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Marketing: Creating Customer Value and Engagement
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Marketing: Creating Customer Value and Engagement
Al "l " el A 313 ¢ g3 el

What Is Marketing? Gl 9 La

Marketing : the process by which companies engage customers, build strong customer relationships,
and create customer value in order to capture value from customers in return.
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The Marketing Process (sl dilas

The Marketing Process: Creating and Capturing Customer Value LglusSl g ol 5l dad o oS5 7 6o gatll Alee
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This important figure shows marketing in a nutshell. By creating value for customers, marketers capture
value from customers in return.
S (30 A e ()58 pusall Jomny ¢ 031 e 1 NA G sty (5 pudil) Lagall (33 pusil Ailee (35 plal o34 a5
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Understanding the Marketplace and Customer Needs sl claliial g (3 guull agd
As a first step, marketers need to understand customer needs and wants and the marketplace in which
they operate.

A sheny () B amdl 5 agilie )5 e Dhanl) Cilaliial agd ) (8 sl ling ¢ ) 3 5la3sS

there five core customer and marketplace concepts: 1ol g o Blaall dpuliad asalia dsad dlllia

1) needs, wants, and demands cldlall g ¢ b I ¢ clalaay)
2) market offerings (products, services, and experiences) (ol y leaadl 5 cilatiall) (§ gudl (a9 5
3) value and satisfaction La g daadll
4) exchanges and relationships GBSl ¢ cayall)
5) markets. G gl
1) needs, wants, and demands alahall g ¢ ale ) ¢ clalaayy

A. Needs States of felt deprivation " They are things basic you can't live without ", They include
basic physical needs , social needs , individual needs , they are a basic part of the human
lalia¥ly ¢ Al Lokl clalall Jadi s " e s Giual) (o Y daalad clidl " lajall ) sedl) s claliiay)
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Human needs , They include Mdadl M Ao g giad GludY) claldal
1. basic physical needs : food, clothing, warmth, and safety .
Al 5 ecaall s Skl 5 aladall ; Apalad) L) cilaliay)

2. social needs : belonging and affection 32 gall 5 el ; dsslaliay) claliay)
3. individual needs : knowledge and self-expression. Il e el 5 A yall 3 Aga A cilaliay)

B. Wants The form human needs take as they are shaped by culture and individual personality.
Aol dpad Al RSN (e JSE LY Gl cilaliia) 528 3 JEN il )

Wants are shaped by one’s society and are described in terms of objects that will satisfy those needs.
laliay) dlli b o Ll e ) e LidY) Cus (e lghia s a5 aainnal) Aand 50 il I JS5

C. Demands Human wants that are backed by buying power.

i) ) 5 ga) Lgae 5 3 A i) il ) allal

We related buying power. When backed by buying power, wants become demands.
- allas el i A3 5 80 55k e Leass die o Al ) B4l Lasi e

2) market offerings (products, services, and experiences) (ulaill y cleadd) g cilaiiall) §eud) a8

Market offerings Some combination of products, services, information, or experiences offered to a
market to satisfy a need or want.

A hdals Al el Lo Ay paall il pall o Gl gladdl o cilaadll 5 claiall (e g e Ggad) g

Market offerings are not limited to physical products. They also include services—activities or benefits

offered for sale that are essentially intangible and do not result in the ownership of anything. Examples

include banking, airline, hotel, and retailing.

Ol 8 A Gl aall A g peadl el gl At - cleadd) Wl Jadii a5 Dol cilaiidl e Ggud) Gag e i
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** Marketing myopia The mistake of paying more attention to the specific products a company offers
than to the benefits and experiences produced by these products.

Al Al g gall e Yy A8 ) L 3 sadaall cilaiall alaia ¥l (e 2y 3all o34 Uad " a3 puad™ By guill) and)
latiall sda Leais
Some marketers are so attracted by their products that they focus only on current needs and lose sight
of the basic needs of customers. They have forgotten that the product is only a tool to solve the
consumer problem .
LU L) lalga Yl Ay sty s Al clabial) o L (538 pell Aa ) agilatia ) (o sudd) Gany day
Al A Jal 311 (5 g ual iiall () ) g 288

Smart marketers orchestrating several services and products, they create brand experiences for
consumers.

OSlginnall 4y il AeSlall a3 il ¢ laiall y ilasdl) (e 2paml (ansiiy LSII 58 gumall o5
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3) value and satisfaction Ll 5 dagll
Customer Value and Satisfaction ¢ La g dadd
Customer value and customer satisfaction are the basic building blocks for customer development
and management relations.
Ay Nl 5 LI o bl Al Ll (5 30 Ly (0l A yiiad
** The more value is given to the customer, the greater his satisfaction and vice versa
. Caa uSall g ol 3 ¢ Jaaadl Lgada oy AN dadll) <) LalS

4) exchanges and relationships ClBat) g cuyaLl)

Exchange is the act of obtaining a desired object from someone by offering something in return.
A 8 L e i A (e e (i (e 4 e IS e Jgeanll s Jalal)
the marketer tries to bring about a response to some market offering. The response may be more than

simply buying or trading products and services.
laaddl g culatiall J ol ol el 53 3 e (e ST ALY 8 0 3 sad) (g e (and Aulatal (8a3 (3 seall J glag

Marketing consists of the actions taken to create, maintain and grow desirable exchange relationships
with target audiences that include a product, service, idea, or other object.
it Jodt 30 ddagioaall ymlendl g Lgiaii s Ldde Jaliall 5 452 sl Jobl) cilBMe oLarY 533l Cole yaY) (e (o smsill ¢ 5S0
AT IS s Sa g daas

** Companies want to build strong relationships by consistently delivering superior value to customers.
)iy 0l Ale e i DA (30 Ay 8 Be oLy 8 IS A (e

5) markets. @)
A market is the set of actual and potential buyers of a product or service. These buyers share a
particular need or want that can be satisfied through exchange relationships.
Oe Leeld) (e Ama &g f dala B o 8 oV 58 o ity Rard Sl il Cplainall g cpuledll o iliall de sane 52 (@ e
ol clEdle JA
A Modern Marketing System <uaal) 3 guil) allis

Company H
i< JhY jjj—-:l-rl' gl g
. ’ ’ Marketing Final
Suppliers . L
intermediaries consumers
2 gall ‘ , O gl & sSleanall
Competitors
el

o il Al 5 68 Major environmental forces

Fe

Arrows represent relationships that must be developed and managed to create customer value and

profitable customer relationships.
(A e A e lBdle 5 ¢l I A SLESY L)1) 5 L g shai cang () Bl agu) Jias
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*shows the main elements in a marketing system : Marketing involves serving a market of final
consumers in the face of competitors. The company and competitors research the market and interact
with consumers to understand their needs.
Cndliall dgal ga A Cpiledl) ultinall (§ g daod (B sull ey ¢ (Baguatll) AU B Ay ) pualiad) " gildd) JREN" g gy
peilaliing agdl Sl ae ¢y slelity g (3 sull (& G gudliall g AS AN Sind

** Then they create and exchange market offerings, messages, and other marketing content with
consumers, either directly or through marketing intermediaries.
D2 o sl e IS8 L) ¢ (pSlgionall a5 Y1 Ay sl iy il g il il 5 (3 sl (m 50 o5 £ L (50 s
Ggedl) pla g

*** Each party in the system is affected by major environmental forces (demographic, economic,
natural, technological, political, and social/cultural). Each party in the system adds value for the next
level.
(A8 / Ao laia) 5 ¢ Apnbin ¢ dan ol 935 ¢ Dpmpla ¢ abeal ¢ ) e gan) Ao ) Al (g 81 AU ol JS i
) (5 snall dad oLl & oyl IS Capay

*¥*%¥*¥ A company’s success at engaging customers and building profitable relationships depends not only
on its own actions but also on how well the entire system serves the needs of final consumers.
LSl alail) 4l 50 g (520 o Wil (815 Lelladl o Lo aainy W Aoy jo ClBDle ol o Dlaal) @l 3] L34S L8 #Las )
Ol plgtonal claliny

Designing a Customer Value Driven Marketing Strategy and Plan
G52l Aaly A ghaa () gauti Adad g Aol Sias) panal

Customer Value - Driven Marketing Strategy Ao giaa (3 e Al i) - (93 Aasd

Marketing management : art and science of selecting target markets and building profitable
relationships with them .
lere dn je GlBSle el g Abagivnall (3) s LR le g 0 1 (G gaul] 310
A Marketing Manager's goal is to engage, retain and grow target customers by creating, delivering and
communicating superior customer value.
el 5 Larapsi g (A S A58 Ao oLt DU (a pglinaii 5 o a5 cpngionall 1 530 5 (sl ppda i Jicy

To design a successful marketing strategy, the marketing manager must answer two important
questions:
g Ol e 08 HAY) Gaonill e o oy ¢ Aaal (B gadd ) i ppenal
A. Who are the customers we will serve (what is our target market)?
(drgiuall U8 g 58 La) agaddiv (lll ¢Dlaall aa (0
B. how can we better serve these customers (what is our value proposition)?
(Ll Aailll e sa L) duadl JS8) ¢Dlaall o 58 dadd LSy CaS

¢ PA e Gl i) il s
dividing the market into segments of customers (market segmentation)
(Gomd) 25 55) £3ledl (o 5 5 ) B pmd) pans
(target marketing) It indicates the sectors that have been monitored.
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For example, Nordstrom profitably targets affluent professionals; Dollar General profitably targets
families with more modest means.
LS ld Bl o je JSG alall Y sall Cargioy ¢ el Y gl e IS o g yiua ) ¢ Cargiud ¢ JU) i o
LGl g <Y
Choosing a Value Proposition 4adll (& e jLidl
A brand’s value proposition is the set of benefits or values it promises to deliver to consumers to
satisfy their needs.

oeiabia) At Sl Leapiy aad Al adll ol 25 ) de sana sa 4yt dadlall dagdl) (o
Marketing Management Orientations CGagmidl) B)a) cilga 5f

Marketing management wants to design strategies that will engage target customers and build
profitable relationships with them.

e Ay ye ClBe ol g Cbagisall il 3 &) 580 Ll (e bl yiul ananal (5 gl 5 )0) 3 5

There are five alternative concepts under which organizations design and carry out their marketing
strategies.
(S ISl agliad a3) | Ay gutil) Leilomsi) yin) 3455 5 Clalaiall Lgas gay aanal Ay asdlia dwad cllin

Production Product Selling
concept concept concept
T pspie s s e

= laial) (& el p sgda

1. Production concept: Consumers will favor products that are available and highly affordable.
AN A i sy 58 sial) cilaiiall o shoady ¢ Slgia) ;g UY) o sgia

2. Product concept: Consumers favor products that offer the most quality, performance, and
features.
Al aall 5 2130 5 50 gl il giane teb i 3l i) () Slgtisal) Juady ;giial) o ggda
The focus is on continuous product improvements.
iall & panall gl o 5 1 iy
3. Selling concept: Consumers will not buy enough of the firm’s products unless the firm
undertakes a large-scale selling and promotion effort.
ol s Gl e s s e S50 Caald 1Y) W) AS A Cilaie (e S Lo 0 Slanal) (6 iy (1 1 l) o sgda
Selling and Marketing Concepts Contrasted daBliial) (3 guidll g and) asalia

Al A S A sl e
Starting Focus Means Ends
el X point
The selling Factory Existing Szlllgg Profits through
concept - products promoting sales volume

PR e A e s s

§ gl i
The marketing I\-.I'I’:r.;et Customer  Integrated Pm:l'lt:t;::(::gh
concept needs  marketing  _yctaction
ol g . 5
Jeadl claldal Jalia mged .y gl ) A Ga Tl
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4. Marketing concept: Know the needs and wants of the target markets and deliver the desired
satisfactions better than competitors.
LCpudliall e Jicad il (< < slhaall La ) H.\B’.‘y}f\éw" J é‘}-u:\)“ Gle s laliial 48 a1 G guadd) 9944.4'

The marketing concept takes an outside-in view that focuses on satisfying customer needs as a path to
profits.
L) Ginl JlaasS el I laliind Gl le S 5 Aan A B Aen s (sl p e 331,

The selling concept takes an inside-out view that focuses on existing products and heavy selling. The
aim is to sell what the company makes rather than making what the customer wants.
Oo Yo A8l dnia Lo p ob ingd) (@Sl all 5 Agdlad) claial) e 5S35z ) ) Jalal e sl aul) p s 23
randl 02y 5 Lo piia

5. Societal marketing: The company’s marketing decisions should consider consumers’ wants, the
company’s requirements, consumers’ long-run interests, and society’s long-run interests.
sl e (pSlginsall ilalaial g A8, lillile 5 (gl Sl Ay sl 38,80 S8 o5 O iy zgasiaall (B gaadl
Jashall 52l e il cilalaial g s shal

e Society
(ca) A ) (Human welfare)

Societal
marketing
concept

LAY (5 gl 2 g

Consumers oSl Company 48 ,&
(Want satisfaction) (L.a Al ¥) (Profits) (.—L! )i)

6. Interaction concept JsWil asgda
are rethinking the interactions between society and corporate performance. They are concerned
not just with short term economic gains but with the well-being of their customers, the
depletion of natural resources vital to their businesses
OS5 (2l 3yl Ll aiBY) il Sally L () saigy Y agd) S Ll a5 aainall Gy el 8 5 SEl) () saumy
. eellac Y A paall Apapdall 3 ) sall sldiind 5 ¢ agiDlec Aald 5

The marketing mix is the set of tools (four Ps : product, price, place, and promotion.) the firm uses to
implement its marketing strategy.
Ll s 8531 AS ) Lgaddiedd (g sill g ¢ OSall ¢ ) ¢ uiial) 1 pualie day ) <ol 53 Ao gana g4 (S gauil) gr Sal)
Ay gl
The integrated marketing program is a comprehensive plan that communicates and delivers the
intended value to chosen customers.

ol e Slaall 5 s el Faill anki g Ja5 ALLS Aad 5 JalSiall (& gual geall ol
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Elements of the marketing mix (& sudll g all jalic
1. create a need-satisfying market offering (product).
(@) Al o (5 (e ol
2. It must then decide how much it will charge for the offering (price)
(odl) (aall il Lelicans i ) AGIKED jlade D amy ) 58 o gy
3. how it will make the offering available to target consumers (place).
(Osal) aginall (pSlgiudl Al # Hlall Jaais (oS
4. Finally, it must engage target consumers, communicate about the offering, and persuade
consumers of the offer’s merits (promotion).

(Z9A) O=oal W e Slgiunal) gL 5 ¢ Giayall Gl Jual il ¢ Cpdagiaall gpSlgioall ) p3) Gang ¢ 1501

The firm must blend each marketing mix tool into a comprehensive integrated marketing program that
communicates and delivers the intended value to chosen customers.
Gl U B gaaiall dail) axy g Jocal 53 Jal JalSia ) guuti el 0 (8 (o guail) gz Sl ) g0l (e 3lal S zad 4S50 e cany

Customer Relationship Management £ Saal) cilBMe 5 14
Customer relationship management is the overall process of building and maintaining profitable

customer relationships by delivering superior customer value and satisfaction.
O e Sleall Lia 5 Aa i DA (g Lgale Jalanl) 5 Gy yall o Danl) clidle ol ALLEN Gylenll o s3baadl clBSle 5 00)

Relationship Building Blocks ~ <EMall Laalal) "alalaly)™ ciidl)
1. Customer perceived value "5 gaiall” du galall oanl) 4ad
*The difference between total customer perceived benefits and customer cost
O AlST 5 O 52 5 LS (Al ) 8l laa) G 3400
2. Customer satisfaction bl Lay
*The extent to which perceived performance matches a buyer’s expectations

Jp..m.‘ \\_lbdy@)w \c\JY\J_aU:u\_;JAo

Highest levels of customer satisfaction"Customer loyalty" leading to better company performance
A5l Juzadl ool ) ga ™ eand) £¥ 6" sl Lia ) il gise e

Customer Relationship Levels and Tools sSaxll aa ABMal) ¢l g3l g Sl ghsa

Basic Relationships — low-margin customers addiall Gialedl (555 oDl - gl Cil@dlal)
Full Partnerships — high-margin customers & e (algs ¢ Slee - ALalS ClS)
Frequency Marketing Programs — reward customers o Slanl) 3laLSa - 8 58N 3y et B

Engaging Customers  s3tead) &I
Customer-Engagement : Today’s Digital and Social Media Customer-Engagement Marketing makes the
brand a meaningful part of consumers’ conversations and lives by fostering direct and continuous
customer involvement in shaping brand conversations, experiences, and community.
6 a3 12 Ay il AaSlall sl a5l 5 e laia) il sl pue o Sanll e Jeliil e a3 sul) Jang o Slanll 1 0
Lea ot 5 A jlall Aedlal) clinlae JiS5 3 5 yabusall 5 5 pilaal) o Danll 48 Hliia 3y a3 JMA (ga pgiln 5 (Slgiasal) cilislae e
Lgraina g

Example: Customer engagement and the social media : Hertz’s “Share It Up” social media campaign
eyl Jualsill Jilu s e "Share It Up" ¥_se s PAPNEN Y el il Jilia g 9 & Dlanll 48 HLiia 7 Jlia
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Consumer-Generated Marketing llgimal) (o @il (3 gull)
Consumer-Generated Marketing Brand exchanges created by consumers themselves— both invited and
uninvited—by which consumers are playing an increasing role in shaping their own brand experiences
and those of other consumers.
- nseae e ol Grsea ) lS ) g - gl () sSlgiall WLl 4 jlacll ciladtad) cVals ellgiudl (e il (5 gl
LAY STl et s Aalald) 4y jlaill agiedle et SIS 8 13 Jie 1050 0 sSlgiusall Canly DA (4

** Engaging customers: Life is good starts with a deeply felt, engagement worthy sense of purpose:

spreading the power of optimism.
Dl 58 i Cangdl s g A8 Laally Gaee Gebualy saialdl sbaldl fas - Dexdl @l )

Partner Relationship Management S &l ciBe 3 )
Partner relationship management involves working closely with partners in other company

departments and outside the company to jointly bring greater value to customers.
JSiEy o Danll ST e (3] A0 & Hla g (oY1 AS il pLudl 8 1S 55 ae (35 JS Jad) 1S ) CilBe 30 (panials

.é .~

e Creating Customer Loyalty and Retention g BLEAY) 9 £Mlaal) Aad 314
Customer lifetime value is the value of the entire stream of purchases that the customer would make
over a lifetime of patronage.

A genall jee 30 e Jranll L a5y G il yisiall JelS)) 38010 dad o Jaand! dailall dagdl)

e Growing Share of Customer eMand) das A 3
Share of customer is the portion of the customer’s purchasing that a company gets in its product

categories.
Lgilaiie il 84S, agle Juans (53) Jaandl 6l 58 (e o all o8 Jaandl daa

e Building Customer Equity sMand) (3 g8a ol
Customer equity is the total combined customer lifetime values of all of the company’s customers.
AL eMae gpen dnenall Janl) jae af lea) o #3hand) Asla (5 5ha

High
> &
E Butterflies True friends
. e e Jaldal) slaay]
i £ | o e
Aldaddl 5
L
c
..E Strangers Barnacles
* oatai ol 2 o
Low

Short-term  af gial) £ gl Long-term
et g2l proiected loyalty Gl sl
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Customer Relationship Groups sl clide e gana
1. Strangers: low potential profitability and little projected loyalty.
Bsial) o 5l Al 5 Alainal) dm Il alisi 1l i)
2. Butterflies: are potentially profitable but not loyal.
Aaliae pe LeSlyday je 0585 ) Jainall (g peibdl il
3. True friends: are both profitable and loyal.
Osalia g () gn e 1 giiial) pBaal)
4. Barnacles: are highly loyal but not very profitable , if they cannot be made profitable, they
should be “fired.”
Mana B i g e peben el (a8 al 13 ¢ Al Ay ya Cad LS g ALl Aalie < Jkd

Digital and social media marketing involves using digital marketing tools such as web sites, social
media, mobile ads and apps, online videos, e-mail, and blogs that engage consumers anywhere, at any
time, via their digital devices.

e 5 duelaia¥) Ll gl s cu gl a8 5o Jia e Gy snill S ol alasiind dad ) g Lo laia¥) Jailugll oo (3 guudl) Gandaly
e iy gl Gy 1S (5 (b uSlgnall i A el 5 g SIYD 2l g i YD e ol adalie g itk s ) sall
RPN

Social media provide exciting opportunities to extend customer engagement and get people talking
about a brand.
%J\AJ\I\AM\ oe u};&;.gu.u\_ﬂ\ duj ;M\ijwﬂﬁﬁuaﬁ‘;cmy‘ dm\jﬂ\ d:\l.m} A

Mobile marketing is perhaps the fastest-growing digital marketing platform .Smartphones are ever
present, always on, finely targeted, and highly personal.
Aaagiua s ¢ Wlag ¢ Ll 82 53 go S (il sqll )30 ) a3y gusill Amia sa J gannal) gl o (gl ()5S Las
Al duad s g ¢ A8y

In recent years, marketing has also become a major part of the strategies of many not-for profit
organizations, such as colleges, hospitals .
LIS e ¢ Agm ) e clabaiall (e el Cilial il (e G ) 12 3o Wl (59 gusill sl ¢ 3880 ol i) b
Lladiall

The nation’s not-for-profits face stiff competition for support and membership, Sound marketing can
help them attract membership, funds ,and support.
4 gemnll a8 adlid) 3y sl adac by O (S ¢ 4 guanll g acall e Bl ddlie 23 & day ) e cilabaial) 4al 53

Rapid Globalization 4 udl dal gl
Today, almost every company, large or small, is touched in some way by global competition.
Asalladl Alially Lo 4 play ¢ 5 ppiam o S 5 € ¢ Uy 5 A58 JS i ¢ il
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Sustainable Marketing

today’s marketers are being called on to develop sustainable marketing practices, Today’s customers
expect companies to deliver value in a socially and environmentally responsible way.

