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For an Exchange to Occur...

» There must be at least two parties

» Each party has something that might be o
2 AYEFRA to the other party

» Each party is capable of commumcatlon an
delivery ‘

» Each party is free to accept or reject the
exchange offer

» Each party believes it is appropriate or
desirable to deal with the other party




The 4 P Components of the Market

Product Place
Product variety Target market Channels
Quality Coverage
Design N — 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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+ £ £ % i (Mass Customization)
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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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—Philip Kotler

Best Global 10 Brands (Interbrand’s Annual Ranking, B r.ands

1090 1996 2001 2008 2009 2000 | 2011 2012 Us $ million
T |Coke  |McDon |Coke |Coke | Coke | Coke | Coke | Coke 98316 (+28%) Distinguishing name or symbol, such as a logo, t
. identifies the products or services offered by a se
2 | Kellogs | Coke Microsoft | IBM 1BM 1BM 1BM Apple Google | 93,291 (+34%) R . R
differentiates those products and services from th
3 [McDon | Disney | 1BM Microsoft | Microsoft | Microsoft | Microsoft | IBM Coke 79,213 (+2%) offered by competitors
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%)
1BM Gillete Intel Toyota McDon McDon McDon GE GE 46,947 (+7%)
American | Mercedes | Disney Intel Google Intel Intel McDon | McDon | 41,992 (+5%)
Express
Sony Levis Ford McDon | Toyota Nokia Apple Intel Samsung | 39,610 (+20%)
Mercedes | Microsoft | McDon | Disney Intel Disney Disney Samsung | Intel 37,257 (-5%)
Nestles | Marlboro | AT&T Google Disney HP HP Toyota 35,346 (+17%)
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McDonald’s Brand Associatid

McDonald’s
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To be a Singapore
Airlines flight
attendant - not easy -
strict requirements
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Singapore Airlines -
worldwide
reputation for
excellent service

Built largely on
customer relations
skills of its flight
attendants

W |
Image
differentiation:

The world-famous
“Marlboro Man”
image

instantly
recognizable on

billboards &
in print ads
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