



Enviar búsqueda


Cargar
MODULE-PRINCIPLES OF MARKETING (1).pdf
•
7 recomendaciones•8,504 vistas

S
ssuseref2279Seguir
deped module for marketing principlesLeer menos

Leer más
Educación




Denunciar
Compartir








Denunciar
Compartir



1 de 135Descargar ahoraDescargar para leer sin conexión























































































































































































































































































Recomendados
Lesson 2 - Economics as an Applied Science
Lesson 2 - Economics as an Applied ScienceHannah Enriquez 


4Ms in entrepreneurship.pptx
4Ms in entrepreneurship.pptxkarelllabrador1 


Principles of Marketing for Grade 12 Students 
Principles of Marketing for Grade 12 Students Johemie Lopez Quinones 


Cot 1  lesson plan   entrepreneurship
Cot 1  lesson plan   entrepreneurshipRuffaidah Lantod 


Analyzing market needs
Analyzing market needsyumikokanzaki 


PRINCIPLES OF MARKETING CHAPTER 1.pptx
PRINCIPLES OF MARKETING CHAPTER 1.pptxMaricel Sanchez 


Principles of Marketing for Grade 12 Students. Chapter 2 
Principles of Marketing for Grade 12 Students. Chapter 2 Johemie Lopez Quinones 


Entrep2 pp
Entrep2 ppNenzkie Mojares 










La actualidad más candente
Introduction applied economics
Introduction applied economicsRowena Alarcon 


Applied Economics
Applied EconomicsEdmundo Dantes 


Development of A Business Plan - Identifying a Market Problem
Development of A Business Plan - Identifying a Market ProblemFranciz Panganiban 


SCREEN THE PROPOSED SOLUTIONS BASED ON VIABILITY,PROFITABILITY, AND CUSTOMERS...
SCREEN THE PROPOSED SOLUTIONS BASED ON VIABILITY,PROFITABILITY, AND CUSTOMERS...Joace Gayrama 










La actualidad más candente
4Ms-of-Operation-1.pptx
4Ms-of-Operation-1.pptxMrGo4 


L3- Recognize a Potential Market- Market Need Analysis.pptx
L3- Recognize a Potential Market- Market Need Analysis.pptxMaamLyca 


4M’s of OPERATIONS.pptx
4M’s of OPERATIONS.pptxMrGo4 


Applied economics module 2 final
Applied economics module 2 finalRonaldDeLaRama2 










La actualidad más candente
Chapter 2 - the Firm and its Environment
Chapter 2 - the Firm and its EnvironmentJOMAR NARVAS 


Analyze-the-Market-Need.pptx
Analyze-the-Market-Need.pptxReyneCareyneVirayDor 


Revisiting economics as a social science
Revisiting economics as a social scienceHannah Enriquez 


Unique Selling Proposition & Tagline
Unique Selling Proposition & TaglineGregar Donaven Valdehueza 










La actualidad más candente
UCSP-State and Non State Institutions.pptx
UCSP-State and Non State Institutions.pptxEfrelMaeCabonot 


Module 2 Entrepreneurship Development
Module 2 Entrepreneurship DevelopmentBibin Xavier 


Deskripsiyon ng produkto
Deskripsiyon ng produktoRochelle Nato 


SHS -Entrepreneurship
SHS -EntrepreneurshipEdmundo Dantes 










Más contenido relacionado
La actualidad más candente
Introduction applied economics
Introduction applied economicsRowena Alarcon 



Applied Economics
Applied EconomicsEdmundo Dantes 



Development of A Business Plan - Identifying a Market Problem
Development of A Business Plan - Identifying a Market ProblemFranciz Panganiban 



SCREEN THE PROPOSED SOLUTIONS BASED ON VIABILITY,PROFITABILITY, AND CUSTOMERS...
SCREEN THE PROPOSED SOLUTIONS BASED ON VIABILITY,PROFITABILITY, AND CUSTOMERS...Joace Gayrama 



4Ms-of-Operation-1.pptx
4Ms-of-Operation-1.pptxMrGo4 



L3- Recognize a Potential Market- Market Need Analysis.pptx
L3- Recognize a Potential Market- Market Need Analysis.pptxMaamLyca 



4M’s of OPERATIONS.pptx
4M’s of OPERATIONS.pptxMrGo4 



Applied economics module 2 final
Applied economics module 2 finalRonaldDeLaRama2 



Chapter 2 - the Firm and its Environment
Chapter 2 - the Firm and its EnvironmentJOMAR NARVAS 



Analyze-the-Market-Need.pptx
Analyze-the-Market-Need.pptxReyneCareyneVirayDor 



Revisiting economics as a social science
Revisiting economics as a social scienceHannah Enriquez 



Unique Selling Proposition & Tagline
Unique Selling Proposition & TaglineGregar Donaven Valdehueza 



UCSP-State and Non State Institutions.pptx
UCSP-State and Non State Institutions.pptxEfrelMaeCabonot 



Module 2 Entrepreneurship Development
Module 2 Entrepreneurship DevelopmentBibin Xavier 



Deskripsiyon ng produkto
Deskripsiyon ng produktoRochelle Nato 



SHS -Entrepreneurship
SHS -EntrepreneurshipEdmundo Dantes 



Applied-Economics-11 (1).pptx
Applied-Economics-11 (1).pptxRandyBaquiran1 



Demonstrate Understanding of the 4Ms of Operations.pptx
Demonstrate Understanding of the 4Ms of Operations.pptxangiegayomali1 



Business ethics   module 5 - the impact of belief systems
Business ethics   module 5 - the impact of belief systemsJoannaMaeCanonoy 



the role of business in the economy
the role of business in the economyGeorge Silandote Jr. 





La actualidad más candente (20)
Introduction applied economics
Introduction applied economics 


Applied Economics
Applied Economics 


Development of A Business Plan - Identifying a Market Problem
Development of A Business Plan - Identifying a Market Problem 


SCREEN THE PROPOSED SOLUTIONS BASED ON VIABILITY,PROFITABILITY, AND CUSTOMERS...
SCREEN THE PROPOSED SOLUTIONS BASED ON VIABILITY,PROFITABILITY, AND CUSTOMERS... 


4Ms-of-Operation-1.pptx
4Ms-of-Operation-1.pptx 


L3- Recognize a Potential Market- Market Need Analysis.pptx
L3- Recognize a Potential Market- Market Need Analysis.pptx 


4M’s of OPERATIONS.pptx
4M’s of OPERATIONS.pptx 


Applied economics module 2 final
Applied economics module 2 final 


Chapter 2 - the Firm and its Environment
Chapter 2 - the Firm and its Environment 


Analyze-the-Market-Need.pptx
Analyze-the-Market-Need.pptx 


Revisiting economics as a social science
Revisiting economics as a social science 


Unique Selling Proposition & Tagline
Unique Selling Proposition & Tagline 


UCSP-State and Non State Institutions.pptx
UCSP-State and Non State Institutions.pptx 


Module 2 Entrepreneurship Development
Module 2 Entrepreneurship Development 


Deskripsiyon ng produkto
Deskripsiyon ng produkto 


SHS -Entrepreneurship
SHS -Entrepreneurship 


Applied-Economics-11 (1).pptx
Applied-Economics-11 (1).pptx 


Demonstrate Understanding of the 4Ms of Operations.pptx
Demonstrate Understanding of the 4Ms of Operations.pptx 


Business ethics   module 5 - the impact of belief systems
Business ethics   module 5 - the impact of belief systems 


the role of business in the economy
the role of business in the economy 






Similar a MODULE-PRINCIPLES OF MARKETING (1).pdf
Report on marketing strategies of Amazon
Report on marketing strategies of AmazonG.H Patel Postgraduate Institute of Business Management 



Unit 2Marketing Essentials.docx
Unit 2Marketing Essentials.docxSyedmunimejazEjaz 



Unit 1
Unit 1prachimba 



Chapter 1 basic ofmarketing
Chapter 1 basic ofmarketingAishwarya surag 



Unit 2Marketing Essentials.docx
Unit 2Marketing Essentials.docxSyedmunimejazEjaz 



Social Marketing Essay
Social Marketing EssayWrite My English Paper UK 



Company Orientation Toward the Marketplace.docx
Company Orientation Toward the Marketplace.docxMuhammadUsama945807 



Business research report
Business research reportPrinceVerma938105 



The Concept And Process Of Marketing Essay
The Concept And Process Of Marketing EssayPay For Paper The American College of Financial Services 



Solution manual for marketing real people, real choices [rental edition], 10t...
Solution manual for marketing real people, real choices [rental edition], 10t...Salehkhanovic 



Ch 1 marketing
Ch 1 marketingRoshan Khunt 



Principles Of Marketing Exam Notes Essay
Principles Of Marketing Exam Notes EssayPapers Writing Service Peru 



The Quintessential Guide to Marketing Ads
The Quintessential Guide to Marketing AdsBryanRompas 



RM UNIT-4.pdf
RM UNIT-4.pdfBusiness 



The Benefits Of Studying Marketing
The Benefits Of Studying MarketingHelp Write My Paper Singapore 



Marketing mix strategies
Marketing mix strategiesMadhusha Weerasekara 



CSS 11 Q1 W2 Environment and Market.pptx
CSS 11 Q1 W2 Environment and Market.pptxAngelynCacho 



market mix and segmentation of indian railways
market mix and segmentation of indian railwaysAprameya joshi 



Fundamentals of marketing notebook (1)
Fundamentals of marketing notebook (1)kelly112 



Naveen singh.pptx
Naveen singh.pptxNaveensingh118867 





Similar a MODULE-PRINCIPLES OF MARKETING (1).pdf (20)
Report on marketing strategies of Amazon
Report on marketing strategies of Amazon 


Unit 2Marketing Essentials.docx
Unit 2Marketing Essentials.docx 


Unit 1
Unit 1 


Chapter 1 basic ofmarketing
Chapter 1 basic ofmarketing 


Unit 2Marketing Essentials.docx
Unit 2Marketing Essentials.docx 


Social Marketing Essay
Social Marketing Essay 


Company Orientation Toward the Marketplace.docx
Company Orientation Toward the Marketplace.docx 


Business research report
Business research report 


The Concept And Process Of Marketing Essay
The Concept And Process Of Marketing Essay 


Solution manual for marketing real people, real choices [rental edition], 10t...
Solution manual for marketing real people, real choices [rental edition], 10t... 


