
*  Broadcast del)
e Print dadas
e Internet s )

e Outdoor Glhll ¢l sl

Sales promotion Short-term incentives to encourage the purchase or sale of a product or a service.
Aexd ) e a ) el b ) Ja) 8 a3 s Cilagsal) gag s

e Discounts Sy Wi | I R DYWL
¢ Coupons RREPYPN|
* Displays Uase

+ Demonstrations gl Caay/ iy jaill

personal selling Personal presentation by the firm’s sales force for the purpose of engaging customers,
making sales, and building customer relationships.
O3 e Y iy ¢ sl el ¢ 3 S8 Gk AS A Classe ot U (e ot E e (puall)
e Sales presentations Sl g e
+  Trade shows A el (sl
* Incentive programs S8l el p

public relations (pr) Building good relations with the company’s various publics by obtaining favorable
publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories,
and events.

¢AS )l a5 saa sling ¢ Al e Aled e Jeanll JMA (pe AS AN Al alenll me s ClSe oLy Aalall clESlal

Leind o 400 sall e Culaall g il y il g Jaladll 5

* Pressreleases  dwslia Cilay sl

*  Sponsorships Ao )l

* Special events daals Cilaal

s Web pages < Y/ sl Dlasa

Direct and digital marketing Engaging directly with carefully targeted individual consumers and
customer communities to both obtain an immediate response and build lasting customer relationships.
through the use of direct mail, telephone, direct-response television, e-mail, and the Internet to
communicate directly with specific
s Al e J geanll dlia ddagiuall Al 3l Cilaaina g o 3V (Sl ga b pdlie Jal JA5Y) (ol il g pubaal (B gl
¢ i A 2l s ¢ B pliall i g SAKD Alaia) 5 ¢ Cailelg ¢ uilaall ayll wlaind BV Ga Al g il B sl
e g 58 ol il Y1

* Catalog Ooedll
e Telemarketing <&l e & sudll
*  Kiosks Caneall an olSa
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Integrated Marketing Communications 4lelSial) 48, gudil) cyLay!
6 The New Marketing Communications Model ) 4.8, gl L) 73 ga

«6 Consumers are better informed il 431 3 e () sSlginndll
~ More communication Jaal sl e 2 3l
«6 Less mass marketing Jalill (3 sasl) (ya B
o Changing communications technology YUY L ol 635y

Content marketing Creating, inspiring, and sharing brand messages and conversations with and among
consumers across a fluid mix of paid, owned, earned, and shared channels.
0 ool e e pgs Lo s (Slganall g LS JLiia g Lgalgl) 5 3 il Adlall Jpn clisladgiil £Lta) (5 ginall (B gl
AS jidiall 5 AansSall g A8 gleal) e ginall il gial)
s Jaw Ao
Although television, magazines, and other mass media remain very important, their dominance is declining.
Advertisers are now adding a broad selection of more-specialized and highly targeted media to reach smaller
customer segments with more-personalized, interactive messages. The new media range from specialty
magazines, cable television channels, and video on demand (VOD) to Internet catalogs, e-mail, podcasts, cell
phones, and online social networks. In all, companies are doing less broadcasting and more narrowcasting.
O sibaall Canay (alina¥) 35387 Lgtiam o V) ¢ Aall daga 015 Y s AN Sle Y1 il g5 0l g (50 3 (o e 1 e
Manads S aleli Bile s jraa) Gl & b ) J sea sl Cilagiul) dle 5 Lacads JSY) Lilu il (e dasl 5 de gane V)
250l 5 i Y1 s S ) (VOD) el o sonil g ASH ¢ g 5485 58 5 Al bl (e 320l il gl 555
Mgt S g JB1 Gy S 5 g ¢ ple JSy Y e dpelaia¥) clSadll 5 A gasall Cail sl 5 canlSasall 5 5 Ty

« The Need for Integrated Marketing Communications 4lel<ia 48, gosi L) ) dalal)
Integrated marketing communications (IMC) Carefully integrating and coordinating the company’s
many communications channels to deliver a clear, consistent, and compelling message about the
organization and its products
U At g Auia 5 Anal g Al ) aaill 4y 4S 30 5ol LV ) 58 500 5 (LS5 (IIMIC) AdalSial) 438, gudl) cYlasy)
Leilatia g A all
Integrated marketing communications calls for recognizing all contact points where the customer may
encounter the company and its brands. These contact points are called brand contact.
o A il LgileSle 5 4S80 Jpenll L 4l gy 28 1 Jueai¥) Bl qan e Capell ) ALalSiall 38 gusil) YLty 5o
Ao el dadad) Jlal) dga sda Jlaiy) Llds

Integrated Marketing Communications Strategy 4lelSiall CLaN) 5 (& guall) das) i)

Carefully blended mix of promotion tools

TS AN S5l ling ada e

o Personal
Advertising selling
Alea MI c.uﬂ

»

Consistent, clear,
and compelling

- 4

company
Sales and brand Public
promotion messages relations
Slasall g -8
g ] Al 5 48 S oy L i) A
[ A g Hanl g g A

Direct and
digital
marketing

STy R G
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Which of these do you think is most effective? (Al daially ) JSall g g jI0) ddlad SISV 4l Siat 038 (3 g
They will realize that different tools are better for different targets, products, stages in the product life

cycle, and goals of the marketer.
(Bswall Calaal g minall Bl 5 )5 8 Adtial) i) jall s cilaiiall 5 Calaa U Juadl bl <l a1 () )5S o

Developing Effective Marketing Communication Juill & gudll Jual g3l ghat

« A View of the Communication Process Juwai) 4xlas a3 dga g

The Communication Process Juai) 4l

Sender is the party sending the message to another party  _al cajh (Al )l Ju o3 Gyl ga o pal)

Encoding is the process of putting thought into symbolic form. G JSE (A Sl pa g dnlee s Gaajil)
Message is the set of symbols the sender transmits. oyl Leliny 15 ga )l e gana o8 Al )

Media is the communications channels through which the message moves from sender to receiver.
el 3 s pall g LeIA (pe ALl i ) V) ol 58 o Jadbau gl
Decoding is the process by which the receiver assigns meaning to the symbols.
sl (e Gy Jifisall o 6 LA (e () Aleall sa pdail) ol
Receiver is the party receiving the message sent by another party.
AT Gl U (e Al yall Al 3l 30 Cahall ga atial)
Response is the reaction of the receiver after being exposed to the message.
UV PSS SR A (S S SR W P EG IR
Feedback is the part of the receiver’s response communicated back to the sender
s pall ) Al ) 5 ) abiasall 3 (e 6 5 oa dsla a4
Noise is the unplanned static or distortion during the communication process, which results in the
receiver’s getting a different message than the one the sender sent.

el e ddliae Al Ao i) Jgean ) a5 lae ¢ JuaiV) dlee o8 455l ) Al Labadlall yue 4y 0il) L plia gudall

o el Ll
oyl s a3 JS

G A L SmA o & AL

Sender | mmm | Encoding | =ma essage = ; Decoding | = P Reéeiverl
| - ¢ Adl i) \ v

- L e —

N Media kiwsi '\ u

a

- 18

a3 £l guial)

I‘j { No‘l’;a’ =

i ]

e

e la S Al
& ‘ Aladuy) y :
AW mm Feedback | € ‘ (AN A RN E NN 7N NNNN ‘ Response ' {,4‘ [ N NN |

Sender’s field LA 5 A Jas Receiver’s field

Jedll 5558 Joa of experience of experience

« Steps in Developing Effective Marketing Communication Judll (& guidl) Juaiy) gl & glad

1. Identify the target audience Caagiusall ) ggaall pyaas
2. Determine the communication objectives Juasy) Calaal ayaas
3. Design the message Al )l aranas
4. Choose the media Lol yial
5. Select the message source Al jolae 22
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* For a message to be effective, the sender’s encoding must mesh with the receiver’s decoding
process.
JUEY) Jlen S o dlee o usall 3l oLl of Camy ¢ Al Al 0055
*  Best messages consist of words and other symbols that are familiar to the receiver.
(il 521 da glla (5 AT 5 sa 5 S (e il ) Jumil ) S
* Marketers may not share their consumer’s field of experience but must understand the consumer’s

field of experience.
lgiall 3 8 Jlae | saghy o)) g O8I llgiunal) 3508 Jlae (58 susall AL Y 8

1. Identify the target audience Ciagiaal) ) ggand) daal

What will be said JEw 13

How it will be said Jl oS

When it will be said Jaws e

Where it will be said B [ETNRUITEN

Who will say it el s (1

2. Determine the communication objectives Juaiy) Cilaaf yaas

Marketers seek a purchase response that results from a consumer decision-making process that includes
the stages of buyer readiness
g il Maxiad Jal e el dllgiuall i 8 A dalee (e Aail o) )l Aaind e Jsanll () G 8 el o2y
Buyer-readiness stages The stages consumers normally pass through on their way to a purchase:
awareness, knowledge, liking, preference, conviction, and, finally, the actual purchase.
Jeaill 5 ¢ Alae Yy ¢ A jaall s ¢ o gl 1ol il 1) agy yla 8 Sale () sSlgtinall Ly yan 30l sl el (g jidiall dlaaiud) Jal s
sl o) il Tyl s ¢ detill g o

=3 4 sasy Sl [ Al sl

Awareness aa!% Knowledge ré% Liking 5% Preference é& Conviction % Purchase

eyl

3. Design the message Al praas
Message content is an appeal or theme that will produce the desired response
sthall 3l i g sase ol ol g Al s giaa

 Rational appeal A53Eet) Audlal)
relate to the audience’s self-interest Dseandl sl daliaally (alats

«  Emotional appeal ddhlal) pilad)
attempt to stir up either negative or positive emotions that can motivate purchase
o) i) 3ias ol oSy Al Anlany) 5 Adudl e liall 5 55 Al glae
+  Moral appeal gAY 4l
are directed to an audience’s sense of what is “right” and “proper
"lia" 5 "maaa” g L seead) Gulia) ) e 58 a0
Message Structure 4wl J<a
Marketers must also decide how to handle three message structure issues.
il Ay 3 Uliad 36 e Jalall A6 Uil ¢ pendl) s o cony
Does the advertiser draw a conclusion or leave it to the audience. _seasll 4S 5y ol Zliiu) I el a5y Ja
Do they present the strongest arguments first or last? 1500 ol Y5l aall (5 81 () sady Ja
Is the message one sided (strengths only) or two-sided?  Cuess <ld ol (dad 3 g8l Jals) aal g caila (e AL o

Message Format b il (s
is also important to consider. What will be the color, the text, the copy, the images?
¢y sall ¢ daall ¢ Gaill ¢ ol G S 13le adle ) e Uyl agall ¢
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4. Choose the media Jilugl) jad)

personal communication channels

Laddl) Juaty) e s

Personal communication is effective because it allows personal addressing and feedback
Lo la i) 40 5 dpad il Lllaaly mauy 43V Jlad el Juady)