Vi i) 4l 5 jane 48 ylay T 0385 S 3311 (e 2 sall Dlae 8 5 ¢ Aol binss Ak o s Jlaa o shail o gl (5o gusll g 5300 a0

An Expanded Model of the Marketing Process

cilalfialy Geadl agh
gl g kel

Create value for customers and sl g s5lell dagd 3i8 o dadll io d_,.‘..ﬂ Capture value from
build customer relationships

CH1 — MKET130 papli

£3lanll ae cilBNe

L
Gyl dalaal i ga i gad

Julaall B £3all customers in return

Understand the

marketplace and

customer needs
and wants

Research
customers and
the marketplace

Manage marketing
information and

customer data

gl Cilagles Bl
el il

L

Design a
customer value-
driven marketing
. strat
(e Al bh?g}"

Select customers
to serve: market
segmentation and
targeting

Construct an
integrated
marketing program
that delivers
superior value

Pl
Product and
service design:

build strong
brands

Decide on a value
proposition:
differentiation and
positioning

il gae
28 gl waas g Ll

Bl 218 Jumss

Pricing:
create real value

Distribution:
manage demand
and supply chains

Promotion:

communicate the
value proposition

allall 3) gt 500

gl e

Engage customers,
build profitable
relationships, and
create customer 3
delight e
clie liyg o golaadl dll Jal Ak Sedlaall (38a gL Y] 2iBat

w—'&hﬂ A gl g« dagpa:
D Omaliiag gudl ) eSlas

Capture value
from customers to
create profits and
customer equity

Customer <
relationship
management: build
engagement and
strong relationships
with chosen

Capture customer
lifetime value

Increase share of
market and share
of customer

Partner relationship
management: build
strong relationships
with marketing
partners

5 o 314
& g clie sy
sl £l

Lelaa¥ly L) Al guall Glasa

Harness marketing Manage global Ensure environmental and
technology markets social responsibility

End Of Chapter 1
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Company and Marketing Strategy
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Company and Marketing Strategy Gromal) Al il 9 AS )

Strategic planning The process of developing and maintaining a strategic fit between the organization’s
goals and capabilities and its changing marketing opportunities

5_pciall A gual) Lgam i 5 Ll 508 5 Aaliiall Cilaal G i) S (3815l e Jaliall s sl Alee o) jinsd) Japladill

Steps in Strategic Planning (5 jiwY) Jauhadsl) <) ghd
A. Corporate level 4 &l (5 giua

1. Defining the company mission A8 Al Aaga paas
2. Setting company objectives and goals leilaal 54 5l Cile gim ge 3083
3. Designing the business portfolio Jlee V) ddatas aranal
B. Business unit, product, and market level Aol (s Fia g ilal) g Jlae) Bang

4. Planning marketing and other functional strategies s Y| ks oIl ciliadl ) 5 (5 sl sy

gually Je¥ 33ay Business unit, product,

MI 6 4iwa Corporate level gl s 55 and market level
Defining Setting company Designing Planning marketing
the company objectives " the business — and other functional

mission and goals portfolio : strategies

Lgdlanig dS a0l cle gunga Last Jlae ¥l dlaiss ptasal AV Ll el Al

A. Corporate level 4S_ &l s giwa
1. Defining the company mission AS i) daga s
Answers what the business is, who the customer is, what they value, and what should the business be.
eadl sS f ay 13l g ¢ a8 e s ¢ Jrandl g8 (s ¢ Jaall daale (e cuny

Mission statement: A statement of the organization’s purpose—what it wants to accomplish in the
larger environment.
SY) Rl 8 aiiad 2 5 Lo - Aaiiall G e Gl thageal) Ol

Some companies define their missions myopically in product or technology terms (“We make and sell
furniture” or “We are a chemical processing firm”).
("iasS Aallae A4S b i o MY a5 aiai ") L s ) i) G e HLaialy Lgalga COlS Al ey 20a3
Products and technologies eventually become outdated, but basic market needs may last forever.
AV et 38 LY (3 sudl cilalial) (&1 ¢ Ao Callaall Al 3 coliatl) 5 cilatial) Con il

Market-oriented mission statement: Defines the business in terms of satisfying basic customer needs
Laulu¥) o Daall claliiad dali Cus (ge Joaall 23a 1 Ggmd) g2 An gall Lagall
Invisible Hand” guides the people in the organization Aabaidd) b el 2y "Rl Bl
Product Oriented - Sell tools and home repair and improvement items.
Adpen s 3l Sl il gl 5 <l 5oV a - An gall gmiial)
o Market Oriented - Offer products and services to meet the everyday needs of Canadian families

today and tomorrow.
N3 5 o sal) Al LRl Aga sl Cilaliia¥) Zadi] leadd) g clatiall aje - (3 gudl gad 4 gl

o Should be meaningful and specific yet motivating. 8 8na LgiSl Baxaa s ddala (68 o i
o Should not include making sales or profits. N ) ) Jad )
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2. Setting company objectives and goals 482 5 48 i) Cile g ga 280

The company needs to turn its broad mission into detailed supporting objectives for each level of
management.
BV il sise (e (5 sina (S Aliaie dacla Calaal ) dasl 5l Lgiage Jysad ) AS 00 zlias

Each manager should have objectives and be responsible for reaching them.
el dssasll e Ve 058 O)s ) e IS 058 O e

3. Designing the business portfolio Sl ¥ dddaa avaial

Business Portfolio — The Collection of businesses and products that make up the company.
A, g ) caiall s Jee ) de sane - Jas ) Aadae

A. Identify key businesses that make up the company (Strategic Business Units), which may
include company divisions, product lines, or single products/brands.
S Y bghas o A4S Al HLudl Jadi 8 3l 5 ¢ (Al i) Jlas Y cilaa g) AS il S G A )l S LEl aaas
L il Ay ladll cladladl / cilaiall

B. Should fit the company’s strengths and weaknesses to environmental opportunities.
i) a5l pe A8 AL Canall 5 3 58 Jalds ol o) cangy

Business portfolio planning involves two steps. Onfighd Jlae ) dadaa Jahad ety
1. the company must analyze its current business portfolio and determine which businesses
should receive more, less, or no investment.

LY e i Y ) Ji S ST e e 8l o casg 1 S Al aaa s Ailal) Lellee | Ahdane Jalat A4S a0 e cany

2. it must shape the future portfolio by developing strategies for growth and downsizing the major
activity in strategic planning is business portfolio analysis, whereby management evaluates the
products and businesses that make up the company.

Gad g (ool ) Tkl 8 g I B Gl padll il il 5t O (o bl Al JS8 0 ony
AS i L (555 A Jlee )5 colaiiall apiy 5 laY) Cua ¢ Jlac ) dlains

The company will want to put strong resources into its more profitable businesses and phase
down or drop its weaker ones.
Ll Blin) ol Jand Lmy ) SSY) Ll ya s ledlaed B30 5800 ) 5o s 3 AS AN G i

The best business portfolio is the one that best fits the company’s strengths and weaknesses to
opportunities in the environment.
Al 8 Aali) a jill AS A0 A Cheaal) 53580 Tl canls ) @l 4 Jlas| Aladaa Juadl

When designing a business portfolio, it's a good idea to add and support products and businesses that
fit closely with the firm’s core philosophy and competencies.
Al A8 ) Aald pa (355 IS ae D 3l Ay sl AV 5 cilatiall ac a5 ALl aal) e ¢ Jlas] Abdag araal die
Lelelss

|Page2

S-RUB.com Upioaded By anonymous




CH2 — MKET130 uaili

Analyzing the current business portfolio is the process by which management evaluates the products

and businesses making up the company
A8 5l Lgia S ) Jlae Y 5 Cilaiall aniy 3 )0Y) LA (e p i ) daleal) o Adlad) JlasY) ddddaca Julas

Steps in Analyzing the Current Business Portfolio el Jlesl) ddaa Jalas @) ghad
1. Identify key businesses making up the company A8 )l Lgia oS5 Al At 1) 4 Hlaill Jlee Y aas
2. Assess the attractiveness of its various SBUs A8l da) Ay Jlee V) Cilaa 5 calidg Andla Al

3. Decide how much support each SBU deserves  4S yall &l jiul Jleel 32 5 JS diains o3 acall jaia ) 48

company Strategic business unit (SBU) is a unit of the company that has a separate mission and
objectives that can be planned separately from other company businesses
o dhaiio J Ll Jayhadill Sy Aliaiia Calaal 5 daga Lpal 4S5l (e Ban 5 oo 1 (SBU) A8l dai) u) Jlas¥) 3aa g
GAY A A el

*Company division A8 ands
*Product line within a division pntl) Jala ZlY) as
*Single product or brand saa) 5 4y jlad Adle ) aal g e

e,

growth-share matrix saill 4aa 48 sias

The best-known portfolio-planning method was developed by the Boston Consulting Group. Using the
now-classic Boston Consulting Group (BCG) approach, a company classifies all its SBUs according to the
growth-share matrix

saill Fuan 8 ghiaal By Jlee Y1 51y Clas 5 aan 4S5l il ¢ Y S0 (BCG)

growth-share matrix: A portfolio-planning method that evaluates a company’s SBUs in terms of

market growth rate and relative market share.
gl 3l fmn 5 5yl 55 Jomo i 0 A oY1 8510 i 5 o ) Al Lot 45 51 : sl A 4 gl

Strategic business units are classified as: Al gaill o Al ad) Jlas i) clas g ciyiaal oy
i) Siladle

asxll Star F5Y Question mark
0 ®

QO £

85 O

9

)

o

5 O 5

E @)

S 2

i @

3 - ©

..-3 i

}’ D il Y Cash cow Dog <>l

% e High Low (addia

4ol (35l Las Relative market share
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Strategic business units are classified as: AN gadl) e dad) Aul) Jlae ) cilaa g il aly

1. Stars are high-growth, high-share businesses or products requiring heavy investment to finance
rapid growth. They will eventually turn into cash cows.
OV sak Coger ay ) gl i sl dadiia o i) allai agu) (e dddle dans ldy saill Al clatia ol Jlael o8 agadl)
Al e ) Al

2. Cash cows are low-growth, high-share businesses or products that are established and successful
SBUs requiring less investment to maintain market share, produce a lot of the cash that the
company uses to pay its bills and support other SBUs that need investment.

Gl daals Jlasf 3 1o Cilas 55 b 5L3) a3 agl) (e e daws I3y saill dadiie clatie ol Jlacl oo dgadil) &)

Jlee V13518 Cilas g aca s L il 8 adal 48 LAl dandiivd (53 a&ll (e LN U5 ¢ (3 gud) 8 Lgbian e Baliall (8 o i)

i) ) zlas ) gAY

3. Question marks are low-share business units in high-growth markets requiring a lot of cash to hold
their share, Management has to think hard about which question marks it should try to build into
stars and which should be phased out.

i s ¢ Lgany BlaadU Jla) (e S callaiiy sail) dglle (31 sl 8 duaiiie das <l Jlecf Cilaa s 4 algdind) ciladle
L ) L paliill ngy Ll 5 sanill (8 L S5 Jglad o) amg 1) Al ciladle 3 Ul K& i 3 lay) e

4. Dogs are low-growth, low-share businesses and products that may generate enough cash to
maintain themselves but do not promise to be large sources of cash
ae (5S5 oh axi Y LSy L e Jaliall 481S 13585 2 5 38 danll daidia s saill dunidia Ciladie s S 0 o QOIS
8 mS 4a

The company must determine the role of each SBUs and build one of 4 strategies
;b i) 4 e Baalg plyg Al ) Jles i) cilaag JS g uaat A A e g

¢ Invest more to build share. diaa gl ST il

¢ Invest just enough to hold the share. padly BLEIA Lasd 6 Lyl
¢ Milk short-term cash flow by harvesting share. Auasll slas 505k g cadall JaY) juad gaRdl) ghail)
« Sell it or phase it out by divesting share. ) g 3ok oo Lo )3 Lgie palis ol L o

SBU’s may continually change types to get more stars and eventual cash cows to finance others.
(O AY) Jysall Caldaall Algs (A Apaill A1 o sadll e 2 3all e Jsanll g ) Y1) aiuly SBU's i 8

Problems with Matrix Approaches 44 siaall galia Jslia
o Difficulty in defining SBUs and measuring market share and growth
M\)éﬂ\&a&w\gﬁ}dmm T:J‘J“ Q‘_\A} AJJAS&&J_’M

e Time consuming gl Sl
¢ Expensive alka

e Focus on current businesses, not future planning

(el Ll al s ¢ Al 3 il Jlee ) e 58
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o Q:mﬂ c\:u'a

Developing Strategies for Growth and Downsizing paal) (el gaill i) ) g gl
Companies need growth if they are to G ) i 13) gall) ) clS pdd) zliag

1- Compete more effectively g ST Il
2-  Satisfy their stakeholders daliadl Claal elia )
3- -Attract top talent. ) ga Jumdl i

At the same time, a firm must be careful not to make growth itself an objective
e 513 2ay gail) e 2o e day ja AN 065 G ang ¢ 4w B ) 8
. The company’s objective must be to manage “Profitable growth.”

Mgoal) salll™ 6l e AS Al Can (05K o e

Product/market expansion grid is a tool for identifying company growth opportunities through market
penetration, market development, product development, or diversification
S laiiall yyshai gl (3 guall sk ol 3 guadl (3 A1 UDA (e AS RN et g pp a3l a3 geadl [ gEilal) s g8 A
s
Used so that marketing may identify, evaluate, and select market opportunities and establish strategies
for capturing them.
Ll Cilaasi) vl mn gy 3gmdl b LR 5 anii s daT (G guaill (Kay Cmy i

Lla elauy Existing saaa claite New
. : products products
Al g gy
Existing Market Product
markets penetration development
sl (3l pal Zidal) J.l_,hﬁ
New Market bi ficat
markets development verst |Eat|0n
B2 (3) gul Gged) g ghis B
Product/market expansion grid strategies (sl / giiall g si ASed Cilba) jin
% Market penetration Gl (3) 53
% Market development Gomall gl
% Product development Ziall o g
%+ Diversification sl

Market penetration is a growth strategy increasing sales to current market segments without changing
the product
il s (50 Aladl gl e L) el 3055 5 Rl ) 58 Gl (31 A
Market development is a growth strategy that identifies and develops new market segments for current
products
Alall claiall (3 gud) (g aaa Cilelad ) glai g 20a3 gad doadl fiud sp (G gaul) g ghal
Product development is a growth strategy that offers new or modified products to existing market
segments
AL 6 gud) leUadl Aaae 5l Baaa Ciladiia 228 gai duaiil inl) o8 gilal) g ghat
Diversification is a growth strategy through starting up or acquiring businesses outside the company’s
current products and markets
Alall Ll gusl 5 A4Sl clatia 7 Ja Jleef e Jpeandl o ey JA (e sai i) il 52 g gl
Downsizing is the reduction of the business portfolio by eliminating products or business units that are
not profitable or that no longer fit the company’s overall strategy
Gl a3l S A el e Jlae W) Cilaa s ol cilaiall e elalll 515k e Jlee Y] Aaing pallii s Gaulil)
4S5l Aaladl ) sy
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There are many reasons that a firm might want to abandon products or markets:
1@ s gl claiidl o RSN AS Al adai B A Glaa) (e ) Sl
1- The firm may have grown too fast or entered areas where it lacks experience. This can occur
when a firm enters too many international markets without the proper research or when a
company introduces new products that do not offer superior customer value.
O waal) Al JAx Ladie 13 Ehasy o Sy 3 aal) ) i shalie A 55 Aoy Chad 8 Al G K5 08
oo el 4618 o 85 Y By Claiie 4S5l 085 Ledie ol Caliall Candl o 50 3 sall (31 sud)
2- The market environment might change, making some products or markets less profitable. For
example, in difficult economic times, many firms prune out weaker, less profitable products and
markets to focus their more limited resources on the strongest ones.
¢ domal) ZpabaBY) lE V) 8 ¢ JEa Juw e doay ) J81 Bl s sl latiall (amy Jaas Les Ggud) Ry i 88
Aeia o8l e 83 ganall Waalsa 3 il dany 5 JY1 5 Conia¥) (31 su¥1 5 cilaninall ol Al €lS 80 (he 2aal) 0
3- Finally, some products or business units simply age and die.
(o gai g alEE Adabusy Jlee V) Cilas g sl el oany (ld ¢ )53

B. Business unit, product, and market level Aol (5 gima g @ilall g Jlaet) Baag
4. Planning marketing and other functional strategies s 3% 4:8.05 1) Ciliad) Su) g (6 gead) Jasdads

Y/

«» Business departments must work together to accomplish strategic objectives.
Aoa) i) Calaal) gaiail e Jlee W) i) Jaad o can
% Marketing plays a key role in planning bubadil) 8 U 515 5 (51 sadill canly
%+ Provides a guiding philosophy that suggest that company strategy should revolve around
building profitable relationships with important consumer groups.
Aagall (Slgiusall il sana ga dag o DB by Jsn s Of cong 4S80 Lat) i o ) al 3ol ) Adbeald o055
«* Provides inputs to strategic planners by identifying attractive market opportunities and
assessing potential to take advantage.
REEE R ENN- 5 NPT YW ORG-SV ARV I/ JUR A IEON) JEA FRVNEY.
+* Carries them out profitably. e S Wkl o 5

Partner relationship management is the process of working closely with partners in other company
departments to form an effective value chain that serves the customer, as well as partnering effectively
with other companies in the marketing system to form a competitively superior value-delivery network
¢ Jranl) 223 Allad Ao Al S (6 AYIAS 80 Sl 8 2185 pe S e Jaall gl 4 oS ) ABNe 3 10)
Al Alle Al (i 58 4S8 (S (3 gl sl (5 A Y1 IS )il e Aladl) 4S) 80 ) ddlayl

Value chain The series of internal departments that carry out value-creating activities to design,

produce, market, deliver, and support a firm’s products.
Lae 3 5 Lganli 5 Ly s 5 Lganlii) 5 4S5l claviie apanaat] Al (3l ddadil 245 ) Aglalall <l lay) Aluda daddl) Abade

v" The firm’s success depends not only on how well each department performs its work but also on

how well the various departments coordinate their activities
AR il oY) (3o 82 sa (520 o Wl ading o ¢ avnd aleal and (S ol (520 o 48 all las adiay

Value delivery network  s3waad) 4o anlesi 405

A network composed of the company, suppliers, distributors, and, ultimately, customers who partner
with each other to improve the performance of the entire system in delivering customer value.