Ch 1 marketing
Ch 1 marketing 


Principles Of Marketing Exam Notes Essay
Principles Of Marketing Exam Notes Essay 


The Quintessential Guide to Marketing Ads
The Quintessential Guide to Marketing Ads 


RM UNIT-4.pdf
RM UNIT-4.pdf 


The Benefits Of Studying Marketing
The Benefits Of Studying Marketing 


Marketing mix strategies
Marketing mix strategies 


CSS 11 Q1 W2 Environment and Market.pptx
CSS 11 Q1 W2 Environment and Market.pptx 


market mix and segmentation of indian railways
market mix and segmentation of indian railways 


Fundamentals of marketing notebook (1)
Fundamentals of marketing notebook (1) 


Naveen singh.pptx
Naveen singh.pptx 









Último
BIOCHEMICAL PROPERTIES OF WATER .Raveesh.pptx
BIOCHEMICAL PROPERTIES OF WATER .Raveesh.pptxRAVEESHAD 



Candace-Stone project& portfolio 1 class
Candace-Stone project& portfolio 1 classccstone 



Parasitology 2024 | Microbes with Morgan
Parasitology 2024 | Microbes with MorganMargie Morgan 



cell, cell structure and function, Prokaryotic cell and Eukaryotic cell , Pla...
cell, cell structure and function, Prokaryotic cell and Eukaryotic cell , Pla...AKSHAYMAGAR17 



Relational_Algebra_Calculus Operations.pdf
Relational_Algebra_Calculus Operations.pdfChristalin Nelson 



Propel NC: A New Community College Business Model for the New North Carolina ...
Propel NC: A New Community College Business Model for the New North Carolina ...Mebane Rash 



To what extent does media ownership affect video game audiences.pptx
To what extent does media ownership affect video game audiences.pptxiammrhaywood 



EDL 290F Week 3  - Mountaintop Views (2024).pdf
EDL 290F Week 3  - Mountaintop Views (2024).pdfElizabeth Walsh 



EmpTech Lesson 7 - Online Creation Tools, Platforms, and Applications for ICT...
EmpTech Lesson 7 - Online Creation Tools, Platforms, and Applications for ICT...liera silvan 



Panda_project_mindmaps_primaryschool.pdf
Panda_project_mindmaps_primaryschool.pdfLoreta Jucaityte 



Successful projects and failed programmes – the cost of not designing the who...
Successful projects and failed programmes – the cost of not designing the who...Association for Project Management  



A Free eBook ~ Mental Exercise ...Puzzles to Analyze.pdf
A Free eBook ~ Mental Exercise ...Puzzles to Analyze.pdfOH TEIK BIN 



psychological assessment and tests presentation
psychological assessment and tests presentationBindiya Zapadiya 



ICH Guideline Stability Testing of New Drug Substances and Product Q1A(R2).pptx
ICH Guideline Stability Testing of New Drug Substances and Product Q1A(R2).pptxTrishala Bhatt 



Database Security Methods, DAC, MAC,View
Database Security Methods, DAC, MAC,ViewDr-Dipali Meher 



Multi - checkbox Attribute in the Odoo 17
Multi - checkbox Attribute in the Odoo 17Celine George 



Managing Choice, Coherence and Specialisation in Upper Secondary Education - ...
Managing Choice, Coherence and Specialisation in Upper Secondary Education - ...EduSkills OECD 



Discussing the new Competence Framework for project managers in the built env...
Discussing the new Competence Framework for project managers in the built env...Association for Project Management  



Introduction to AI for Nonprofits with Tapp Network
Introduction to AI for Nonprofits with Tapp NetworkTechSoup  



ash.ppt.pptx fungal reproduction presentation
ash.ppt.pptx fungal reproduction presentationRAVEESHAD 





Último (20)
BIOCHEMICAL PROPERTIES OF WATER .Raveesh.pptx
BIOCHEMICAL PROPERTIES OF WATER .Raveesh.pptx 


Candace-Stone project& portfolio 1 class
Candace-Stone project& portfolio 1 class 


Parasitology 2024 | Microbes with Morgan
Parasitology 2024 | Microbes with Morgan 


cell, cell structure and function, Prokaryotic cell and Eukaryotic cell , Pla...
cell, cell structure and function, Prokaryotic cell and Eukaryotic cell , Pla... 


Relational_Algebra_Calculus Operations.pdf
Relational_Algebra_Calculus Operations.pdf 


Propel NC: A New Community College Business Model for the New North Carolina ...
Propel NC: A New Community College Business Model for the New North Carolina ... 


To what extent does media ownership affect video game audiences.pptx
To what extent does media ownership affect video game audiences.pptx 


EDL 290F Week 3  - Mountaintop Views (2024).pdf
EDL 290F Week 3  - Mountaintop Views (2024).pdf 


EmpTech Lesson 7 - Online Creation Tools, Platforms, and Applications for ICT...
EmpTech Lesson 7 - Online Creation Tools, Platforms, and Applications for ICT... 


Panda_project_mindmaps_primaryschool.pdf
Panda_project_mindmaps_primaryschool.pdf 


Successful projects and failed programmes – the cost of not designing the who...
Successful projects and failed programmes – the cost of not designing the who... 


A Free eBook ~ Mental Exercise ...Puzzles to Analyze.pdf
A Free eBook ~ Mental Exercise ...Puzzles to Analyze.pdf 


psychological assessment and tests presentation
psychological assessment and tests presentation 


ICH Guideline Stability Testing of New Drug Substances and Product Q1A(R2).pptx
ICH Guideline Stability Testing of New Drug Substances and Product Q1A(R2).pptx 


Database Security Methods, DAC, MAC,View
Database Security Methods, DAC, MAC,View 


Multi - checkbox Attribute in the Odoo 17
Multi - checkbox Attribute in the Odoo 17 


Managing Choice, Coherence and Specialisation in Upper Secondary Education - ...
Managing Choice, Coherence and Specialisation in Upper Secondary Education - ... 


Discussing the new Competence Framework for project managers in the built env...
Discussing the new Competence Framework for project managers in the built env... 


Introduction to AI for Nonprofits with Tapp Network
Introduction to AI for Nonprofits with Tapp Network 


ash.ppt.pptx fungal reproduction presentation
ash.ppt.pptx fungal reproduction presentation 








MODULE-PRINCIPLES OF MARKETING (1).pdf

	1. ABM - Specialized  Subject
3rd Quarter
Principles of Marketing
Department of Education Republic of the Philippines
ADM LOGO
 


	2. Principles of Marketing
Alternative  Delivery Mode
Quarter 1- Module 1: Marketing Principles and Strategies
First Edition, 2020
Republic Act 8293, section 176 states that: No copyright shall subsist in
any work of the Government of the Philippines. However, prior approval of the
government agency or office wherein the work is created shall be necessary
for exploitation of such work for profit. Such agency or office may, among other
things, impose as a condition the payment of royalties.
Borrowed materials (i.e., songs, stories, poems, pictures, photos, brand
names, trademarks, etc.) included in this module are owned by their respective
copyright holders. Every effort has been exerted to locate and seek permission
to use these materials from their respective copyright owners. Th publishers
and authors do not represent nor claim ownership over them.
Published by the Department of Education
Secretary: Leonor Magtolis Briones
Undersecretary: Diosdado M. San Antonio
Printed in the Philippines by
Department of Education - Alternative Delivery Mode (DepEd-ADM)
Office Address: Masterson Avenue, Upper Balulang, Zone 1, Cagayan de Oro City,
Cagayan de Oro, Lalawigan ng Misamis Oriental
Telefax:
E-mail Address
Development Team of the Module
Content Editor:
Language Editor:
Layout Artist:
Writers: Module 1 - Maridel O. Daguit, Teacher II
Module 2 - Leonie B. Edquila, Teacher II
Module 3 - Maridel O. Daguit, Teacher II
Module 4 - Giero Vina Balajadia, Teacher II
Module 5 - Carlo Bayucot, Teacher I
From Medina National Comprehensive High School- Senior High School
Development Team:
Chairperson:
Members:
 


	3. Principles of Marketing
Quarter  1 - Module 1
Marketing Principles, Goals and
Approaches
Department of Education Republic of the Philippines
SENIOR HIGH SCHOOL
This instructional material was collaboratively developed and
reviewed by educators from public and private schools, colleges,
and/or universities. We encourage teachers and other education
stakeholders to email their feedback, comments, and
recommendation to the Department of Education at
action@deped.gov.ph
We value your feedback and recommendation.
 