Control of personal communication duadldl) eLaty) s Bkl

*  Company i<Lh
» Independent experts OslEise ¢l pd
*  Word of mouth Aalay ) ALK

Opinion leaders are people within a reference group who, because of their special skills, knowledge,
personality, or other characteristics, exerts social influence on others
5 paityma s Aalal) agi) e s gAY e Uelaial 1580 ¢ g jlay (¢ dpma je Ao sana (ann paliil aa o ) 328
A pailad f aginads
Buzz marketing involves cultivating opinion leaders and getting them to spread information about a
product or service to others in their communities
pgiladine & (o A dead 5l e Jon lasleall 5l e aglan 5 sl )l 308 (5 55 Gy dlaallf ikl (3 gudil
Word-of-mouth influence The impact of the personal words and recommendations of trusted friends,
family, associates, and other consumers on buying behavior.
Gsle Ao o AV GSlgiall 5 oAS il 5 Alladl g ags (3 55 sall elaadl dpad sl clua sl 5 il il o) aNSY il
Non-Personal Communication Channels 4xaidll ,& Juaiy) o 5
Nonpersonal communication channels Media that carry messages without personal contact or
feedback, including major media, atmospheres, and events
Lot 1) S ) il @lld b Lay ¢ llaadle ol add Jualil 50 Jil ) Ji il ailas 1) o dpadlll) i Jualy) cl 58
¥l ol sallg

Major media include print, broadcast, display, and online media
i Y g el g deldall g de gplaall Jaibo ol Jais A ) Jaibus g1

Atmospheres are designed environments that create or reinforce the buyer’s leanings toward buying a
product

Events are staged occurrences that communicate messages to target audiences
Adagioead) pualaad) L) Jila ) Jai5 Ada pa Slaaf A Eilaal)

*  Press conferences dpinaa Gl yaise
«  Grand openings Sl claluay)
*  Exhibits BB
+  Public tours daladl @Y 52l
5. Select the message source Al ) jalas 22a

The message’s impact on the target audience is affected by how the audience views the communicator

Jeaiall I sennd) ki A4S Coagiuall ) sganll e ALl s il
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« Celebrities _saliwl)
— Athletes Opaly )l
— Entertainers Cilaall

«  Professionals (gl
Health care providers 4l e )l odia

Collecting Feedback 4sla i) 4,540 gaa
Involves the communicator understanding the effect on the target audience by measuring behavior
resulting from the behavior

sl e gl gl Gl YA G Cangind) ) seanll o il agh b Juaiall o i

Setting the Total Promotion Budget and Mix g alls g il 438 jaa (Alaa) daal
6 Setting the Total Promotion Budget zms il 48 jua Alaa) daa
affordable method Setting the promotion budget at the level management thinks the company can
afford.

Al aalind 4858l of 5 laY) afiad A1 (5 siaal) o ams yill A e dpans AISH B ) gura 48y
** |gnores the effects of promotion on sales Clagaal) Ao gl JUT Jalad

percentage-of-sales method Setting the promotion budget at a certain percentage of current or
forecasted sales or as a percentage of the unit sales price.
g e (0n A s RSl gl 1 Allal) el (o i s e g 501 A h0m 2005 gl &y giall ) iy o
3aa )
* Easyto use and helps management think about the relationship between promotion, selling
price, and profit per unit
a5 IS Mg ) msg g il G 28Dl (8 Sl e 3 oY) aelin g aladin) Jew
*  Wrongly views sales as the cause rather than the result of promotion

s Aagii Gl s o) Wil e lala S5 cilagaall ) ks,

Competitive-parity method Setting the promotion budget to match competitors’ outlays.
el g Alaal ey 5 ) Al jaa dac) el ALY 48y
e Represents industry standards = icluall julaa Jia
*  Avoids promotion wars o Qo Jia

Objective-and-task method Developing the promotion budget by (1) defining specific promotion
objectives, (2) determining the tasks needed to achieve these objectives, and (3) estimating the costs of
performing these tasks. The sum of these costs is the proposed promotion budget.
038 (piat] Ao SN algall paa (2) ¢ Baane Aung g i calaal waad (1) IS e s ) A jae ol Aagall g ingl) 43y yha
A ) gl A jae 58 (S 038 & sana algall o2 olal (S 05 (3) 5 ¢ laa)
** Objective-and-task method forces management to spell out its assumption about the relationship
between outlays and results but is difficult to use.
Lealatin) Canemy oS0 gl 5 claal cp 28l Jsa Ll i) praa 65 e 5 510Y) Aegal) 5 Cangll 48y yla yuas

«5 Setting the Total Promotion Budget and Mix g allg g s ill 4l jaa (Mlan) Baal
The Nature of Each Promotion Tool g9 8131 JS dauh
v' Advertising reaches masses of geographically dispersed buyers at a low cost per exposure, and it
enables the seller to repeat a message many times
il a3 Ay )5 o il (s ¢ oo (K] A 241S5 Ul jaa (e sall (i sidiall (30 5 5 dlaed 1) oy Y
** Advertising is impersonal, cannot be directly persuasive as personal selling, and can be expensive.
M 058 O (Sas ¢ add @S e JS Gille 58 O (S Vs ¢ add e (D)
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v Personal selling is the most effective method at certain stages of the buying process, particularly in
building buyers’ preferences, convictions, actions, and developing customer relationships
agilelid 5 0 yiliall bl el (A Lo Y ¢ ol il Aglas (e Aisma Jal e 8 Adled FSYI 4Gl g8 adld) ad)
S SBle sk agilel ol
v Sales promotion includes coupons, contests, cents-off deals, and premiums that attract consumer
attention and offer strong incentives to purchase, and can be used to dramatize product offers and
to boost sagging sales
:g.)'ﬁ' ‘}é\ﬁeﬁjw\ oluti) udai‘;l\.]nhﬁy‘) ¢ Q)ﬁ)ﬂ\ Cladia g ¢ ngw\‘, ¢ QU){,S!\ MQU,\,\AS\ @.JJS
Ll el 53y 35 claiiall (g je e el 2l glal) sliay Lealaiind (Says ¢ ol all
v Public relations is a very believable form of promotion that includes news stories, features,
sponsorships, and events
EaaYl s ¢ Agle g ¢l el g ¢ A LAY Gaalll Jadi i) 5 Lebaat oSay 3 g s il ST (e JS5 8 dalad) BNl
v Direct marketing is a non-public, immediate, customized, and interactive promotional tool that
includes direct mail, catalogs, telemarketing, and online marketing
il e G gl 5 Cila S 5 8Ll 3l (penali Aol g darada s L) sis dale e dang g i slal sa pdlaall (3 gt
i Y e Gosudll
«6 Promotion Mix Strategies (29,3 g ial) il i)
push strategy A promotion strategy that calls for using the sales force and trade promaotion to push the
product through channels. The producer promotes the product to channel members who in turn
promote it to final consumers.
el gmiiall = 5l gl e el wdad (g lal) e g Sl 5 Clanaall (5008 alaiid L s g 55 Auai) i) @Bl Al i
Ol (Il 4 s L o 5 53 (3 30 sy ol LD ¢Lime Y

pull strategy A promotion strategy that calls for spending a lot on consumer advertising and promotion
to induce final consumers to buy the product, creating a demand vacuum that “pulls” the product
through the channel.
o e Coledll Glgiandl and gy Al 5 ellgndl e e S ) ) 505 s 5 A i) ol ) i
Sl e i) "Cag e £ 8 (315 Las ¢ il
Producer marketing activities Reseller marketing activities

(personal selling, trade (personal selling, advertising,
promotion, other) sales promotion, other)

Retailers and

Producer P P Consumers
o ; 81 gl gl g gt Adal A Whole§alers . 50 1) 0 34l (g A Sl
g o=t B R G laa o it it | S g O
(S 2 0 ol mg A (483 g ¢ lasall g 59 0 SV
Push strategy
) At Al
Demand kil Retail d Demand <kl
Producer = V\?hillsgzlzps = Consumers
g st sy dipadh ot G

(AT A g5 dialt il gl) | Slagal) m g8 0 Sl Y)) pdall (& e el
Producer marketing activities (advertising, sales promotion, direct and digital media, other) ,
ol dadl jiul Pull strategy
Push strategy involves pushing the product to the consumers by inducing channel members to carry the
product and promote it to final consumers.
el GuSlgiaall Al 5 51l 5 i) s e 3Ll eliae] a3k (e GSlgiuall minl) ady (ana®i adal) duau) yiad
Pull strategy is when the producer directs its marketing activities toward final consumers to induce
them to buy the product and create demand from channel members.
elacf (e calla (3l 5 el o)y o agiad Cuiledll GSleiual) gas A sudtl Ailadil iiall 4 5 Lodie (A caaad) Lpaiil i)
L))
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«5 Integrating the Promotion Mix 9,3 g je gl
An integrated promotion mix ensures that communications efforts occur when, where, and how
customers need them.

OO Lealing oSy ol 5 e aan VL) 3 e o JalSial) g s il g e ey

« Socially Responsible Marketing Communication Lslaial 4 gigual) 48, gudl) cyLay)

<> Communicate openly and honestly with consumers and resellers

cpailll g pSletnal \@é“}&;\ﬂ&a‘ﬂ\
< Avoid deceptive or false advertising LA 5l dealall Agleall (uias
< Avoid bait-and-switch advertising Jeaill g el e clidle) caind
<~ Conform to all federal, state, and local regulations Adaall g 20 gl g A ol =) ol maas ae (381 633
< Follow rules of “fair competition” "Aalall Ul 2o @ adi)
< Do not offer bribes S sy anii Y
<> Do not attempt to obtain competitors’ trade secrets Opnsdliall 4 il i pud) e Jgeaal) Jolas Y
<> Do not disparage competitors or their products aeilatia ol Gaudliall a8 (pe Tani Y

END OF CHAPTER 14
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Advertising 4leal)
advertising Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an
identified sponsor.