& ALaSl Qi) ghaf (ppunil mndl agaany e ¢y sS LED (ol o Danll Aleil) s ¢ e ) sall s (a3 pall 5 AS AN (g A 50 A5
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Marketing Strategy and the Marketing Mix (o gl g sall g (B geal) Al el

Marketing Strategy (&:.sel) 4 i)

Marketing strategy is the marketing logic by which the business unit hopes to achieve its marketing
objectives

4y gl Lgdlaal (383 ADA e Jlee V1 Ban 5 Jals 31 (31 sl (hate o8 (B gl Ao il

Careful customer analysis is required to understand needs and wants — a three step process.
) ghad EBE e dulas - il ) g Cilaliial) agdl p3ladl 38 Judad cgllaa

v Market segmentation Aol A3l
v Market Targeting Goad) gl
v Market Differentiation and Positioning e gall aaalg G oadl Slad
v Market segmentation RTEESIN

Market segmentation is the division of a market into distinct groups of buyers who have distinct needs,
characteristics, or behavior and who might require separate products or marketing mixes
B Al jpee sl sl pailad ol laliia) agal Gl Gy sidall (g 8 jaaie e sana (I (3 smal) ansi 58 (3 gual) 45305
st e sl Aladic Claiie ) 0 salisg
Determines the segments that offer the best opportunities.
oA Juadl anti ) ) Al aaay
Market Segment — A group of consumers who respond in a similar way to a given set of marketing
efforts.

snil) 3 sea (e Aine Ao gannal Aliles 48 oy ) suaion (Al Slgiall (g Ao gana - Gomd) Ay ydi

v' Market Targeting Bomad) Cilagia)
Target marketing is the process of evaluating each market segment’s attractiveness and selecting one or
more segments to enter
Jsaall ST i saal s day 13 Jlial s §and) cilelad (he plld IS duila anili dlee (A (G gead) Cilaglinn)
= Niche companies may only target one or a few special segments due to limited resources.
o3baall 403 sana G Aalal) 51 EN (e SUlE 133e ol 13a 5 Uala Ul daadial IS A Caagiud o
=  Some companies may choose several related segments that share similar basic wants.
Al claliaY) G e i Al e clelUad sac S A any HliAT 58
= large companies may choose to offer a complete range for all market segments.
(sl CileUad iand ALIS de gana a5 Il IS L 5 8

v' Market Differentiation and Positioning Aomad) JS ety Golad
Differentiation — Actually differentiating the market offering to create superior customer value.
(o Dhanll A5l G BIAT Gl st (ladll il - Sl
positioning is the arranging for a product to occupy a clear, distinctive, and desirable place relative to
competing products in the minds of the target consumer

Conginndl) llginnall a3 8 Ludliall Clatiall Auilly G se ya s 1 5an s Bl UlSa Lo gt JOaY caii ) 58 S )

e If a product is perceived the same as others, consumers may not buy it. _
A8 cpSlgtaall §san M ¢ o AY) calatiall Jie 4l e calatiall aal ) jlas lS13)
e Must identify possible customer value difference with competitive advantages to build the position.
Sl Ll Al Ul el e Jaend) A b Jalinall GDGAY) 3083 oy
e Promised greater value = Delivered greater value

ST A alasi = ST Ay 20
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Developing the Integrated Marketing Mix JalSiall (A gudl) g Jall ya ghal

Marketing mix is the set of controllable tactical marketing tools—product, price, place, and

promotion—that the firm blends to produce the response it wants in the target market

A8 Lea a3 Al - s il g Sl a5 griiall - L oSl (S ) ALK (8 guil) 50l Ao pana 58 (A gaul] g Sall
Aaagiall G pudl b Loy 53 i) st LY

Developing an Integrated Marketing Mix The four Ps : JalSiall & geatl) gy jal) gl pualic day i elilia

v Product i)
v Price Pedd)
v Place Ol
v’ Promotion s A

Product is the goods and services in combination that the company offers to the target market

Coaginnal (3 suall A8 ) Laii il cilasally aldl e g sa geiial)

Price is the amount of money customers have to pay to obtain the product

gl e Jpemall dndd s3aall e cpnty 3 ) gl 5a e

Place is the company activities that make the product available to target customers
Obagivnall ¢ Slaall Alie aiiall Jaad i) 4S8l ddail sa (lSal)

Promotion is the activities that communicate the merits of the product and persuade target customers
to buy it
3l iy (pagiosall ¢ Danll w5 inall Ul e Ji55 3 AaisY) s gl

zusdl Product » Price
gs%a Variety Jacd) 4 st price
835> Quality clsaddl Discounts
paad Design Jiludl Allowances
) | e« Features &4 3,2 Payment period
4l 434l aud Brand name S el bpus Credit terms
Al glasesll Packaging : :
=Lk Services 3lant) Cilagri

Target
customers

Intended

positioning |
paal “”*‘”n g o<l Place

= s2Promotion

4les Advertising =\l Channels

addll ol Personal selling 43 Coverage

clasall zubs Sales promotion &gl | ocations

Lls clifie  Public relations G333l Inventory
8,3 s Direct and digital Bl gs Transportation

) Logistics
Afiva gl cilaadll

Effective Marketing Programs blend the marketing mix element into an integrated marketing program
that achieves marketing objectives by delivering customer value.
u;h)ﬂmgﬁqﬂd);w@}d\ alaa) éﬂx&&@ﬁyﬁ@b)@&yﬂ\ C._UAS\ paic dllaall 3 sl G..A\),\G.Aii
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4C’s takes the buyer’s view bl iy Wl yalic 4

Product i) | Customer solution bl da
Price )| Customer cost BEBIEN~
Place sl | Convenience Al
Promotion =94 | Communication Jual 58

Managing the marketing effort requires: : (b L (Gagadll 39¢a 5,13) qulla

A. Analysis Salasty
B. Planning badtl)
C. Implementing il
D. Controlling asadl)
Juashl - Analysis
I'"I' E"I] _..r‘wllﬁ -\.—.\-i-‘ll-ll-ll] .
Planning Implementation Control 4214l
Develop strategic and Measure results
pFIJans g Organization il Gl
il ) ) g Carry out the
|
pi sai?iﬁ Evaluate results

gl s

Develop marketing
plans
dgy.ﬁﬂm _g_g!ﬁ

Take corrective

action |
Anoaal isljal dadl

A. Marketing Analysis (&gl Jalas
Analysis is the complete analysis of the company’s situation in a SWOT analysis that evaluates the
company’s:
ASLAN a3 SWOT Jilad (848 )80 g o) JalSll sl 0 Julail

%+ Strengths 8 gal) Jalas
%+ Weaknesses oaall Ll
%+ Opportunities o=l
%+ Threats Cilagagll

Strengths include internal capabilities, resources, and positive situational factors that may help to serve
company customers and achieve company objectives
A5l Calaal (335 A8 5a]) Dlae dadd g 2ol 38 30 L) 4l Jal gall g 3 5) sl g Alalall ol pal) 5 gil) ol Jadis
Weaknesses include internal limitations and negative situational factors that may interfere with
company performance
A, ool e JA1aE 8 A Akl 3 51a el el 5 08001 3 gl Cinal) S e
Opportunities are favorable factors or trends in the external environment that the company may be able
to exploit to its advantage
Leallal LIl e 550l 48 a0l ()5S a8 A LA Al 8 4 5o cilaladl ol ol se 8 e i)
Threats are unfavorable factors or trends that may present challenges to performance
e1a0 clpaa (S5 8 4 e e lalad) ol Jal se o8 gl
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B. Market Planning (iswdl Jadais
Planning is the development of strategic and marketing plans to achieve company objectives
A8l Calaal (gaiatl 48 guil) § dpail yinY) Jaladl) iy g Jadadsl)

Marketing strategy consists of the specific strategies for target markets, positioning, the marketing mix,
and marketing expenditure levels
Y il stasa g ¢ Ay smil) e dall 5 ¢ ol sall dani g ¢ Aagiasall (31 S sa0mall Cilin) 1Y) (o (B smidl) Aia) il () S5
s sl

Sections of a marketing plan include:  Jadd (& gl Aol aludi
Executive Summary — Brief summary of goals, recommendations.

Sl gill 5 Calaa D s ge (adle - (51T (adla
Current Marketing Situation — Describes target market and company position with market info.
b pmd) il slany A 5 m g 5 Canglanall (3 gud) oy - () (B gl g
Threats and Opportunities Analysis — Assesses major threats/opportunities for the product.
iall s ) il / gl oy - iyl s ol Jolas
Objectives and Issues — States marketing objectives and issues to attain.
Leiiag oy ) Lladl) 5 (59 guatl) Calaaf - LAY g Calaay)
Action Programs — Specific programs that answer who, what, when, etc.
A ey s 1l s G ol Cand Baama el s - Jand) gal
Budgets — Details on profit and loss, as well as expected revenues & costs.
Aixd giall oSl g clal Y SIS g ¢ yilaall s~ Y e Jaald - il jual)
Controls — Monitors progress for review.
Al pall asil) ) 53 A8 sal)

C. Marketing Implementation (& gudll 345

Implementing is the process that turns marketing plans into marketing actions to accomplish strategic
marketing objectives

Lai i) G sull Caloal 38ai 48 g el jal ) 5o gesill i Jsad Sl Aleal) s B

Successful implementation depends on how well the company blends its people, organizational
structure, decision and reward system, and company culture into a cohesive action plan that supports its
strategies
ACulaia Jae dbd 84S 8] A8l )y )l alai g eadaiill JSel) 5 Lguils al 4S 811 zrad 4K e pealdl) LA ading
Leibasl yiu) ae X

Marketing Department Organization (§swl) aud alais

The company designs a marketing organization that can carry out marketing strategies and plans.

i pmill Jaat 5 ) i) 35 Ly Ay i Aaliie S 52l o
¢ Includes product and market managers, sales managers and salespeople, market researchers,
advertising experts, and other specialists.

Omanadiall e ad e 5 (e el iy (3 sl Ofialy g Clagall 3 g3 s Cilagaall (5 e s (B s s Cilaiiall 5 000 Jadiy @

Chief Marketing Officer — Head of the company’s entire marketing operation and represents marketing
on the top management team.

bl 8 Y1 5o B (e sml Jiag 5 JaLSIL S 0 Ay gl Hoanl) (s - (sl padd ot
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Forms of Organization  adailll JISai
1. Functional iy
3. Product il
4. Market or customer management sMaadl g) (& gaad) B}

1. Functional organization: This is the most common form of marketing organization with
different marketing functions headed by a functional specialist
@L,um@\ﬁmg@}ﬁd&j@@yﬂ\ﬁm&ﬁﬁj&w JSEl sa 13a ;g.\fgzj.!l ﬁm:s\

4+ Sales manager Glagaall e
4+ Market research manager Gamall Gladl
4+ Customer service manager B! [EPREgTRn
#* New product manager RTREN [ 0| YO
2. Useful for companies that sell across the country or
internationally. Managers are responsible for developing strategies and plans for a specific

region.
skl oo O sh s e el Wsn ol a3 elash miaa & aad ) IS il Bk
Alnae dalaia] Jaladll g caluas) yiY)

3. Product Management: Useful for companies with different products or brands. Managers
are responsible for developing strategies and plans for a specific product or band.
sk (e O sl e (s paal) Adliaad) 4y Hlall cladladl f clainall culd S a0 ke s iial) 3 )
a8l il aladll 5 il i)

4. Market or customer management organization: Useful for companies with one product line
sold to many different markets and customers. Managers are responsible for developing
strategies and plans for their specific markets or customers.

LCrliaall o Slaad) 5 (31 sl (po apaall dngy oy a5 L) Jad Lggal i) S 5l dida se Slaadl sl (§ guall B 1) adais
aidlac sl Baaaall agh sl Jaladll g Cllaagl Y ekl g O sl e ()5 el

Customer management involves a customer focus and not a product focus for managing customer
profitability and customer equity

Oatlosall 3 sin 5 G5l Rumg 5 5,10 el e S A Gy e e S 501 e Standl™ iy 31 8100 (par

v Large companies that produce many different products flowing into many different markets
employ a combination of the forms.
Jsi (e Ao gana AaliAL \é\y“y\ O el ) L’,siﬁwﬂ\ aalia o)l calatiall (e paall ] wd\ Byl culs il PRENY

v' Companies are shifting brand management focus toward customer management.
;—M\a)\.ﬁ! }ML)@\MM\ 3)\.3;\ ):\S)Sdgja.l‘;c Q\S)ﬁ\ Caxs
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D. Marketing Control Agad) 48) ya
Controlling is measuring and evaluating results and taking corrective action as needed
Lalall Cuus dngnatll Cilel jaY) A3 5 il apdi g ald 4 AB) sall
e Operating control ALa Sl 408) el
* Strategic control daail iy A8 )
Involves 4 steps <& shi 4 Casaly
1. Set specific marketing goals. 3200 Aoy guati laa) s
2. Measure performance in marketplace. Gl (8 el Lald

3. Evaluate causes of differences between expected and actual performance.
il s 8 sl 1391 il s
4. Take corrective action to close gaps between goals and performance.
o1y Galaa Yl @l adll and Aaaaat il ja) AAS

Operating control involves checking ongoing performance against annual plan and taking corrective
action as needed
Aalall G donaa il Cilel a ) AT g 4 sind) Aadl)l Jilie el e)aY) and Cpacaiy 1 Aulaialf 4.8) yal)
Strategic control involves looking at whether the company’s basic strategies are well matched to its
opportunities
Lgna 8 ae 120 280 gia A< 5l AluY) Clansl 1Y) S 1Y) La b el Cpanaly 1 Auasi] i) 48) sal)

Marketing audit is a comprehensive, systematic, independent, and periodic examination of a company’s

environment, objectives, strategies, and activities to determine problem areas and opportunities
OIS e yaal Lgbail 5 Leilins) il 5 Lgdlaal 5 A8 5l Rl (55505 Jise 5 oagie s Jalid and 1 (G gl (38
o=l s

Return on Marketing Investment (ROI)  Rigedl) jLafiud) dile
Return on marketing investment (ROI) is the net return from a marketing investment divided by the

costs of the marketing investment.
o pml) LAY IS e Lo gudia iy e i) (e Nlal) ilia 58 A gudl) L) aile

Marketing ROl provides a measurement of the profits generated by investments in marketing activities.
Gsndll il 8 ) L) e il 2l 3 LS & sl laiiuY) dile g

= Difficult to measure due to no consistent definition.
Guie oy jad D ga g a0 s el e
= Could be assessed in terms of performance measures such as brand awareness, sales, or market

share.
A sl duaal) ol clagal) ol 4y el Aadlally =5 Jie 1Y) Ganlie Cun e lgali Sy m

Customer-Centered Measures O Joa osaali i

1. Customer acquisition O ) laas)
2. Customer retention s e Azdlaal)
3. Customer lifetime value O30 e dadd
|Pagel2
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Dashboards — Meaningful sets of marketing performance measures in a single display to monitor them.
Lasia Jlsaal 5 A3lE 8 G sedll o) Lanlia (e (5 300 13 Sl sana - Claglaall Cla gl

G sdll O il Marketing investments

(i gedl) 2il g=  Marketing returns
A jLially il 3 Aad Gaaaas
Improved customer value and engagement

polaal) Cda 34U el By sal ) :
Increased customer Increased customer Cost of marketing
attraction retention investment

P TR B P A PR

s3laal) (3gia g "o g " el jas b B3
Increased customer lifetime values
and customer equity

G s=dll Aile

Marketing return on investment LY e

END OF CHAPTER
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Analyzing the Marketing Environment G gel) 4y Julas

Marketing environment 438 gell 4isl)
The actors and forces outside marketing that affect marketing management’s ability to build and
maintain successful relationships with target customers.
Jaliall 5 (pingiveall o Slend) ge dnali clide by e Gy guall 503l 5,8 e 55 ) Ao AN & sl (5 8 5 Aelil) cilgal
Lo
The Marketing environment
a) Microenvironment The actors close to the company that affect its ability to serve its
customers— the company, suppliers, marketing intermediaries, customer markets, competitors,
and publics.
co a5 4S5 - LgDlee Aand o Lty o 5 5 38,80 (e Ay i Aleldl) g 1 5 jaall di)
el 5 Cppedliall 5 e Daadl (3l gul 5 5y guiil el

b) Macroenvironment The larger societal forces that affect the microenvironment—demographic,

economic, natural, technological, political, and cultural forces.
Ao b Sl 5 Al 5 Tl 5 Al 2 sl (5 Al = 2y Sl il e 555 ) SV Hpnainall (5 ) - A<l Aig)
Al 5 Al

Actors in the Microenvironment 3 _puaall Ayl A ¢ gleldl)

ST

o
o\ g
Py e v . 2 //
./ Marketing 3 7]
[ \ f

1. The company 4S &l
groups such as top management, finance, research and development (R&D), purchasing, operations,

human resources, and accounting.

2. Suppliers (pajgal)
They provide the resources needed by the company to produce its goods and services.
Leland 5 Lgalus LY 4S80 Lgaling 3 35 sal) a5 Ll
Most marketers today treat their suppliers as partners in creating and delivering customer value.
el dad o g £ L) (8 e\S S agnd ) 5e o sall (O susall alaza Jalny
3. Marketing intermediaries (&3~ slaug
Firms that help the company to promote, sell, and distribute its goods to final buyers.

Omll) Cp yiiall e Lean 559 Lemn g Leados g 5 (B34S ) aelud Al S pil)

Type of marketing intermediaries (sl slaug £ 5l

a.Resellers ¢ jsall b. Physical distribution firms alall g sill @ls )&
c. Marketing services agencies (:9«dll Cladd <VS d. Financial intermediaries Osallal) slau o)
|Pagel
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Type of marketing intermediaries (&:s«ill slawg g5
A. Resellers ¢z jsall
v Resellers are distribution channel firms that help the company find customers or make
sales to them.
aed Cland) ol ja) oSl o i) 8 4S8l aelud ) a5l ol 98 Sl aa o seill)
v" These include wholesalers and retailers that buy and resell merchandise.
Bl g O sy Ol Al Dl lad s dleall jlat oV e Jady

B. Physical distribution firms salell a8l s
4+ Physical distribution firms help the company stock and move goods from their points of
origin to their destinations.

Lelen s ) aliia Il (e Lol g bl (9 385 8 4S80 (o) g 35l il 5 2

C. Marketing services agencies (&:9~ill Cladd YIS
are the marketing research firms, advertising agencies, media firms, and marketing consulting
firms that help the company target and promote its products to the right markets.
Sle A8l ae b i) Ay sl il L) S g DoY) S iy Sle Y CVIS 55 Gageail] Cilad S L5 o
el 3 gu¥) A e s il 5 Lgilaiie Cilagiad
D. Financial intermediaries Osallal) sUa gl
include banks, credit companies, insurance companies, and other businesses that help finance
transactions or insure against the risks associated with the buying and selling of goods.
Aag el Shlaall aca el 5 ciBlbaall Gy sai 8 ae bl i) (5 AN @S Al 5 el S 385 Gl IS pdg @ i) Jadis
‘ @La.ﬂ\ &hs sl i
4. Competitors Cmméliall
They must gain strategic advantage by positioning their offerings strongly against competitors’ offerings
in the minds of consumers.
OSlgiadl) adl A adliall (s je 2 b s pgein s e aas SR (e Al a8 e |5y Of

5. Publics sleall
Any group that has an actual or potential interest in or impact on an organization’s ability to achieve its
objectives.

Ledhaal gaiad o dadaiall 3,08 o il o) dlaiae ol ddad dalias Lgpal de gana
Financial publics, Government publics, Citizen-action publics, Internal publics, General public, Local
publics.

_‘.;MS‘)}@A.AJ\‘ew\‘)w‘6&\3}‘)}@&6@“6&#‘4\#\&\&\);! )%‘M#\ﬂw\‘@w\)&w\

6. Customers (33

e Consumer markets i) (3) gl
e Business markets Jand) (8 gul
e Government markets da gSal) (5l gudy)
e International markets A gall (&) )
e Consumer markets i) (3) gl

eConsumer markets consist of individuals and households that buy goods and services for personal
consumption.

(padil) ] lardl 5 adad) s s ol ¥ s 3 Y1 e eSlgtunal) (Bl gasd () 5K
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¢ Business markets

Y/
°

Jaadl 3l gl
Business markets buy goods and services for further processing or use in their production
processes, whereas reseller markets buy goods and services to resell at a profit.
i ety ¢ Lgy dalad) 2 lY) cililae B aladin) ol dallaall (e el colanall s 2Ll Jlee V) 5 sl (g yids
2o L Bl laaall s alldl e 5 sal) (3 sl
e Government markets dagsal) () gl

R/
0’0

Government markets consist of government agencies that buy goods and services to produce
public services or transfer the goods and services to others who need them.

o loaall s el J 5 dalal) ilarall Y larally alad) (g 385 1 dn oSl il (o e Sl (3151 0 oS5
Ll @ sabing cpdll 0 AY)
¢ International markets

Y/
°

4l gal) (5) gt
Finally, international markets consist of these buyers in other countries, including consumers,

producers, resellers, and governments. Each market type has special characteristics that call for
careful study by the seller.

e sSall g il 5 Gaaiiall 5 pSlginal) Gl 8 Lay ¢ s ,AY) Al o iiall oY 58 e A sal) () 1 ()5S ¢ )l
8 e Al A )y ki Aals ailiad 5o g o (K]

The Company’s Macroenvironment 4S &l 431<)) 45l

fak
TeChf'Io/o ) -__/
“Cay / \ |
— / 7
/ A |
\ O//f' \\F
L /é \\
2 =9 \
o .\
S \.
e g ke
Vi N 5 \E
. / Company \f \

1. The Demographic Environment 4 & gasll disal)

Demography The study of human populations in terms of size, density, location, age, gender,
race, occupation, and other statistics.

LA lsbianl s Aigall 5 3 yall 5 Gainlly senlly @ sall 5 48N 5 paad) G (o A plall el Al o L1 2 gagall

The demographic environment is of major interest to marketers because it involves people, and people
make up markets.