	4. Introductory Message
For the  facilitator:
For the learner:
 


	5. TABLE OF CONTENT
  


	6. This course deals  with the principles and practices in marketing goods and services. It
also focuses on the development of integrated marketing programs that will help grow
businesses.
Learning Competency:
 Define and understand marketing Principles , Goals and Approaches
ABM_PM11-la-b-1
Activity 1: Pre-Test for this Chapter
Directions: From the pool words inside the box, choose the appropriate term for each
description below.
___________ 1. It is a form of communicating or promoting the value of a product, service,
or brand to the consumers.
___________ 2. These are goods that are purchased for personal consumption and/or for
the household use.
___________ 3. These are products whose physical characteristics are so identical, that
it would be difficult, if not impossible, to distinguish one purchased
from one vendor or another.
___________ 4. This is the availability of manufacturers to successfully distinguish their
products from other competitors.
___________ 5. This is the appreciation in a brand’s value from the point of view of
customers.
___________ 6. It is a product whose benefit can only be used by a consumer for a short
period of time, sometimes only a few minutes.
___________ 7. These are products that are manufactured to last a long time.
___________ 8. It refers to the total demand for all brands of a particular product or
service.
___________ 9. The number of people of a particular market at present that would
actually purchase the product or service offered.
___________10. This refers to measure of how well customer expectations from a
purchased product or service have been met.
Satisfaction Market share Durable Undifferentiated goods
Consumer goods Branding Current demand Primary demand
Brand equity Marketing Consumable
What I Need To Know
What I Know
 


	7. Lesson 1.1
Marketing Defined  and understand the goals of marketing and marketing Process
Marketing is a form of communicating or promoting the value of a product, service, or
brand to the consumers. Prior to the marketing of specific products and/or services, a
marketing company conducts a through analysis of the external environment, the market, its
competitors and customers, and an incisive audit of its internal characteristics.
General Objectives:
After going through, you are expected to:
 Undertstand the concept goals of marketing;
 Explain the marketing process
 Enumerate the classification of products/share
Activity 2: KWL Chart
Direction: using the KWL chart, Write what you know about marketing. Write in the What I
Know column. Write the things that they want to know in the What I Want To know column in
the form of questions. Once done, Please fill the column What I Learned of the things that
have added to your knowledge in marketing using the picture below. Please Answer it shortly.
K-W-L CHART
What I Know What I Want to Know What I Learned
What I Need To Know
What’s New
 


	8. Marketing Defined
Marketing is  a form of communicating or promoting the value of a product, service, or
brand to the consumers. The “by word of mouth” marketing may be the simplest, oldest, and
most natural way of marketing a service or a product for profit and non profit purposes.
Marketing for profit aims to increase sales of products or services while marketing for nonprofit
purposes. Marketing for profit aims to communicate messages for social purposes, such a
health and public safety information disseminated by the government.
The American Association (AMA) defines marketing as “the activity, set of instructions,
and process for creating, communicating, delivering, and exchanging offering that have
creation, communication, and the delivery of value to customers.
The key to this definition of marketing is the word “value.” Thus, marketing can be
summarized as the creation, communication, and the delivery of value to customers.
Alternately, the Philippines Marketing Association (PMA) defines marketing as a “science
and profession guided principally by the universal principles of ethics, corporate citizenship,
and corporate social responsibility.
This definition emphasizes an adherence to ethical principles, corporate citizenship,
harmful to one’s health and well-being or promote violence and immortality. Products or
services that serve no purpose or contribute nothing to individual and societal well-being
should not be marketed.
GOALS OF MARKETING
The goals of marketing can be summarized as follows:
1. Understand the market and its consumers, ans satisfy their changing needs and wants.
2. Introduce and innovate products and services that improve human condition and the
quality of life.
3. Design and implement effective customer-driven marketing strategies.
4. Develop marketing programs that deliver superior value to consumers.
5. Build and maintain mutually beneficial and profitable customer relationships.
6. Capture customer value to create profits.
7. Promote value transactions with full regard to the well-being of societies.
The Marketing Process
The marketing process can be illustrated in the following diagram: Figure 1: The
Marketing Process
What Is It
 


	9. Before marketing products  and/or services, the organization must have a thorough
analysis of the external environment, the market, its competitors and customers and an
incisive (perceptive) audit of its internal operating characteristics. This is followed by the
formulation of relevant marketing strategies coupled with a calibrated response using the
elements of marketing (commonly known as the 4P’s). As soon as the marketing strategy is
implemented, regular monitoring takes place in order to identify deviation and, if necessary,
make adjustments to any or all elements of the marketing mix.
Products, Services, and Experiences
What do organizations market? As consumers, we are most familiar with the marketing of
goods and services. Order than these, however, marketing organizations also market
experiences, ideas, advocacies, and even personalities.
The Three Product Level
Consumers often think that a product is simply the physical item that he or she buys. In
order to actively explore the nature of a product further, let’s consider it as three different
products – the CORE product, the ACTUAL product, and finally the AUGMENTED product.
This concept is known as the Three Levels of a Product. Figure 2: Product Levels
The CORE product is NOT the tangible physical product. You can’t touch it. That’s
because the core product is the BENEFIT of the product that makes it valuable to you. So with
the car example, the benefit is convenience i.e. the ease at which you can go where you like,
when you want to. Another core benefit is speed since you can travel around relatively quickly.
The ACTUAL product is the tangible, physical product. You can get some use out of it. Again
with the car, it is the vehicle that you test drive, buy and then collect. You can touch it. The
actual product is what the average person would think of under the generic banner of product.
The AUGMENTED product is the non-physical part of the product. It usually consists of
lots of added value, for which you may or may not pay a premium. So when you buy a car, part
of the augmented product would be the warranty, the customer service support offered by the
car’s manufacturer and any after-sales service. The augmented product is an important way to
tailor the core or actual product to the needs of an individual customer. The features of
augmented products can be converted in to benefits for individuals.
Features and benefits of products
Features and benefits of a product are also relevant to the three levels of the product.
Products tend to have a whole series of features but only a small number of benefits to the
actual consumer.
Let’s look at this another way, if you buy a Nintendo console it has many features; for
example you can play games alone or you can play against another opponent or two or three
opponents. You can also have access to the Internet. Avatars are adaptable so you can create
yourself and your friends. These are all examples of features to the consumer. However a
consumer may buy it because he or she wants to stay fit and will use software and peripherals
to become healthier. Becoming healthier is the benefit to the consumer.
 


	10. The consistent marketer  will aim to discover the consumer’s preference for benefits and
will match individual features to the preference. That is why professional salespeople for
example, often ask many questions whereas a novice salesperson will just tell you the features
of the product
Classifications of Products/Goods
Products that are marked can be generally classified according to use, differentiation,
types, and durability. Figure 3. Classification of Products/Goods
According to Use: Consumer and Industrial Goods
When classified according to use, products/goods can either be consumer goods or
industrial goods.
Consumer goods are goods that are purchased for personal consumption and/or for
household use. Examples of these are instant noodles, biscuits, milk, detergent soap,
shampoo, and other similar items.
On the other hand, industrial goods are purchased in order to make other goods, to
serve as a raw material or input in the production of other goods. Typical examples are
aluminum (used to manufacture kitchen equipment and cans) and electronic cables and wires
(serve as electrical conduits for home appliances) among others.
It would not be possible to say, however, that a product is always a consumer good or an
industrial good. A good that is ordinarily a consumer good can also be used as an industrial
good, and vice-versa. For example, when a consumer buys sugar from the supermarket and
uses this sugar to sweeten his/her coffee, the sugar in this particular case is a consumer good.
However, if the sugar is added to flour, chocolate syrup, eggs, and walnuts to make brownies
and eventually sold, the sugar in this case is an industrial good.
In other words, physical characteristics alone cannot determine whether a product is a
consumer good or an industrial good. One should also consider how the product is ultimately
used.
According to Differentiation: Undifferentiated and Differentiated Goods
Undifferentiated goods are products whose physical characteristics are so identical,
that it would be difficult, it not impossible, to distinguished one purchased from one vendor or
another. Most undifferentiated goods are products that sourced from nature.
A typical example of an undifferentiated good is rock salt. When a housewife goes to the
wet market to purchase rock salt from two different vendors, determining which one came from
one vendor or the other is a challenge. Salt bought from the two different vendors looks, feels,
and tastes identical.
On the other hand, differentiated goods are varied in their characteristics and features
that make them distinguishable from one another. If there are white-colored vehicles of each
model from all local car manufacturers parked side by side, the Toyota Fortuner would still be
readily distinguishable from the Mazda 3, the Nissan Sentra, the Honda Civic, and from the
According to Use:
Consumer goods
Industrial goods
According to Differentiation:
Undifferentiated goods
Differentiated goods
According to Durability:
Consumables
Semi-Durables
Durables
According to Types:
Convenience goods
Shopping goods
Specially goods
Unsought goods
Products/Goods
 


