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» There must be at least two parties

» Eac
tot

» Eac
deli

» Eac
exc

For an Exchange to Occur...

n party has something that might be
ne other party

N party is capable of communication an
very

n party is free to accept or reject the
nange offer

» Eac

desirable to deal with the other party

N party believes it is appropriate or




The 4 P Components of the Marke

Marketing mix

Product Place
Product variety Target market Channels
Quality Coverage
Design S — Assortments
Features Locations
Brand name Inventory
Packaging Transport
Sizes
Services Price Promotion
Warranties List price Sales promotion
Returns Discounts Advertising

Allowances Sales force

Payment period Public relations

Credit terms Direct marketing
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The “Bucket Theory of Marketing”

FIGURE 7.1
There Is a Hole
in the Bucket:
Why Relationship
Development
Makes Sense
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a4 A (Strangers)

AP 28 *‘ﬁ (acquaintances)

JI = (friends)

3% ' (partnership)




%74 enp

bR 2 BERA PR E L B

HEH
b RAEE R (R T FRAT) b
I

>HARE Y FRARRI LA > 3
3R ek AL



ENBRTHNERE
1. EeEx
2. mEEE
3. IRERRER

4. RIABE







il

B R 2 S

G

mE

mETEE

mEHEE+AGE

AR

i

5

il

5

BATHNEE
52

BREZNER

mEBEENE
RERE

AEEENER

R B E
BiA






'IJ 5% %
'f ;s PRFE- ET'J:J% fi!:'-




';J ﬁé %
ﬁa‘%fﬁ%’t

> kg £ ¢ 1+ (customer inertia)
>3 AR AR ERET R ok ik i
7R
P A F IR P enfT

Wi




';J 5& ﬁ
ﬁ&‘%fﬁ%’t

> i3 & A (switching cost)

PAEEFEHE - BEROL e 5 0
RFIALRIERL 7 FTRpE e
B irah 2 engs R

pEIEF RN §& o4
™ A
pi£ § & X (setup costs)
> & ¥ & A(learning costs)

» £ ¥+ kx(contractual costs)




LI

# %8 (HOG) e7v7

a

&

.




> 45 TR TR

>’\ "*’{r-— BpemRZEBEHRT R

: Fa#u‘*’lﬁéai%é”*ﬁéﬁ &
#L"J’é 2

>H=B*1fﬂ F T FREE MRy &



2 N
i% Pl Bk

PIEBEEFRTREEZRTD QOF

PRIFRBE > EHLITA *‘w{# F| %

PALITEY — RITHTIRIZTREE Y
R Blep



RE % PRE5R

¥ L F =R ER
PR AR IRIF DR SR E oy
ﬁfi‘f‘?f PRk i RN YT S g
s 4




B E R

FRI% X8 42

PIRISE K & 3 Al s T Ee s
i I
“FRIEI CHLBED B M

>AE R A b ek &~ 5 i
-—\‘.:ﬁ I_ém’%;J

PEARR P RROEET B
/}’ ’:*mﬁfiﬁ"“ﬁﬁ!&"?




PR BRARL S — B




RE % AR R

PR3 4 AN f
b PRIZFTA A R R ERIFIF S okl 4

& &
PIRFFFT R R E DR~ § B PRI 0

PN E M = AHFRT € = 534

> A RN RENLERERS

> EIRIFE A BRI B

PE ARG A AR B
i




BEF TRl %%
PRAZ3& - Tt x|

ERUIIVAREY 3 )-8 s X gh B ¥ S WY <)

Freelance Consulting Services/Corbis




R b
JRI* & & B2 Yr&

» & ¢ (roles)
PR - HIBRLT TP k34
HhEFLIRERELEL
» %ri (script)
PREE T2 F B eniBBE R
b 3B FRFSVH @ OIRIEE FORP R A

)




RE % iRl %
PRIAE X ehdp 3 1

» & % er4p % 1+ (customer compatibility)