L0 s s ) al i) 5 (il i LedY (o gl 35S Jaaal <l Al e gagall Al sl

They analyze "Demographic trends" changing age and family structures, geographic population shifts,
educational characteristics, and population diversity.

g sl 5 ¢ dpandail) ailiadll g ¢ dud) jaald) AnlSud) Y gaill 5 ¢ 3 puaiall 45 ) 5 Ay enll JSLl) "AE) 2 ganall AR ¢ pllay

(S8l

" oglha (e ghall 4 dadia Jgi e Bala Gglha 8 Sl il sl JSagd)
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The Changing Age Structure of the Population OlSall purtial) (g pand) JSagd)

Baby boomers <ilai! 5 ik

The 78 million people born during the years following World War Il and lasting until 1964. Most affluent
Americans

25 Y 09580 5aY) € 1964 ale i | s et 5 Al dpalladl oyall cuied ) <l sindl J3A 1 saly padid ) sile 78

generation X X el
The 49 million people born between 1965 and 1976 in the “birth dearth” following the baby boom.
Al gall 3 jada aay Al gall 50" 81976 5 1965 (sle | sl g padid ) ke 49
, Cautious economic outlook, less materialistic, Family comes first
Y ol Allall ¢ duale J8l ¢ 5 3al) Aualai@y 5 kil -

Millennials (or generation Y) Y deall ol AA%) Jaa
The 83 million children of the baby boomers born between 1977 and 2000
2000 5 1977 <le o V52l Jib (5 ke 83
— Comfortable with technology — —Teens (13—-19) — Young adults (20’s).
(20)=edll (13-19)csdal all ( _ LSl ae e

the millennials are the most financially strapped generation  4lall Lalill e 3Ulaa i) Sl an 481 Jaa

generation Z Jaallz
People born after 2000 (although many analysts include people born after 1995) who make up the kids,
tweens, and teens markets
Gl s (1995 le any 152l ¢pdll Galid¥) g slady Gllaall e 23all G e a2 o) 2000 ple ny 152l ¢l Gl
-0l el cuial yall 5 JURY) () gud o 1S5
More people are: "aldll (m pddil™ (uldl) (e 3y Sal)

v" Divorcing or separating Gall i 3dal)
v Choosing not to marry Vsl axe sl
v' Choosing to marry later any Lo 15300 sl
v Marrying without intending to have children zlsl A g gl
v'Increasing number of working women O lalad) pluall aae 33k )
v"Increasing number of stay-at-home dads Joidl (8 Cpadiall LYY 22e 33L )

(il g dada J (r) 2022 ALY Jualdl) a agd Jadd Bis 4y glhaa al) Balal) slg)
Generational marketing is important in segmenting people by lifestyle of life state instead of age
Jandl (e Yoy el 5 sladl Jaed Can GalaiY) apnil 3 g |l JLa¥) e gadil) yiny

e Growth in U.S. West and South and decline in Midwest and Northeast
Sl Jletll s Jas ¥ sl (8wl s Leasin g Baaiall LY Gl 2 6 saill
e Move from rural to areas A Al hliall e JEsy)
¢ Change in where people work — Telecommuting — Home office
oall iSall - aay e Jeall - el Jae S A il
¢ Changes in the Workforce — More educated — more Whiter collar
elmnll LN L gy "ol 2l Llall (il o) e 2y el - Laidad S Jalall (g ) 3 <l yyuiil)
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Markets are becoming more diverse — International — National
¢ Includes: — Ethnicity — Gay and lesbian — Disabled
Olaall — i) 5 Guliall - el - 1 ady

2. Economic environment 4:laidy) 4l
Economic factors that affect consumer purchasing power and spending patterns.
By Il 5 ellginal 400 a0 5 80 e i i) dalai@¥) ol sl
e Industrial economies are richer markets ¢) 55 S G gl dpelicall Cilalaiy)
e Subsistence economies consume most of their own agriculture and industrial output

elivalls el Leali abiea @llgins CLSH Ll

the economic environment can offer both opportunities and threats.
gl 5 il ALY sl i 5 o (S

Value marketing
) G gl o3y
the right combination of quality and service at a fair price
Jale Prv) Zmﬂ\j B_‘);ﬂ %) G&A\ C_l‘)AS\

3. Natural environment 4puhll iyl
The physical environment and the natural resources that are needed as inputs by marketers or that are
affected by marketing activities.
Gl Adadaly Bl ) ol 8 pusdd) U8 (e BALRS A DU Aprgaall 3 ) sall 5 Apalall Al

Environmental sustainability 4zl dalaiay)
Developing strategies and practices that create a world economy that the planet can support
indefinitely.

e e dal ) S S ey (o ey ialle TSl (315 1 s el y sl sl 5k
e Trends <l ¢

— Increased shortages of raw materials AV o) sl A i) 50 5
— Increased pollution &gl sal
— Increased government intervention esSall Jaxll iy
—Increased environmentally sustainable strategies L dalaiusall Claasi) yiuY) 3ol )

4. Technological Environment 4 gl siSill Ail)
Forces that create new technologies, creating new product and market opportunities.
Bsmll (A Ua iy 1haa B a5 ¢ Baas bl glas Al 5 8l
= Most dramatic force in changing the marketplace (sl juai & 4Sall jo SV 3 5dl)
= New products, opportunities Suaa a5 Cladie
= Concern for the safety of new products sl ilatiall ey alaiay)
5. Political and social environment 4elaiay) g L) dind)
Laws, government agencies, and pressure groups that influence and limit various organizations and
individuals in a given society

Opne pdine (8 Galiaall o) EY 5 cilalaiall (e andy i S Jasall Cile gana 5 dae sSall il 5 (il il
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e Legislation regulating business Jlas3 dalaiall cilay y&il)
—Increased legislation Calay il pas
— Changing government agency enforcement dpasSall AS N yuas

e Increased emphasis on ethics @AY e a8 il a0
—Socially responsible behavior "aaiaall daad" Lelaial J g gl & gl)
— Cause-related marketing "Omme G Aeddl (3 gt Aliall Db (3 gl A

6. Cultural environment 4L 4
Cultural environment Institutions and other forces that affect society’s basic values, perceptions,
preferences, and behaviors.

LS lll g il 5 ) guail) 5 aaianall Lpadl) pll e i ) 6 AN (5 sl 5 Gl sall

1. Persistence of Cultural Values 48Ul al) ) paiu)
Core beliefs and values are persistent and are passed on from parents to childrenand are reinforced by

schools, churches, businesses, and government
Ao g8l g S gl el W g JERYL D) el e el g 4000 Aplial) adll] g ol siinal)

Secondary beliefs and values are more open to change and include people’s views of themselves,
others, organization, society, nature, and the universe

2. Shifts in Secondary Cultural Values 4 g3l 4385 a8l & o gail)
v' People’s view of themselves pgeadil A il 6l
++» People vary in their emphasis on serving themselves versus serving others.
OAY) Aot Jlie ageaiil daxd e aa 38 55 b el Calisg
v' People’s view of others A G ol gl
% More “cocooning” a8 il e el
% staying home, home cooked meals Jjill 2 22 glaall Slal 5l 5 ¢ J jiall 8 21

v' People’s view of organizations <lliiall 3 (ulill i,
% Decline of loyalty toward companies S il slad oY 5l aal 5

v’ People’s view of society i) A il sl
% Patriots defend it leie @il g il o)) sean
% Reformers want to change it w3 O saladll
% Malcontents want to leave it 4S5 (5% O shaludl

v' People’s view of nature dagadal) b i) sl
% Some feel ruled by it leaSay il anll ey
% Some feel in harmony with it lexe bl andl jady
% Some seek to master it Ll ) (amd) ey

v People’s view of the universe (oS! ) (Ul 3 las

+» Renewed interest in spirituality il gl alaia Yl paas
% Developed more permanent values Al assll e 2 all y glas
< family, community, earth, faith, ethics 3aY I¢ gla¥) ¢ ¥ ¢ aainall ¢ 3 uY)

7
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Views on Responding &laiuy! Jea Bl cigag
Uncontrollable Proactive Reactive
e & sl s ¥ ki) ol
* React and « Aggressive » Watching
adapt to actions to and reacting
forces in the affect forces to forces in
environment in the the
Tl b o A1 e aSall 40 environment environment
Al B o ) e B0 L) gaal) el aY) il A Saga sl (s S8 e S g A
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Managing Marketing Information to Gain Customer Insights
sard) 579y QladSY (G gudl) Cila glaa B )0)

Marketing Information and Customer Insights s3teadl (75,9 (32 9uill) il glaa
Marketing information 4 sedll Cila glaal)
by itself has little value. The value is in the customer insights gained from the information and how
marketers use these insights to make better decisions
8 MY JISEYT 3 () 5B gusall a2din oS g e glaall (o ApntiSall e Dlandl (555 (8 Aail) (4aS5 AL Ao 4l 4313 2a
Jaadl
Big data  8_xS! <l
The huge and complex data sets generated by today’s sophisticated information generation, collection,
storage, and analysis technologies.
el il glaall s 5aT s ren g 20 61 gl L Adaasd g s 588 3 ) 8aaal) 5 dedall UL e sana
Customer insights s3al) 57,
Fresh marketing information-based understandings of customers and the marketplace that become the
basis for creating customer value, engagement, and relationships.
B 5 AS HLiall 5 e Dlanl) e BlAT Ll priat Al 5 (5 gaall 5 o Dlaall (31 guil) il slaa Ao Al saaal) Cilaalisl)
Marketing information system (MIS) (gl <ila slaa U
People and procedures dedicated to assessing information needs, developing the needed information,
and helping decision makers to use the information to generate and validate actionable customer and
market insights
Ao AN adla Baclua g ¢ A gllaal) Cila glaall saghiig ¢ il glaall (e cilabial) ol Lacadall el oYy alaiy)
Leinea (a (3inly (5 gudl 5 oanl 34l ALIS (5 5 LY il slaall plaind
Assessing Information Needs and Developing Data <l gk g 4sila glaall cilaliay) auls
Assessing Marketing Information Needs (&gl Cila glaa Cilaliia) ands
The marketing information system begins and ends with users—assessing their information needs and
then delivering information and insights that meet those needs

Gl 5 3 (550 5 il sheall apai i e sbeall (e agilaliind ayli - Cpadiioaall ga g s (3 sesll Cila slaa allas fay

Glaliay)
Developing Marketing Information (i s«ill Cila glaa g
The Marketing Information System (5: sl il glaa allis
C&é"" e plaall (asdiuay &0l s 2 Marketing managers and other information users
S ;f: 32 o= 5= Optaining customer and market insights from marketing information
S guld) ila plaal) S
r Marketing information system (sl ol slas 2l P
P s slball cilaslaadl skt Developing needed information P
Assessin . Analyzin
informatic?n Internal Marketing Marketing and xsing
needs o databases ~ | intelligence ~ | research " information
Autalall Sl as) g A sl S 2l e o
ila glaall lalial aull b plaall aladdedd g Julad
7 7
gl 3 puc) &) Marketing environment sl 4 T T o b
Target Marketing Competitors Publics Macroenvironment
markets channels Ot plaadl forces
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Internal databases 4ulaall ity o) 68
Collections of consumer and market information obtained from data sources within the company
network.

AS ) 4S8 Jaks i) las (e lgle Jgeanll & A (5 sudl 5 gl Cila slas Cile gane
information on customer characteristics, in-store and online sales transactions, and web and social
media site visits.

e ein ) Jual sl il 55 sl @l s <l 5s ¢ Ci Yl e g yaiall Jals gl E sy ¢ Jueall (ailiad ge Cilasbee
The customer service department keeps records of customer satisfaction or service problems.
Aeaall JSLia sl e Dlanll Lia ) Clasy ¢ Dlanll dedd and Ladiiagy
The accounting department provides detailed records of sales, costs, and cash flows.
i) a5 CalSl) 5 Cilapsall Alaie o Aplaall and i 5
Operations reports on production, shipments, and inventories.
RUNEPREON|PRGREE P k) G PN R
For example, insurance and financial services provider USAA uses its internal database to create an

incredibly loyal customer base
Gy ¥ < Grealiig ¢Sae 3acld LY Ada)all 43lly sacld USAA Adlal) cileadll s cpaldll a6 3 addiiy ¢ JUdl Juw e

Competitive marketing intelligence (2Ll & gedil) £1S3)
The systematic monitoring, collection, and analysis of publicly available information about consumers,
competitors, and developments in the marketing environment.

G swl) gy 3 5l 5 pndlial g (Slgiendll g sgmnl Aalial) e saall JIail ol il 81 5al

Marketing research (sl Gilas
The systematic design, collection, analysis, and reporting of data relevant to a specific marketing

situation facing an organization.
Al 4l g 3anae A8 ool Allay Alall D bl e ¢ Y dalaill 5 aeadl 5 agiall avaail

Steps The Marketing Research Process (&:g=ill g &iall las < ghad

Defining the Developing the Implementing the .
Interpreting and
problem and research plan research plan— reportin
research for collecting ’ collecting and porting
N . . . the findings
objectives information analyzing the data
Gl citaal g AlLdall waad e glaall aaat dfing Ad ok en = Sadl Al bk s EOUY g ) s
ldas i)

1. Defining the Problem and Research Objectives <l Gilaa) g A<ial) yaas

a) exploratory research Marketing research to gather preliminary information that will help define
problems and suggest hypotheses.
b il 1 55 JSLER) apand 8 acludi 1) A3 il slaall pand G guil) Canl) 1 ALESILY) Eial)
b) Descriptive research Marketing research to better describe marketing problems, situations, or
markets, such as the market potential for a product or the demographics and attitudes of
consumers.
) il (3 smdl USR] S ¢ Jumil IS0 ) g ol 88 gl gl (B guil) JSLie i g Jaf (e (gl i) i 5] iad
OpSlganall 81 a5 dISl) 2 S
c) Causal research Marketing research to test hypotheses about cause-and-effect relationships.
Aagill 5 ) AlBe J ga il 8l SLEAY & sl Cany aead) S
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2. Developing the Research Plan ¢l 4ai gt
Marketing Research Written Research Plan Includes: (b Lo 4y 5iSall dial) dad panaiid iy geal) & gad)

Sy Aliia

Caasl) Cilani Research objectives

4 glha il glaa Information needed

YIRS  How the results will help
R R R CE S management decisions

Jaal Budget

Marketing Research Developing the Research Plan sl dad gkt 3 gual) & gay
a. Secondary data Information that already exists somewhere, having been collected for another
purpose.
AT Gz oa Leaan & il ¢ Le S (8 il 30 e gl e slaall 4 gl i)
b. primary data Information collected for the specific purpose at hand.
A Jsliie 8 aaaa (il Lgran A e sleal) A 6Y) i)

Advantages Ll 3
v' Cost dalsl)
v' Speed de
v/ Could not get data otherwise <l cald GUlll Je J pasll (S ¥
Disadvantages <lulw

X Current s
X Relevant da 9
Xl Accuracy )
& Impartial dalall

Marketing Research (sl &iasl  Planning Primary Data Collection 4 s¥) <l ses Jaylads

e Research approaches Gl malia
e Contact methods Juaiyl ok
e Sampling plan Clial) 33 ddad
e Research instruments Gl @) gaf
e Research approaches Gyl malia

Observational research 4adall e daildl) &laly)
Gathering primary data by observing relevant people, actions, and situations.
Alall @y bl gall 5 e Yl s GalasY) A8 je A (e 4581 Gl pes
e Ethnographic research (2I_& s&Y) &)
A form of observational research that involves sending trained observers to watch and interact with
consumers in their “natural environments.”

Mgnnlall agilin 8 agre Jelill g CpSlgtiona) aaliad (i yde ) ya Sl ) ey Aasdldl e 238 Caad) JISET e IS

|Page3

S-RUB.com Upioaded By anonymous



CH4 — MKET130 uaili
e (pdll slua

e Survey research ((laiiny)) awall Cagl)
Gathering primary data by asking people questions about their knowledge, attitudes, preferences, and
buying behavior.
o Al S sl s ¢ agiBlanaily ¢ gl sa g ¢ ped jlas Jon palddY) e Al & b Gab e A5V UL aes

¢ Flexible de
* People can be unable or unwilling to answer LY B el e o a8 e Gl 05S Of CRa
* Gives misleading or pleasing answers daa ye ol Allias s oK
* Privacy concerns Jaa gadl) i Giglas

e Experimental research il & gadl
Gathering primary data by selecting matched groups of subjects, giving them different treatments,
controlling related factors, and checking for differences in group responses.
13 ol gall 8 aSaill ¢ Adlide Cladle agaias ¢ Cle g pall (o Ailie Cile gane Jlial 3yl g Al Y1 UL ces
Ao sanall Clilain) 3 CUAY) (e gindll 5 ¢ Alal)

Contact Methods Ju<aiy) ik
Mail, Telephone, and Personal Interviewing. dad il cBlllall g ciitgd) g 4 )
Focus group interviewing 38!l 4eleall oLl
Personal interviewing that involves inviting small groups of people to gather for a few hours with a
trained interviewer to talk about a product, service, or organization. The interviewer “focuses” the
group discussion on important issues.

daad ol amite (e Gaanill 4 Ha8 e e el auiad gaaill (W) (e 8 jpiia Cle sana B 5o el Gl dpad sl LA

aga Llmd e e ponall ABlio " 38 i AL o 5l A o gy Aaliie

Biall e sl e Biall (ha o agdll agill agdll 5 ) gual)

Telephone Personal Online
Flexibility =~ *s» | Poor sy [ 38 | Good a Excellent tes Good ==
Quantity of data . | Good s | Fair doda Excellent b« Good s
collected i ganad
C P B T . Jad .
ontrol of | I & .| Excellent J Fair g Poor sgau/dss Fair Jsda
interviewer effects
Control of sample | Fair Jsika Excellent b Good s Excellent tsa
Aall 48
Speed of data :. .| Poor sca, ] W8 | Excellent i Good e Excellent 4«
collection =ut =2
" Response rate Poor  seasr0 | Poor cga,rys Good - Good "*
Aty Jas
Cost Jancy Good Y Fair Jsda Poor g,/ g8 Excellent Jtes
Challenges <bLaaill
Expensive el ddaaly
Difficult to generalize from small group b_pa Ao gana (3 panill Qriay
Consumers not always open and honest Calia g Gpaidie Laily | sl () oSlgtiusall
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Online marketing research < iy e Gl Eilas
Collecting primary data through internet and mobile surveys, online focus groups, consumer tracking,
experiments, and online panels and brand communities.
¢ llgiuall iy ¢ i Y1 pe 58 e ganay ¢ Jlgalls i EY) e sf ) cile SUainl JA e 0590 L wen
A il Cladlal) Claaina s i JEY1 e Cla sl ¢ el

Advantages: &4l

Higher response rates el i) Yo Low cost ducadial) dalsal)
Good for hard to reach groups &) Jsasll ciay Al Cle seaall s Speed de )
For example :
#+ Internet surveys e iy eale Satal
#+ Online panels Yl e ala g
#+ Online experiments iyl el

% Online focus groups < AlY) Ao 58 ) @ile gana

% Online focus groups <Y o S il Cle saaa
Gathering a small group of people online with a trained moderator to chat about a product, service, or
organization and gain qualitative insights about consumer attitudes and behavior.
Jos e 5 g5 CiSls dunsa o) Laxd i xite o A3, i pde dass 5 e i SiY) e (alASY) (e b iia Ao sana gen

26 shary (3Sliinnall il 5o

#+ Behavioral targeting  (Sslwd) cilagiud)
Using online consumer tracking data to target advertisements and marketing offers to specific
consumers.
(aane (pSlgiial (5 sulll (a5 e 5 USle ) Calagind C Y e Sl i by Hladin
#+ Sample 4ial)
A segment of the population selected for marketing research to represent the population as a whole.
WSS Sl il 5 gl Gl LA o Sl (e dng 5

Types of Samples <liall g gl

% Probability Sample Llladiay) L
% Nonprobability Sample "Ll ase Adlaadl) Ae
Probability Sample Lllaiay) e

v Simple random sample Aaswd) 4) gdiall Ainl)
Every member of the population has a known and equal chance of selection.
DRIV (8 4 gldia 5 48 5 e Ay (Sl (e 3 8 JS]
v’ Stratified random sample 4!l 40 gdal) Lind)
The population is divided into mutually exclusive groups (such as age groups), and random samples are
drawn from each group.
A sana JS (e 4 e cilipe 38T 4y ¢ (A pead) il (Jin) 4y jas Cle gana ) painal anidy
v' Cluster (area) sample (Aikiall) ALisl) die
The population is divided into mutually exclusive groups (such as blocks), and the researcher draws a

sample of the groups to interview.
Allia o 5aY Gle sanall G e ame s Saldl sy ¢ (SIS Jie) &y jemn e gane ) ISl audkiy
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Nonprobability Sample "4dlaia¥) axe™ Lllaiadll die
= Convenience sample 4l 4ie
The researcher selects the easiest population members from which to obtain information.
e Gleglaall e Jpanll Joul) aaiaal) ol il aalll sy
* Judgment sample aSall 7354
The researcher uses his or her judgment to select population members who are good prospects for
accurate information.
A laslas e Jpmnll 2 (i ¢ saialy (il acinal 231 LAY LgeSia i AcSa Caall paiiny

