What is Marketing Management?

Marketing management is the
art and science
of choosing target markets
and getting, keeping, and growing
customers through
creating, delivering, and communicating
superior customer value.

(Kotler et al, Mark Men 2006 p 7).



Marketing Management Tasks

Develop market strategies and plans
Capture marketing insights

Connect with customers

Build strong brands

Shape market offerings

Deliver value

Communicate value

Create long-term growth
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Porter’'s Generic Strategies

Overall Cost
Leadership

Differentiation

Focus



Marketing Plan Contents

v/ Executive summary

v/ Table of contents

v’ Situation analysis

v/ Marketing strategy

v/ Financial projections

v/ Implementation controls



What is a Marketing Plan?

A marketing plan is the central instrument
for directing and coordinating the
marketing effort.

It operates at a
strategic and tactical level.
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Levels of a Marketing Plan

Strategic Tactical
— Target marketing — Product features
decisions — Promotion

— Value proposition — Merchandising
— Analysis of — Pricing

marketing
opportunities

— Sales channels
— Service

)
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The Strategic Planning, Implementation,

and Control Processes

Controlling

Planning Implementing

Corporate planning Organizing —>  Measuring results

Division planning Implementing
Diagnosing results

Business planning

Product planning Taking (E[QFFGCTiVB
action
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SWOT-ananu3 komnanuu «Pomup»

Bo3moxkHocT (Opportunities)

Yrpo3sl (Threats)

PocT akoHoMuku P® n cnpoca Ha
MapKETUHIOBbIE NCCceaoBaHus
PocT npuBnekaTeribHOCTU
POCCUNCKOIo pPbiHKa N €ero
nccnegoBaHUn A5 MHOCTPaHHbIX
KOMNaHUA

Pa3Butmne TexXHOMOrmm oHnamH
nccnegoBaHun

Bbixoa MHOCTpPaHHbIX KOMMaHUM Ha
POCCUNCKUN PbIHOK

[NlossBNeHne Menknx KoMnaHum Ha
PbIHKE, Creunanmanpyrowmxca Ha
OTAenbHbIX BUAax ycnyr

PocT ueH Ha npoBeaeHue
nccrnegoBaHUM B permoHax

CuibHbIe CTOPOHBI  (Strengths)

Caaoblie ctoponbl (Weaknesses)

1.

3.

MHoroneTHun onbIT paboTkbl HA PbIHKE
KBanudpuuympoBaHHbIN NepcoHar
CoBpeMeHHbIE METOAUKN U
HoBeunLKne pa3paboTku NnpoBeaeHUs
nccnegoBaHun

Xopoulaga TexHu4yeckas
OCHAaLLEHHOCTb

[TOCTOSAAHHbBIN KOHTPOSb Ka4yecTBa Ha
BCEX aTanax

1.

2.

OTcyTCcTBUE YETKOW LIEeHOBOW
NONTUKN N LLEHOOOPAa30BaHUS
Cnaboe TexHn4yeckoe ocHalleHne B
permoHax

HexBaTka kBanmdpuumpoBaHHOIro
nepcoHana B permoHax

Ncnonb3oBaHbl AaHble:
ExkatepuHa TopuunHckas, Pomup, 2011
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NMPOEKTHBIE PELLEHUA MO SNIEMEHTAM CUCTEMBbI
paboTbl C MUHOCTPaAHHbLIMU KNUEHTaMu KomnaHum «Pomup»