	11. other vehicles in  the parking area. This is because each manufacturer and car model has
varying appearances and features. The appearance of the Toyota Fortuner is different from
mitsubishi’s Montero Sport. They have different grill designs, headlights, body heights, hoods,
ground clearance etc. The ability of manufacturers to successfully distinguish their products
from other competitors is called branding.
Branding provides a product or service a unique distinguishing name, logo, symbol, or
image which is used to differentiate it from other similar products and services.
Why do some manufacturers brand their products, while others do not? The major reason
is cost. When a company decides to brand its products, it must recognize that there are two
responsibilities that accompany branding:
 All products carrying the brand must have quality consistency
 The brand must be advertised and promoted
The underlying reason why manufacturers decide to engage in branding despite the cost
is that they want the brand to be known and to be preferred by customers, eventually creating
and building brand loyalty. No customer will patronize a brand whose quality is inconsistent.
For a brand to be known, it must be extensively advertised and promoted.
Once a brand acquires customer recognition, a positive market reputation and goodwill,
higher selling prices can be charged, larger sales revenues are generated, and higher profit
margins are realized. This is because customers begin to attach value to the brand than to the
product itself. This appreciation in a brand’s value from the point of view of customers is called
brand equity.
According to Durability: Consumable, Semi-Durable, and Durable Goods
Based on Durability, Products are either consumables, semi-durables, or durables.
Durability refers to the length of time a consumer can derive benefit from the product or good
purchased.
A consumable is a product whose benefit can only be used by a consumer for a
consumer for a short period of time, sometimes only a few minutes. For this reason, many
mis-interpret consumables to exclusively include food, drinks, and edible items. Although
these are consumables, non-edible items such as detergents and toiletris are also considered
consumables. The benefit one can derive from soap, for example(for cleaning oneself) may
only last few days.
On the other hand, semi-durables provide benefits to the consumer for a longer period of
time, usually spanning several months. Semi-durables are manufactured for longer-term use
by consumers. Examples of semi-durables are clothes, shoes, belts, jackets, etc.
Durables are products that are manufactured to last a long time. They are capable of
providing consumers with years of beneficial use. Durables are casually expensive, and many,
therefore, require an augmented product to market them effectively. Examples of durable
goods are automobiles, houses home appliances, customer electronics, furniture, sports
equipment, and toys.
 Branding
Product
provides a
product or
service a unique
distinguishing
name, logo,
symbol, or
image which is
used to
differentiate it
from other
similar products
and services
 


	12. According to Type:  Convenience, Shopping, Specialty, and Unsought Goods
Convenience goods are products that are purchased frequently, are usually inexpensive,
and do not require much purchase effort and evaluation. Examples are newspapers, gum, and
candy.
The key to the successful marketing of convenience goods is its availability in as many
retail outlets as possible, catering to consumer need where and when it arises.
Shopping goods, on the other hand, are purchased less frequently than convenience
goods, are relatively more expensive, and require some amount of information search and
evaluation prior to purchase. Consumers of shopping goods consider features, evaluate
attributes, and compare prices. Examples of shopping goods are shoes, clothes, and
handbags. The successful marketing of shopping goods depends on intensive advertising,
well-trained salespersons, and positioning company products as superior alternatives to
competitors’ products.
Specialty goods are goods that require an unusually large effort on the part of
consumers to acquire. Consumers are usually willing to travel great distances to where these
goods can be purchased. Examples are branded luxury merchandise, works of art,
automobiles, and homes. The successful marketing of specialty goods require the promotion
of strong brand image and identities.
Unsought goods are goods that consumers seldom actively look for, and are usually
purchased for extraordinary reasons, such as fear or diversity, rather than desire. Examples
are investments, memorial plans, and life insurance. These goods require advertising and
aggressive selling and are usually marketed using highly-trained and persuasive
salespersons.
Practice sheet
Activity 3: Marketing Process Diagram
Direction: Your going to explain the marketing process. Use the following diagram format.
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
___________________
What’s More
 


	13. Activity 4: Classification  of Products/Goods
Direction: Your going to complete the diagram by giving an example for each of the
following goods/products.
Activity 5: Classifying Goods
Direction: Classify the products or goods by checking the column that corresponds to their
answer.
Examples Consumer
Goods
Industrial
Goods
Specially
Goods
Unsought
Goods
Shopping
Goods
Convenience
Goods
1. Clothes
2. Detergent
powder
3. Aluminum
4. Newspaper
5. Memorial
plans
6. Investment
7. Automobiles
8. Bags
9. Candy/Gum
10. Luxury
items
1.
 


	14. Activity 6: Reflection
Direction:  Answer the following questions.
1. Marketing involves, among others, the delivery of value to consumers. However, the
value a consumer places on a particular products or service is subjective. If you are a
marketer, how can you increase customer’s assessment of your product/service?
Use a product/service of your choice as an example.
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
____________________________________________________________________.
2. This is a common saying “All products sold involve the sale of service to a greater or
lesser extent. “Cite an example where product was sold because of an accompanying
service.
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
__________________________________________________________________.
What I Have Learned
 


	15. Lesson 1.2
Marketing Approaches  and Services
The traditional approaches in marketing focused on the production methods, product
quality, and effective selling methods as profit drivers in marketing. In contrast, contemporary
marketing approaches are centered on the customer, relationships, and the well-being of
society.
General Objectives:
After going through, you are expected to:
 Discribe the traditional approaches to marketing;
 Identify contemporary approaches to marketing;
 Differentiate product marketing from marketing services; and
 Compute the market share
Activity 7: Review from the past Lesson.
1. This is a common saying: “ All products sold involve the sale of services to a greater or
lesser extent.” Cite an example where product was sold because of an
accompanying service.?
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
____________________________________________
What I Need To Know
What’s In
 


	16. Activity 8: Explain  in your own words.
1. Intangible - _____________________
2. Perishable - ____________________
3. Needs - ________________________
4. Wants - ________________________
5. Demands - _____________________
Market Services
The characteristics of the services differentiate the services from the tangible goods.
The following are the characteristics of services:
1. Intangibility:
A Services are intangible and therefore cannot be touched, handled, smelt or tasted
(physical senses). This is because service itself is an activity. A service however, can be
experienced. A service also gives a certain amount of satisfaction to the consumers. On
account of the intangibility, there is no ownership created in case of services. A service
can only be generated and used and can never be owned.
2. Perishability:
A service has to be consumed simultaneously with its production. A service cannot
be stored like a tangible commodity. Services are perishable in terms of delivery and time.
An empty seat on a plane never can be utilized and charged after departure. Revenue
once lost is lost forever.
When the service has been completely rendered to the requesting service consumer,
this particular service irreversibly vanishes as it has been consumed by the service
consumer. Example – after the passenger has been transported to the destination, he
cannot be transported again to the previous location at the previous point of time.
3. Inseparability:
Commodities once produced can be sold at a later point of time but in case of
services it is not possible. Examples – In the cases of services of a doctor to his patient,
teacher to his student, the simultaneous presence of both-the producer of the service and
the consumer of the service at that point of time is absolutely necessary.
The service provider is indispensable for service delivery as he must promptly
generate and render the service to the requesting service consumer. Therefore the
service provider, the service itself and the service consumer are inseparable.
4. Simultaneity:
Services are generated and consumed during the same period of time. As soon as
the service consumer has requested the service (delivery), the particular service must be
generated from scratch without any delay. The service consumer instantaneously
consumes the rendered benefits to satisfy his wants. Therefore the production and
consumption of services are always simultaneous.
5. Variability:
Each service is unique. Services lack homogeneity. Example – a doctor treats two
patients with similar ailments on the same day. The level of satisfaction in the minds of
these patients after the treatment will never be the same. The difference is caused by
What's New
What Is It
 


	17. factors such as  the mood of the doctor, the fatigue level of the doctor, the way the service
is perceived by the individual patient etc. There will a difference in the service even if the
same doctor treats the same patient on two different occasions.
This is because the moods of the doctor and the patient do not remain the same on both
the occasions. No two units of service are identical even if they are generated by the same
person. Factors like quality control, standardization etc. which can be very successfully
implemented in case of production of tangible goods cannot be applied in case of services.
Services always vary with each other.
No ownership is created in case of services. At the time of creating a service or delivering
a service, the service provider does not own the service. He only owns the physical
infrastructure necessary to create the service. Similarly at the time of consumption or after the
consumption, the service consumer does not own the service. He only consumes the service.
After the consumption, the consumer has only the experience but the service itself would
have become non-existent. A service cannot be owned by anybody because it is basically an
intangible product.
Needs, Wants, and Demands
Consumer needs are defined as physiological necessities required for human survival.
These universal needs include food, shelter, and clothing.
Wants, on the other hand, are more psychological, indicating preferences that can
improve the consumer’s life condition. For example, at noon, a consumer may have a sudden
and uncontrollable need to eat. This can be satisfied with food because eating is a need.
However, the consumer will not satisfy this need with just any type of food but will consider
what kind of food he wants. He will decide whether to have a pizza, a doughnut, a sandwich, or
a rice meal.
Market and Market Demand
Market is defined as the group of individual or organizational customers who have both
the willingness and financial capability to purchase a particular product or service. Capability to
purchase a product/service can be variable as it can expand or contract depending on certain
factors, e.g. selling price. When a product’s or service’s selling price is reduced, even if the
number of individuals willing to purchase remain constant, the reduced price may increase the
number of individuals who can now afford to buy the product or service.
Market demand is the total demand of all potential customers for a specific
product/service over a specific period in a specific market area.
Measuring Market Demand
Market demand can either be primary or selective. Primary demand refers to the total
demand for all brands of a particular product or service. It is sometimes referred to as total
industry demand. Selective demand, on the other hand, is the demand for a specific brand of
product or service.
Potential, Latent, and Current Demand
Potential demand emerges when there is no demand yet for a particular product/service,
but there exists a market with sufficient financial capability to purchase.
An example of this is an example of potential demand can be education courses where
there is very low demand or no demand at all. Such cases are very hard to counter.
Latent demand results when customers in a market are unable to satisfy specific desires
because no products/services exist in the market that can satisfy them. It can also result when
the product/service is available, but is priced beyond their reach.
a smartphone brand’s success due to the company’s ability to close the gap between the
current product bought and the ideal product the customer would like to use.
In order to satisfy latent demand, marketing organizations must:
 Introduce goods currently unavailable that are desired by customers;
 Influence and persuade customers to reallocate their expenditures towards the
company’s product; or
 