» Quota sample daall e
The researcher finds and interviews a prescribed number of people in each of several categories.
Baasiall il e 48 UK 3 (el ASY) (e 13an 13ae Qi 5 Sl any

e Research instruments Gaad) <l g

In collecting primary data, marketing researchers have a choice of two main research instruments:
Ot Cfiing G O 100 Gasudl Sialy e ¢ 40590 lilal) e dic
v Questionnaires bty
v mechanical devices LSilGal) Y

v" Questionnaires <libuiuy)
The questionnaire is by far the most common instrument, whether administered in person, by phone,
by email, or on‘Iine. Questionnaire§ are very flexible—there are many ways to ask questions.
Y1 e G A 2 e sl i)l e S Uaadid o5l ya) el s ¢ dpmy an ) B s Y10V (i) ydiny
ALY 7 skl saae (5)k @l - LI L e by

v Mechanical Instruments 4SSl cNY)
Although questionnaires are the most common research instrument, researchers also use mechanical

instruments to monitor consumer behavior.
@ sl 481 ) ASlSaall i a1 gl () sediiiony Gfialll () ¢ 18 spd SV Canll 51 4 llinl) of e a2 )1 e

RUIEENON
Marketing Research Implementing the Research Plan ¢l dad 345 4 peal) Eilas
Collecting the information Gl glaall pen
Processing the information Gl slaall dallaa
Analyzing the information Gl slaall Jodas
Interpret findings il s
Draw conclusions il (adlai)
Report to management sl A 8

Analyzing and Using Marketing Information (& s«dll <laglaa aladiud g Julas
Customer relationship management (CRM) "&bl #3aad) cBSle 5 )
Managing detailed information about individual customers and carefully managing customer touch
points to maximize customer loyalty.
el oY 5 maly 31 Aliag "ol " e Slandly Jlas¥) i 3 ,13) 5 Cpmaall "ol I e Sandl U ga Aaluaiill e slaall 3 1)
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Customer Relationship Management Touchpoints s>l CBe 3 jla) Juad) Laldi

#+ Customer purchases Al il i
%+ Sales force contacts Slapall (338 YLl
%+ Service and support calls acdll 5 deadl) Gilallsa
4+ website visits Asall il )
%+ Satisfaction surveys La )l cle St
%+ Credit and payment aall 5 clay)
4+ interactions Research studies Ade s sy bl o

Marketing analytics (3!l cbdas
The analysis tools, technologies, and processes by which marketers dig out meaningful patterns in big
data to gain customer insights and gauge marketing performance.
50 Sy dadiall i) 8 (5 e I3 Talail 21 aiuly A e ) 8 sasall a5y Al Cilleadl g el 5 Jalaill @) o
d‘ﬁ“ﬂ‘ cbi u.ul:\g_j & Shanll
Information distribution <laglaall &5 43
involves entering information into databases and making it available in a time-useable manner
Consliall gl 3 galaiinn) (S 4y jay Lgtiali) 5 il 2l 58 8 e slaall JL0) ey
¢ Intranet provides information to employees and other stakeholders
o AY) aliaa) Clanal s il sl ) Gl sbea i 51 sy o
¢ Extranet provides information to key customers and suppliers
Ol (3 ) sall 5 ¢ Danll il gl i) JSY) jigie
Miaaial) JAk ASeE" ) sy 1 A3 jmall Aiadla

Other Marketing Information Considerations s AY) (& gml) Cila glra il jliic|
% Marketing Research in Small Businesses and Nonprofit Organizations
)l e Glabaiall 3 ppraall CUS Al & Gy gudl) Sisay

% International Market Research A gall (5 gual) il
% Public Policy and Ethics SMNAY 5 dalad) ddd)
= Customer privacy Jranll dva gad

*  Misuse of research findings sl &l aladiul 3ol

END OF CHAPTER 4
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consumer Markets and Buyer Behavior _idall & sl g cligiaal) (3 gl

Consumer buyer behavior SS¢ay) g idall dglu
The buying behavior of final consumers— individuals and households that buy goods and services for
personal consumption.

il NGO et g aduadl 5 iy ol sl 5 31 8V - i) CpSlgtinall ) ) & glud)
Consumer market: All the individuals and households that buy or acquire goods and services for
personal consumption.

ot DG lasd 5 b e g shany ol (s ik Gl S5 ALY ares 1 SOGELY) (3 guad)
Model of Consumer Behavior ligiual) &gl 73 gal

The Model of Buyer Behavior ¢ idall &glu 73 gal

The environment 4 Buyer’s black box Buyer responses . Adadl clilaiul l
;Jﬂ—-ﬂ- J}-‘xl igml

= e .
Marketing stimuli Other Al

g . _ a.ﬁ Buyer's characterlstlt:jm o Buying attitudes and preferencg s il 1,2
Product il Economic 4t | 5 ' Buyer’s decmldn process — ' Purchase behavior: what the’ buyer buys,
Price sl Technological ia s Akl A Rl when, where, anq how
p| S Social P ,E Juﬂm'*t..dﬂm

ace ‘-’ " ocla el Brand engagements %hd relatlonshlps

Promotion &sA Cultural Y Bl 5 iy lath el A5 Lk

Characteristics Affecting Consumer Behavior dligiuwall dglu Jo fig Al Gailadll

Factors Influencing Consumer Behavior ligiuall & gli 3 5 figall Jal gal)

1.Cultural Factors
LB Ja) gal
* Buyer’s culture 2.Social Factors
5 yial) 5 “elaiad) Jo ) |13 personal Factors
* Buyer’s subculture * Reference groups Laddd) Jal gl
g bl dpe al A3 s e e s 79 Age and life-cycle 4.Psychological Factors
* Buyer’s social class * Family alle stage ddll) ol gad)
g Juliall delin¥l 4ikall | | o Roles fa.nd status sLall 5 505 seel) dla e | | ® Motivation J-M-' Buyer
AlSall gl ¥ | [T, Occupation Lgal) e Perception gl | pda
¢ Economic situation * Learning pladl Mgual)
iVl wn ) || Beliefs and attitudes
o Lifestyle  slall ol i) gall g ) Aiinal)
¢ Personality and self
concept
1A a seda 5 dad i)
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1. Cultural Factors 4@l Ja) sall

% Buyer’s culture . ¢ St fﬁiﬂ
%+ Buyer’s subculture g Siciall &0 ) 4Bl

%+ Buyer’s social class ¢ Sdall Lo Laia) A3k
=% Buyer’s culture § idal) 48185
Culture: The set of basic values, perceptions, wants, and behaviors learned by a member of society
from family and other important institutions.
Al il sall 53 Y (e paimnall (0 38 Lgualatty ) LS sladl 5 ¢ il g ¢l guail) 5 ¢ Apnl) Al Ao sana ;ABERY
SAY

%+ Buyer’s subculture ¢ Sidiall 4 i) AB1SEY
Subculture A group of people with shared value systems based on common life experiences and
situations.

AS judiall slal) (Bl gy o ylat ) i AS jidie af dalil agaa) (ala SV e A sane 1de Al ABUERY
® Total market strategy Integrating ethnic themes and cross cultural perspectives within a brand’s
mainstream marketing, appealing to consumer similarities across subcultural segments rather than
differences.

Lea ¢ i ylavill Zadlall 2Ll 3y sl (o CHBEN yie Jail) Cilga g5 4 yall Cle guim sall o ALl (3 gaad) Al i)
LAY e Yy due [l AEE cileUadll e (pSliiad) (a adliil) as 5l Gday

For ex:

* Hispanic Sl Jual
* African American O aY) 48
e Asian Sl

e Mature consumers (saalll () Slginall

% Buyer’s social class $ ddall Lo Laiay) Aol
Social classes are society’s rélatively permanent and ordered divisions whose members share similar
values, interests, and behaviors.
LS slll 5 dlaal) 5 aill Al sllael @l jidy )5 adinall (A G 45 pall 5 dailall eV a dgslaia) Ciligall
g
e Measured as a combination of occupation, income, education, wealth, and other variables
oAl Sl ey 35l 5 aalail y Jaall 5 Aigall (e e ganeS (il

For ex: Major American Social Classes s S} 48 5a¥) Lo laial) cilishl) :Jlal) Juw o

— Upper Class L) daydall
— Middle Class ddas giall Aaudalf
— Working Class idalad) d@udall
— Lower Class Lol dadal)

2. Social Factors 4elaiay) Jal sall

e Reference groups dma ) cile gana
e Family 3y
e Roles and status Aalig
|Page2
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e Reference groups 4sa )l cle saxa

group Two or more people who interact to accomplish individual or mutual goals.
AS il o Aoy Calal gaiatl o leliny ST ol lad s ;A gasall

e Groups and Social Networks 4sliay) cilSudll g cle gaxal)

A. Membership Groups 4 sl Cle sana

* Groups with direct influence and to which a person belongs

o) el ety )5 paluall Al il Cile sanall

B. Aspirational Groups 4a gkl Cile ganall

* Groups an individual wishes to belong to Led) elaii¥) (8 0l e Al Cle sandll
C. Reference Groups 4wl Cile gana

» Groups that form a comparison or reference in forming attitudes or behavior

S slull ol gall (ST 8 Apman ol 45 jlEe JSE5 ) e ganall

e Groups and Social Networks FOR EX: 4sldiay) cilull) 5 cile ganal) Ao At
— Online social networks i Y e dclaal) i)

— Buzz marketing "ulaadl" ke 3y gud
— Social media sites dpelaay) ey Jiluy adl 5
— Virtual worlds Aol il Al ge
— Word of mouth Al dalS
— Opinion leaders el il 3a3

Word-of-mouth influence: The impact of the personal words and recommendations of trusted
friends, family, associates, and other consumers .onduying behavior.
Ssla e oAV GSleinall 5 Guniall 5 ABlall 5 gy (355 sall oA dpad ) Cilpa gill 5 LS 3l 1 g hd) AN i
&1l
Opinion leader A person within a reference group who, because of special skills, knowledge,
personality, or other characteristics, exerts social influence on others.
S dipadd 48 jlae ) Aalall 4l g s AY) e Uelaial 180 Gl dns e de sane Gann s 58 gl M) 2

Al pailas
Buzz marketing enlists opinion leaders to spread the word ANyl o) 5l 3ald Adlidal) 8y gaddl) 3) 68

Online social networks Online social communities—blogs, online social media, brand communities, and

other online forums—where people socialize or exchange information and opinions.
¢ i) e elain¥) Joal i) Bl el gaall — i Y1 e delaa) Cilasiagl cd AN e deladal) clSuil)
)Y s la laall oty i Gelaia) galail) Joal g Cus — < i1 e o AY1 cbaiidl g ¢ 4 jlail cladlall Ciladiag

e Family 3
e Family is the most important consumer-buying organization in society.

ainall 8 Gllginal o)y daliia aal a8 ¥

e Roles and status 4l jgal)
Role and status are the groups, family, clubs, and organizations to which a person belongs that can

define role and social status
GCLASAY\ c..ajl\j J}J.“ 23a% ui USA:'&J‘JUM‘ 1.67\3“‘;&3.\:1‘;3‘ uw‘igd‘jﬂ‘Jﬁyy\)QbM\‘;& au\"‘)"-\n
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3- Personal Factors 4sadd Jalse

% Age and life-cycle stage Sall 550 5 yenll Al ye
% Occupation Ligal)
++ Economic situation sLaBY) aia gl
% Lifestyle slall b
% Personality and self-concept I ggda g Apad L)
< Age and life-cycle stage BLadl 550 5 panl) Als ya

RBC Royal Band stages: (@) 'sk8ad (ha agdll JUia) 1038 Cagh Jugy ety B pead) A ja 0 Jlia

e Youth—younger than 18 18 oo J8 ol

e Getting started—18-35 35-18 daall 3 & 5 il sl ad ) jeall

e Builders—35-50 50-35 sliall 5590 48 ol & ) jeall

e Accumulators—50-60 A e lus) 4 oS I saal)

e Preservers—over 60 clbila agil o agre dalxill 4ty B0 (358 La yesl)

% Occupation ddgall
® Occupation affects the goods and services bought.by consumers.

oSl L iy ) cilanallg bl e i By

» Economic situation Galai®y) aua gl
e Economic situations include trends in: & <lalad) L0baisy) il gall Jods
— Spending sy
— Personal income sl Jaall
— Savings TN |
— Interest rates el laid

% Lifestyle sall @ gl

Lifestyle A person’s pattern of living as expressed in his or her activities, interests, and opinions.

A3l s aslebaia ) g aihaisl b aie el 2l LS addl) sha Jaas Slad) Jaal
Measures a consumer’s AlOs (activities, interests, and opinions) to capture information about a person’s
pattern of acting and interacting in the environment

Al & Jeliil 5 o a3 paddll lawi Jsn e slan o J pemall dllginall (s1,91 5 cilalia¥) s AaiVl) AIOS (s

SRI Consulting’s Values and Lifestyle (VALS) typology AS_-ill sLall Jaci g all Cayias
¢ Classifies people according to how they spend money and time
sl Jlall agflii] 488 Cua Ll sy
e Primary miotivations 43l g¥) ad) sal)

® Resources 3 gad)
e Primary motivations 4 s¥) adl sal)
v Ideals Jiall
v Achievement BN

v Self-expression <Al e il
e Resources )34l
= High resources: Innovators exhibit all primary motivations
Ll )5l e (95 Saall jelad rdlle 3 ) ga
= Low resources: Survivors do not exhibit strong primary motivation
Gg8 Ul gl Rdla oy salill jela V13 ) gal) 418
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% Personality and self-concept A a ggda g dpadll)
Personality: refers to the unique psychological characteristics that lead to consistent and lasting

responses to the consumer’s environment
Allgioaall L daily 5 dducie Cllaiad Y 5355 ) 38l i) (ailiadll ) jady duaddl)

* Brand Personality refers to the specific mix of human traits that may be attributed to a particular
brand
e 4 o Adle ) el 08 310 4 ) il (e d3aa e () i 14 o) Aadlal) Apnaiilie

— Sincerity B
— Excitement 5y
— Competence 3 leall
— Sophistication S
— Ruggedness 3 guadllfsaallfadalz])

Self-concept refers to people’s possessions that contribute to and reflect their identities
LgmsSnt 5 agily g8 8 aalost AN alaiICiSlie ) iy AN o ggda

4. psychological factors 4l Jal s=

+» Motivation Jpdant)
+» Perception Jgeatl)
¢ Learning plasl)
% Beliefs and attitudes P PRARCIN
+» Motivation Judant)

A motive is a need that is sufficiently pressing to'direct the person to seek satisfaction

L ) gl ) padil) apn il 4618 da a dale dala sa adial)
Motivation research refers to qualitative research designed to probe consumers’ hidden, subconscious
motivations

Slatoaall e | S A2 adl gall Gl aacadl) o sill Candl ) uly jabadl) iay
Abraham Maslow’s Hierarchy of Needs Sala elA\JJY Clabiadl gl Jeadudl)
e People are driven by particular needs at particular times Lma Qi) 8 Aiime Glalialy (50 e i)
¢ Human needs are arranged in a hierarchy from most pressing to least pressing
Galal) 81 ) AL Y1 (e ot o (6 25 50 5201 laliny]

actualization
il et bt needs
Self-development

and realization
10 g il gl

paidl) clatiaEsteem needs \
Self-esteem, recognitioni status
Adlall g B me) g elall add

ielday ot Social needs
Sense of belonging. love,, | oy, e

Al walis) Safety needs
Security, protection ijany gt

Physiological needs i gyl watiay

Hunger, thirst iy g st \
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<+ Perception is the process by which people select, organize, and interpret information to form a

meaningful picture of the world from three perceptual processes
g_aL.\lAQ Qmweﬂaﬂ dﬂM\JBJ}AML@J})&M}L@AM}ULAM\ L@Jﬂ;wu&u‘ Jt&;.lu.ﬂ\w\ B ﬁ‘JJ‘g‘

41,
V' Selective attention (A alaiay)
V' Selective distortion (A 4 gal)
V' Selective retention (ALY By
v' Selective attention (AAEY) alaiaY)

is the tendency for people to screen out most of the information to which they are exposed
Led s oy ) e glaall plana cona ) Gl dae 50
v’ Selective distortion (ALY 4y gaiil)
is the tendency for people to interpret information in a way that'will support what they already believe
Jadlly 4 () sia s La ae 5 A8y jlay il sheall i ) Gl Jie 2
v Selective retention (ALY BUaY)
is the tendency to remember good points made about a brand they favor-and to forget good points

about competing brands
Adliall Ay jladll Gladtall Jpa sauadl Jalaill o 5l slaiy Al 4 jaill Akal) Jsa saadh sl S ) Juad) 5

% Learning alasl)
is the changes in an individual’s behavior arising from experience and occurs through interplay of:
:Jel@ PR (e Gaat g dn i) e 283N 28l & gla 8 il jpaal) e

e Drives QIS jaall
e Stimuli Cilgaiall
e Cues Yl
¢ Responses Slladuyl
e Reinforcement Jeo=dll

% Beliefs and attitudes 28) gal) g cu)alinal)
Belief is a descriptive thought that a person has about'something based on:

¢ Knowledge 44 el
* Opinion gl
* Faith Ol

Attitude A person’s consistently favorable or unfavorable evaluations, feelings, and tendencies toward

an object or idea.
AR i ool iy A sl e 5 AplagY) Gadl) Jssa s e lia s ey ol gall

Types of Buying Decision Behavior s!&dl i & & slu g1 il

1. Complex buying behavior daall o) il & gl
2. Dissonance-reducing buying behavior DAL e a3 o il & gl
3. Habitual buying behavior RN | I W A
4. Variety-seeking buying behavior g il o g giia Al & gl
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e Aiad High involvement  Low involvement .18 wias

Complex Variety-

Significant differences buying seeking

between brands

. . behavior buying behavior
A jladll ciladal) G b A8 aleal) gl bl & gl gfsa.%sm & gl
Few differences Dissona_nce- Habitual
5 between brands buyirrtfligI l:)%lﬂgvior bl;l#;\?i%r
Ay jlanll cladlal) G AL cldiad) ) g o) ol Agles| sl )kl gt |
AU (e
1- Complex buying behavior diral) o) pld) o plus

Consumer buying behavior in situations characterized by high consumer involvement in a purchase and
significant perceived differences among brands.
ClaMall (p ALs gall) CUEYEAY) 5 o) il Llee b llginall 48 HUie £ Ui, a3l (il sall 8 llgdall 51 5l &l gLl

Aokl
Purchasers are highly motivated when: Lexis 3ady (5 idall (uandy
*Product is expensive oAl e miiall
*Product is risky bl Cagiag il
*Product is purchased infrequently plile e S miiall el il o
*Product is highly self-expressive Al e il Bad ikl
2. Dissonance-reducing buying behavior AU Ga day A ¢yl & gla

Consumer buying behavior in situations characterized by high involvement but few perceived
differences among brands.
Al el ¢y i salal) CHEERY) (e GRSy dllall A JLially pati i) ) gall b i) gal o)yl o sl

Post-purchase dissonance occurs when the consumer notices certain disadvantages of the product
purchased or hears favorable things:about a product not purchased
o35 oy al oxite Jga Aol oLl ey ol 0 5) 33 &3 G iiall dipna U sae cllgiinall Laadly Ladie dhaay o pdl) day LY

3- Habitual buying behavior iaal) o i) & gl
Consumer buying behavior in situations characterized by low consumer involvement and few significant
perceived brand differences.
Al ASlall (8 A paldl) CHSERY) A 5 gl AS JLia (aliaily et il a8l sall b dllgiaal ol &gl

4- Variety-seeking buying behavior £l ) L £ olia Al & gl
Consumer buying behavior in situations characterized by low consumer involvement but significant
perceived brand differences.

At Zadlall b i pale DAL 353 5 an (S5 lgonall AS Lka QA e 3 ) sall 8 llgial) o]y o sl

The Buyer Decision Process (s _idall )i 2 4ulas
Five stages in the buyer decision process _l_all a3 dolee & Ja) je (ued

1. Need recognition Glaliay) e o il
2. Information search Gila glaa e Eanlll
3. Evaluation of alternatives Sl as
4. Purchase decision el all )8
5. post-purchase behavior P | PSR LT
|Page?
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Need E‘% Information 5% Evaluation of % Purchase % Postpurchase
recognition search alternatives decision behavior
ALY e Byl Slaglaall e Gl Bl qud’ ' HPATR - 1adl s Lo Sglis
1. Need recognition Glaliay) e ol pdl)

The first stage of the buyer decision process, in which the consumer recognizes a problem or need.
Aals o Al o ellgiual Co ety G ¢ il )8 Al e (J Y Al )

e Internal stimuli 4alilall &) jéaal) e External stimuli 4 LAt < jaal)
2. Information search Cla gl (o Cuadl

The stage of the buyer decision process in which the consumer is motivated to search for more
information.

il gleall (e 3 3e e Gl Ll cllgiuall Ll oS Sl sidall )8 M) dlee Als e
Sources of information: <lagleall jlaa

Personal sources—family and friends cliaal s dlilall - dpaddl) jalaal)
Commercial sources—advertising, Internet cui Y g adleall - 4y jladl) jalaal)
Public sources—mass media, consumer organizations OSlgiuall Slakaia ¢ 2 Y il g - dalad) jalaal)

Experiential sources—handling, examining, using the product
Aalasinl diand 5 aiiall pa Jaladill - Ay 2l jaliaall

3. Evaluation of alternatives Jilagl) s
The stage of the buyer decision process in which the consumer uses information to evaluate alternative
brands in the choice set.