1.1 KT, 3.PacnpocTpaHeHue 5. OpreTpykTypa
oAy 7.IepcoHan
2. LleHa 4. MpoasukeHue 6. busHec-npouecchbl
1.1.MNMoaroTtoBKa 3.Banmogencrteue 5.PacwmpeHue otgena 7.1. A3bikoBble,
mMaTepuarnoB OT4yeTa Ha C KNneHTamu B no pabore ¢ UK KPOCC-KYJIbTYPHbIE U
aHITIMNCKOM £3bIKe C NHTEPHET- 6.1 1 uccrnen-e TPeHUHrK;
1. Nepenaya B Hero
Hayarna paboThbl cepBucax
. B YyacTu pyHKUMOHana e
1.2.CoTpyaHnYecTBo C 4. MNpogsuxeHue ynpasnexna MU 7.2. MoTvBauus
KNMeHTamu Ha KOMMNaHuu B
. pabortbl
aHITINIICKOM 5I3bIKe MHOCTPaHHbIX 6.2. Nsmenretme

cucTem noagbopa, COTPYHHMKORB: Ha

cepBucax >
2.lleHa Ha MU gna coliceTel OLIEHKM U aHITMUUCKOM A3bIKe
NHKn-B Ha 20% Bbiwe CTUMYNUPOBAHUS

nepcoHarna

- =

OueHKa 3KoOHOMUYECKoN 3P DEKTUBHOCTU MPOEKTHbLIX peLleHN M’
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PekomeHaauum no pasBuTmuo KOMnaHum
«Pomunp» Ha ocHoBe SWOT-aHanuaa

[MooaepxaHne n3BecTtHoCcTU bpeHaa.

[lepecTponka mogenun snaeHne busHeca, dopmmpoBaHme
cTaHgapToB paboTbl C MHOCTPAHHLIMU KITMEHTAMMN, UBMEHEHME
MEHTanuTeTa CoOTPyAHNKOB, BHEAPEHNE HOBbIX YNpaBieHYeCKnX
MEXaHN3MOB

MakcumarnbHaa opyeHTauua Ha KnmeHTa, npespaileHmne «Pomnp» B
CEPBUCHYIO KOMMaHU0, dOpMUPOBaHNE €OUHON CUCTEMBbI PaboThbl C
KINMMeHTamMmu

3mMeHeHne anemeHToB paboThbl, HAYMHaAA OT NPOLAYKTOBOIo
NpeasioKeHns onsa Menknx KIMeHToB U 3akaH4YMBad HOBOW MOAESbIO
paboTkl B KOpriopaTuBHOM Bs10Ke

ALanTupoBaHo:
ExatepuHa TopuunHckada, Pomup, 2011




PelueHunsa no gppopmnpoBaHuo CUCTEMbI paboThbl C
KnneHTamm Ha ocHose 7P

MpoAaykTr
*MIHTerpMpoBaHHOE NPOAYKTOBOE NpeasnoxeHne
*[0TOBbIE OTYETHI NO UCCNELOBAHNUIO PEIHKOB Ha aHIMIMNCKOM s3blke (MOHUTOPUHT VHTEpHeTa, NoceTutenu
CaNTOB MHTEPHET-MarasmHoOB, TYPUCTUYECKUIN PbIHOK, aBTOMOBUIbHBIN PLIHOK, NPOeKT Helthecare

LleHa

MIngmBmnayanobHoe ueHoobpasoBaHMe AN KaXaoro KrineHTta
*HaumHaTtb C UeHbl OT KOTOpOI;I MOXHO OaTb CKUOKY
*Bo3MOXXHOCTb onnartbl nocne npoBeneHmd NpoeKkTa

NMpooBuxeHue
*PaspaboTtka koprnopaTMBHOIro CTuns
«Co3gaHune canta anst MUHOCTPaHHbIX KNWEHTOB, OH-TalH KOHCYNbTaHT
*B3anmopenctemne B HTEpHET-cepBUcax 1 Ha oopymax
*[lpamag pacchbinka HPOpMaUVOHHbBIX MaTepuanos

NMogrotoBKa nepcoHana

*Pa3paboTka y4ebHbIX NIIaHOB U MEPONPUATU NSt COTPYAHUKOB. Kypcbl NOBbILLEHUS
KBanMduKaumm, TPEHUHIN Ha aHTMIMNCKOM S3bIKe