A o)) J8 e cleadll g aludl ol S8 g il g dpaddll e (g ll e g stae JSG T oleY)

Fle i)
Message decfsmns
il Lt
Message strategy SUMEY) s
il 5 A aall 2 ) i
Al i ) jpall )R Messege e)feeutlon Advertising
Objectives setting Budget decisions Al 245 evaluation
Juamyl Gl -
Communication Affordable 2 proach Communication
objectives / Percent of sales % il gl il J impact uat gt s
Sales Competitive paEJ M Media decisi Sales and profit
gtﬁtﬁﬁa Objective arid thek” | (: |ad ecmlons h.t fet ':’%EZJL#_“J i
Ty g mpact and et en aq“meaw e urno adve |S|ng
Majornj |am¥9es
Specific medla;ehlcfg
Media tlmmqJJ £

Major Advertising Decisions s ) (Ble¥) <l ) 3
«6 Setting Advertising Objectives (SeY!) Cilaaj saas
advertising objective A specific communication task to be accomplished with a specific target audience
during a specific period of time.
B33aa ke ) 38 SR daa Caighua ) sean ae b lad) & Baass Jlall daga (DoY) ciagd)
Informative advertising is used when introducing a new product category; the objective is to build
primary demand
bl el g Cangll ¢ Baas e A4 A vie aadii Cilaglaally R N Y (e )
Persuasive advertising is important with increased competition to build selective demand
)l Ul AEal B0l ) e aee adBall (S Y)
Reminder advertising is important with mature products to help maintain customer relationships and
keep customers thinking about the product
il 3 05 SE e Slaal) eligl g e Danll e e Jaliall 8 3ae Lusall Aauialil] Cilaiiall ga age (5 ST NS Y
Informative Advertising =Y (=Y

Communicating customer value Suggesting new uses for a product
O dad Slast P TV XVTEQERRREL A )
Building a brand and company |mage Informing the market of a price change
15 A kel LSl Ly el s (8 gl 2%
Telling the market agdut a new product Describing available services and support
ol Jlad) Clhadl amall y Slasdd) g
Explaining how a product worﬁ; Correcting false impressions
i Jes s £ d A elelbN) e

Persuasive Advertising il 2oeY)

Building brand preference

1200 g el £l Persuading customers to purchase now

Y el ol 3 g8
Encouraging switching to a brand Creating customer engagement
gt Aadle ) Jeadd g ol 3l AS e/ el 31
Changing customer perceptions of product value Building brand community
el Aad oo palijl &g Aol el i 5L
Reminder Advertising ;_sill ()
Maintaining customer relat\onshlps Reminding consumers where to buy the product
Ol g clidal) e Blial) T el Ol GuSlgtiall S
Reminding consumers that the product may be Keeping the brand in a customer’s mind during off-seasons
needed in the near future o D8 30 GG 8 By ol i) o Bl
A Gl B agl] & galing B qilall Gl Gl S
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«5 Setting the advertising budget 4sMeY) 45 jaal) Laas
advertising budget the dollars and other resources allocated to a product or a company advertising
program.

AS i) o) mali g o il danadiall (5 AV 2 ) sall 5 <l )Y sall Ny Al e

Developing Advertising Strategy ¢SeY) 4l jic) y ol
advertising strategy The strategy by which the company accomplishes its advertising objectives. It
consists of two major elements: creating advertising messages and selecting advertising media.
il L) 2ty (o pemie (o (5SSl Y Lgdlanl AS 0 (38n3 LgISUA (e ) ) i) SN A s
Asdley) Bl gl sl s asdle)
«  Creating advertising messages 4= Jilu; sL&S)
« Selecting advertising media 4sdeY) hailugh) jLad)

e Creating advertising messages 4| Jibu; sL&I)
Advertisements need to break through the clutter: (a8l &l A Qlble Yl ~lias
<> Gain attention Uiy ¢l
< Communicate well 2 JS& Jual 5ill
e Alaall i€ 2008 ple A i) &5 Al snaall ke Y) Microsoft dlaal (awaia 138 cu sl dad) 5 1J0N Jas e
Ul dles ) gil) o Lgasi g datd 5 jund 3 il (i g pall o3a Jaanl & abiinw (5 s i s o)) seda cpidlels il Cua dale
J8 e bk Jaind ol LY Aaa (31855 ol il ) i yidal) e OIS Al / G 18l 50 G Sliie ) lia " i paeS lea
sea])
A il ae e ) zladil - 2550 58 5 Madison Avenue g ol Gx @bl - Madison & Vine Jiw : Jis

** Advertisements need to be better planned, more imaginative, more entertaining, and more
rewarding to consumers

CSlgtinall 3a) JiSi g ¢ lolia) S g ¢ lolay) S0 g ¢ Judad] Sy Adaladia UMY (9S8 O aag

Madison & Vine A term that has come to represent the merging of advertising and entertainment in an
effort to break through the clutter and create new avenues for reaching customers with more engaging
messages.
GO () J sl s (350 Ll g o sdll (31 58 Al glaa 84 il 5 (e ) ad Jia mual mllhas Madison & Vine
Aals ST il
+ Message strategy Sl 1) At i

* Creative concept g1 a sgda

+ Message execution Al ) Las

1. Message strategy is the general message that will be communicated to consumers
rSleinall Lebaam 53 wans ) Aalad) Al 31 o S ) i
 ldentifies consumer benefits <llgiuall i) 5 (sla duaiil AuY) 2aaty

Native advertising Advertising or other brand-produced online content that looks in form and function
like the other natural content surrounding it on a web or social media platform.
LS_M‘JL@L}M}M‘E}%éﬁ\}%)@\hm‘@éﬂ‘ Y e (s ginall (o e }i ey g.h.d\ R
ueleinl Ll s daia o gl le 4 Tmall A il
2. Creative concept The compelling “big idea” that will bring an advertising message strategy to life in
a distinctive and memorable way.

e Y 5 3pmn Ay Sally (s DoY) Bl Ay Jnni 01 300 "5 a1 5 SAI" (1Y p ggibal
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Characteristics of the appeals include: & L 4liall pailad Jodi

¢ Meaningful a9
* Believable Jic Y/ 4qaai (Say
» Distinctive Jala

3. Message execution is when the advertiser turns the big idea into an actual ad execution that will
capture the target market’s attention and interest.
Aelain) 5 Congiunall (3 gud) oLl aday ad (Nle) 285 ) 5 S0 3 Sall Glaall J sy Laie ddba 1) Judis
The creative team must find the best approach, style, tone, words, and format for executing the
message.
Al 3l Gauai g Ll 5 3 5 sl 5 et Sl e JaF Gl s o) o
Execution style the approach, style, tone, words, and format used for executing an advertising message.
Ao ) Al 2l deadivuall Axpal) 5 LS 5 5l 5 o slul) 5 gl LN o glud
The message can be presented in various execution styles, such as the following:
tob Lo Jla ¢ Allide 1di aladf & Ao ) and ey
«  Slice of life Bladl (e dag 5l
his style shows one or more “typical” people using the product in a normal setting.
Db e o) ol g il aading KT 5305 " gat" Uadd Taail) 138 jela
- A4y g el USe Y g de sladll CliBle Y ) Instagram <l piia g 5 yraall é\},d\ e - IKEA G sinse 1 UL Juw e
Al el aludl s LSy Bl A5 5 5ie e (B O sdimy (Al QalREY) (g
« Lifestyle Blad) qglud
This style shows how a product fits in with a particular lifestyle
O 8l bl e i) oy (oS Jaail) 138 ia g
4l 88 ¢ aa g lava OIS 1Y gy daa Lo g ady 8]al Bl ) Al ) e e (e elad 1B i e
"_stsgés\A\ja.daé
+ Fantasy Juad)
This style creates a fantasy around the product orits use.  4slaiul o il Jea Yoa Laill 13 3l
Gy e die z)5aVl o e (hld (55 8alasy 5ikai 31 ) "Drive in to Fantasy” ¢S GAIS (Sle) jedad ;U Jaws e
Calvin Klein ¢ Al lewSa (A (el
«  Mood or image Bugall gl @) el
This style builds a mood or image around the product or service, such as beauty, love, intrigue,
serenity, or pride. Few claims are made about the product or service except through suggestion.
Aia LSl i eliall 55 pal sall o candl 5 Jleadl Jin ¢ deatll i il Jsa 8 sem 5 il e sl 138 iy
2V Y DA (e V) Aaadll i il Jsa AL lsled)
O @ila b e p3lEH) 5 Laile 15 e M 90 ol b s el Jaad Al A el Bl Y (gaa) &) pa ¢ JUal) S Ao
Super Bowl dMa 4sBle ) cidabaadl jaai s il ol (8 Jlad (S8 oY) cons & Gl aDIS ) 3l 5y 48l ) 8
b ml s AY) il i G e o8 gl i o L XLIX

-

*  Musical (i ga
This style shows people or cartoon characters singing about the product
il e 0 A 58S Cluadld of Laladl haill 13 el
Red Singing Meat 4xel « Better with M iles (1 ¢ ja 585 < "M&M "Love Ballad ode! e ¢« Jiall Jasu o
Dok 5 LWl Al olas 4l 3l jelal Cus < "Loaf "I’d Do Anything for Love

+  Personality symbol daddl) jay
This style creates a character that represents the product. el Jidi dpadd 313, Jaaill 138
+ Technical expertise AE) <) judl)

This style shows the company’s expertise in making the product.
il giia 84S LA 3 A Jaaill 138 i g
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+  Scientific evidence ralad) Jalal)
This style presents survey or scientific evidence that the brand is better or better liked than one
or more other brands
S s Al Al Aadle (e Juadl (S8 & gane o Juail 4 lail) dadlall o e Gale Sl f Bl Jaaill 138 a0,
«  Testimonial or endorsement 42ilaal) g 3l
This style features a highly believable or likable source endorsing the product. It could be
ordinary people saying how much they like a given product
Opne e agdlac] (530 0 saaladl Gl s Of (S el pey Bl Gigine ol 40 (5850 Hiaas Taadll 138 ey
3 4l Values Matter 4 sl lgilaa 8 (uitiall o Slaall (10 de il de sanas Whole Foods 48 58 juati Jhall Jas e
.Under Armor (s IS (i NBA ax3 sl Taylor Swift for Diet Coke Jie ¢ gital) adiy yaliall aaf )5S

Message execution also includes: Ll Al 1) Ldis Jady
+ Tone 5
—  Positive or negative 4ulu sl dulayl
«  Attention-getting words oL cia cilals
+ Format Js&ll

— llustration daspn 5 g )
—  Headline &l )/ ooyl Jadl)
— Copy gl

<> Creating the Advertising Message Consumer-Generated Content
Loy Al )l dlgioal) Alddy Al (s giaal) pLL)
Taking advantage of today’s digital and social media technologies, many companies are now tapping
consumers for marketing content, message ideas, or even actual ads and videos.
o sl (s sinall Slgiunal) (¥ S AN (e maal) Jaia ¢ IR el 1 5 e Laia ) Tl sl COLES (pe 3alELY) S (e
Addadl) guadll adalie g e Y) ia o dilu ) ssl
*  YouTube videos st gall Sl gad
« Brand Web site contests 4_laill adlall Cu gll 28 50 Gadlill) / &) uall
+  Positives <ibulay)

— Low expense Aaddie adi [ Ciy e
— New creative ideas 3aaa duclay) <8l

—  Fresh perspective on brand 4 laill &adlall aaa Hlats
— Boost consumer involvement  llgiwall 4S jLia 3 jai
;g\iﬁ\gé&:\ula Jla a g
p Al pad AlBle | (L) ) Slgiuall caen Al "Crash the Super Bowl Challenge" 4&lue (g g0 Cidée )
"paaall A lay) ) e JUa" 33N A3EA 5,00 318 J s
Slginall (S Cum ¢ ABLaall Gy alse o 6V dsadl) <yl g Cperdiisal) ¢LES) (e a3 adale Doritos 1080 <l Y
" el Aadall mas e o g el cy el ciliDle Y saalie
Super Bowl. & 3l (NeY) PepsiCo 48 s Cua je 5 ¥ 52 10000 550 Ao o siledl) duaddl oy siilidiall Jean Y
"llgtoal) A8 jLia S e Jha al Ala Alall cia

