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What is marketing ?
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What marketing Is not




What then, Is marketing?
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How to make her decision?
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Marketing as a philosophy(1)
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- Consumer-oriented




Marketing as a philosophy(2)
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Marketing as a

management process;
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Location

Taste
Packaging

Advertising and promotion

What the product offers
special deals
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Three Types of Marketing

Company

Internal External
marketing marketing

Interactive
marketin
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1 ~ Needs
2 ~ Products

3 ~ Benefits




—Rg¥Needs

g
@ » food \/

Physical - drink
e exercise
needs « toilet
« warmth/shelter
. e friends
Social/ . family
personal * | want to be alone
» socialize
needs ]

status in community

love
acceptance
confidence
peace and quiet

Emotional/
spiritual needs
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Products ()
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The product of the product
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Benefits
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5B ORE] E BE & Y Benefits
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Satisfaction

.‘;\\, Pid EHERE OA S PRI R AP

o FATMBR S HREAIG R P BB TS
éﬁﬁlﬁ;‘ﬁ EIE

e RAZR DA FRZE B L DT EF
B g AR AT (5T ) DF R
B o

v 0



E S S A H

o/

] v

ERRIAS] R (1) AL
(IR o

¢ P HRIGEDIELHEERS FRALLET
ezr g (Jobber 1998 : 693)
o FHFHRIET LAV LA ST BAET T
Eﬁ‘%‘ ‘;3’1%3?&.35 » ¥R 1Y E; v ;F.'“‘,},%(vi -Eﬁﬂgi
B EE PR (75 o (BT H)
v ()

e} o/



¥#end E%IED N

@

Profile
Age
Gender
Lifestyle

Social class
Income
Geographic
Geo-demographic

(CFE&REE A CI4naT 88 TE/ PRI BasE RS )
Underl2,12-18,19-25,26-35,36-49,50-64,65+
Male, female

Young single, young couples, young parents, middle-aged,
empty nesters, retired

Upper middle, middle, skilled working, unwaged
Affluent, tight-budgeters
Country, region, urban/rural

Upwardly mobile young families living in larger owner-
occupied house, older people living in small houses
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Physiographic profile
Lifestyle
Personality

Behavioral
Benefits sought
Purchase occasion
Purchase behavior
Usage

Perceptions and beliefs

L
Trendsetters, conservatives, sophisticates
Extroverts, introverts, aggressive, submissive

TR

Convenience, status, performance

Self-buy, gift

Buyer of new products, brand loyal, experimenter
Heavy, light

Favorable, unfavorable
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Marketing Mix
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Electronic Marketingz& —F & 75
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< Different types of media used in marketing
— Direct mailing
— Tele-marketing
— E-mall
— Mobile Phone
— Podcast & Vodcast
— Interactive TV and the Internet

« New media
— Facebook, MySpace, Youtube, Plurk, etc.
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4AS &4Ps

Q ¢

relates to

Awareness - Promotion
Avallability - Place
Affordability < Price

Acceptabillity < Product
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