*CospaHne cobcTBEHHOro y4ebHoro ueHTpa. Oby4eHne TEXHOMOrMAM 0BCNYKMBaHNUA KITMEHTA —
Ha MHOCTPaAHHOM SA3blKe
*Cncrtema MOTMBaLMM NepcoHana ApanTnpoBaHo:

ExkatepuHa TopuunHckada, Pomup, 2011
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Pa3Butne cuctembl paboTbl C KNMeHTaMn Ha ocHoBe 7P

*BHenpeHune cuctemol NetSuit CRM n cuctembl ynpasnenuma npoektamm Openair

*KnneHTckuin noptan camoobcnyXnBaHus
*Pa3paboTka KoprnopaTUBHbIX CTaHAAPTOB
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CRM — cuctema
BKITHOYaET:

*YnpaBneHue 3akasamu
*YnpasreHne 6oHycamu
*YnpaBrieHne rnpoekrtamm
*KnneHTcknn busHec-nopTarn
*Beb-cant n aHanntumky
*YnpaBrieHne OTHOLLUEHUSMMN C
napTHepamu

ALoanTnpoBaHo:
EkaTtepuHa TopumnHckada, Pomup,
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LU T 1

14




o A

Pesynbratbl popMrpoBaHus cucTeMbl paboTbl C MHOCTPaHHBLIMU
KnneHtamm «Pomup»

[loBbILLEHNE OKOHOMMYECKON I3(PPEKTUBHOCTU OEATENbHOCTU
KOMMNaHUn

dopmmpoBaHMe CUCTEMbI MOBLICUT YPOBEHb YNPaBISAEMOCTU WU
MaclTabnpyemocTu, CHU3UT 3aTpaTtbl, YAy4yWWUT KadecTBO
0OCNy>XMBaHMA  KINUEHTOB,  MO3BONMWUT  KoMMaHum  Bonee
9O (PEKTMBHO ynpaBnsaTb MNOTOKaMM 3aKa3oB

[oBbILLIEHNE Y3HABAEMOCTU U NOSNBbHOCTU KIMMEHTOB K GpeHay
«Pomup»

YBennyeHue 4Yucna noBTOPHbIX obpaLleHnn B KOMAaHMIo
[MoBblWeHNe B6e3onacHOCTU BM3HEeca - CHWXEHWE pucka yxoda
KIMeHTa npu yxoae coTpyaHUKOB

CoKkpalleHne BpPEMEHM Ha pPYTUHHblIE onepaunMnM — MNOUCK
KOHTaKTHOU U pMHAHCOBOW MHJOOpMAaLNKU MO KIUEHTY
dopmmpoBaHmne egmHon 6a3bl JaHHbIX NO KIIMEeHTaMm

ALanTupoBaHo:
EkaTtepuHa TopuunHckada, Pomup,

o2N141
LYV 11
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CKOpOCTb pocTa pbIHKa

MaTtpuua BCG «poct / gona»
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Bbicokas Hunakas

OTHOCUTENBbHAsA PbIHOYHAS
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CeTKa cTparernyeckoro busHec-nnaHmpoBanusa GE

[No3nuymsa busHeca

Boicokass CpegHsis Cnabas

Bbicokas

[MpuBnekaTtenbHOCTL CpenHsas

oTpacnu

Hu3kas

1 - WHBECTMPYW U BbipawmBaun (invest and grow)
2 - nogaepxuBan nHBecTuumMm (maintain investment)

3 - CHUMU ypoxaun unu yxoau (harvest or divest)
17



[MpoaykT

MaTpuua pocta AHcoddoa

Ctapbin

HoBbin

PbiHOK
Crapbin HoBbIi
YrnybneHne Ha Pa3paboTka
PbIHKE PbIHKA
(market (market
penetration) development)
IS
S\
Pa3paboTtka
npoaykra
[neepcundukaumng
(product

development)

(diversification)
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Segmentation