	18.  Offer credit,  installment, or similar terms to make the product affordable to
customers.
Current demand is defined as the number of people of a particular market at present that
would actually purchase the product or service offered. This can be measured in several ways,
the most popular of which is through “intent to buy” survey.
An example of current demand are seasonal products like umbrella, air conditioners or
resorts. These products sell irregularly and sell more during season whereas their demand is
very low during non-seasons.
Utility, Value, and Satisfaction
Utility refers to the total satisfaction consumers can receive from the consumption of a
product or service.
Value, on the other hand, refers to the value customers place on a product or service.
Since consumers have different needs and buying capacities, consumers assign varying
values on the same product or service. The product with the highest quality does not always
provide the highest value for customers. The perception of value is affected by the cost
required to acquire the product or service.
Satisfaction is the measure of how well customer expectations from a purchased product
or service have been met.
To ensure maximum customer value and satisfaction, marketers must:
 Balance product or service quality and price.
 Establish consistency among product availability, level of customer service, and
efficiency.
 Create a buying atmosphere and deliver purchase convenience.
Customer-Perceived Value
Customer-perceived value is the quantitative difference between the expected benefits
and costs of a particular product or service in comparison to a similar product or service.
Customers rarely have an accurate assessment of the value and cost of a product or service,
and make purchases based on their perception of its ability to satisfy his/her needs and
requirements.
To enhance their customers’ perceived value of products or services, marketers advertise
aggressively and invest heavily in highlighting products features. In the case of cosmetics and
personal care products, companies invest heavily in packaging and labeling.
Some marketing organizations conduct marketing research to identify the perceived
values consumers attach to specific products/services.
Customer Value Proposition
A customer value proposition is a comparison of the benefits offered by a company’s
products to its customers in relation to the amount it is asking customers to pay. Customers
always ask question: “What’s in it for me?”
Marketing strategies enhance a product’s customer value proposition by emphasizing key
attributes of the brand in relation to competitors’ brands and communicating to
customers: ”Why us?”
Competition
A competitor is any company in n industry or similar industry that offers a similar product
or service
Levels of Competition
A firm’s competition can be classified either as a desire, generic, form, or brand
competitor.
Figure 4: Levels of Competition
 


	19. 1. Desire Competitors  2. Generic Competitors
“What desire do I want to satisfy?”
 Eat
 Text
 Read
 Drink
‘What do I want to eat?”
 Sandwich
 Dimsum
 Pasta
 Chicken
3. Form Competitors 4. Brand Competitors
“What kind of sandwich?”
 Chicken
 Cheese
 Hotdog
 Hamburger
“What brand of hamburger sandwich?”
 Wendy’s
 McDonald’s
 Jollibee
 Burger KIng
 Army Navy
The most basic type of competition is desire competitors. For example, eating is a
“desire” or “need” that a customer wants to satisfy at a particular time or occasion. This is
identified and established first before the customer starts thinking of a possible destination to
satisfy his “desire” or “need”.
The customer then considers a number of available options. These are the generic and
form competitors (sometimes called “indirect” competitors). Although these two levels a
customer selects a chicken sandwich instead of a hamburger, the hamburger fast food chain
can no longer generate revenue from the customer because:
1. The “desire” or “need” of the customer has already been satisfied and he is no longer
(for the moment) interested in food.
2. If the customer is on a limited budget, he/she may have already spent his/her monetary
allocation for food.
On the other hand, brand competitors are the most “direct” competitors because they
offer the same form of product the customer has finally decided to consume.
The Concept of Market Share
The effectiveness of marketing strategies in an industry can be measured using what is
referred to as market share. Market share, expressed in percentage, is the share of a
company’s revenues divided by the total revenues of its industry in a particular year.
Market share is calculated using the following formula:
Company A’ Market Share -
Since sales revenue is the basis for determining market share, companies often boost
sales through product introduction and innovation, price reduction, intensive advertising, and
aggressive promotional efforts, among other activities.
The company with the largest market share in an industry is the industry’s market leader.
Market leadership is aspired after by many industry is the industry’s participants. Aside from
the prestige, market leaders usually lead the industry in price changes, advertising and
promotional intensity, and new product introductions. More often than not, market leaders
manufacture and market the largest number of product units in an industry. They are likewise
often the most profitable due to production scale and distribution efficiency.
Traditional Approaches to Marketing
Evident up to the late 1960’s traditional approaches in marketing focused on production
methods, product quality, and effective selling methods as profit drivers in marketing.
1. The Production concept
Company A’s annual revenue
Total annual revenue of Company A’s Industry
x 100
 


	20. The Production concept  assumes that customers prefer products that are
inexpensive, affordable, and widely available. Efforts are concentrated toward expanding
distribution, and improving production efficiency. The objective is to lower production
costs resulting in lower process. However, this concept is relevant only if customer tastes
and preferences are stable and product demand is high.
2. The Product Concept
The product concept assumes that customers will always prefer and patronize
products of high quality. Resources are focused on product improvement and innovation.
Product attributes and features are continuously enhanced. While this may be important,
too much preoccupation on product quality may neglect the customer’s changing needs.
3. The Selling Concept
The selling concept emphasizes aggressive selling and promotional efforts. It
assumes that customers are generally timid and must be persuaded into buying. The
objective is to sell what is manufactures rather than manufacture what the market wants.
Contemporary Approaches to Marketing
Marketing is all about understanding the needs and preferences of your audience rather
than serving them what the company has to offer. The contemporary approach of marketing
focuses on the customer and their needs towards the product and the services. This theory is
based on the importance of traditional marketing orientation versus customer
orientation. They use different tactics and strategies to build a relationship with their clients
and targeted audiences.
Contemporary approaches to Marketing includes the following;
 Relationship marketing
 Industrial marketing
 Social marketing
Relationship marketing is a strategy that helps the brand develops a strong connection
with their customers. It helps the brands in forming long-term bonds with their loyal customers.
It is essential to maintain and establish relationships with customers and other brands these
days. It is beneficial for brands as it helps them understand their audience in the long-run.
Industrial marketing, also known as B2B or business-to-business marketing is a branch
of marketing which involves one business dealing or marketing their goods and services to
another business. Rather than the customer base, the brands are targeting industrial
customers in this type of marketing. Long-term relations can be built if the industrial buyers are
adequately satisfied. However, the total number of business buyers will be less in comparison
to the number of customer buyers.
Social marketing is an approach of marketing which seeks to bring any social change. It
integrates marketing theories and tactics with other plans to achieve social change. Social
marketing is aimed at benefiting individuals and different communities of society. Social
marketing should not be mistaken with social media marketing in any way. This approach
focuses on changing human behavior. This branch of marketing works for the welfare of the
people which helps the brands creates their positive image in the eyes of the customer.
Thereby, helping the brands create long-term relations with their customers.
Contemporary approaches followed by organizations:
 Cause Marketing – It is the type of marketing in which a company and charity team up
together and spread awareness for a good cause. If the campaign is successful, it can
help in increasing the business value for the company.
 Event marketing – It is the type of marketing in which marketers conduct promotional
events and promote their products and services in those events. This involves face to
face contact and helps in increasing the credibility of the brand.
 Green marketing – It is the practice of marketing in which the services and goods are
marketed from their environmental benefits. Research has shown that the customers
are willing to pay extra for products from companies which are concerned about the
environment and committed to sustainable development
 


	21. Activity 9: Market  share
Complete the table below by computation.
Company Market Share Company’s Annual
Revenue
Total revenue of
Company’s Industry
1. A P 600,500,000.00 P 950,000,000.00
2. B P 350,000,000.00 P 765,000,000.00
3. C P 156,000,000.00 P 845,000,000.00
4. D P 65,000,000.00 P 487,000,000.00
5. E P 120,000,000.00 P 355,000,000.00
Activity 10: Reflection
Direction: Write your own answer. (Shorts Explanation only).
1. A company makes a pair of shoes (a semi-durable) that can last for more than 10
years, Is this art advantage or a disadvantage for its customers? Explain
2. People “need” to eat. Some “want” to eat pizza or a sandwich. Is it possible for a
“want” not to emanate from a “need”? Explain by relating your experience.
Activity 11: Compare and Contrast
Direction: In a separate sheet of paper. Using Venn Diagram, Write the similarities
and differences of the traditional and contemporary approaches to marketing.
Traditional
Aproaches to
Marketing
Contemporary
Approaches to
Marketing
Similirities
What's More
What I Have Learned
What I Can Do
 