L JLERY) e pana o Al i il leSll ail) ile sladl) dllginall L ariie 3 g _idall i dlee Ala s

4. Purchase decision gl pdd) )@
is the act by the consumer to buy the most preferred brand
Secadi FSY) 4l Aadlall o) il cllgindl Jad sa
The purchase decision can be affected by: & Les )&l ) 8 il of oSa
e Attitudes of others DAY il ga
» Unexpected situational factors dadgia ye A8k Jal e

5. Post-purchase behavior g ) g La & gl
The stage of the buyer decision process in which consumers take further action after purchase, based on
their satisfaction or dissatisfaction.

el ade ol aalin ) o 2l ¢ el il amy Cile) Y e 13 e ¢ sSlgiall L 235 ) Als )
Relationship between: ¢ 48al)
e Consumer’s expectations <lgivall Cilad g * Product’s perceived performance _ swiall ziiall ¢l

The larger the gap between expectation and performance, the greater the consumer’s dissatisfaction
Algiual) sl 3 ¢ 13 g a8 gl s 8 gadll Condd) Lals
Cognitive dissonance is the discomfort caused by a post-purchase conflict
o) )3 2 e g pa (o aalill zle ) g b aall ALY
Customer satisfaction is a key to building profitable relationships with consumers—to keeping and
growing consumers and reaping their customer lifetime value

peiDland Al el a5 agisaii s (pSleinal) o Bl - Sl g day je liSe sl ~lide 58 g3l L

|Page8

S-RUB.com Upioaded By anonymous




CH5 — MKET130 paili
ma Gl slua

The Buyer Decision Process for New Products 33l cilaiiall 5 jidal) ) 2 4les
New product is a good, service, or idea that is perceived by some potential customers as new

s Ll e el elaall Glany Lall a3 S5 ol daad ol dalu sa yaadl giial)

Adoption process is the mental process an individual goes through from first learning about an
innovation to final regular use

el abitiall alaaial) ) SV e OV alell e 3l e ey 3 Adiadl Alead) a Al Ailes

Stages in the Adoption Process (Al 4xles Jal s

1. Awareness x|
2. Interest alaiay)
3. Evaluation i)
4, Trial & i)
5. Adoption i)

1. Awareness =S

is when the consumer becomes aware of the new product but lacks information
e slaall ) i 43805 apaall oeiiall Algtonall oy Laxie 58
2. Interest alaiay)
is when the consumer seeks information about the new product
Baal) =il J s Dl glaa e cllghuall Siay Ladie ga
3. Evaluation pil)
is when the consumer considers whether trying the new product makes sense
dgghia Baall sl 4 jad Gl 1Y) Lo A cllgiuall K4 Laie ga
4. Trial LEPENAL
is when the consumer tries the new product to improve his or her estimate of value
Tl o 5 (el a2l itall llgiasall Jslay Losie. oo
5. Adoption =)
is when the consumer decides to make full and regular use of the product

alatia 5 JalS (S geinall aladind ellgina) ) i Laie s

Individual Differences in Innovation J\Si¥) 8 433 jdll (34,8
Innovators: are venturesome—they try new ideas at some risk.
bl (ars pa B 1HISE G 50 g - (5 abie (g S0l

Early adopters: are opinion leaders and adopt new ideas early but cautiously
Dday ST 1 580e Basaall ISEYI (i g (510 808 aa 11 6Y) g giiiall

Early majority: are deliberate and adopt new ideas before the average person
o) (adill B saaa 1 OISE iy 18 ySaall Al Y)
Late majority: are skeptical and adopt new ideas only after the majority of people have tried it
Gl Aalle L a0 3y W) Bas 15U (i W g (4SS () 55 65 18 ALl A8

Laggards: are suspicious of changes and adopt new ideas only when they become tradition
208 et Ladie V) syaa 1S sidhy Vg <l jpuaill 8 () 5SS 10y giliiall
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i sAlazal
iLagging adopters
H 16%

100 N FOREALOR
:Late mainstream
14 : 34%
-
1875
g; T Sl Ay
b Early mainstream
2 0
13 = 3t
N
-g S & sl
L 25 Early adopters
Gl 13.5%
Innovators

2.5%

O a6 cdy Time of adoption of innovation

Influence of Product Characteristics on Rate of Adoption Al Jara o gilal) gailad il

1) Relative advantage is the degree to which aninnovation appears to be superior to existing

products
Allall cilaiiallgle Baiio Y L gay 1 da ) o Aguedl) 3 50al)

2) Compatibility is the degree to which an innovation fits the values and experiences of potential
consumers

Ol I pSgiaadl s o o JISEY) L s ) Al a8 s

3) Complexity is the degree to which the innovation is difficult to understand or use
Aot ol JISEY] agh Lo Cavay ) da )l s Aadl)

4) Divisibility is the degree to which the innovation may be tried on a limited basis
sl e Y A et lasie (S Sl Aa ol g Adjadl) AL

5) Communicability The degree to which the results of using the innovation can be observed or

described to others.
AN Lghas o) SIS aladia il daadle ladie (Say Gl Al Jaal gl e 3080

Differences can include: SUEMAY) Jadi of oSay
e Values il
e Attitudes kY
e Behaviors LS L)

The question for marketers is whether to adapt or standardize the marketing
oA gi ) (d geudl) (?ﬁU)dg,.:Sﬁga.ugulS 1) La 9& (18 puuall 77 g phaall J) el

The END OF CHAPTER 5
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Business Markets and Business Buyer Behavior ¢ il ¢ sidall & slug Jast) (&) gl

Business buyer behavior il s hidall sl
The buying behavior of organizations that buy goods and services for use in the production of other
products and services that are sold, rented, or supplied to others.
a5 sl byl ol Lean oy s ,a0 cilead 5 il 78] A Lealadind cileadll s aludl (g yis ) cllabaiall 1yl & sl
AU
Business buying process Jus¥) sl b 4l
The decision process by which business buyers determine which products and services their
organizations need to purchase and then find, evaluate, and choose among alternative suppliers and
brands.
gy Lgie anl) 5 1451 50 oyt o i 1 loaill g claiiall 50 ol (il LA (o 23mg 30 DIl 3831 e
Al 4 sl cilalall 5 sall G (e L sl

% Business Markets Jax) (3 guil

Market Structure and Demand Gllall g (3 gl JS

e Fewer but larger buyers Sh o side (K15 J8
¢ Derived demand Caidall atlall
¢ Inelastic demand Ol e llall
¢ Fluctuating demand s Y allal)
e Fewer but larger buyers ST e oSty 8

fewer but far larger buyers than the consumer marketer does. even in large business markets, a few
buyers often account for most of the purchasing.
Ol (e JilE oae Jiay L Gle ¢3Sl Jlac W) (3) sl b im Dellginal) aledy Laa S ST oS0y (o jidiall (e JBl 2
el allee eLA.A
S o el Jady Jaisall L gas (6 ¢ (piladll Slgiunall Aladl <) jUY) Goodyear g Ladie ¢ JUall Josms Ao
Gl aall delin S 55 (e Jaid JlE aae e cilidl e Jseandl e (31 gnd) adiad Jasll & b jaae oS alladl Jsa ol )
RPN
e Derived demand Gidial) llal)
Business demand that ultimately comes from (derives from) the demand for consumer goods.
A alal) e Qllall (e Giiia) e el G b 3 Jee Y1 il
336 Y) 5 A sanall 53 el 8 5ga ()5 5l Laxie Y) Corning o= Gorilla Glass zla 3 ¢ sSlgiuall (5 5id ¥ ¢ Jhall Jasw Ao
sSony s HP sDell sLenovo s Samsung s Apple die (paiia (e daala ) GLILE Gorilla ge 483 @) sell 5 a1l
Microsoft.
¢ Inelastic demand Gl s ulhal)
The total demand for many business products is not much affected by price changes, especially in the
short run.
madll gadl e dald ¢ Gl i 158 Jlee V) cilatia (e paall e llall  Jlaa) il Y
Dbl Galessl ) @y ol 130 W) 3 slal e el ol iy A3l aiian ol ) S sladl e (mlasil a5 ) s i) S e
Al e oSlgiadl Gl sy I 552 35 il dgiad)

e Fluctuating demand a5 AcY catlal)
the demand for many business goods and services tends to change more—and more quickly—than does
the demand for consumer goods and services.

ASOgin) clasall s ol e callall (e SiST- 5T e jung - usl) ) A el Gleaadl s alid) (e el e Gl Gy
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Nature of the Buying Unit &4l 3aa g dayba
Business buyers usually face more complex buying decisions than do consumer buyers. Compared with
consumer purchases, a business purchase usually involves:
Lo sale ¢ ellgioall il jifia pa 43 laally cpSlgiusall o jidiall (pe 12iad JST o)yl 5l 8 ¢y jlatll (5 idiall 4l 53 Lo s0le
ok Lo A el o) 5l dlee (pania

e More decision participants DA (8 S LDl e 3all
e More professional purchasing effort EELEN P PP FRARVEN
e More buyer and seller interaction @il g Al Jeld (e 3 jall

Beyond this, B-to-B marketers now face a new breed of higher-level, better-trained supply managers.
Therefore, companies must have well-trained marketers and salespeople to deal with these well-trained
buyers.
O g ¢ A G, Jumil s e (5 st e )5l (g e (e 1303 Sn (Y1 B-0-B (e (s sl 4nls ¢ ey e 3 53e
S el G il e Y 5a ae Jalaill Ma (50 53 Claaie 253k 5 (558 pase IS (g2l (4 S,

(" AS) e Walina 1 g a3 ciliie Ul (e dysllaa (s dBaMa 5l2) B-t0-B 5l B2B (it sdi b
B-to-B (Business to Business): marketing refers to a strategy in which businesses focus on selling goods
or services to other businesses.
L A Al Slaadll i aludl o e S A e 3858 dmt) i ) Gasmdl) jady 1(3SL5 ) AS,5) B-to-B

Types of Decisions and the Decision Process  _\_&l i) dudas g <l ) jill £ i

Business buyers usually face Gsadll (g ridall Aal g L dale
1.more complex buying decisions: Business purchases often involve large sums of money, complex
technical and economic considerations, and interactions among people at many levels of the buyer’s
organization.
¢ Baiae dyalial) o 4y i Hlie) 5 ¢ Jlall (e S ilae Ll o) 5l Gililee ot La Gl 1183 JiS) o) 8 ) 8
(Biiall A e (ge B il sise Ao palAEY) (s el

2.The business buying process also tends to be longer and more formalized: business purchases usually
call for detailed product specifications, written purchase orders, careful supplier searches, and formal
approval.
¢ il priall @il g Sale dy il o AN Cllee s hgany ST J sl 0985 o ) Wl e Y1 el 5 dulee Jaas
Aans 1) 2881 pall 5 ¢ sl o Gl Cangdly ¢ Ay S oA a5

3.in the business buying process, the buyer and seller are often much more dependent on each other

Gar) Lagudany e 13laie ) JiSH (5 jidiall 5 adlll ()5S L Wl ¢ g lall o) il dlae 8

Supplier development ™) gall daii™ 3 ) gall gt
Systematic development of networks of supplier-partners to ensure an appropriate and dependable
supply of products and materials for use in making products or reselling them to others.
e 8 LY 3l sall 5 Clatiall (e gl Slaie V) (a5 canilia dlaa) Glaral gUS pd) - (i jgal) IS agid) skl
AN Leaw sale ) o colaiidll
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<+ Business Buyer Behavior il g idall & slu

model of business buyer behavior s il g idall & glud 3] gal

o1 k) Aalile (5 Fedeall il
i The environment The buying organization Buyer responses
Marketing Other Product or
stimuli stimuli The buying center i i
(gl 2 ina gl il K e service choice
. Gasddl i meial SR
Product Economic . Cﬂd ’
e ity Supplier choice
. . =LY
Price Technological - “"'_J_“"
P o g decision Order quantities
Place Political 4 process n 4 ol s
s pbaad Delivery terms
Promotion | Cultural and times
A Lk (Interpersonal and e LR T
Competitive individual influences Service terms
i A Al g Anadll) & el il kg
. (Organizational influences) Payment s

In this model, marketing and other stimuli affect the buying organization and produce certain buyer

responses.

Within the organization, buying activity consists of two major parts:
Ot ) (il o O o) Bl ¢ 58 « dadaiall JANa
the buying center, composed of all the people involved in the buying decision.
o)l 8 Sl GalaiY mes (e Sl ¢ e Al Sy
o) il ) dglee

A.
B. the buying decision process.

The model shows that the buying center and the buying decision process are influenced by internal
organizational, interpersonal, and individual factors.as well as external environmental factors.
el el ) LY Al sl G it Ggmbil] el sally (o) A o 50l 8 ee 5 6l 50 S 5o (f gasall gy
A Al 4l
The model suggests four questions about business buyer behavior:
tg 2l o sidiall glu Jga Aindf day )i i gadll ¢ sy
Qﬁ)\;ﬂ\oj)ﬁd\&ﬁg&d\c\)ﬂ\a\)\ﬁ@u
Jlee Y el i Aglee & &)Ly (1
cpiiall e Ay cl il s L
400 )l agdl A G soadll o5 yidial) 385 s

What buying decisions do business buyers make?
Who participates in the business buying process?
What are the major influences on buyers?

How do business buyers make their buying decisions?

Major types of buying situations &) c¥ad duui i g1 53Y)

v’ Straight rebuy A business buying situation in which the buyer routinely reorders something
without modifications.
Dt (93 L ool i s3lely (i Uy (5 sihall Leab o g &y e ¢l 5 Alla il 615500 apan
v" Modified rebuy A business buying situation in which the buyer wants to modify product

specifications, prices, terms, or suppliers.
o sall s das il ol ) ol el Cilbal ga et (s idiall L ey & jla o) 58 Al Aarall £1 40 Bale)
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v" New task A business buying situation in which the buyer purchases a product or service for the
first time.
Boa JsY dand sl B (5 jiiall Ll (5 i A lat o)y Alls Baan daga
v Systems selling (or solutions selling) Buying a packaged solution to a problem from a single
seller, thus avoiding all the separate decisions involved in a complex buying situation.
s Lgle 5 sk Al Aleaiiall &l ) A aes caind il g ¢ aal s gl (e Lo A0 L a6l 5 (Jslad) g f) Aadai) 2
RRYEON 9\)&

Participants in the Business Buying Process Jus! 1 d dalas & ¢ oS Lial)
Buying center All the individuals and units that play a role in the purchase decision-making process.
sl )8 A 550 el ) Clas 5 21N saan g A0 S e
% Users Members of the buying organization who will actually use the purchased product or
service.
3l jidall daxall ol axiiall Jadlly () gaddivns (pdll 4 jidall dakial) cliaci ¢ gasilicaal)
% Influencers People in an organization’s buying center who affect the buying decision; they often
help define specifications and also provide.information for evaluating alternatives.
gy laial gall mm&xuﬁu\_ﬁ\s ¢ gyl J\)ééaojjjg&;\l\}mw@m\ ¢l yall )S)A@ua\;&‘ﬁ\ 95 sall
Sl apitl il glaa Woayl
«* Buyers People in an organization’s buying center who make an actual purchase.
Aglad o) 5 Rlee (35 ym 0ol il 3all (528Y il ¢ A S 5 b (alid) g sidkal)
+» Deciders People in an organization’s buying center who have formal or informal power to select

or approve the final suppliers.
s Oaledd) Cpa ) sall JURY dan ) e ol dnen ) ddale a0l Le Ao el i) o] S8 3S ye A (alalY) AN cilaal

pele 48 gl
++» Gatekeepers People in an organization’s buying center who control the flow of information to
others.

OiAY] ) il slaall 333 8 ) gaSaty (Al 5 A all il ) 30 S e B palaSY) (ol )

Who participates in the decision? AN A e
—Relative influence on decision by various participants S Juiial) Calide J (e 1A e o) 30
—Evaluation criteria used by various participants CS bl calite i (e Aeodinal) anill julaa
—Are there Informal participants involved in decision DIAD AT (8 (S fila Gpren ) e (S )l Gllia da

Major Influences on Business Buyers Jws¥! ¢ b o A ) ci il

sEnvironmental '
Organizational
The economy . Interpersonal .
Suop) §i by Obijectives — 2 A Individual
upply conditions dlai ) | < ““inﬂuence s il [ jandl
Teoh -‘I-wﬂ‘-h . Strategies > Aj‘ éeduc_?tlonM
echnology bl iy Expertise & 0D pOsItion A%
Bolitice/ I"-‘?”’""" Structure P PMOtwel":.’t &ls
olitics/regulation i Authority At ersonalityisa
P [ Abgud Systems ., . Preferences
Competition ALyl . Buying style ¢!
. Dynamicg,
Procedures ———
Culture and customs =
aumii.ﬁu:sl
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agd MINIIaa " 55" 38 N SN a6
its various groups of influences on business buyers— environmental, organizational, interpersonal, and

individual.
A Al g Apad il g Apandainl) g Aiad) - Jlee V) 5 jidie ol il (e ddlisal) Lgile sana

*Business buyers are heavily influenced by factors in the current and expected economic environment
and the supply of key materials
s 0 pall 20555 5 A sl Allal) ALY Rl 5 525l ol pally € IS Olae ¥ 5 ke S
Jal) 4RI 5 AaaBY) cilad gill g poulns¥) ulbal) (5 gicua (Jia
**Business buyers also are affected by technological, political, and competitive developments in the
environment, culture and customs can strongly influence business buyer reactions to the marketer’s
behavior and strategies, Organizational factors are also important.
Juail 353 e 5ady i of lalally R (o i) b Apusilil 5 Fpndnl s T 1 €0 il sl M Sl Y1 e il
Lol dage Fpardaitl) Jal gall ¢ atlintyind 5 (5 siball sl o8 (5 jlatl) (5 5l
e Economic Factors 4uibaidl Jal g
— Price ol —Service il
e Personal Factors 4uaidll Jal gall
— Emotion _eliall

Environmental Factors 4l Jal gall

— Demand for product zill e Gkl

— Cost of money Jlall Aalss

— Culture aals

e Organizational Factors 4xedaiil) Jal gal)
— Objectives <ilal  —Strategies <l syl =Structure 4sdl — Systems 4eki¥) — Procedures sl yaY!

— Economic outlook 4ualawy) s yaill

— Supply of Materials 3l sall & ) 53
— Politicshautudl

—Technology L s 55
— Competition 4wdlic

e Interpersonal Factors 4uaidll Jal gal)

— Influence &kl — Expertise s _»all — Authority 4halu) — Dynamics Sl
¢ Individual Factors 480 Jal gl

— Motives @il —Perceptions <l)s<ill  — Preferences Szl —Age ol
—Income Jaal - Education mldll  — Attitude toward risk 3_hlaall (e gall

***The business buyer must watch these factors, determine how they will affect the buyer, and try to

turn these challenges into opportunities.
oad G cbaadll oda @jﬁﬁj&}@ﬁ“\é&&ﬂh%@iéﬁ&}&\ﬂ\ b&ﬁ\f@)\éﬂ\ ‘55)114!\‘_;;‘_;;.1

The Business Buyer Decision Process ¢l ¢ sidull ) 8 4l

Al Jo il el Al s i wlisal ga S OF gl
Problem General need Product Supplier
recognition description specification search

Proposal Supplier Order-routine Performance
solicitation selection specification review
Gl LS
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1. Problem recognition Al o Ci i)
The first stage of the business buying process in which someone in the company recognizes a
problem or need that can be met by acquiring a good or a service.
Jpanll P (e Leinli (o dala o A e 38580 4 L gadd b caaty 0 Jlee Y ol il dilee o0 (YY) Als )
) ) ek g dalu Jle
e Internal stimuli 4da)al) <) jiaal)
— Need for new product or production equipment zl) Clase s s it ) dalall
e External stimuli (> & jisa
—Idea from a trade show or advertising cSe) s 53 (= yee (e 5,88
2. General need description dalad) dalal) cinay
The stage in the business buying process in which a buyer describes the general characteristics
and quantity of a needed item.

astlaall eaiall Zual) 5 Aalad) (ailiadll (g jidalhlesd Caomy il &y jladl) ol Ailee 8 Als yal)

3. Product specification i) cliial g
The stage of the business buying process in which the buying organization decides on and
specifies the best technical product characteristics for a needed item.
sthaa peaiad lanaas s i) i) ailiad Juadl Ay jidiall s sall e 8 3l Jlee V) ¢ 8 dlae Ala 5
Value analysis is an approach to cost reduction where components are studied to determine if they
can be redesigned, standardized, or made with less.costly methods of production.
Al Lgmpial ol s 65 5l Lpaana sale ) Sy il 13) La aat) <l oSall Al oy G 48K (282 g5 s Aagl) Julas
Al J8) 2l 5k

4. Supplier search s 5 Cadl

The stage of the business buying process in which the buyer tries to find the best vendors
Gl il e ) giall (5 i) Jslag s 4y lail) o) 80 dlee Al e

5. Proposal solicitation was gkl
The stage of the business buying process in which the buyer invites qualified suppliers to submit
proposals

e 5 oo il Gald sl (3 ) sall (5 yidiall L sy (Al 4 ladll o) )l dplee Al e

6. Supplier selection Cdgall JLad)
The stage of the business buying process in which the buyer reviews proposals and selects a
supplier or suppliers.