P BREFHERROF R 0 N ]
'ﬁ&$mmﬁ

>§§g§& A PP GERT

L XA IR ﬁ?ﬁé-#zé‘ft'

b1 d
=
>~
P%
S
P

4 \?w\u;t

PREEAKE A RSBIF LY VR
W72 mi
RUMRENER S S0 fHF - ME
A2 E A m;égu f




REE ekl 5%

REEL B2 A

»REZ £ 24 & (customer coproductio

PIRIFEHF O FRELATLFIFITER
Pt LER T MEASFL AR

PIRE - B 5 IRFRA R




SO AR TR A -2 3

PIRIFHIHF B SRR BB EEE A
fpehd i m TEee i

> F S IRIFR| G FRmigrk > a3
LU LR R S et

>R QR A et 7

> odei R BRI ARITRE ST EFR
Fehk R~ E4f—- BT s 4R
NP LT 5

P REFRIBEEFA RS2 AMBpAEL
i3

PAEEIREN BRI RO BBE S
2P A B S AR

-—

L

=

[




REE 22 RIE B R &

PERASHITEREVRNBEEEF AR
NELXIFH 5
> *H A BRFF @ T2 BE B PRFEFH

::é%{ﬂ°¢r iéﬂ£$ﬁm



W% 15 ey

> LRI S BEE € B 23T

PRI EAT LTRSS
K RAER S RIS 5k el 4t

> RER 1S forlisk 1 g ATERI 1S K ay
S GEEER AR S & HELUEES
PRFEm 3




ﬂﬁ?ﬂﬁflﬁ
v A

PRGBSI REEARENE F @1
Ww] A BEATIFIRIFARE
> EFE T & v A (word-of-mouth) e 4+ =

PRIZBELE L & PRI ESR
> EPRIEFL A Z KRR

b2 B E B G A PRI R RS kIR §
% T




W% 13 o
7 AR mﬁ{f"ﬂ

PRV R FHEPRIAER > BPF
P EL R R m&.ﬁr'ﬂ*’f;‘* 57
%k
>4 A H
> F &
SAs L

0




1% 18 anTiy
e & f e i A
> RCTEEZ R KRR PR

FIJL éﬁ‘l’

>:xr° A d T ESTFWVTE G
f4

P LT )G FABEN LD FRY
K3

T %i(positivity bias)

158 ?‘J’ B PRF% A ﬁ 4 N

56? Jﬁfd'ﬁ '?'*“:fa‘.f,éﬁs.g’?\giﬁa 'fr"f; e R

mmr'r'




5 G

: %ﬁﬁ

W% i o
R

| S et 4 Y 1ON

PR EEFTASSRBER DL
ﬁ&¢ﬁ?’ﬂ%

PRE RS X (FFHSR)
i RTEE

B PR g M

Vﬁiﬁ i =g C

P11 iES ERRRRRE




A rﬁ“f—l}
g R
,_ s @ Y, 3 =L ﬁ(% r‘f"’}}.
lﬁ'ﬁt’/f F ‘sz\.x‘am’ii}g f
‘ﬁ s 14 lrg-‘g K= LE&? éwﬁi'}:i‘?r’
MEAER
> AR

b T SRR EA S G
BT 4 BRI E

PELIER R AR R SRR




% PR AR 1T B

>R - FECERT O EIFTLER
»ITRHPEE365% 0 24 Y

> ¥ INEEF R (- i i76-) FF, PEC persona
emotional connection)

> B ¥t PRIz OK
poteg RS 7




Zappos

> FHTIP AP R R TP
BRAEEZ DR L EX FE i 2
kT LG ﬁ»lzJ—mm‘l’f‘&@%’
}éﬁiéﬂﬁ%bl}’ Eg =& o

>%WTZ#§£ﬁ% uimﬁﬂ




PR A3 b

>~ i (culture)
PEZRACEBETE O BERFE
&
» o & < i (corporate culture)
>ﬁ%ﬂ@%¢ﬁh§‘7ﬁ¢“?

o217 R RBP4
117;

N




PR A%< it

» PRF%+~ i (service culture

- BERBLIRBN > AiBfhe 12

F - AR @EBURBEM IUEE

Ber?h ML A - fap Rend F3 e
m“:ﬁd‘?ai -

> 7 F 3% enif EE.(espoused values)

> B i} E.(enacted values)