	22. Direction: Multiple Choice
1.  This refers to measure of how well customer expectation from a purchased product or
service have been met.
a Consumer goods b.Satisfaction
c. Marketing d. Brand equity
2. This is the appreciation in a brand’s value from the point of view of customers.
a. Brand equity b.Satisfaction
c.Marketing d. Consumer goods
3. These are products whose physical characteristics are so identical, that it would be difficult,
it not impossible, to distinguish one purchased from one vendor or another.
a. Brand equity b. Consumer goods
b. Marketing d. Primary Demand
4. It is a form of communicating or promoting the value of a product, service, or brand to the
consumers.
a. Durable b. Primary demand
c.Marketing d. Consumer goods
5. This can used in marketing to describe the way in which a service capacity cannot be
stored for sale in the future. Services cannot be stored, saved, returned, or resold once
they have been used. Once rendered to a customer, the service is completely consumed
and cannot be delivered to another customer.
a. Intangible b. Inseparable
c.Perishable d. Variable
6. This is the ability of manufacturers to successfully distinguish their products from other
competitors.
a. Undifferentiated goods b. Industrial goods
c.Differentiated goods d. Branding
7. These is more psychological, indicating prefenrences that can improve the consumer’s life
condition.
a. Needs b. Demands
c.Value d. Wants
8. These are products that are manufactures to last a long time.
a. Durable b. Semi-durables
c.Consumable d. Shooping goods
9. These give thier potential clietns an impression of their competence and capability to render
the service required.
a. Intangible b. Inseparable
c.Perishable d. Variable
 


	23. 10. It refers  to the total demand for all brands of a particular product or service.
a. Latent demand b. Current demand
c.Primary demand d. Selective demand
11. It is the total demand in the Philippines is challenging because few accurate published
industry statistics are available.
a. Demands b. Wants
b. Value d. Needs
12. These are goods that are purchased for personal consumption and/or for household use.
a. Branding b. Differentiated goods
c, industrial goods d. Undifferentiated goods
13. This is defined as physiological necessities required for human survival.
a. Demands b. Wants
c.Value d. Needs
14. The number of people of a particular market at present that would actually purchase the
product or service offered.
a. Primary demand b. Current demand
c.Selective demand d. Latent demand
15. It is a product whose benefit can only be used by a consumer for a short period of time,
sometimes only few minutes.
a. Consumable b. Semi-durable
c.Durable d. Satisfaction
.
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	29. Learning Competency:
 Define  “relationship marketing” (ABMˍPM11-Ic-d-5)
 Explain the value of customers (ABMˍPM11-1c-d-6)
Learning Objectives:
At the end of the lesson, students are expected to:
 Define relationship marketing
 Explain the value of customers
 Identify and describe relationship development strategies
 Illustrate successful customer service strategy in the Philippine business
enterprise
Activity 1.1 Pre-test
Directions: Read each statement carefully. In a separate sheet of paper, write TRUE if
the statement is correct and FALSE if the statement does not fit the description.
______________ 1. A customer is a person or organization that transacts with a
business person or business organization to buy goods or services for monetary or
other valuable considerations.
______________ 2. Customer Relationship Management can take on many
forms-salespersons assistance, product delivery, technical advice, help desks, or
other means.
_______________ 3. Companies can best manage customer service quality by
establishing service objectives with specific and measurable targets.
_______________ 4. Customer service is a process of managing an organization’s
interactions with current and future customers.
________________ 5. By Knowing the value or worth of its customers, a company
can focus its resources in attracting and keeping the “right” type of customers.
________________ 6. The customers are the lifeblood of any business.
________________ 7. The business is the one responsible for sealing the deal with
customer.
________________ 8. A customer’s lifetime value can be based upon the potential
value and profitability of his/her relationship with the company.
________________ 9. Organizations must constantly bear in mind that it is better to
exceed customer service expectations than to simply fulfil or underachieve them.
What I Need To Know
What I Know
 


	30. ________________ 10. In  order to ensure the consistency of customer service
quality, organizations conduct rigid customer service training and assess seldom how
well services are delivered.
Have you ever experienced good customer service from a certain establishment?
Recall the details of this experience. Why do you think good customer service is
important for an establishment to progress? What are the different ways to provide
good customer service?
(DISCUSSION)
Relationship marketing
Is a form of marketing developed from direct response marketing campaigns that
emphasizes customer retention and satisfaction rather than sales transactions. It
differentiates from other forms of marketing in that it recognises the long-term
value of customer relationships and extends communication beyond
intrusive advertising and sales promotional messages. With the growth of the
Internet and mobile platforms, relationship marketing has continued to evolve as
technology opens more collaborative and social channels such as tools for
managing relationships with customers that go beyond demographics and customer
service data collection. Relationship marketing extends to include inbound
marketing, a combination of search optimization and strategic content, public
relations, social media and application development.
Customer
Is a person or organization that transacts with a business person or business
organization to buy goods or services for monetary or other valuable considerations.
Acquiring and keeping customers is the end goal of businesses because customers
create demand. Through customers’ purchases, organizations are able to cover
manufacturing costs, operating expenses, and generate profits. Because businesses
have to be sustainable, products or services are not expected to be purchased only
once. They need to be purchased over and over again in order to maintain profitable
and sustainable operations.
What’s New
What Is It
 


	31. Consumables such as  biscuits and instant noodles are bought frequently. Other
products like shopping goods are purchased less frequently. A mobile phone maybe
bought once every year, and a car, perhaps every five years. Real estate and
properties may be purchased every 10-15 years, or even longer.
Because customers have varying needs and preferences over time, organizations
must be able to offer products and services at the time when customers need them.
Marketers cannot force the customers to buy any product or service that the
company offers. Instead, consumer needs and wants must be understood and
anticipated, as well be satisfied adequately and exceedingly. Companies must predict
customer needs.
Since there are other businesses that offer the same product or service to the
same customers, companies outdo each other in terms of value offering. Once an
individual becomes a customer, everything must be done to ensure that the
customer is kept and retained.
Customers wield tremendous influence over other people. A satisfied customer
shares his experience with relatives and friends, which can result in additional sales.
On the other hand, when a customer is not satisfied, the experience he shares will
dissuade other people from purchasing the product. This becomes a cause for
concern when the customer vents his dissatisfaction to social media which has the
tendency to magnify these positive and negative experiences.
Customer Service
Is the process of ensuring customer satisfaction with a product or service. Customer
service can take on many forms – salesperson assistance, product delivery, technical
advice, help desks, or other means. It involves activities designed to enhance
customer satisfaction, or the perception that a product has met or exceeded
expectations. This perception can be shaped and influenced by the level and type of
service that the customers receive before, during, and after the actual purchase.
Good customer service can lead customers to perceive the value offered as superior
over its competitors. This is because a customer not only buys a product or pays for a
service, but also the entire purchase or shopping experience.
The value of customer service is evident in the local setting. Call center
representative is one of the most in demand jobs in the Philippines where they assist
customers with online transactions and/or reservations, product information and
many others via telecommunications.
It is important to know the customers’ feedback from using their product as well
as their competitors’ product. That is why organizations provide platforms for the
customers’ feedback.
Managing Customer Service Quality
Maintaining high levels of customer service quality may be challenging due to
variability of services. In order to ensure the consistency of customer service quality,
organizations conduct rigid customer service training and assess periodically how
services will are delivered. This assessment can result in the identification of
customer service problems, areas of improvement, and current levels of customer
satisfaction.
Maintaining customer service quality is important. Disgruntled customers tend
to tell others about a bad service experience more often than a pleasant one. This
 


	32. can lead to  deterioration of the organization’s image. It shall be perceived as being
unable to deliver the level of service expected by customers.
Companies can best manage customers’ service quality by:
 Establishing service objectives with specific and measurable targets
 Committing sufficient organizational resource towards the achievement of
these targets
 Collecting customer feedback on service quality regularly
 Reviewing target accomplishment
 Identifying customer service weaknesses and connecting them
Organizations must constantly bear in mind that it is better to exceed
customers’ service expectations than to simply fulfil or underachieve them.
Managing Customer Service Differentiation
How can organizations make their customer service stand out? How they can they
protect their services from being duplicated by competitors? For physical product,
differentiation can be easily undertaken and protected through patents. This is,
however, not the case with services.
Customer-centered organizations can differentiate their customer service
through: (1) the development and training of competent customer contact personnel
and (2) designing and implementing a superior service delivery environment and
process.
Organizations should continuously improve their customer service. An intimate
knowledge and understanding of customer needs and wants can lead to effective
customer service that can result in long-term customer loyalty.
The following are some of the more popular customer service practices in the
Philippines:
Customer Service Practice Practicing Organization (s)
Free delivery Most restaurants and fast food chains
Automated in-home ordering system Some supermarkets and drug stores
Free gift wrapping/plastic book jacket Some department stores and book
stores
Merchandise/document pick-up Selected courier services
Free parking Some churches and religious
organizations
Valet parking Some hotels and resorts
Reservations, instalment plans Some large department stores,
bookstores
Complimentary refreshments, waiting
lounge
Most car dealership
Help desk, touch phone access, 24-hour
customer hotline
Most utility firms and
telecommunication firms
Free appliance installation Most appliance stores
Scheduled floral bouquet delivery Some flower shops
Drive-Through Most fast food outlets
Free-alterations on garments Selected apparel retailers
Complimentary massage Some barbershops and salons
 