<> Selecting Advertising Media 4y hailu gl JLaa)
Advertising media the vehicles through which advertising messages are delivered to their intended
audiences
3 gaiall ) seandl ) ANl Y Jile )l Jua) LA (el 1 Jil sl Aadle ) Jaibugl)
Major steps include: (b Le 4wl &l ghdl) Jadi
«  Deciding on reach-frequency-impact 223 3l ) Jsea o)) sae iy ) a0 Sas)

* Selecting media vehicles Joilu gl laal
* Deciding on media timing Latlu gl sl 5 yaas
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v Reach is a measure of the percentage of people in the target market who are exposed to the ad
campaign during a given period of time
Aigma Aia ) 5 8 YA Ao Y1 Aleal) () guin say (il Airgionall sl 3 it 2, sl Apnl) (i 58 Jsuasl) (g2a
v" Frequency is a measure of how many times the average person in the target market is exposed to
the message
Al )l Cargiosal) 3 sudl 8 salall (il Lgd (m yahy ) ol all 23a] i s a3 3l
v' Impact is the qualitative value of a message exposure through a given medium
G T s A (o Al m yal e sl a5yl

Selecting media vehicles involves decisions presenting the media effectively and efficiently to the target
customer and must consider the message’s:
AN e ) 823l o sy s Cargioall () 50 30 36l 5 Aallady Jails 1) a0 <)) 8 Jailagl) LR ey

e Impact Ll
e Effectiveness  4lxdll
e Cost 44l

**When selecting specific media vehicles, the planner must consider the cost of the media as compared

to its effectiveness by evaluating:
o JMA (e Loy 45l Tl o) 48S5 e W) (8 23y of aladall e cany ¢ daaaall Wilu gl lgial vie

* Audience quality Jseanll 33
* Audience engagement Jseand) Sl )
e Editorial quality il Basa

Narrowcasting focuses the message on selected market segments
Gl e 3 liae cilelad e Al ) e asanall Gl S

e Lowers cost ‘ AQlKal) ey
* Targets more effectively g ST IS5 Calaal)
»  Engages customers better Jumdl Sy G 3N sy

The text gives the following example: (A JUall QLI Jany

* Tiny billboards attached to shopping carts. Bl Gl ya Adala 5 ya 4dle) Cila gl
* Ads on shopping bags. Gl LS e cilidle )
* Decals on supermarket floors. Sl gl Gl ) e ciliials

*  Supermarket eggs are stamped with the names of CBS television shows.
.CBS Ao 80 el jall elands S e gaal) iy 238 oy
* At the local laundromat, you load your laundry through a clever Pepto-Bismol ad plastered on
the front of the washing machine.
Al G a1 6 3all e S5 Pepto-Bismol ode) A (e el (alall Justd) Jaeny o 585 ¢ dgdaall dluzal) b

e City trash truck sporting an ad for Glad trash bags. Aaladl) (LY Udle) (a jad Abaall Al dials
* DVD case.
e Parking-lot tickets. Gl bl a8 ga SIS

« Foreheads of college students for temporary advertising tattoos. <l DY) adisll 4N 4k ola

When deciding on media timing, the planner must consider:
b L Ble) e abdal) o caag ¢ Jailagl) cudgi ol ) B 3AS) e

¢ Seasonality da gall
 Pattern of the advertising ey daad
—  Continuity—scheduling within a given period Are Ay ) 3 JOA A gandl - 4y ) iy

—  Pulsing—scheduling unevenly within a given period
A gia 35 8 JDS e i IS5 paall - il
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« Evaluating the Effectiveness and Return on Advertising Investment
giﬂ&‘g\ JLASEMY\ aile g ;\,3.\913 e,,\'.'\.l.l':"
Return on advertising investment The net return on advertising investment divided by the costs of the
advertising investment.
ey Y alSs e W gudia DoY) laiu¥) e ailall Lila oY) i) o silal)
Communication effects indicate whether the ad and media are communicating the ad message well and
should be tested before or after the ad runs
e Jurdis any ol S8 Laa HLaa) s g s <8 ke ) Al e ol ol 5 Sl S 13) L das Jual¥) el il
Sales and profit effects compare past sales and profits with past expenditures or through experiments
ol JA e sl ARl il AL # L Y1 5 Clasall &5 jlie gra g Clagall @ i

« Other Advertising Considerations il 4xde) < jlic)
<> Organizing for advertising DY) aulali
o Agency vs. in-house  Aalall Jilae )
advertising agency A marketing services firm that assists companies in planning, preparing,
implementing, and evaluating all or portions of their advertising programs.
AUV Leaal 3 e ol sl sl IS anii g i g dlac) 5 Japlads 8 S il e L Ay g land 4S50 Aule ) ANS )
<> International advertising decisions 4 gl 4leal) < ) B
o Standardization _ulxall
el 138 ol a3 i gl) o e 2Ly Y yand et JIhAaiiall 1) Taa sl Tl iy s dliall Jusen o
e YL alaial el IS 13 sl ¢ 13 yrl ol sie LS g6 JBY) o, a8 sl LS alaaadl i) (e 56 38 ¢ sl )
A ) 3l gul s 8l Gailadll ae allall (e Y CaSiEa 5o dauln) Al alaii ¢ A sall (Sle Y <l i a) Al
aa IS Jend L3 OBl JA (g ¢ Alle e 3 dadlle: clDlelpdtallall 4 )lail) agilodle aea cpilaall HUS (mny Jsls
sadly 3 Jlall g LS Wil

Public Relations 4alall ci8Mal)

public relations (pr) Building good relations with the company’s various publics by obtaining favorable
publicity; building up a good corporate image; and handling or heading off unfavorable rumors, stories,
and events.
B el ¢ 43 e Al o Jseandl A (o A8 A0 Aal) jaalaad) ae sais ClEDle oLy (Aalal) ciliblall) daladf cilBMall
Al sl e Gl 5 panaill g Gle LY aad sl g dalill 5 ¢ 4S5l Baa
** Public relations is used to promote product, people, ideas, and activities
Aais g KA1 Galail g ziall o g jall dalal) CHEMal) aadind
Public relations department functions include: (b Le dalal) CilBal) acd Cailli g Jad
Press relations or press agency 4daall Sy i ddaual) cildMal)
Press relations or press agency involves the creation and placing of newsworthy information to

attract attention to a person, prOdUCt, or service
dada 5\ C_l_u: 3\ da;u. J\ aLLUY\ \_!_\J (:LAJAYLN c).l.\A \_lLA}lM c;'agj ;Luu\ M 43\;.4.“ 4_“55 5\ 4.:3;.4.“ CaldSlal)

«  Product publicity giiall 43le2
Product publicity involves publicizing specific products Badas Cilatie e (Ol el gilal) e
*  Public affairs dalal) ¢ gipll
Public affairs involves building and maintaining national or local community relations
leale Laliadl g dlaa f Ayl g dpraine ClEMe oliy yanali daladl ¢y gl
* Lobbying Lozl L.AJLQA
Lobbying involves building and maintaining relations with legislators and government officials to

influence legislation and regulation
2 sl 5 ey il e 5l Lo Blaadl 5 (e sSall (d g sasall 5 Cpe piiall e ClBe oLy (panati Jakual) Ay jlaa
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» Investor relations (uaiiwall cl@e

Investor relations involves maintaining relationships with shareholders and others in the financial

community

Al aainall L aa e 5 cpaaliaadl e i) e Lliall aals ¢ jalliesal) CilBNe

«  Development 4l / y ghil)

Development involves public relations with donors or members of nonprofit organizations to gain

financial or volunteer support

o= shill o Sl acall e Jseanlldong I pe cilabiid) eliac] sl pailall e dalall ClEMall Jads dpail)
«6 The Role and Impact of Public Relations 4slall cil@lal) iy g0

Lower cost than advertising

Stronger impact on public awareness than advertising

Major Public Relations Tools 4wl dalad) cil@Mal) < g

* News

* Speeches

* Special events

*  Written materials

* Corporate identity materials
* Public service activities

*  Buzz marketing

* Social networking

* Internet

END OF CHAPTER 15
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Personal Selling (~adddl aud)

personal selling Personal presentations by the firm’s sales force for the purpose of engaging customers,
making sales, and building customer relationships
il el g ¢ Slasall ¢ ja) g ¢ il el ) (a yas AS AN Cilagse (358 Ji (e Apad il Apaa@ll (i g jall (uaddd) al)
Ll e
Or
Personal selling is the interpersonal part of the promotion mix and can include:
el Of (Sars s sl e (e (el ol 4 uadEl) al)
* Face-to-face communication da sl lea s Jual 5ill
« Telephone communication 4l &YLaY) /[ caildl e Jeal 6l
» Video or Web conferencing sl ol sal) ol jaia
Salesperson An individual who represents a company to customers by performing one or more of the
following activities: prospecting, communicating, selling, servicing, information gathering, and
relationship building.
¢ cleadll g ¢ gl s ¢ ol il g ¢ @il AN At e ST aal g LN DA e LU AS S Jiay 38 Clagsall Gigaia
) PATR QLA}L.AS\ Eas
Salespeople are an effective link between the company and its customers to produce customer value
and company profit by:
(A (e AS ) ) 5 Jpend) da Z LY LedBlee 5 Al (Gp Allad Jia g dala ap (Clasial) g gaia
«  Representing the company to customers LW AS AN Ji
* Representing customers to the company A8 Al b 5N Jida
»  Working closely with marketing Gasudll ae 355 JS Jaal)

Examples of people who do the selling include:

* Salespeople

* Sales representatives
e District managers

*  Account executives

* Sales engineers

* Agents

Q\::\..\AS\ @}J.m

Clagal) Yias/ 2 s2i0

Dl o
S

* Account development reps luall Zaaii / skl g g3k

«6 the Role of the Sales Force <ilauall 318 ;92

v Linking the Company with Its Customers
v' Coordinating Marketing and Sales

Ll 3o A8 )l oy
Shosall 5 gl B

Managing the Sales Force <laxall (338 3 1)

Sales force management Analyzing, planning, implementing, and controlling sales force activities.
a3 )8 Aniil 48 5 5 20ty Japladi g it Cllagaal) (338514

Designing sales
force strategy
and structure

Recruiting and
selecting E
salespeople

.

Training
salespeople

Compensating
| salespeople

Supervising
salespeople

Evaluating
salespeople

.
Al g Slaall (8 Al ! el

) il LSS0 5 il 5

Sl (gl o

sl o giia s 955

Daall (gl o ol Y

bl (g ia il
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«6 Designing the Sales Force Strategy and Structure Ciaall (38 JS 9 Al i) asaual
 Territorial sales force structure LanlBY) clagaal) (318 IS

e Product sales force structure il Glasia (3 8 J<a
+  Customer sales force structure Ol claa (32 8 JSp
+  Complex sales force structure diaall Clagal) (38 <A
How will a company decide which structure is best for them? e i) gl AS i) ) i s

The decision is based on how many product lines, how many industries, the size of the sales force, and
the number of buyers.