PRF: A R enE & &

2 - 2 L » "l_:.L
- A EF RIS |

> T RIRIFEMAR - BE T L APRIFAR %

ﬁf’»‘fﬁ‘-i PK%@I&E%‘. ° ]

» /2 Z &

BIRE L B fP PRI X R
>ﬂxﬁ/fjl£{PR§2~
>RARER Y AT FRER
> B
»» B T4 X B e.g. Zappos




> > ¢k 2R 17 4 (exte
> AR E marketing)

b PRI L X » 3 % 74 (interac
tive market-ing)

> E PN IMFH
(internal
marketing)




AFERTTEH HMNERTTEH

TR EFIEAFRRIBETD R EAA




ALSEE:
EHAAE

K EE

SMERITEESE

Ea
HEEE
AHER
HiZT8H

BT

ABHE
AR ARIE A Cn
AR#5 1%
ARFE &It

A BPRIFFH = &3




R T AR A 1Y H R

i
PR TS YT Rt/ NI
[

$H € BT
R IHEE A — (e
{l

STPerw i ¥ 3%

N
il

Ry B R
AlEHEE

o |
M

REFEER

el
Rl - DA
AliER A FHEHE

L
RSt e fAE E R
RS b




>3 I

PR B ARG RO
>R A HIER FURRE
P?’Q‘J'?vl‘f«]’\ ﬁ?ﬁ—i’sﬁ;;»ﬁ { i&- -H}n":,%-

|




7 Ve IE
PAREFRF LA a4 KRB
v eff %
PR G ET L ATRES B R R E
BT FRIE R
P F RS - FRE AR RRD

\ E ST | s oK BT/ IE/ 'ﬁ*‘iiﬁl







7 P ¥ &

ETJ— 20? EE RNl e A A
n Lifestyle Marketing Engineer

Eastern Online. e=ms EREA iy e EHEE
(AR AT RS SIERE N IBA RS i

E-ICP, Eastern Integrated Consumer Profile £ 7 A EHE A HTHAE
L TR R BB S R R D T

1988 FiE 2RI EN TR LR EHAETH

R EN A ERNA TR LR EEHE
BEAOSHEHEFBR BN 5 vk M5 % 0 A B8 /6 an 5 Y ET R

HAGE &P F IR RS AT A BRI A PR AT AT A PR T o AR HE
REEAHEEFANSREWREHE

[E-ICPEfT] [RAELF] RAEAE] A [ET548) (Ri] (MRILRIRaEE]

LA N S



L A
R ) i S

|

|

R AFEIRAR m,;l"P":E'f ) ¥ R 3%
: B Wb iy 4 &




* %
B % iR R

e - OJ3EAH (accessibility)

R FAEEN P RS EE o BT
llli'fr'ﬂ/f-k » B E B2

I

I

I

I

|

B HEEMRITHR T
| ‘&&%ﬁﬁ*ﬁﬁﬁﬁﬁ

: Eg_g—'h'tuj&%fﬁﬁ/f} NIFR TR
I /é 'b _\‘ g“:ﬁa# '-'T’L—
I




¥ &
% IR R




P 7 3

» P &+ 3F-(target market)
PR ¥ EREEGT FEH o EHE







FEm T E& P &7 3
> PEFRALEFEESD P HY 8 S RIE

Peig

By LRGN T R T
g
> EFEDFTRIEELR
PEFETI R EET AR - RO
ﬁiiiilwﬁi&%
SRR toa> SR

>R AXM e gAY Sk X
HAFEs 5 4 ¢




Z_i* (positioning)

AMA © J i) & ’.H’“ PREEERF RIE
’ﬁﬁ?ﬂ“Tﬁl*ﬁ, FodT o

#ﬁ#ﬁ%ﬁ%ﬁ;ﬁﬁ#gb ﬁ?k
Er e BEALARVRLBEH > R p 2 hid
SR JRIFR B F AP A5 v*']’y\ﬁ‘i
A Lw#*g

o




R I R P
'I é; LH B SE G u

positioning



http://pages.ebay.com/

o 1TH T - FREE Tnis AR
m L3 B
- FRIFA SR B { £-
Eaad




_i>

i A gh

pEFBRER TR LB
(differentiation)