	33. Customer Relationship Management
At  its core, customer relationship management (CRM) is all of the activities,
strategies and technologies that companies use to manage their interactions with
their current and potential customers. A saying frequently heard and said in many
businesses is "customer is king."
CRM helps businesses build a relationship with their customers that, in turn, creates
loyalty and customer retention. Since customer loyalty and revenue are both
qualities that affect a company's revenue, CRM is a management strategy that
results in increased profits for a business. At its core, a CRM tool creates a simple
user interface for a collection of data that helps businesses recognize and
communicate with customers in a scalable way.
Initially, marketing companies create and maintain customer database that
record and keep the following information: customer names, birthdates, contact
numbers and physical and email addresses. The information progresses to include
customers’ buying history and behaviour (i.e., what they buy, when and where they
buy, in what quantities and prices, and their responses to sales promotion efforts).
While most consumers may not be willing to share personal information,
product retailers utilize different strategies to coax customers into sharing. A
common practice is through shopper’s club. Benefits of joining the club include
earning points on purchases or participation in in-store contests. The customer
swipes his membership card at the check-out counter every time he/she shops. This
updates his/her purchasing history. The information can yield customer purchased
value, preferences, and buying habits, among others.
Customer database information is also used in customer segmentation and
profiling. Through databases businesses can have a precise identification of their
customer base. This information could include the geographical area of their
residence or work, the distance they are willing to travel to shop, their age profiles,
and occupations. Knowing the customer’s date of birth can reinforce relationship
with the customer. It is common for loyal customers to receive greetings from stores.
Email addresses can be used to update customers on new merchandise, promotional
offers, and other store activities.
Customer shopping history can be used to accurately identify the type of
merchandise frequently purchased, the amount spent, the preferred days for
 


	34. shopping, etc. Promotions  can be personalized so that customers will only receive
those that truly interest them and are most likely to purchase.
Effective guidelines in the implementation of customer relationship management:
1. Adopt the right mind set towards customer service.
2. Purchase or develop CRM software.
3. Quantity customer acquisition and retention costs.
4. Develop and implement a customer service training program.
5. Empower sales persons to make decisions.
6. Establish communication lines between your customer and customer contact
staff.
7. Shop your competition.
8. Keep innovating customer service.
9. Promote genuine customer service with passion.
Customer Lifetime Value
Customer Lifetime Value (CVL) is the forecasted sales or profits that a company can
derive from the entire span of its future relationship with a particular customer.
A customer’s lifetime value can be based upon the potential and profitability of
his/her relationship with the company.
The CVL perspective has several distinct implications:
 It considers a longer-term perspective of a company’s relationship with
customers in contrast to a short-term view of “take the customer’s money
and run.”
 It calculates and compares costs of acquiring customers and keeping old ones.
This can be used to determine the revenues that are lost when an existing
customer switches to another product. Costs for getting new customers are
called acquisition costs, whereas, cost for maintaining existing customers are
called retention costs. These are normally in the form of customer support
and promotional incentives.
 It highlights the importance of market segmentation, with the recognition
that some customer groups are more profitable than others.
For example, an athlete who spends ₱2,000.00 for every visit to a spa and goes to the spa twice a
month for an expected time period of five years would have a CVL computed as:
CVL can be measured using the formula:
CVL= (PV) (RP) (RT)
Where: PV is the average peso value of a sale to a particular customer or customer group
RP is the repeat purchase in a year
RT is the retention time in months or years
CVL is the customer lifetime value
 


	35. Activity 1.2: Customer  Lifetime Value
Direction: In a separate sheet of paper, compute the CVL for the following situation.
Follow the guide provided below. (5 points each)
1. Mrs. Abad spends ₱4,000.00 for every visit to a supermarket twice a month for an
expected time period of five years.
2. Mr. Alfonso spends ₱1,500.00 for every visit to a fast food chain with his wife and 2 children
once a month for an expected time period of one year.
3. A senior high school student spends ₱500.00 for every visit in a bookstore once every 3
months for an expected time of 9 months.
4. An overseas Filipino Worker from Dubai spends ₱3,000.00 for every package she sends to the
Philippines via courier service once a year for an expected time period of three years.
WHAT I HAVE LEARNED
What’s More
Let PV = ₱2,000.00
RP = 24 (twice a month for 1 year)
RT = 5
CVL =?
CVL = (PV) (RP) (RT)
= (2000) (24) (5)
= ₱240.000.00
The athlete’s Customer Lifetime Value is ₱240.000.00
PV = ________
RP = ________
RT = ________
Computation:
CVL = _______
 


	36. WHAT I HAVE  LEARNED
Activity 1. 3: Reflection
Direction: In a separate sheet of paper, answer the following questions.
1. Why is it important to have an excellent customer service for your
customers?
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
___________________________
2. In what ways can employers empower their salespeople to provide excellent
customer service?
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
____________________________________
Activity 1.4
Direction: in a separate sheet of paper, using the graphic organizer below. Cite some
importance of a good customer service. Write it in each partition on the wheel.
(Answer may vary)
What I Have Learned
What I Can Do
 


	37. Importance of a
good  customer
service
ASSESSMENT
Activity 1.5
Directions: Read each statement carefully. In a separate sheet of paper, write TRUE if the
statement is correct and FALSE if the statement does not fit the description.
__________ 1. CRM helps businesses build a relationship with their customers that, in turn,
creates loyalty and customer retention
__________ 2. Customer database information is also used in customer segmentation and
profiling.
__________3. An intimate knowledge and understanding of customer needs and wants can
lead to ineffective customer service that can result in long-term customer loyalty.
__________ 4. Acquiring and keeping customers is the end goal of businesses because
customers create demand.
__________ 5. Maintaining high levels of customer service quality may be simple due to
variability of services.
__________ 6. Customer’s lifetime value involves activities designed to enhance customer
satisfaction, or the perception that a product has met or exceeded expectations.
__________ 7. Customer Relationship Management can take on many forms-salesperson
assistance, product delivery, technical advice, help desks, or other means.
_________ 8. Organizations must constantly bear in mind that it better to exceed customer
service expectations than to simplify fulfil or underachieve them.
_________ 9. Store owner is a person that transacts with a business person or business
organization to buy goods or services for monetary or other valuable considerations.
__________ 10. companies can best manage customer service quality by establishing service
objectives with specific and measurable targets.
 


	38. ADDITIONAL ACTIVITY
Activtity 1.6
Direction:  In a separate sheet of paper, answer the following questions:
A. Why is there a need to maintain relationships with customers? Does this
apply to the neighbourhood sari-sari store? Explain.
B. Narrate your recent shopping experience. Was it pleasant? Were you
satisfied? Explain how customer service played a role in your experience.
 


	39. ANSWER KEY:
Activity 1.1
1.  True
2. False
3. True
4. False
5. True
6. True
7. False
8. True
9. True
10. False
Activity 1.2
1. ₱480,000.00
2. ₱36,000.00
3. ₱1,200.00
4. ₱9,000.00
Activity 1.5
1. True
2. True
3. false
4. true
5. False
6. False
7. False
8. True
9. False
10. true
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	44. Learning Competencies:
 Distinguished  between strategic and tactic marketing; and Planning in terms of objectives
and processes (ABM_PM11-le-i-9)
 Analyze the elements of macro- and micro-environment and their influence to marketing
planning (ABM_PM11-le-i-10)
 Define marketing research, it’s importance to a business enterprise and identify the steps
in marketing research (ABM_PM11-le-i-11)
 Differentiate the buying behavior and decision making of individual/household customer
versus the business (organizational) customer (ABM_PM11-le-i-13)
 Identify and segment market for a product or service (ABM_PM11-le-i-14)
 Select the appropriate target market segment and its positioning (ABM_PM11-le-i-15)
Activity 1: Diagnostic Test
Instructions: Match column A with the correct phrase in column B. Write only the letter of the
answer on the space provided.
What I Need To Know
What I Know
A
_____________ 1. The information from these researches helps
marketers identify macro-environment shifts.
______________ 2. These studies can provide cost-effective
ways on how to increase a
product’s/service’s awareness level and brand is a valuable
tool in site selection.
______________ 3. It determines ideal retail store locations and
is a valuable tool in site selection.
_____________ 4. It can be used to decide on the packaging, to
determine the market reaction, and to justify brand positioning.
____________ 5. It reveals the effectiveness of point-of-
purchase collateral materials.
________________ 6. These help identify, quantity, and
understand the target market better.
______________ 7. These tests can determine advertising copy
effectiveness, advertising re-call, sales promotion, response
rates, and outdoor advertising traffic results.
_____________ 8. It can be utilized by marketers to calculate a
product’s or service’s optimal price, and to determine price
elasticity.
____________ 9. Based on these results, the company shall
gauge the acceptability of a proposed product/service.
______________ 10. It includes individuals and/or house-holds
that purchase products and services for personal consumption.
 