Opoidall 2xe g lagall 3 8 aas g Glelivall sae 5 ~lGY1 D glad dde e ) 8l adiay

<~ Territorial sales force structure LalBy) Cilagaal) 563 JSa
Territorial sales force structure A sales force organization that assigns each salesperson to an exclusive
geographic territory in which that salesperson sells the company’s full line.
Csdia L o 4 a4 jas Al I lasse Cugaie JS (ad Al Clagsall (8 8 i3 ol Clagaal) (338 JSa
AS Al AL de ganall 128 eyl

* Defines salesperson’s job Cilawall G gaia dauds g daay
*  Fixes accountability Uelosal) Cladia)/xlia;
* Lowers sales expenses Cilaaall CulBa3 (yaddy

» Improves relationship building and selling effectiveness @) 4allad g ClESall Ly Cpuny

<~ Product sales force structure el claga (328 JS
product sales force structure A sales force organization in which salespeople specialize in selling only a
portion of the company’s products or lines.

sl A8l Cilatia (ye a6 e a8 Clanaall g 53t Lgad anadty ) Glagal) (3 )8 dadaie Claiial) Cilagsa (8 JSa

Leha glas
* Improves product knowledge el 48 pra Cpuny
* Can lead to territorial conflicts Aall) e joa N o o) Ka
<> Customer sales force structure Ol Clagaa (5 8 g

Customer (or market) sales force structure A sales force organization in which salespeople specialize in
selling only to certain customers or industries.
A Glelia 5l ol U i aall & Cilassall 53 5010 L anadh Classe 358 dadiia (GBsad) 5f) Gl Cilane 328 IS
» Improves customer relationships Ll e ClERl) sy
< Complex sales force structure dirall Cilagaal) (31 8 (S
Complex sales force structure refers to a structure where a wide variety of products is sold to many
types of customers over a broad geographic area and combines several types of sales force
structures
Zhia b Gl e sae g1 5 Cilaiiall (e e siie e sene g 4 o o3 Sl Y iy Sinall Clagaall (3 b S
Cilagaall 358 ISk (e g1l B2 (o qanas Aad 5 Al Jaa

Salespeople are one of the company’s most productive and expensive assets.
Al ualiy) Y AS 8l J geal aad clagall g gaia as)
* Increases in sales force size can increase sales and costs
g_q_\ﬂs_d\} ubu.m.“ ATV u\ USAJ \_ﬂ.,_x.ml\ 5)5 S 65 L_\\AL})S\
*  Workload approach to sales forces size refers to grouping accounts into different classes to
determine the number of salespeople needed
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Other Sales Force Strategy and Structure Issues s AY! Glaall (3 8 Lauiil jiu) g JSa Likd

Outside sales force (or field sales force) Salespeople who travel to call on customers in the field.
Ol g Il JuaiDU (il (3l Cilasall o gvia (pilasal) lagaall 318 o) A lagual) (3 8

Inside sales force Salespeople who conduct business from their offices via telephone, online and social
media interactions, or visits from prospective buyers.
el il il g5 i YD e Jeliill g Cailell e agilSa (e Jlae ) 05 yau (Al Cilasaal) (3 s3ie Agtilall Cilagaall 3 g8
sl G ilall e Gl sl e laiaY)
Inside salespeople often provide support for the outside salespeople
S AT Glell E;\j_\_'ml acdll ) sadty Lo Glle () galdlall el 5o 9210
Technical sales support people  (wtll Zuidl)l Cilaall aca
Sales assistants Gilagall (gacbise

Team selling Using teams of people from sales, marketing, engineering, finance, technical support, and
even upper management to service large, complex accounts.
ililal Laaad Llall 5y s g 380 aeall 5 Jy gal) 5 Auadigh 5 (5 smiill 5 ilanaal) (e a1 e 8 233y Sland) gl
_EM\_} B‘):\gﬁ\
Challenges of team selling include: ot Lo Slaad) anl) Gliaad Jadd
*  Confusing and overwhelming customers used to working with one salesperson.
a5 Glane Gstie e dasll o G580 5all 5 ¢ saibalad) (5l ) sl
* Salespeople used to working alone can have difficulties working with and trusting teams.
o A8 5 35l e Jaall b il g gl s OF w03 ey Jaall | galie) 0l Clagaall s saial Sy
*  Evaluating individual contributions can lead to compensation issues.
el Llad ) A il llaalindl o 535 of Sy

«6 Recruiting and Selecting Salespeople Issues in Recruiting and Selecting
DL g il i) 8 Cilagaall (gaia SLIA) g apiad Lliab

«  Careful selection and training increases sales performance <ileuall elal (e 2 5 a5 G840 HLaay

* Poor selection Casazal) LAY

» Increases recruiting and training costs Al 5 Cads ) CadlSs BaL )
— Lost sales Aailall /33 gaaal) el
—  Disrupts customer relationships Gl Qe Jlaay

O 0sSs 8 o gll Cui W) e aall a8l se ST e 2als 2 138 salesjobs.com s 13 Gl ad se Lol ) s JUl S e
Aads gl calullaia g il g 5l 63\}55\ el eLA:\AM yial)
Salesperson compensation based on (sl e Clagall Gigaia Gy gas

* Fixed amounts Al Al
* Variable amounts 5 _paiall adlaal)
* Expenses cilaal)
*  Fringe benefits ALyl il sl

To attract good salespeople, a company must have an appealing compensation plan. Compensation is
made up of several elements—a fixed amount, a variable amount, expenses, and fringe benefits. The
fixed amount, usually a salary, gives the salesperson some stable income. The variable amount, which
might be commissions or bonuses based on sales performance, rewards the salesperson for greater
effort and success.
i s ol ilaa - el 535 (pa Glay sl (sl i (img e A 3K, 530 (0585 O img ¢ (e e 2 2ie il
38 ) ¢ i) il Jaal) e Cilagal) (osaial ¢ o)) ale sa g ¢ il aliall sy Agdl) Ui jag cilidly yiia
s Sl aea o Glanal) Gugaie (S ¢ Glasall el e 2l GliSa 5 Y e ()58
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~ Supervising and Motivating Salespeople a2 jxialy Clayall gdia o il &y

=% The goal of supervision is to help salespeople work smart by doing the right things in the right ways
daganall Gkl dagaall eLih ALl JYA e 218y daall e Clagiall o saie Baclie g Cal 55Y) (e Cagll

=% The goal of motivation is to encourage salespeople to work hard and energetically toward sales

force goals
Clagaall (5158 Cilaal sai g sall s sl Jasdl e Clagaall o s3ie i s Jaiail) (e Cagll

How Salespeople Spend Their Time agy Clasall gagaia (ol (i

sales force automation systems: computerized, digitized

13.9%

Meetings, Pc:;-‘lsqu,es sales
administrative b dad ) g da gaa Cilagsa tcilassall (g 98 Al dali)

il el ladal

10%
Travel,
training

force operations thatlet salespeople work more effectively
anytime, anywhere. The result is better time management,
improved customer service, lower sales costs, and higher
sales performance.

b5 iy (ol 8 Sl ks Jaal) sl il s 1 el (58

Lol s L

37.1%
Active selling
(face-to-face

Researching
accounts,

. or phone) = N . ~ . ¢
plij;::i:g 31 iagl L‘.\j) Ly P q.\ﬂs.\j ¢ Al ushj MA'AJ ¢ k_ﬁ}ﬂ J.u.aﬂ\ :BJ‘J“ GA AA‘.\S.\M} ‘ulS.A Ls\
(<) = _‘;x:\ Gilzia c\J\J ¢ Ja Oilaa

Selling and the Internet < Ay gl
Major tool to support salespeople <yl o saie acal 4y 5 3l
+  Training ol
* Sales meetings Gilaall cilelaia
« Live sales presentations 3 bl Clawdll a5 e
* Servicing accounts feaall clilea

Motivating Salespeople lasiall (o giia Judal
«  Sales morale and performance can be increased through: & (s 1Y) 5 Cilagsal) il gina 3345 (Say
— Organizational climate ekt Uil
— Sales quotas Glenall (aias
— Positive incentives EENEN (S PEN|
For ex: This link is to the Mary Kay Web site. This page lists the rewards that are available to Mary Kay

salespeople including a pink Cadillac for the highest seller.
Gl b Ly IS (5 e Cilasia (3 saial Aaliall B Aniiall oda 3 i oS (5 le s ge st Lol Y1 138 ) Jupau o
e ey Ay S s

Organizational climate describes the feeling that salespeople have about their opportunities, value, and

rewards for good performance.
Al oY) Qe S 5 el 5 G il Cilagsall stie ) sadi Cauay (oaalBE3N FLA)

Sales quota A standard that states the amount a salesperson should sell and how sales should be

divided among the company’s products.
AS Al Clatie o Glagaall apdi a5 Cilaall Gsaie dagy o g @3 alaall 23y les Cilageal) Laa

positive incentives to increase the sales force effort. Clagaall (33 8 3¢ 320 31 dulag) 81 ga
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~ Evaluating Salespeople and Sales Force Performance ilasal) 3 8 g Cilagsal) (o giia 5131 anlli

B Sales reports Cilagaall
& cCall reports Sl o e
&l Expense reports laal) e

Social selling Using online, mobile, and social media to engage customers, build stronger customer

relationships, and augment sales performance.