CermeHTMpoBa-
HWE PbIHKA

1. Kputepuu
cerMmeHTauuu

2. lNpodunn
CerMeHTOoB

Targeting

BoigsneHune
LlerneBoro
cermeHTa

3. Nameputenb
npuBriekartesb-
HOCTU

4. Bbibop
LieneBbIX
CErMeHTOB

Positioning

[To3numMoHnpo-
BaHMe

5. PaspaboTtka
no3numn

6. PaspaboTtka
MapPKETUHIOBOIO
KOoMnMnekca

CerMeHTMpoBaHME pblHKA N MAPKETUHIOBbLIN KOMIIEKC
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Segmentation: approaches

Segmentation criteria are

e ~a

are assumed

unknown

1. A-priory
segmentation

Empirical data,
clustering analysis

Additional date
collection and
analysis

2. Post-hoc
segmentation

21
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Cluster analysis for market segmentation

2 variables: Customer Satisfaction - Customer Loyalty

All consumers and the market center

b
(=]

OCenter

M Consumers

http://www.segmentationstudyguide.com/using-cl

r-analysis-for-market-segmentation/
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Newspaper Readership by Age and Social Class, UK

A

Young (15-44)
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Use Situation and Product positioning

Used away form home

A Chewi

Concerned with
personal
response

gle

gum

Home usage

>

Concerned
with response
from others
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Tun MapkeTuHra

XapakTepuCTUKN MapKeTUHra

Uncno Bbligensie- Uncno

MbIX CErMEHTOB Ha KOHKYPEHTOB

PbIHKE
HegnddoepeHunpoBaHHbIN
(MaccoBbIN) MapKeTUHT HET A=
OnddepeHumMpoBaHHbIN 6onee yem oavH HECKOJTbKO
MapPKETUHT
KOHUEHTpUPOBaHHLIN OOVH HECKOIbKO
MapPKETUHT

OOWH U OYEeHb Y3KNU HeT Unu
MapKeTUHr B HULLIE oueHL Maro

paBHO Yncny HEeCKOIbKO

NHomBuayanbHbI MapKETUHT

notpebutenen

Tunbl MapKEeTHIa B 3aBUCUMOCTI OT LEJInN
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Marketing Debate:
Take a Position!

Does marketing shape consumer needs?

or

Does marketing merely reflect the needs
and wants of consumers?
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Osterwalder Business model Canvas

The 9 Building Blocks

8 Customer 8 Value 8 Channels 2 Customer
Segments Propositions Value propositions Relationships
An organization serves It seeks to solve customer  are delivered to customers — Customer relationships
one or several Customer ~ problems and satisfy through communication,  are established and
Segments. customer needs with distribution, and sales maintained with each

value propositions. Channels. Customer Segment.




A.Osterwalder: Business model Canvas
The 9 Building Blocks

o Revenue
Streams
Revenue streams result
from value propositions
suuccessfully offered to
customers.

d Cost
Structure
The bustness model

Partnerships

Some activittes are

Activities
....by performing anum-
ber of Key Activities.

Resources
Key resources are the
elements result in the
Cost structure.

outsourced and some
resources are acquired
outside the enterprise.

assets required to offer
and delver the previously

v

described elements...




A.Osterwalder: Business model Canvas

http://bblog.simongaus.com/business-model-generation-by-osterwalder-pigneur

Who will How do Whatdo Howdo Who do
help you? youdoit? youdo?  you you help?

KEY PARTNERS ®® geyAcTivITIES *® VALUE 1nteract ®® CUSTOMER

PROPOSITION SEGMENT
CUSTOMER
G RELATIONSHIIG
° What How do a

: . START .
do yo7u : S + | /2 rgach
need: : them:

oo ."  ®® DISTRIBUTION

KEY RESOURCES ‘ CHANNELS °

What will it cost? How much will you
COST STRUCTURE ° make? ’
REVENUE STREAM