) sall sl 3 sall LR 5 (g pall daa e (g ikl o sl Cua Ay el o) 5 Dlee Al

7. Order-routine specification (g aladl) ciliual ga
The stage of the business buying process in which the buyer writes the final order with the
chosen supplier(s), listing the technical specifications, quantity needed, expected time of
delivery, return policies, and warranties.
Al 5 Al bl sall 3y g ¢ U] (02 5all) 3 ) sall ae Slgill callall (g il L iy ) Jlae Y1 o)y Al sy
lilacall s g la Y il s aluiill o giall 8 1 5 4 sl

8. Performance review 1Y) daa)
The stage of the business buying process in which the buyer assesses the performance of the
supplier and decides to continue, modify, or drop the arrangement.
Al 5f Aot ol i 8 ) i) iy 3 sall el oty (5 il g o A et 615 e Ay
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Engaging Business Buyers with Digital and Social Marketing
Sl g a8l Gl A Cpladll cp adiall ) )
A. E-Procurement and Online Purchasing < iyl e o y&ll g 459 fisly) cily sidiall

E-procurement Purchasing through electronic connections between buyers and sellers—usually online.
Y e ale - cpatlll g o idall (A g ASIYT VLAY DA (g o) 1 (A g SN ¢ il

Companies can do e-procurement in any of several ways.
Bagaa) (@bl (e (ol A g SN iy dially ALY S Hal) (S
1. They can conduct reverse auctions, in which they put their purchasing requests online and
invite suppliers to bid for the business.
Glelac a3 ) gall 35005 i Y1 pe agn daldl) ol Al Gllla aia g () 90 5 Cun ¢ e S Ja o) ja) agiSa
e
2. they can engage in online trading exchanges, through which companies work collectively to
facilitate the trading process.
310 Al Jagndl) o Lan (R S A0 LIS (n G 5 ¢ ) e o S Jobl) Slblee 5 4SS peiay
3. Companies can conduct e-procurement by setting up their own company buying sites.
AS a0l Aalal) Al glse oLl ONA el s SSIY) elpdl o) ja) Sl oK
i ¢ sl sl gy ol il ilalind A s 38 ) G a5 U po (<l S ) i A 58) i ¢ Sl Jas e
Gl i L il e
4. companies can create extranet links with key suppliers.
st 0 sall g i) 1) Loyl 5 5 o) IS A0 (S
o Advantages <A xe o 5l A g ASY) iy el cibylan)

— Access to new suppliers i () sa (Al Jsasl)
— Lowers costs Aalsil) miay
— Speeds order processing and delivery <Ulhll alid s heat Gle ju
— Enhances information sharing Glaglaall JAS ) jaa
— Improves sales Gilaall sy
— Facilitates service and support acall g deadl) Jeuw

e Disadvantages <bulud)
— Erodes relationships as buyers search for new suppliers 2 () se oo Gy iiall Gy dua ALl JSB

B. Business-to-Business Digital and Social Media Marketing
S ) G Sl Jual gl Jil g ‘;A§J3\ (G gal)

B-to-B digital and social media marketing Using digital and social media marketing approaches to
engage business custemers and/manage customer relationships anywhere, anytime.
Slaadl LY e Ly A I ) e 5 el i 225l BB (o A Laia ¥ g A ) Jailea gl e (3 el
iyl Gy S ol e Dlaal) ClBle 55l 5 G il

Institutional and Government Markets 4 sSall § A sal) 3 s

Institutional markets Schools, hospitals, nursing homes, prisons, and other institutions that provide
goods and services to people in their care
i cleadll s adad) i 3 5 AY) Gl sall 5 ¢ sl 5 sl Al 5 ) 505 Cliiiosall 5 G ylaal) Lpwcasall (3) gl
‘ Lile ) G
— Characteristics <lwall = [ow budgets 4=éiic &bl e = Captive patrons oY) éle
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Government markets Governmental units—federal, state, and local—that purchase or rent goods and
services for carrying out the main functions of government.
s gl) sl leaall g abodl e ol (5 i A - Adaall g ALY U Aaglil) 5 A0 5l - G Sl ilan o)) Aga gSad) () g

Ao Sl Tt )
— Non-economic factors considered  4ba®Y) e Jal sall sle) ya
= Minority firms Y1 Gl Hd
» Depressed firms A oSiall syl
= Small businesses b prall SIS A

THE END OF CHAPTER 6
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Customer Value-Driven Marketing Strategy: Creating Value for Target Customers
Crdaginnal) (L3 Aad (BIA 1) 9331 Ay AS gdaa (G g Al

Market segmentation (3l asedi [ 43335
Dividing a market into distinct groups of buyers who have different needs, characteristics, or behaviors
and who might require separate marketing strategies or mixes.
S Osaling 8 0l 5 Al S sl Gt Sf Cilalial agadd ) (el (a8 Spen e sana ) sl
e o) Aliatia Ak g Gl i
Market targeting (o) cilagind
Evaluating each market segment’s attractiveness and selecting one or more segments to serve.
Aeaall ST ol san g dag pd il g (3 sed) lelal e g a8 S dnila anis

Differentiation _slaill / Jualidl)
Actually, differentiating the market offering to create superior customer value
£ laall A8 e GBI 3andl (g se i ¢ @Bl 3

positioning Sl
Arranging for a market offering to occupy a clear, distinctive, and desirable place relative to competing
products in the minds of target consumers.

Ostaginall CpSlginsall sl 8 dudliall Cilacially 45 e 48 s e s Jaaa s gl 5 (IS Sl (§ gl a5 el i i

Designing a Customer-Driven Marketing Strategy ¢l 4asid &) guddl) daasil jic) aranal

Select customers to serve

Decide on a value proposition
deaddll Sl ) 2o q_u‘P P

N A L
Differentiation =\
Differentiate the market offering
to create superior customer value
e ! AR08 Lo | o

i »3 Segmentation
Divide the total market into
smaller segments . Create value
25 Lo for targeted
customers

Positioning S,
Position the market offering in
the mln‘j of targdt custﬁmers N

Targeting <lagaay
Select the segment or

segments to enter
€9 Al el 3

Market segmentation (3! asedi [ 43325

+ Segmenting Consumer Markets A (3) gt A Jas

+ Segmenting Business Markets Jead (§) gl A Ja

+ Segmenting International Markets A gal) (51 gma) A

#+ Requirements for Effective Segmentation Jadl) aseadll) cilllaia
% Segmenting Consumer Markets A (5) gt A Jas

Segmentation Variable 42l & 3% Examples ALl

Geographic Al Nations, regions, states, counties, cities, neighborhoods, population density (urban,
suburban, rural), climate

. Flal ¢ (Al ¢ al gl ¢ 4 panll) AUl GG ¢ lal) ¢ paal) ¢ Claaliall ¢ Y G ¢ shlid) ¢
Demographic  4xilsud) Age, life-cycle stage, gender, income, occupation, education, religion, ethnicity, generatic
d,);l\cd)ﬂ\cQ,}J.“c(a...\.".mcM\cd&ﬂ\cuﬂ#\cﬁbﬂ‘B);d&.\;ycj
e[ S SRS | ifestyle, personality dsasdll g sbal) la

Behavioral 4 gl Occasions, benefits, user status, usage rate, loyalty status
Nl Al e‘di:\.u\}“ Jaza ¢ ‘adil.uﬂ Al ¢ a1l ¢ aluul
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v geographic segmentation Dividing a market into different geographical units, such as nations,
states, regions, counties, cities, or even neighborhoods.

Slal) Jia gl ) s cladaliall i shlid) o LY ) sl Jsall Jie ¢ dilide 4l jaa Clas g (5 sull arni (A1 jad) asdil)

v age and life-cycle segmentation Dividing a market into different age and life-cycle groups.
CAdliaa a5 905 A e Cile gana ) (5 gl il Blal) 3939 panl) Adjad

v/ gender segmentation Dividing a market into different segments based on gender.

ol Gl e ddlin w0 38 ) (5 gl a1 puind) apeds

v income segmentation Dividing a market into different income segments
dalise Jao clelas ) 5 gadlianne Jaal PRy A%

v psychographic segmentation Dividing a market into different segments based on lifestyle or
personality characteristics.

Apaddll gaillad ol shall Jaai e 2Ly ddlig el ) (3 sud) anii;(aalianall aadil) Jadadil) 48) o o) 43 3l

v Behavioral segmentation Dividing a market into segments based on consumer knowledge,
attitudes, uses of a product, or responses to a product.
Lo e Gl ol piiall Claladin) ol 4 se ol Sllgioall 48 jra o Blaz) jd ) (6 sadl ands 438 glud) 4 5o

v' Occasion segmentation Dividing the market into segments according to occasions when buyers get
the idea to buy, actually make their purchase, or use the purchased item.
ladial o ¢ Uled o) 8l o ¢ ol il s S8 e s yidiall L Jaany il liliall U 5 23l 55 ) (3 gl mpnall - Apaalial) A s
a}\).& (aj Lﬁ'ﬂ\ ).ua.uj\

v'  Benefit segmentation Dividing the market into segments according to the different benefits that
consumers seek from the product.

el (e sSlgional) L) msy A ) ) ) 88 g e Ul 1) (3 gaal) manss ) g1/ adlial) 4 303

v User Status Markets can be segmented into non-users, ex-users, potential users, first-time users,
and regular users of a product.
) Cpeaiivealy Cpiladl Gperdiul iGreatindl e ) aadivd) Al (31 susl andi Sy addisadf Alla
el palitiall Cpeddid) 3 e JsY
Marketers want to rein-force and retain regular users, attract targeted nonusers, and reinvigorate
relationships with ex-users.
cau\&).aj\.k:\ﬁuﬁj ¢ Omagiliaall Cpandiiall e dage *LU’.’\AY\}U&M\ Cpeddioall CLA;C\_\SuﬁM\ AYRY
Ol readiill

&\"},\\}&'}

v' Usage Rate Markets can also be segmented into light, medium, and heavy product users.
AED 5 o il 5 Aa8al) Clatiall eddive ) 3 s ani Ul (S aladiad) Jana

v’ loyalty Status A market can also be segmented by consumer loyalty.
gl oY 5 a5 gudl i Uiyl Sy oY o) Ala
Consumers can be loyal to brands, stores, and companies

S al y alidl g Ay el claMall fpalie ¢ Slatual) ¢S o (Sa

+ Segmenting Business Markets Jaadl (5 gl A o5
Consumer and business marketers use many of the same variables to segment their markets.

o) paal anndill Ll psiall (ga 3l ) sSlgiusall 5 g ol () 8 gusall paiiony
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Business buyers can be segmented geographically, demographically (industry, company size), or by
benefits sought, user status, usage rate, and loyalty status.
Janas ¢ padinall Ala 5 ¢ 4 slhaall 30 8l) avn 5l ¢ (A0 aaa ¢ dslivall) Uil e san sl Gl jaa Jae Y (5 sidia pandi ¢ Say
_cY)S\ "ULAJ ¢ e\:';fm‘}f\
Yet business marketers also use some additional variables, such as customer operating characteristics,
purchasing approaches, situational factors, and personal characteristic
Jalgallg ¢ o1l a5 ¢ Jpard) Jiiats (bt Jia ¢ ALY ) il il Giang Wil (g0 Jonil) () 8 gl s ¢ Al g
duaddl) Gailadl) g ¢ 4

+#+ Segmenting International Markets A g2l (3) gmall) A S
Companies can segment international markets using one or a combination of several variables.
Baaaiall ol yiall (g de gama gl an) 5 alatinly A0 5l (51 pas) el S LN (S
Segmenting international markets based on geographic, economic, political, cultural, and.other factors
presumes that segments should consist of clusters of countries.
Ga 0 Of g el o (s AT Jal e 5 A8 5 Ao s bl 5 281 e Jalie il e dall (3ol annii (ia iy
O (e Cile gana

intermarket (cross-market) segmentation Forming segments of consumers who have similar needs and
buying behaviors even though they are located in different countries.

O ot ) e A el LS sl g clalind aeal 8l Sl e w05 LS (Gsmad) 1) (Blomad) e A
ddlide glaly (8 b sa

+ Requirements for Effective Segmentation Jladl) aseadil) cilyllaia

* Measurable The size, purchasing power, and profiles of the segments can be measured.
| e Ul el 5 i 0 5 gl 5 pmall (S Sy ubll JiB
¢ Accessible The market segments can be effectively reached and served.
Jlad U< Lpapai y (3 pudl el ) gum ol Sy Jguaashl ¢S
¢ Substantial The market segments are large or profitable enough to serve.
il S ey da e 5l 5508 (3 gual) el (g 050
A segment should be the largest possible homogeneous group worth pursuing with a tailored marketing
program.
pasaia Bapud gl aladinly Aaliall (Gaiud AiSas duilaic de sana 81 Aag plll (5685 (o oy
It would not pay, for example, for an automobile manufacturer to develop cars especially for people
whose height is greater than seven feet.

18 A e ageldil 30 (ull) GAlaiI Aald il i shai ) il 4S50 aall e (0580 G ¢ JUa a0
¢ Differentiable The segments are conceptually distinguishable and respond differently to different
marketing mix elements and programs.

ASHR A & guiil g jall el yrs yealind Calide (S Cumind s Apamliall Lalil) (he il Ll paai (Sa Jualiall S8
For example, if men and women respond similarly to marketing efforts for soft drinks, they do not
constitute separate segments.
m?\yd,&s@\zwmmw\ g pdiall (8 gt 3 gead Jilea J50 cluall g Jla I sl 13) dlﬁd\d,gu‘_;s
e Actionable. Effective programs can be designed for attracting and serving the segments.
_@\)ﬂ\ hh;u&ﬁm@\}ﬁ@u&ghh&
For example, although one small airline identified seven market segments, its staff was too small to
develop separate marketing programs for each segment.
O e ol 1538 Ll sa 0 W) ¢ (5 saall 8 Cle Ul aus oo b i () ek S8 0 e a2 1) e ¢ JE) S e
gl JS) Aladia 3y susi el 2 15 shay
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2. Market targeting (sl Cilaginl

« Evaluating Market Segments Goad) o Ul 0y
~ Selecting Target Market Segments dBagiuall (§geal) ) pdi yyans
«5 Evaluating Market Segments Ggd) o Uad 4l

In evaluating different market segments, a firm must look at three factors:
‘el TN Ll A58 e Cony ¢ Al (§ guad) e Und oy vie

1.segment size and growth o gaig gladll aan
2. segment structural attractiveness 4l dakadl) dpila
3. company objectives and resources. W) ga 9 4 i) cilaai
1.segment size and growth s gaig plhil) aan

company wants to select segments that have the right size and growth characteristics.
Al salll g aaal) ailad Led Al gl pdl) yaa 48 Al & 5
But “right size and growth” is a relative matter. Ao A" gailly i all anall” (&1
» The largest, fastest-growing segments are not always the most attractive ones for every company.
AS 0 Apdla SV il ) 5aig 3l g SV e Uadl)
% Such companies may target segments that are smaller and less attractive, in an absolute sense, but
that are potentially more profitable for them
el il ) S0 55 of i) (0 (05 ¢ Bllaaliginally Bl U1 5 sl el S 5 0l e g 8
2. segment structural attractiveness Al dakadl) Al
The company also needs to examine major structural factors that affect long-run segment
attractiveness.

X3

S

0’0

&

sl saall e g Wil Aila e i A A 1) 2lSgl) ol pall () Uil S 500 s
a segment is less attractive if it 13 4wy JoI Aaudll) o o<
v ifit already contains many strong and aggressive competitors
Ol gadl g £l gBY) Gaedliall (e 2aed) o Jadlly (5 siad cailS 13)
v’ if it is easy for new entrants to come into the segment.
gl 13a ) Jsaall aaad) galalal e Jeadl e IS 13
v the existence of many actual ar potential substitute products may limit prices and the profits that
can be earned in a_segment.
22 aal drlesa B8 A AUHYT s ) s ) Alaiaall i dladl) Aad) claiiall (pe apaed) 2 sa s g2 38 Ledic
v the relative power of buyers also affects segment attractiveness
il il (e Ul 0y il el 580 i
v if it contains powerful suppliers that can control prices or reduce the quality or quantity of
ordered goods and services.

Agsthall Claxadls alud) 4paS ol 335 QW5 5l Jlanl) 8 oSaill agiSay slugdl cpagga o (s sing OIS 1)

3. company objectives and resources. L) e g A8 pl) il
the company must consider its own objectives and resources. L)) ga g Ledlaal Ble) ja 48 HAN e ang
«5 Selecting Target Market Segments Adagriaall (3 guad) il pd dyans

Target market A set of buyers who share common needs or characteristics that a company decides to
serve.

Lgiead AS ) ) 8 AS jide (ailiad f claliial 8 06 iy o jidadl (e de sane - Ciaghaall (§ guad)
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Undifferentiated Marketing
Differentiated Marketing
Concentrated Marketing
Micromarketing

Choosing a Targeting Strategy

Socially Responsible Target Marketing

$ 4646444

il e (3 geal

A (3 gl

AN (B gl

) (g guadl

i) il i) LA

Lo i) Jg'paaal) Ciagrlonall Gy el

(L) Slatall e g gl \

Undifferentiated Differentiated Concentrated Micromarketing
(mass) marketin (segmented) : (niche) (local or individual
9 marketing marketing marketing)
(1 3) e (& g (omadiall) 35 el (5 el (oAl 5 ) (&5 pudll) el (85 sl
Targeting 1= gy e e Targeting
broadly g s = harrowly

6 Undifferentiated Marketing(mass) (Jaleadl) Solatiall & (3 geudl)
A market-coverage strategy in which a firm decides to ignore market segment differences and go after

the whole market with one offer.
Aal g s JalSIL (3 gaall Anlia g (3 sudl CileUad 8 A Jalas A8 5al ) 8 Cua (3 guall Adadd Lyl i)

~5 Differentiated Marketing(segmented) (152l Salaiall (8 e
A market-coverage strategy in which a firm targets several market segments and designs separate offers

for each.