Gl EY dpelaial) il s Jhsall s o i) e elaiaV) dial 8l Jilu g aladiul eladal) Jual gl Jiluy s gl
lasall o)l 33l 55 Pl a5 B Qe oLy

The Personal Selling Process 4xmaidll gl dxles

The goal of the personal selling process is to get new customers and obtain orders from them

aie alsl o Jsanllgoan il e Jsanll @ dpaddll sl dilee (ge gl

«6 Steps in the Selling Process gl 4xlas < ghad
Selling process The steps that salespeople follow when selling, which include prospecting and qualifying,
preapproach, approach, presentation and demonstration, handling objections, closing, and follow-up.
Gl s ¢ el s ¢ Braall geill s ¢ Jaalil y ol Jads il g ¢ all die Claaadl g svialgady il @l ghal) a gl dlee
Axliall g ¢ @3 Y5 ¢ cilial yie VI cAdA\aﬂ\} ¢ @@ﬂ\}

B “ .
Prospecting Gesadl gl / < Presentation
d lifvi Preapproach Approach and
and qua ifying . demanstratign
Jealall g sl il [ aanerats

Handlin .
objectior?s * Closing I* Follow-up

Ll oY) ga Jaladl =Y At

Building and maintaining profitable customer relationships
Lale Bildally Gl 311 g Ay s il £l

1. Prospecting and Qualifying Jaaldl) g cuamt)
2. Preapproach T OB La [ (Gaal) gl
3. Approach e
4. Presentation and Demonstration Tasill 5 o2
5. Handling Objections Gla) o) aa Jaladl)
6. Closing ey
7. Follow-Up daylia

1) Prospecting and Qualifying ~ Jalill g quisll
prospecting and Qualifying The sales step in which a salesperson or company identifies qualified
potential customers.
Ol gl Calainall 5 31 AS Al 5 el G saie L aaay S Cilagaall 3 ghad il
Prospecting identifies qualified potential customers through referrals from:
00 SAYT IO (o (la 5all plainall (5 31 2any i

e Customers Ak
e Suppliers )y sall
e Dealers $AS 5/
e Internet <o yinyl
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Qualifying is identifying good customers and screening out poor ones by looking at:
ol il DA (e el Gl M s connl) AL a3 e Gl

— Financial ability adlal) 5 aall

—  Volume of business JecY) ana

—  Needs laliayl

—  Location &sall

—  Growth potential sl A
2) Preapproach Caal) gl

preapproach The sales step in which a salesperson learns as much as possible about a prospective
customer before making a sales call.
lagall Clla o) ja) 8 daise (552 e QS 38 Clagaall G sie Lgd alaty ) Clagsall 5 o Gaaal) gl
OR Pre-approach is the process of learning as much as possible about a prospect, including needs, who
is involved in the buying, and the characteristics and styles of the buyers
pailad 5 ¢ sl 8 L ey ¢ Al Ay b Ley ¢ Jainall 0030 e GASaY) 8 Al dlee 5 (Gacnall gl
O il Jalaif
In the pre-approach stage, the salesperson sets call objectives and the best approach.
e Joabl g el Calaal Cilageall Gstie 23y ¢ el J Lo Als ja b

Objectives <alaaY! Approaches z¢!

eQualify the prospect  Jwisall ¢y 5030 Juals ePersonal visit 4uadds L)

*Gather information Sl slaall prens *Phone call Ails dal<a

*Make an immediate sale !t aull ¢l jabs o8 eletter Al
3) Approach &

Approach is the process where the salesperson meets and greets the buyer and gets the relationship off
to a good start and involves the salesperson’s:

ilagaall G i Gasally s Al 283Nl Tasig (g sidiall (ony s Clapsal) G gaia Lead il A Llaal) 50 gl

* Appearance il [ dgll
* Opening lines dalmay) Hhay)
*  Follow-up remarks Aalial) Uas>la

% Opening lines should be positive, build goodwill, and be followed by key questions to learn about
the customer’s needs or showing a display or sample to attract the buyer’s attention and curiosity
S e el ol @l Claliia) e Cayatl At Wil Lpnsiiy ¢ Atll G 5 ¢ Anlag) ALY SRl 065 o
Al gund 5 (g yidiall oliti) ol e

=6 The most important attribute is for the salesperson to: listen iy 10 Slasall G gaial A aal
4) Presentation and Demonstration sl 5 oa

Presentation is when the salesperson tells the product story to the buyer, presenting customer benefits
and showing how the product solves the customer’s problems
JSLe il Jag S miaga g 9 3 Wl e imyma g ¢ (o idiall miial) Al Cilaall igaia (59 Ladie ga (panilill ()
O

¢ Need-satisfaction approach: Buyers want solutions and salespeople should listen and respond with
the right products and services to solve customer problems
Jad Aaudiall cilarall 5 claviiall Taia¥) 5 g lein¥) el saie e cangs Yla 05 sidiall 3 5y relabia¥) Ll gl
Al JsUia
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Salespeople traits lasall ggaia cliva
Good traits 3y Clia
e Good listeners L g Laial

e Empathetic ahalaia
* Honest Bla
+ Dependable AL pas
» Thorough Gaxie/ Jal

«  Follow-up types sl gl gl
Bad Traits 4iw cilia

«  Pushy eokiia [ (5 3l
* late Al
*  Deceitful gaa
e Disorganized phie ne
* Unprepared e pt
5) Handling Objections il yieY) dallaa [ cldl fieY) aa Jalail)

Handling objections is the process where salespeople resolve problems that are logical, psychological,
or unspoken
Lledd) e o Lpudill 5 Ailaiall COCEL Jay clagall 550k Lo a sty 3 dleall o cilial e ) dpllas
OR Handling objections the sales step in which a salesperson seeks out, clarifies, and overcomes any
customer objections to buying.
Lo Gl Leanza g o) il e bl yie) gl e clagaall (o gaie L a3 Cilagaall 3 shad i) jie ) dadlaa
When handling objections from buyers, salespeople should:
Ql.i*nﬂg.”ﬁau.b G ¢ G idiall beb’.b\@d.nlaﬂ\ K=

e Be positive Lulay) oS
* Seek out hidden objections Aaal) claal e Y e danl)
*  Ask the buyer to clarify any objections Glal jie (o) a5 (5 jidiall (e alkal

* Take objections as opportunities to provide more information
Glaslaall (o o il @S Cilial e V) 3
« Turn objections into reasons for buying o) il Gl ) clal sie W) g a

6) Closing ey
Closing is the process where salespeople should recognize signals from the buyer—including physical
actions, comments, and questions—to close the sale
Cliglail) 5 Zylall e pa ) Gy 8 Loy - (o yiiiall (e i LEY) e Classall 53 53k L Caahy o) camy Sl Dulaal) 8 (32Y)
el dlee (3Y - ALY
OR Closing The sales step in which a salesperson asks the customer for an order.
D9l Jranl (ha Cilasia o saia L by ) Cilagaal 5 5hd GHEY)
How does a salesperson can close a sale? ol Dles plged) Cilaal) e gtial GSar Cius

Closing techniques can include: b Lo (B il Jadid o)) (Say
*  Asking for the order cllall e gl
* Reviewing points of agreement e Y Lalas dxal ja
»  Offering to help write up the order llal) AU 4 sacluall (i o

* Asking if the buyer wants this model or another one
AR50 o) 3 saill 138 8 5 g sl G 1Y) e J) sl
* Making note that the buyer will lose out if the order is not placed now
OY) Gallall aai iy Al 13 judians (5 jidall o)) daadle aa
» Offering incentives to buy, including lower price or additional quantity
Aila) 4paS o) 81 jas @l 8 Ly ¢ o) il 380 g s
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7) Follow-Up dajlia
Follow-up is the last step in which the salesperson follows up after the sale to ensure customer
satisfaction and repeat business

e ¥ S35 i3l Liay lasal gl ey Clagaall (o gaie L ity 300 5 5881 5 shadll o Aaglial)

~ Personal Selling and Managing Customer Relationships s Cl@e 3 1a) g (addl) aul)
Personal selling is transaction-oriented to close a specific sale with a specific customer
Cre O3 e Ame o Alee (3 Y bl sad A g uaddd) ol
* The long-term goal is to develop a mutually profitable relationship
Okl Ay e 483l 5kt g8 Jyshall saall e Caagl)

Sales promotion laal) g
Sales promotion Short-term incentives to encourage the purchase orsale of a product or a service
Aadd gl e m ) el pd ma il RV 8 el s ilagaal) g g S

« Rapid Growth of Sales Promotions <leuall (ag e (& ao ) gail)

Xl Product managers are under pressure to increase current sales
sl Gl 350 3 s gracal ciladiiall g yiaa (a g2y
[XI Companies face more competition Aadliall (pe 2y dall S AN aal g
%] Competing brands offer less differentiation Ja1 1 50l Adliall 3 Hlail) ciladlad) a5
[xI Advertising efficiency has declined due to rising costs, clutter, and legal constraints
40 5l 2 gadl) 5 i sl g LA o185 ) sy Bl Y) 3o LS Cuaddl)
%I Consumers have become more deal-oriented clitall g lga s S sSlginsdl mual
~ Sales Promotion Objectives Claall g 5 il
«6 Setting sales promotion objectives includes using: aladia) Cilagsall g 5 Al aal Cpanaly
o Consumer promotions llgrinsal) g g 5
o Trade promotions 4l clagg Al

o Sales force promotions Sl (& 8 gag s

Consumer promotion objectives: lighuall g g5 cilaa)

* Urge short-term customer buying walll gad) e o) il e bl daa

* Enhance long-term customer relationships AN e 2V AL gla 8 3y
Trade promotions urge retailers to: e el s Ay jlaill dgag g il s yal) st

e Carry new items or more inventory Osoaall (e 3al) g 3uas palic Jaa

* Buyinadvance Ladia o)y

*  Advertise company products Al i g led

*  Get more shelf space )l e 5 dalie e Joaal

Sales force objectives include getting: e Jswasll Clagall 88 Cilaa) Jass
* More sales force support for new or current products  Zllall sl saaall laiiall Cilasall (33 8 acd 0 3 34l
¢ Salespeople to sign up new accounts ERYRENEGR UVEN FEN1 R SYON i)

« Major Sales Promotion Tools Al Glagsall g g 5 <l g
1. Consumer Promotions llgiwall g A
Consumer promotions Sales promotion tools used to boost short-term customer buying and
engagement or enhance long-term customer relationships.
A gl 8l 3y 35 ol Pl el saall e AL 5 ol Sl 3y el Aaadiveall Cilagaall g5 5 ol sol llgial) g 5
L e 2aY)
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Samples offer a trial amount of a product el (e Ayl AaeS aa8 i)
Coupons are certificates that give buyers a saving when they purchase specified products
830aa Clatia ¢ yb die |58 6 op yiliall iad Clalgd A Sl g oSl adludl)
Cash refunds are similar to coupons except that the price reduction occurs after the purchase
o) i)y Gaday el (s G lae Lagh il 4 453830 53 i) Alsal)
Price packs offer consumers savings off the regular price of a product
Ziiall galall el (e ) jaae Slgiuall g5 ) aja
Premiums are goods offered either for free or at a low price uxidie jru i Ulae el dua 5 peall aludl o Jaludy)
Advertising specialties are useful articles imprinted with the advertiser’s name, logo, or message that
are given as gifts to consumers
OiSlgianall LlagS Lgapai oy A 4l ) sl o jlad 5l (laall sl Lgile & gulaa Baie <V (e 5 ke AdleY) Cillaaiil)
Point-of-purchase promotions include displays and demonstrations that take place at the point of sales
gl Al 3 o5l s il (g ally (g pal) Jadii g peid) JalA Ay g ) (a9 )
Contests, sweepstakes, and games give consumers the chance to win something—such as cash, trips, or
goods—by luck or through extra effort
e sl Bl 335k e - wiladl gf e ) ol o8l e - Le e oy il dia i Sletua) miad il g Guaill) g ciliilual)
fbal 2 Ja A
«  Contests require an entry by a consumer Al Jsaa lailual) llats
*  Sweepstakes require consumers to submit their names for a drawing
* Games present consumers with something that may or may not help them win a prize
5 e sl b abae b Y 5 adae by 8 U (il el o
e Event marketing  <aall 8 g
event marketing (or event sponsorships) Creating a brand-marketing event or serving as a sole or
participating sponsor of events created by others.
O3 AY) lalal l Slaadl & jlie 5 aim s o1 8 Jandl ol A el Aadlall i sud Caas L) (Guaadl dgle o) Guaad) 83 g
’ :Charmin 1= e QUSH asky pUE Y1 b 34T Gl () gus
O 058 8 s o s S 3l (8 Charmin el Lgiedlal el Cildledl duay 5 55 Ales 15350 PRG e )
Charmin 3k e GBlie s | s ilaa P&G 20 il ¢ (sl e 40l daull ale (s ja e siadl 13a anall
OF G - cnoadl) Gl Jlae (& Juadl) 58 Caalllaa of (i .Charmin (s 8s 5 Clalaa) s 4 (ald (= a Leie JS ¢
g ) 55 e 5 (Jtials 385l o3 i 420,000 (0 SSH a2l gl adl) e e 5 pm Y oSkl b palad) pual
.(Ultra-Strong ! Charmin Ultra Soft) 4 skt 3 Charmin gllal pals

2. Trade Promotion Tools 3kl g < g3l
Trade promotions Sales promotion tools used to persuade resellers to carry a brand, give it shelf
space, and promote it in advertising.