O eaus

> el ke S0 A Bk A8

> E {2t 47%°$ﬁﬁ&%’&#-
% & € ¥~ (repositioning)




« NIRZE FLIRA A
F] 12 73 [F]

CWE RE LR G  HRR
9 5% %
CRFFA R G A pE e mg




e H

RAz i
FR%Z’%:.-E- il__/‘z

Fllﬁiﬁﬁ. BFZKE > ? 3 ﬁ)ﬁ
L FRIAEH ~ FHEA-F R
RN B S I s £ Rl B Bﬁﬁa’,&m’% g~
BogEe i s BB i~ e

g2 FARE R S R
PR T A S e R



AXT DR
PRI 4 B = miE

2. AR FHZER

ST




E_& j& ""{'1” - .‘
'}, ’Fé / ﬁ;ﬁ'i'_-/z

. B
BRAIZEE A BAE SRR &
4o p ¥ R en P
2. B &
B3 PRI% © B]4rGoogledk B4 i B -
B H adbE S N







BAE3E
R /B T irE

'

- %3+ (master card) =i 3
P ERE B R+

~driP s PR > Bldc P F X R
" '5'\“-:' ﬁﬁﬁﬁﬁﬁ"—%




.xﬂ: nm N, L o ¥
2 oy ' &5 &
Boeg3g s

Y




v i
PERTI MY BT HBH - B L
B g ¥ X TR o
> i## ‘,-Fou,ﬁ ,__33,,,; T AE & e
-
>R PRIRFHC EATIARR P R F %
f!ﬁ'- HERFEE S 1“"1?#‘“? B %

R AL

3 P EIFTNR B 0 » T/n{ﬁ
E i BB BT 2 e




£ iz

1T elevens &) -




X R

» =4 % i+ (brand positioning)®&_i7
G Rk g o
rE i TR 2PHREF (A
PR i3) ﬁ""',?«méﬁé 7 &
%@th'ﬂJ#$ BEE ®
BB o

B
4

—Philip Kotler




i oL

>R E R § (M) hE sk
a‘ﬁ- WE S BE S %k Pz{**‘\:u BiE

‘}i 2 m""’;&f"\'w\;p,, — E ﬁ"“—"r% =
éwﬁfl’ﬁii} ) 3 PRRL K ehd S PRI
wrE R oo

PR RFRRS R RSP hES > AR
2_ %5 &% ~ % (brand elements) °




usiness WegkK)

1990 1996 2001 2008 2009 2010 2011 2012 2013 US $ million
1 Coke McDon Coke Coke Coke Coke Coke Coke Apple 98,316 (+28%)
2 Kellogs Coke Microsoft | IBM IBM IBM IBM Apple Google 93,291 (+34%)
3 McDon Disney IBM Microsoft | Microsoft | Microsoft | Microsoft | IBM Coke 79,213 (+2%)
4 Kodak Kodak GE GE GE Google Google Google IMB 78,808 (+4%)
5 Marlboro | Sony Nokia Nokia Nokia GE GE Microsoft | Microsoft | 59,546 (+3%)
6 IBM Gillete Intel Toyota McDon McDon McDon GE GE 46,947 (+7%)
7 American | Mercedes | Dishey Intel Google Intel Intel McDon McDon 41,992 (+5%)
Express
8 Sony Levis Ford McDon Toyota Nokia Apple Intel Samsung | 39,610 (+20%)
9 Mercedes | Microsoft | McDon Disney Intel Disney Disney Samsung | Intel 37,257 (-5%)
10 | Nestles Marlboro | AT&T Google Disney HP HP Toyota Toyota 35,346 (+17%)




Brands

Distinguishing name or symbol, such as a logo, th
identifies the products or services offered by a se
differentiates those products and services from th
offered by competitors

-Hi ies, Inc./John FI , phot h . .
The McGraw-Hill Companies, Inc./John Flournoy, photographer The McGraw-Hill Companies, Inc./Bob Coyle, ph
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To be a Singapore
Airlines flight
attendant - not easy -

strict requirements

worldwide
reputation for
excellent service

Built largely on
customer relations
skills of its flight
attendants
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Image
differentiation:

The world-famous
“Marlboro Man”

image

instantly
recognizable on

billboards &
_ in print ads