« Concentrated (niche) Marketing (wamadiall) 38 al) (83 gl
A market-coverage strategy in which a firm goes after a large share of one or a few segments or niches.
Gl e Uasl) pe Jali sae ol ¢ da e 5 pS duan o) g RS AN and Cua (3 guad) Audard duail i)

6 Micromarketing Jadl 8 gudl)
Tailoring products and marketing programs to the needs and wants of specific individuals and local
customer segments; it includes local marketing and individual marketing.
i smitl) g Anal) (83 paail) Jadiy ¢ ol ¢Slaall il 5 s e 2 A e 5 Calalia 5 G puil) zal 5 Cilaiial) apans
,éaﬂ\
local marketing el (& gl
Tailoring brands and marketing to the needs and wants of local customer segments—cities,

neighborhoods, and even specific stores.
sl )Atul\ o) c\-:)é“yb u_\«d\ - u#\l;d\ & Sazll G:I\J.CL AL\L:\'QJ} Glaliay @} d:‘)"‘ﬂ‘J :\.:\Jt.aﬂ\ SlaSadl e:\.ma:\

individual marketing “Wg2udli@ sl
Tailoring products and marketing programs to the needs and preferences of individual customers.
A1 ¢ Seall dlaii 5 claliiny g 3y suaill el a5 Claiiall aranai

«6 Choosing a Targeting Strategy gy Aa) yia) IR
Companies need to consider many factors when choosing a market-targeting strategy.
GBsdl Calagid Lagil jind sl die Jal gall e dpaadl sle) e ) S 0 pliad
:\S)JJ\ JJ\)A
el i A o
ziiall 3l 3 g0 Al ja

1. the company’s resources .
2. the degree of product variability.
3. The product’s life-cycle stage
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4. market variability. Bmd) S
5. competitors’ marketing strategies Crmliall (3 gt i) il
~ Socially Responsible Target Marketing Lelaia) Jglmal) Cisgioal) (g gudl)

% Smart targeting helps companies become more efficient and effective by focusing on the
segments that they can satisfy best and most profitably.
bl JS L 53 () Sy G gl ) e 58 5 DA (e Allad 5 50U ST it o e lS il SA Calagin) ac Ly
Agmy, siSiy
+» Targeting also benefits consumers—companies serve specific groups of @ensumers with offers
carefully tailored to their needs.
PeNENEEN ol Aol daaiaa i gy aSletisal) (e 30380 Cile gana PREN IS Halld o Sl Calog i) sy LS
< However, target marketing sometimes generates controversy and concern.
By Jondl 250 LAY (a8 Chogiital el o ¢ ll3 s
** The biggest issues usually involve the targeting of vulnerable or disadvantaged consumers with
controversial or potentially harmful products.
Boa oS a8 Jaall 3 e Cilaiiay (e gyl i climall (€l Calaginl Sale KL ST e

(3. + 4.) Differentiation& positioning JS_aill 5 jilalll [ Jualdsl)
product position the way a product is defined by consumers on important attributes—the place it
occupies in consumers’ minds relative to competing products.
OSlgiosal) a3l i aling (s (Sl - Aage ilaws e 2l (pSlgionall U8 peiiall iy ya3 Ly iy 3 A Ll geial) 38 a5
Andliall clamiall ) dpally
% Positioning Maps il Al S i
+#+ Choosing a Differentiation and Positioning Strategy JSaill g alail) dadi) il LAY
4 Communicating and Delivering the Chosen Position _tiiall ci gal) Juagig Jual 53l

% Positioning Maps kil Al S jai
marketers often prepare perceptual positioning maps that show consumer perceptions of their brands
versus those of competing products on important buying dimensions.
Aalal) elli Jilie 4y il agiledlal ¢pSlghuall ol ) sumi jedad Al 481 a1 a8l sal) ypaas Jaih ja dacly ¢ 58 guuall a8 L Glle
Aaga o) 15 dlal Sle dudliall calaiially
105

95 o Cadillac Escalade
@ Infiniti QX
85 Lexus LX570
Lincoln Navigator
@ Toyota Land Cruiser
s o Land Rover Range Rover

65

Price »~
. ita (thousands of $)

55

M

45

Luxury #% Performance
Lald ] (s sazy [ 4a s Orientation

map for the U.S. large luxury SUV market
sasiall LY 6l (83 sl 3 AL e bl adal) &l jlis (3 gud 3oy 4
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The position of each circle on the map indicates the brand’s perceived positioning on two dimensions:

price and orientation (luxury versus performance).
_(G‘J‘Y‘ dg&d 2-:%&)”) a@\’b M‘ NEIRLE bjr' J}AA-\AM MJL;E]\ Ladlal) 6;4).4 QJJ &J)L“ Gjt- 3)3\.3 JS CAA}A ):LCBJ

The size of each circle indicates the brand’s relative market share.
Gsmal) g A el Aadlall dppaail) dmad) )50 OS ans iy

5 50 el aRTuY) Badwie Analy ) 6 o Alina sl €13 5 jlaus Ll e (3 paall 8 5230 1) AdlSa) LS ) £ Dlaadl ki
Al 3 il slaf Mol iy ey ¢ Ll iy ¢ Al il 3l Lad / wllSa) qiny iy oY1 5 ARl ()l 58 e 5Al
D058 XY 5 Shs) g g o ¢ Gl e (il e allSu) (Ble) A5 e sl 3kl e i il s L (gl aas o
oo sl Gkl e elaY) @ 5 gHall ae daald ) e

#+ Choosing a Differentiation and Positioning Strategy ISl Splall) Al i) LS
++ Identifying Possible Value Differences and Competitive Advantages
andl L)l 5 2l 8 ALt CIEYERY) ypaa

% Choosing the Right Competitive Advantages daaaall dpdlall Ul el s
% Selecting an Overall Positioning Strategy ALl a8 sall 2pan3 dpayd] il gl
% Developing a Positioning Statement @l sall paat Ly sk

% ldentifying Possible Value Differences and Competitive Advantages
A ul) U el 5 el 8 Alainal) CUEERY) ay0a
Competitive advantage an advantage over competitors gained by offering greater customer value either
by having lower prices or providing more benefits that justify higher prices
o5 gl 81 Sl e gl (3 5k e Lal 0l 30 SH e s DA (hn LalaS) iy Cppsliall e 8 00 ogudll 3 3pal
Dl gl A L el (e al
A firm can create differentiation on: & jilai slud) 48 Jall (e

<> Product giall
< Services Gleadl)
<> Channels <l gidl)
< People sl
< Image b ) guall
% Choosing the Right Competitive Advantages dapaall dpudlall Ul el s

<> Important The difference delivers a highly valued benefit to target buyers.

Oagianall (p idiall el Alle 3308 G3all a3y Al
Distinctive Competitors do not offer the difference, or the company can offer it in a more
distinctive way.

<>

e ) 3yl 408 O A0 (S ol ¢ A 05 maall ¢ pmslial 2y Y 5 pan
Superior The difference is superior to other ways that customers might obtain the same benefit.
) i e e Dlea) L Jumny 8 3l (g a1 5okl e CaDEAY) (3 s 1§ g
Communicable The difference is communicable and visible to buyers.
O idall jals s aea (3al JAIN S4B
Preemptive Competitors cannot easily copy the difference.
A gy A g Gpaadliall (San Y 1 Al
Affordable Buyers can afford to pay for the difference.
G 5 3 o iall (S 1l sk ARSI guasa
Profitable The company can introduce the difference profitably.
Zeoe S0y (3 Al auass A AN (S g 0

R T e
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% Selecting an Overall Positioning Strategy ALalall 38 pail) dant Ao yiu) USR]
Value proposition The full positioning of a brand—the full mix of benefits on which it is positioned.
lele Loman s w1 505l (pe JalS g Sall = il eSlall JalS a5l Aagll) (2 8
- Price

These are winning %>More Th;e'jgn‘-:g Less sz

value propositions. .
; More More More
5 Al Aadlll wila k!
A R sa B AR ore for for the for
L all more same less
gl 2 el ic
7
=
=
2 The same
3 piptl)
3
E]
Fi Less
These are losing .

value propositions.

bl Aall cilal 261 o ada

More-for-more positioning involves providing the most upscale product or service and charging a higher

price to cover the higher costs
Aai pall oISl Aglaal el pes (2585 U85 V) Ladil) ol glial) b g 58l dpand ey 1 jal) Jilia 3 al)

More for the Same A company can attack a competitor’s value proposition by positioning its brand as

offering more for the same price
el (i 3y 3l 2085 Ll e 4 jlaill giaDle i s S udlial) daf (1 jo daalge AS Jill (S o LAl (udl (8 3 )

The Same for Less Offering the same for lessican be ajpowerful value proposition—everyone likes a

good deal.
sl ciliioall iy aganlls B el 8 WEGe 1 e ¢ 80 Gudi it 050 of (S JB1 Jilla gl (i

Less for Much Less A market almost always exists for products that offer less and therefore cost less.
(8l Lgaalss Nl g J8f s ) claiiall Uy 5 LR (3 g 2 0 i€y JB1 SR B

More for Less Of course, the winning value proposition would be to offer more for less.
A i 3y 3l i g Al Al s () oS qlally S i)

% Developing a Positioning Statement SSoadll Gl sk

positioning statement A statement that summarizes company or brand positioning using this form: To
(target segment and need) our (brand) is (concept) that (point of difference).
(il Alall) (Rinlall 5 Aingiosall Ainy H201) ) o3 puill 130 oty Ty nill Adlal) 5 S 1) gy il (S 5a s
(DAY A (a siall) o Ly Lalal)
Note that the positioning statement first states the product’s membership in a category (digital content
management application) and then shows its point of difference from other members of the category
(easily capture moments and ideas and remember them later).
eline Y1 o 4Bl Al jelih o (bl (s simall 5 513) (aset) 58 3 ceiiall Ay pume N Yl iy el a3l of B
(8 la SNy HSEY) g cllanll) Jalill A gy liSay) 2dll b o AV
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4+ Communicating and Delivering the Chosen Position _tidall cid gall Juagig Jual sil)
Once it has chosen a position, the company must take strong steps to deliver and communicate the
desired position to its target consumers. All the company’s marketing mix efforts
must support the positioning strategy.
o i Coaginnall (pSgianal) N Ll s sl Al Sl oyl 3, 8 ) gha 3831 4S80 e Cony ¢ il gl B30 3 e
&8 sal 303 La i) i) AS 58N &y el gm ) 3 5en ren pe

End OF CHAPTER 9
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Developing New Products and Managing the Product Life Cycle
Gl 5L 5990 5 1) 9 sbta Cilaiiae yphi
New product development L giia gl
The development of original products, product improvements, product modifications, and new brands
through the firm’s own product development efforts.
Lalall cilaiiall sk 3 gea VA (e Baaal) Ay jlall cleadlall 5 culaiiall Cdhant 5 ilaiiall Ciliad s dalay) colaiidl ol
Al

The New Product Development Process il gilall y ghii dyles

+ Idea generation 8 Al g
+ Idea screening 3_Sill jand
+ Concept development and testing LIRS g aggdall g ghat
#* Marketing strategy development G sl) L) i) g ghati
+ Business analysis Jlas ¥ Jalas
#+ Product development Fikall g ghai
+ Test marketing G sel) &l L)
4+ Commercialization G gaid)
+ ldea generation ) At g

Idea generation the systematic search for new product ideas.
saaall clatidl HISE e agiall Canll ISEY) ad

v' Internal Idea Source Q130 5 S8l jaaa

v’ External Idea Sources L Al 5 sill jaaa

v' Crowdsourcing =laall Bgatl)

v Internal Idea Source aglaal) 5 il jaaa

v' External Idea Sources L A 5 Sill juaa _
«5 distributors and suppliers can contribute ideas WAL daalisall (o sall 5 (e 5 sall Sy
«6 Competitors are another important source. Al age Jdas § sudliall

«% Perhaps the most important sources of new product ideas are customers themselves
agiil ¢ Slanll aa 3a0a)) Claial HISE jalias aal Jal

v’ Crowdsourcing Slaal) agall
Crowdsourcing Inviting broad communities of people— customers, employees, independent scientists
and researchers, and even the public at large—into the new product innovation process.
- dle JSi ) seand) ia g ¢ aliiall il 5 elalall 5 (il gall 5 e Slandl - (alAEY] (e Gl 5 Claain 3523 S laad) gail
Baaall claidl i) Alee

4+ Idea screening 3_Sall jand
Idea screening: Screening new product ideas to spot good ones and drop poor ones as soon as possible.
San g e gl 83yl HSEY) Jlan) 5 saall HISEY) CLESY saaal) latiall ISE janid ; SEY) and
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4+ Concept development and testing o LIRS g aggdall g ghat
product concept A detailed version of the new product idea stated in meaningful consumer terms.

Algiuall (5 e I3 Gl i 5 583 ol iiall 3 S8 (e Aliade A3 geilal) o ggda

Concept testing: Testing new product concepts with a group of target consumers to find out if the
concepts have strong consumer appeal.
Ge A s Aila L aaliall il 13) Lo 48 jaal (piagiasal) GSlginall (je de sane go 2aall il aalia HUA) 1o sgdall JLEa)
RUT.NPRNN|

+ Marketing strategy development G sil) At i) g ghati
Marketing strategy development Designing an initial marketing strategy for a new product based on the

product concept.
el o seia e 2l na el Al (5 gt Aol i) avens’ (G gaudl] Al fiea] g

The marketing strategy statement consists of three parts o)yl 43 (e (B geatll At sl Ol 5SSy
The first part describes the target market; the planned value proposition; and the sales, market-share,

and profit goals for the first few years.
(sd s AL il U Y1 5 (3 sud) dan 5 Cilagaal) il s ¢ Jaladall dadll (i se ¢ Caagiuall (3 gud) J5Y) ¢ jall Caiay

The second part of the marketing strategy statement outlines the product’s planned price, distribution,
and marketing budget for the first year

) Anall (5 il 400 e g a5 5 inall Jaladal) adl (G gaul) Al i) Gt (0 A 850

The third part of the marketing strategy statement describes the planned long-run sales, profit goals,
and marketing mix strategy
) daadil il 5 ol Calaal g o shall saal) e Ll Jabadiall cilanall (B gail) dpatl i) (Ol (e CIEN ¢ Jad) Coay
s sl

4+ Business analysis Jlas ¥ Jalas
Business analysis: A review of the sales, costs, and profit projections for a new product to find out

whether these factors satisfy the company’s objectives.
AS Al Calaal i Jal gl 038 CilS 13) La 46 jaad daa piial 2l HY) Clad 55 ol 5 Cilagaall dra) je 1dlas¥) Julas

4+ Product development kAl g gha
product development: Developing the product concept into a physical product to ensure that the
product idea can be turned into a workable market offering.

e B oo il 3 S8 o sat 4] Jlaal (gala it ) il o seda ool iial) g ghal

%+ Test marketing G geall) ) L)
Test marketing: The stage of new product development in which the product and its proposed
marketing program are tested in realistic market settings

Agndl 5 (3 gme i) 8 Sl o guil) gl 5 el L) L ol dn iie gy sk Al e 3y gl AN

% Commercialization (B3 geail)
Commercialization Introducing a new product into the market.
REEIDPE IVRENY DY g TR
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Managing New Product Development 3aal) ciladial) i ghi 5 )

<> Customer-Centered New Product Development eMandl Joa 3 gaaiall dasaad) cilatiial) i glal
<> Team-Based New Product Development Godll o Aadlal) Bajaad) cilaiiad) gl
< Systematic New Product Development Buaall cilaiiall agia gl
<> Customer-Centered New Product Development eMandl Joa 3 gaaiall dasaad) cilatiial) i glal

Customer-centered new product development: new product development that focuses on finding new
ways to solve customer problems and create more customer satisfying experiences.
ST Gt 3125 eShenll JSLte Jal s 3k slag) Gl S 0 dn e ook sdpanll (g saali Bt Cilatia gkt
_GM EL»AJ\

<> Team-Based New Product Development Gl o daildl) syaad) cilaiial) gl
Team-based new product development: new product development in which various company
departments work closely together, overlapping the steps in the product development process to save
time and increase effectiveness.
Llee b ol shadll Alalaia ¢ Lo (3 5 S5 AabiA 4S50 < ))a) 4 Jand 20a griia g shai 1B jdl) o alld an gila gk
alladll 325 8 ) g il

< Systematic New Product Development sasal) cilailall agie gl

Xl the new product development process should be holistic and systematic rather than
compartmentalized and haphazard.
A sdie 53 e ol g Tangia s ALld daall el ol dalee 0585 G any
[xI few new ideas will surface, and many good ideas will sputter and die.
g_\}u_, Bm;l\ J\Sﬂi}“ %) AgAaJ\ u_.:,)\.\m} 3 Edgiﬂ\ J\S&i}“ Ul )@.klu
To avoid these problems, a company can install an innovation management system to collect,

review, evaluate, and manage new product ideas
Liylal 5 L g Lgtina) 3 5 Bpand) Claiall HISE aand ISEY1 5 yla) alas s 4 a0 ¢Sy ¢ OMSEA s28 Cain)

Product Life-Cycle Strategies giiall sk 590 claani) i
Product life cycle (PLC) The course of a product’s sales and profits over its lifetime.
s e e aal izl Cilasa Jlus (PLC) giial) Bl 352

Sales and

Ly cilagsal
profits ($) Cheolls el

N

-

Time <ds!

E:ﬁd'l igkd .
Product ekl S (] ki)
development| Introduction Growth Maturity  Decline

Losses/ JEIES
investment ($) L.y /
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The PLC has five distinct stages:
8 jpalia Jal s (uad (4 PLC OG5S
1. Product development begins when the company finds and develops a new product idea. During
product development, sales are zero, and the company’s investment costs mount.
A jhia Gladl (oS0 ¢ iiall ki L) Wy sk g o oriia 3 S8 e S 8] st Levie oy gediall gy ghal
A, i IS5 ) 555
2. Introduction is a period of slow sales growth as the product is introduced in the market. Profits
are nonexistent in this stage because of the heavy expenses of product introduction.
G Als yall 038 3335 ga e 2L Y1 (B sud) 8 il sk A s o chall Clagaall 5a3 3 5 o8 dedia
i) Jlasy Aaaldl Calsil)
3. Growth is a period of rapid market acceptance and increasing profits.
LY 8305 mal) (B smal) 5B 3558 o gl
4. Maturity is a period of slowdown in sales growth because the product has achieved acceptance
by most potential buyers. Profits level off or decline because of increased marketing outlays to
defend the product against competition.
S ZLOY) (6 e il cplainal) oy idiall alize U5 o doas 38 el Y Clagsal) gai 8 5hla s 55 4 gl
Andliall dui el e g Ball (3 gul) B85 Bl ) Canny 4uialiss)
5. Decline is the period when sales fall off and profits drop.
ZLOY) (ia s Cilaguall Lgd (iss 5yl 4 Galiady)

Style A basic and distinctive mode of expression.
3 pan s et 48 Hla JS i/ glad
Fashion A currently accepted or popular style in a given field.
e Jae (b @l ol Gla J g sl duda g
Fad A temporary period of unusually high sales driven by consumer enthusiasm and immediate product
or brand popularity.
Al A il Aadlall i griiall dppnd s llginall (ilens de e (gale e IS dadi yall Cilaaall (ge 4B 30 5 i Byl duda ga

|

Style Fashion %
bai [ gt

Fad s iag

Sales wlazal)
Sales <laall
Sales i

Time «agl Time «dgh Time «ig

Introduction stage The PLC stage in which a new product is first distributed and made available for
purchase.
ool aialil s ¥ 5f aas i ) 53 Lk o ) PLC Al e pdill) Al ja
growth stage The PLC stage in which a product’s sales start climbing quickly.
Ao s g LY (S i) Cilagse L fas ) PLC s je gadl) A ya
Maturity stage The PLC stage in which a product’s sales growth slows or levels off.
iy gl aeiial) Cilansa gai Lead Ualily il PLC Al o gialll Al pa
Decline stage The PLC stage in which a product’s sales fade away.
e Clagaa Lgd 500 3 PLC Als e laady) Ada je
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Summary of Product Life-Cycle Characteristics, Objectives, and Strategies
Lgilaast) il 9 Lgdlaa g ial) Bl 399 yaibadl adls

Summary of Product Life-Cycle Characteristics lad) 3 )99 pailadd aidla

Introductioni.uid Growth s Maturity za Decline )
Characteristics ool
Sales  cilawal) Low sales dLatiis cilaue Rapidly rising sales Peak sales el 54,3 Declining sales
I s Clagaall g ) Slasaall laailf Ui
Costs il High cost per Average cost per Low cost per customer Low cost per
CUSTDT_?LJSJ@L: s customer o5 IS AR B g O U8 hadiis datg customer 5 g9 atis, s
Profits g Negative o Rising profits ¥ gy High profits e gl Declining proflts)“ sy
R
Customers ¢ Innovators s Early adopters et gt Mainstream adopters Lagging adopters
Gt G gisial) Csaliall & sidall

Competitors  adiiall Few g s Stable number & < 4 is Declining number

beginning to decling =4 eaBLiEal) 8 )
slall 594 calaaY ails
Maturity

Growing number 413 s=

Summary of Product Life-Cycle Objectives

Introductioni.i  Growth s Decline

Marketing objectives & i

Reduce expenditure
and milk the brand

g 5 (G i
g ladl) Aadall

Maximize market share
Sl B Wean aulind

Create product

engagement and trial
Aty c.uaﬂ ASJLu.n sl

Maximize profit while
defending market share
Al B 5o gl e el adied

Summary of Product Life-Cycle Strategies slad) 3 ) g9 i) iy adla

Introductioni.idi Growth s Maturity zau Decline )
Strategies <lasi iy
Product i Offer a basic pfoduct Offer product extensions, Diversify brand and Phase out weak
ubul Biia o2 garvice, and warranty models items
UL..n:ua...a.su i) clials e kel A sl Aatladl 2 5 Al ualial) G alds
Price Al Use cost-plus Price to penetrate market Price to match or beat Cut price
Aoy A padial i competitors i) i ) i
f Sl AT el ‘_,u.gl.udl s 3R g A mal
Distribution g Build selective Build intensive distribution  Build more intensive Go selective: phase
distribution " o distribution out unprofitable
AN g5 el S o o s 8 i el outlets  oalddl ;AN
fagpall i BUall Ga A il
Advertising g Build product aware- Build engagement and in-  Stress brand differ- Reduce to level ’

ences and benefits
Al LAl wlisial Je asia
Lyl gd g
Increase to encourage
brand switching
A anh Al Jaas puandl 24l

ness among early terest in the mass market

adopters and dealers - g sady slaadly A Lol el
JHY il Gaisiall G Eiially o 8l el

Use heavy sales Reduce to take

promotion to J’ #5 dvantage of heavy

Silagsall
entice trial 4_..,,_,;1 __,_v.; eall  CONsumer demand  Jiilly o
CrSlgianall Cra Sl cathall fa SalESLU

Sales promotion
Clageall 3 5

needed 10 retain,, o ;,11

cgliaall
el AL Ailad) 2 3 Slisany

hard-core loyals

Reduce to minimal

level
PR, (PO REE R

END OF CHAPTER 9
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END OF Marketing Principles 1
SUMMARY
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