L sl ¢ Gl e dalu Leatay ¢ A jlat Aedle Jany (e sall LY dariiiveal) Cibagsall s i <l 5ol (g kaill g g )

ey b
Discount Bl il [ Cliandasl)
Allowance Jaladl
Free goods dilaall plall
Specialty advertising daadidl 4le )
Trade promotion tools persuade resellers to: b Les Crilill 3 il g g i <l gaf wiis
+ Carry a brand 4 )l Aadtall Jaas
»  Give the brand more shelf space Gl e ST dalue 4 jladll Aadlal) mia)
«  Promote the brand in advertising SSle Y (A A kel Aadlall a5 5l
«  Push the brand to consumers CSlgiuall I 4y il Aadlal) ado
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Business Promotion Tools Jle¥) g g5 <l gai
Business Promotion are used to generate business leads, stimulate purchases, reward customers, and
motivate salespeople.
el o gaie aiad g ¢ il 3l Bl 5 ¢ o)l cillee uiad g ¢ Galaiaall i I a1 aasid Jlee ) g s

Conventions and trade shows are effective to reach many customers not reached with the regular sales
force

bl Clasall (53 8 JOA (e peal] Jga sl s ol Cpdll LN e a3l ) Jgea gl (A Alad A jladll (yla jlacall g LB
Sales contests

Gilasal) Cil8iboe

Business promotion tools are used to:  Jal (e Jlas¥) g g i il gaf anain

s Generate leads Crlainal AL SN A 63
e Stimulate purchases sl il dglas adas
* Reward customers ol slélsa
¢ Motivate salespeople Glrgall (5210 jadas

~ Developing the Sales Promotion Program <lauall g 5 galipn o ght

%+ Size of the incentive sl aas
4+ Conditions for participation A8 H)Lial) Cag ok
% Promote and distribute the program 4y ) 59 gealinall g 3l
%+ Length of the program bl Jsh
%+ FEvaluation of the program bl anadi

END OF CHAPTER 16
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CHAPTER 17

Direct and Online Marketing:
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Building Direct Customer Relationships
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Direct and digital marketing (<21 s&baall (8l
Direct and digital marketing Engaging directly with carefully targeted individual consumers and
customer communities to both obtain an immediate response and build lasting customer relationships.
iy Akl e seanl Auling daginsall (il I Cibaine 5 318 (Slgienall o 5 ilon Jo A1 (oal g sl (3 sl
ot sl & Al Alde gl
«5 The New Direct Marketing Model Ll jdliall &gl 773 gad
Direct marketing _<ibsall (82 gl
* A marketing channel without intermediaries  ¢Uau s () 92 438 s 518
* An element of the promotion mix s e e paic
» Fastest-growing form of marketing | gai (3 gl JIEI &yl

«6 Growth and Benefits of Direct Marketing bl (3 gl aif gd g gad
Benefits to Buyers (nsidall 3 g
¢ Convenience sl
* Ready access to many products Cilatiall g el ) J sea oll A g
*  Access to comparative information about companies, products, and competitors
Ol 5 cilatiall s @IS 0 J a4 jadh il slead) ) U saa
* Interactive and immediate Sofs el

Benefits to Sellers bl i 8

* Tool to build customer relationships bl clide oLl 3l
» Low-cost, efficient, fast alternative to reach markets &l sw¥! (Al Jsea sl mo pua g Jlad 5 A8 nddia Joy
*  Flexible O

e Access to buyers not reachable through other channels

5 DAY gl M (e pgall Jpem 1 (S Y 3 il ) a5

Customer Databases and Direct Marketing _<lsall (gagaall g (il 31 cilily 30 6
Customer database is an organized collection of comprehensive data about individual customers or
prospects, including geographic, demographic, psychographic, and behavioral data
Al prad) Ulal) GlId 8 Lay ¢ clad il o a5 1) s ALaLAN bl (e dadaie de gana (o 5 ke Gl 3 iy Bacld
A4S gluall 5 dpudill 5 4d) jaanall
how and why marketers use the databases. They should realize the following uses:
ALY el i) 19S50 O g . cililud) 3o 68 () 6B guall addien 13lal g i

* Locate good and potential customers Calaiaall g cpaad) Al 1 pass
* Generate sales leads Cilasall A 63
* Learn about customers Sl e oy
e Develop strong long-term relationships Y Al sha 4y 8 CEe gk

Forms of Direct Marketing s&ball (& gl JISE)

+ Digital direct marketing sikgal) (ad ) (3 guudl)
+  Online marketing G AN e G gudd)
« Personal selling direct marketing addl) gl e pdlal) (G gl
+  Direct-mail direct marketing Ayl e il (G gudl)
« Catalog direct marketing A" g U e il (8 gedl)
+ Telephone marketing L) e (G gedl)
* Direct-response television marketing Bysiaal) Aglaiua) 93 (A gy JAIEN (83 gaul
«  Kiosk marketing "Ualhaaay dal) [Ais)™ SLESY) o (G gudil)
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Marketing, the Internet, and the Digital Age (81 el < 51 g (8 guidl)
Digital and social media marketing Using digital marketing tools such as websites, social media, mobile
apps and ads, online video, email, and blogs that engage consumers anywhere, anytime via their digital
devices.
sl il fe Laan ) Ll s ol il e e bl 5 pel) ol n) Aol g e L) Jailaa gl g (B sl
peieal e s gl A5 lSa gl & Slginall adad Al gaall g g SSIYT 2l Y] e el g cilidle Y
el

Omni-channel retailing Creating a seamless cross-channel buying experience that integrates in-store,
online, and mobile shopping.
sl Calgll 5 i Y1 e s aiall Jals (3 gusl) gradi ol sl e dualis o) 58 Ay jad oL ol gl dantia 4 3ailly asal)

« online marketing < AY) e (& gudl)
Online marketing Marketing via the internet using company websites, online ads and promotions,
email, online video, and blogs.
oy oY) e A s il (gl 5 LB Y 5 AS ) adl e aladiuly o Y e Brsellll SO ANy (gl
g2l & Y e il g (s ASTY)

Internet is a vast public Web of computer networks that connects users of all types around the world to
each other and to a large information repository
Candl agann allall Jsa g1 51 e (g Opediieall Jaii Al TSIl @S0G (e dal  dale 4803 (e 5 ke <l AN
S Claslae g3 slan s

< Websites and Branded Web Communities 4 il ciladall <l qu gl clasiae g qugll ad) ga
Marketing website A website that engages consumers to move them closer to a direct purchase or
other marketing outcome
oAl A gt daii i bl ol 5l e g T GSlgional) &l Cus @B e G gedl) g (dga

Types of sites &3 sall £ i)
+ Corporate Web site &Sl (aldl) gl adga
+  Marketing Web site (&gl (aldd) cugll 28 94

Corporate Web site is designed to build customer goodwill and to supplement other channels, rather
than to sell the company’s products directly to:
;)I:L\AA\S)JJ\ Q\A.\.\A@Ju,qvm sd);‘}(\ Q\jﬂ\w}cww\w;c\.\ﬂ@méﬂ&ﬂlgwm‘gj\ é}n

i
«  Provide information <l slxall ayass
« Create excitement 55y slal
e Build relationships Glidle oLy

Marketing Web site is designed to engage consumers in interaction that will move them closer to a
direct purchase or other marketing outcome
A A gt Aas ol AL £ 3N (e g (3 Jelilll  Slgiuall Y aaae (B guulilly ol qu gl 28 g
To attract visitors, companies must: A& A& o g g3l qiad
+  Promote an offline promotion and online links i Y e Jaal g )l g Jdealiall puall g g il g g AL o8

* Create value and excitement U 5 daadll Gla
*  Constantly update the site DAy a8 gall Eyaas
*  Make the site useful 12 a8 sall Jaa)
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Designing Effective Web Sites 4ld Cu g 281 30 asaia

Context is the site’s layout. el laplass s (el
Content is the site’s pictures, sound, and video. 5l g Qguall g dsall a2 (5 ghaal)

Community is the site’s means to enable user-to-user communication.

el G dhal sill (pSail 18 sall iy 0 aalinnall
Customization is the site’s ability to tailor itself to different users or to allow users to personalize the
site.

sl Ganad il Flad) sl uilite peddinal 4wl Ganadd o adsall 5 )8 g gauadill

Communication is the way the site enables user-to-user, user-to-site, or two-way communication.
SV S JLai¥) ) 4 sl o pasiadl) ol andiiall Ga Juai¥) b sl g iy ) A3 50 o Jua gl
Connection is the degree that the site is lined to other sites.  s_AY) a8l salls a8 sall Caldhaial da ;0 g Juaiy)

Commerce is the site’s capabilities to enable commercial transactions.
g el o elaall (Sl o sall ) 508 Bl
* Change—To keep customers coming back, the site needs to constantly change.

)il sl ) e sl gling ¢ il Ba e Lo Llaall o st

< Brand community website A website that presents brand content that engages consumers and

creates customer community around a brand.

lall Joa Gl Laine (3l s CpSleiuall o o (53 A aill 4adlall (5 sine ad8 iy a8 50 4y o) dadall pdina pd 9
Ao kel

% Online advertising Advertising that appears while consumers are browsing online, including display
ads, search-related ads, online classifieds, and other forms.
iy lBle Y 5 Ay saall MY Glld 8 Lay ¢ i jmY) e uSlgiuall i ol jela 3l clidle ) el i) e oSeY)
Al (o Lo 5 Y] e sl Y 5 Eandly AL

Placing Ads and Promotions Online < i) ye A g il (2l g cidey) ray

¢ Forms of online advertising i Ay Ao ey Ji
— Display ads da g ymal) Sl Y
— Search-related ads Gl dlall ld LBl y)

—  Online classifieds < iy JAerdagaall Slidle )

— Search-related ads are ads in which text-based ads and links appear alongside search engine
results on sites such as Google and Yahoo! and are effective in linking consumers to other forms
of online promotion

e ol ¢ jae e s ) Ui daail) gl 515 DoY) L et cilidle) b duaglly ag yal) cilidley)
CigBY) e s il (e s A JISEL Sl by 5 L3 Allad o S35 Yahoo 5 Google e gl se

— Banners are banner-shaped ads found on a Web site
Cus & ge o 83 ga 5o 48Y (3 Lo cilidle) (e 3 e il
— Interstitials are ads that appear between screen changes
AL @l s o el Gldle ] a duil) clidey)
— Pop-ups are ads that suddenly appear in a new window in front of the window being viewed
Lo iy (Al 338U e s 338U 8 slad jelas ) cldle ) o Adidal) 38) o)
— Rich media ads incorporate animation, video, sound, and interactivity
Jelall y & gaall 5 sp2il) 5 AS jaiall o gus )l Cpanais Agiad) Jail gl cilDls )
— Content sponsorships provide companies with name exposure through the sponsorship of

special content such as news or financial information
Al e slaal) s LAY (i (el g gine dle 5 IR (e elenl) e CalSIL IS 3l &y 3 (s glaall Adle
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«» Email marketing Sending highly targeted, highly personalized, relationship-building marketing
messages via email.
(s ST 2l e B el Al Apmi g CGlagiad) e Ak i il Q) (3 g ST 345 8 (B gl
Spam Unsolicited, unwanted commercial email messages.
L st al) g el st el e el G SSIVI 2l il A Ja dgl g 58 Jibey

< Online Videos «iily) ne sl akilia
Viral marketing the digital version of word-of-mouth marketing: videos, ads, and other marketing
content that is so infectious that customers will seek it out or pass it along to friends.

O Al (5 saal) 510 5 AN gyl iy simall g e Y15 ppal) ol 1 gl B suil) Gped 1 Aasil) (g g ) (3o gual

eBaa) ) L slan ol Lo @ ginn Cogu (L)

% Blogs and Other Online Forums < iyl e o AY) il g il gaal)
Blogs Online forums where people and companies post their thoughts and other content; usually related
to narrowly defined topics.

e g oy Adadi ya () 5S5 LaBale 5 ¢ (oAl Gl gina g ot HISET i S il 5 (aladWha g s e Y1 e Cilaiie i gall
Ady 30daa

** Blogs are good for marketers as they provide fresh, original, personal, and cost-efficient methods to
reach consumers. For this reason, “word of Web” is joining “word of mouth” as a buying influence.
Cunadl 13¢) | Slginall ) J am 5l 4GS G (g Alad s Apadid s sl sBann Bk 5353 LY (4 puaall B Cligaall iiad
o3l 8 S ) WIS Y e Ml RIS

Online Marketing Domains < ail) e (8 gedll <Ylaa
Business to consumer (B2C) involves selling goods and services online to final consumers
Owiledl) Sleiaall e Y1 e Eilarally aludl wy ey (B2C) ellghiaal) ) A8 5ad) (g
Business to business (B2B) involves selling goods and services, providing information online to
businesses, and building customer relationships
Gl pe ClENe el ¢ S il i SEY) e Clasheall yigis ¢ Clanall s alull g (auali (B2B) AS Al ) Ayl
Consumer to consumer (C2C) occurs on the Web between interested parties over a wide range of
products and subjects
Cle gum gall 5 Culaiiall (o dansl 5 Ao sama e Dtaall Gl LYY Gu gl e Gy (C2C) ellgiaal) ) cllgioal)
Consumer to business (C2B) involves consumers communicating with companies to send suggestions
and questions via company Web sites
Falal) Cy gl Bl e e ALY 5 cila) SEY) QY SN wo (pSlgiosall Joal 55 (o 3(C2B) ASpall ) ellgional)
RSl
Social Media and Mobile Marketing il e &gl y Slaial) Jual gill Jilug
« Social Media Marketing slia¥) Jual sill Jil g e (G gl
Social media Independent and commercial online social networks where people congregate to socialize
and share messages, opinions, pictures, videos, and other content.
A Ly eVl dual gill bl panty Cus i Y1 e 4 pladll 5 Al due Laia ) I o laia¥) Jual il Sl g
S AY) Gl ginall 5 piadl) adalia g ) geall 5 o) Y15 il
Mobile marketing —iilgd) e (& gusll
Mobile marketing Marketing messages, promotions, and other content delivered to on-the-go
consumers through their mobile devices.
DA e Jasil el uSlginall ) Leailast 5 ) (6 AVl ginall s duan s il (g yall 5 Sl ganall gl e (3 gl
Al ganall agh yeal
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Traditional Direct Marketing Forms 4&ill jalual) g gudl) z dlad
Direct-mail marketing involves an offer, announcement, reminder, or other item to a person at a

particular address
Ope O sie o padd] JAl | heaie sl 1588 ) Ule) sl U je ety 35l g piilall (3 gudl

* Personalized dbasu
e Easy-to-measure results o) Al il
e Costs more than mass media e Y) Jilu g (e JIS) Al

«  Provides better results than mass media a3y Jilu s (o duadl zilis i 5

Catalog direct marketing Direct marketing through print, video, or digital catalogs that are mailed to
select customers, made available in stores, or presented online.
o ) Al 25l e palaall il JUSH IS (e laal) (o susil gz S il 5y sl cn gHASHY pubbaall B guull
Y e L 5l palial i Leinli) i odleall aptad) 3y 5l Lol )
Benefits of Web-based catalogs Challenges of Web-based catalogs
sl ) satieall cls GIUST) ) 68 ol e satiiall cala ST cibaas

Cagedl) Gulla
Ao gihall cla glUish) e J8 AU o Difficulties in attracting new customers
*  Unlimited amount of merchandise s Gib) Qi B aly gall

) (e Bagina nf dgas
* Real-time merchandising
hbal) Bl b (5 gudl)
* Interactive content oW (5 giaa
«  Promotional features 4 ll & jual)
Telemarketing Using the telephone to sell directly to customers.

U8 52se gl el o5 (AT gl

%] Telephone direct marketing involves using the telephone to sell directly to consumers and business
customers
ol 5 Sl 8 pn gl Cilel) 21350 (e cilgl) e utbpal) (5 gual
*  Outbound telephone marketing sells directly to consumers and businesses
SIS 5 Sl (V)3 pile o A e (B sl
* Inbound telephone marketing uses toll-free numbers to receive orders from television and print
ads, direct mail, and catalogs
Gl SIS 5 el 3y 5l e gadaal) g A g 800 S Y (g el AT A lae ld 1 A1) gl (5 suiill adiiney
[xI Direct-response television (DRTV) marketing involves 60- to 120-second advertisements that
describe productsor give customers a toll-free number or Web site to purchase and 30-minute
infomercials such as home shopping channels
et ) i) i 405 120 ) 60 (e Leite 7 )5 Sle] el (DRTV) 8 disall dlaiadd) 53 (5 g3 S (3 gudd)
3 il 3 sl 58 o 2583 30 Lgine it Do 5 o1l g s i Uiloa Uy (30
* Less expensive than other forms of promotion and easier to track results
il i b e 5 AN g il JISEH (e AdlSS Ji
X Kiosk marketing &Sl (g g
a small, temporary, stand-alone booth used in high-traffic areas for marketing purposes.
Gswil) (al Y il ala Y1y Ghaliall (8 andig 4510 28 Clge jpraa GliS

+ Digital direct marketing technologies &luall (8 11 (& guil) LSS
—  Mobile phone marketing  Jalall ciilgll e (g gl

— Podcasts 4 pual) S gaal)
Vodcasts Gl g8 gaaid
— Interactive TV S W ¢ g 58080
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»  Mobile phone marketing includes: Jseaall Ciilgl) pe (gl Jady

— Ring-tone giveaways O dedd Llaa
— Mobile games Jsal) Gladi
— Ad-supported content QliBle Yl a e da (s giaa
— Contests and sweepstakes Gaild) g Lol

** Mobile is exciting to marketers because they can delivered personalized messages to the user while
they are out and about—perhaps even in the store.

il i Ly s - g A anaal 68 el aadiiall diacade Jile ) adad agiSa 0¥ 3y saill Cilgad 15 15l J) 30l 22

» Podcasts and vodcast involve the downloading of audio and video files via the Internet to a

handheld device such as a PDA or iPod and listening to them at the consumer’s convenience
=l e bl Jie 2l Jsense Slea @i iY) e padll s &G geall cilile B3 el CulSA gl § Clsa gl cilila
llgialh iy Ly Ll gLaul) 5 iPod e 5l (adll)

= Interactive TV (ITV) lets viewers interact with television programming and advertising using their
remote controls and provides marketers with an interactive and involving means to reach targeted
audiences
s per Aaldll aay e wSaill 5 jead aladiuly (e Y15 A g 8 el we Jeldl) Cpaaliall wihy (ITV) (AS Ul ¢ g 5800
Aanghiedll paleadl U Jgmmll il 5 (oali Ao Al g (4 gl

« Public Policy Issues in Direct and Digital Marketing (2 ilg sdlall (8 gl & dalad) dulpual) Liliad
“# Irritation, Unfairness, Deception, and Fraud Juia¥) g gladl) g allill g zle 33y
» Irritation includes annoying and offending customers Ol 5 Gpae Sall oSl Jadiy 5 gle 33
* Unfairness includes taking unfair advantage of impulsive or less-sophisticated buyers

Aia JBY1 f Cpmaonall o i) e Aalall e 3ol Jady allallfcilaiy) ase
* Deception includes “heat merchants” who design mailers and write copy designed to mislead

consumers OSlgiundl) Jilail daaine B &g 2l il ¢ gaanay (il "0l pad) Sl Jady 5 gadd)
»  Fraud includes identity theft and financial scams Sl JLial 5 4 el 48 jus Jadyy g JUiaY)

4+ Consumer Privacy dlgicall 41a gad
* The concern is that marketers may know too much about consumers and use this information to
take unfair advantage
Jole e JSy 8O o glaall 038 () gadiien 5 Slgiunal) o SN ¢ 58 ymy 8 (8 gesall O 5 (3R
+ Sale of databases alibal) 2o 68
*  Microsoft < g Sile 48 )8 dllgial) dpa gad (o JUall Jusu o

4+ A Need for Action &)Y dalal)

v’ Can Spam 40) dallf e jall Ay g ySTY) il 1) A0S
v’ California Online Privacy Protection Act (OPPA) i Y (e dpia padd) Aleal L 00lIS o 53 1Dl
v' Children’s Online Privacy Protection Act (COPPA) i i) e JubY) dua pad Al () 5il8
v TRUSTe

dga eadll 5 ) clilee Enand e IS 5 sae bl Ciladi 5 el AS 3N 865 ¢ dpa geadll JUeY) La o) S5 AS 30 o
Ll jleall Jadl g daa Sal) il gl Jiig s L Al

END OF CHAPTER 17
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