	45. Lesson 1
Distinguished between  strategic and tactic marketing; and Planning in
terms of objectives and processes (ABM_PM11-le-i-9)
Analyze the elements of macro-environment and micro-environment and
their influence (ABM_PM11-le-i-10)
The strategic marketing process seeks to establish a clear and concerted direction for all
marketing activities of an organization while the tactical marketing process determines the
means or tactics to implement the strategies. Thie marketing environment refers to factors and
forces that affect a firm’s ability to build and maintain successful relationships with customers.
Its elements include Micro-environment and Macro-environment.
General Objectives:
After going through, you are expected to:
 Distinguish between strategic and tactical marketing in terms of Objectives and
processes; and
 Analyze the elements of macro-environment and micro environment and their
influence to marketing planning processes.
Activity 2:
Direction: Differentiate in your own words. 2 sentence only
1. Strategy -
___________________________________________________________________
__________________________________________________________________
2. Tactics
___________________________________________________________________
__________________________________________________________________
Strategic Marketing Process
What’s New
What Is It
What I Need To Know
 


	46. The strategic marketing  process seeks to establish a clear and concerted direction for all
marketing activities of an organization. It includes plans to reach specific goals/objectives. The
strategic marketing process is depicted in the following diagram:
Step 1: Mission Identification
The company’s mission statement is articulated. A mission statement defines what an
organization is, why it exists, its reason for being, its primary customers, the products and
services it produces, and its geographical area of operation.
For example, an international consumer goods company’s mission statement is “to
provide branded products and services of superior quality and value that improve the lives of
the world’s consumers. As a result, consumers will reward us with industry leadership in sales,
profit, and value creation, allowing our people, shareholders, and the communities in which we
live and work to prosper.”
Step 2: Situation analysis
This step assesses and evaluates the market, customers, competitors, and the
company’s internal and external environment. The objective is to identify the company’s
strengths and weaknesses, as well as the available opportunities and possible threats.
Step 3: Objective setting
Objectives are marketing targets that are specific, Measurable, Attainable, Realistic, and
Time-bound (SMART). These enable a company to control its marketing plan and provide a
consistent focus all functions of an organization. These objectives include sales revenues,
market share, and profits. They are used as basis for strategy selection and development.
Step 4: Marketing strategy development
The development of a marketing strategy involves market segmentation, identification of
target market, positioning, selection of broad marketing strategies, and the translation of
strategies into action plans.
Strategy can be broadly classified into three categories. These are cost leadership,
differentiation, and focused.
(Authors’ note: Examples are hypothetical and for academic purposes only.)
Cost Leadership
This is a strategy primarily for achieving low cost leadership among industry competitors.
Cost leadership can be achieved through low cost supply contracts, overhead expense control,
economics of scale, and comprehensive cost-cutting efforts, among others.
Example: While 16” desk fans ordinarily retail fro P 1,000.00, a local appliance brand is
able to market the same at 635.00 through mass production.
Differentiation
Situation
analysis
Objective
setting
Marketing
strategy
development
Strategy
evaluation
and control
Mission
identification
 


	47. Differentiation seeks to  achieve superior product attributes and features that are different
from industry competitors. This results in pronounced consumer preferences for the
company’s products.
Example: A mobile phone brand introduces its version of the smartphone that does not
have a keyboard but is activated and controlled by thought.
Focused
Efforts are concentrated on a relatively small but profitable market. The development of
products and services primarily ensures that the needs and want of this addressed and that
satisfaction is provided.
Example: A convenience store that concentrates on the very high-end niche market by
converting its operations into convenience stores with superior customer service, selling purely
imported and high quality products and gourmet food prepared by resident chefs.
Cost leadership, differentiation, and focused strategies may be implemented through the
following sub-categories of strategies:
1. Forward integration
This involves gaining ownership or increased control over distributors or retailers.
Example: A known newspaper company buying 418 newspaper stands in Metro
Manila
2. Backward integration
This involves gaining ownership or increased control over suppliers.
Example: A consumer goods company in the Philippines purchasing a cow farm and
dairy facility in General Santos City
3. Horizontal integration
This involves purchase of or increased control over competitors.
Example: A pizza company buying a controlling interest in another pizza company
4. Market penetration
The objective of this strategy is to increase market share of current products or
services in current markets through greater and more intensive marketing efforts.
Example: A doughnut company launching a P 56 million advertising campaign
directed at current customers
5. Market development
This strategy involves the introduction of existing products or services into a new
geographical area or market.
Example: A private learning institution opening a campus in Cebu City
6. Product development
This strategy involves the improvement of current products or services or the
development of new products with the purpose of increasing sales.
Example: A company on carbonated beverages introducing its product line in tetra
pack
7. Related diversification
This involves introducing new but related products or services.
Example: Battery manufacturers introducing solar powered automotive batteries
8. Unrelated diversification
This involves introducing new but unrelated products or services.
Example: A bank opening a chain of ice cream parlors
9. Retrenchment
This involves halting or reversing declining sales and profits through cost or asset
reduction.
Example: A shopping mall selling off its hardware department and laying off 847 of its
department store employees
10. Divestiture
This involves selling a division or part of an organization.
Example: A conglomerate selling an airline
11. Liquidation
 


	48. This involves selling  all of a company’s assets, in parts or as a whole, for their
tangible worth.
Example: A prime holdings company selling all its companies.
Step 5: Strategy Evaluation and Control
After the strategy is developed, periodic monitoring and evaluation are needed. This is
necessary to identify deviations and necessary adjustments and corrections.
The Tactical Marketing Process
Completing the strategic marketing process, the tactical marketing process determines
the means or tactics to implement the strategies. It involves the identification of specific
activities, timetables, responsibilities, and budgets and their implementation. The objective is
to ensure that the strategies are implemented successfully
For example, a company determines to increase sales by 10% by the end of the calendar
year. After careful consideration, it selects market penetration as its strategy.The current task
is to identify the tactics, or activities that it should undertake to ensure that the strategy will be
successful. The firm may decide to increase selling prices. It may opt to do intensive
promotions, or it may invest in heavy product advertising.
Once the tactics and activities are identified, they are developed into an action plan. An
action plan is a sequential series of marketing activities. It includes timetables for each activity,
pinpointed responsibilities or accountability for each, and the corresponding budgets.
Oftentimes, it is necessary to utilize two or more action plans to ensure successful
implementation. These are monitored regularly to ensure effectiveness.
MARKETING MICRO-ENVIRONMENT
The marketing micro-environment includes forces that are internal to the company or
those that are relevant to its operation. It is composed of the company itself, its suppliers,
market intermediaries, customers, competition, and its various public's. The consideration of
these is important as they affect the company’s ability to build and maintain sustainable
relationships with current and prospective customers.
1. The Company
Marketing may be the “lifeblood” of an organization, but it cannot exist independently
of other organizational functions. These functions include research and development,
finance, operations, and human resources. Recognition of the importance of these
functions is essential for marketing. Moreover, marketing cannot function in a vacuum as
marketing decisions must always be aligned with the organization’s goals and strategies.
2. Suppliers
Suppliers provide raw materials, utilities, labor, capital, and equipment. The
availability and prices of these supplies should be monitored. Effective partnership or
relationship management with suppliers is essential. The performance of suppliers can
directly impact an organization’s ability to continuously satisfy its consumers.
Substandard raw materials will negatively affect product quality, and the unstable supply
process may hurt profits and affect the organization’s ability to provide superior value to
customers.
3. Market Intermediaries
Intermediaries are channels that link the organization to its customers. Most products
are delivered and distributed to customers through intermediaries. In comparison to
Marketing
Strategies
Action Plans/
Tactics
Marketing
Activities
Activity
Timetables
Responsibility/
Accountability
Activity
Budgets
Monitoring
and Control
 


	49. organizations distributing products  by themselves, distribution through intermediaries is
more practical and less costly. The most common intermediaries are distributors,
wholesalers, and retailers. Aside from distribution, market intermediaries also help in the
promotion of products.
4. Customers
Customers create the demand for products and services. They can either be
customers or end-users, businesses, or organizations. Companies must attract and
maintain customers through products and services that meet and exceed customer
expectations.
5. Competition
The demand for a company’s products and services is affected by the nature and
intensity of competition. Knowing a competitor is critical to the success of the firm.
Monitoring the movements of competitors is essential because competition is not static
and is very volatile. Competitors may introduce new and/or improved products in the
market. They may also actively implement price changes and launch advertising and
promotional campaigns. To create and maintain relative advantage, companies must be
ready and quick to respond to these movements.
6. Public's
Public's may include any individual or entity with an actual or potential interest in
company and its products or services. These include the shareholders, the community,
financial institutions, media, the government, and society. Shareholders expect a
reasonable return on their investment. Consumer advocate groups and the media may
build or destroy the reputation of the product or service. Financial institutions can hinder a
company’s ability to secure funds. The government may pass and implement laws that
can either liberalize or restrict a company’s actions. An organization’s public’s can affect
the competitiveness of the company, and to some extent, pose a threat to its survival.
Identifying Strengths and Weaknesses
Strengths and weaknesses can either be controllable or uncontrollable. The factor s
present within the company are within the firm’s control. The five other forces (suppliers,
market intermediaries, customers, competition, and the various public’s) are essentially
uncontrollable although they are within the sphere of the company’s influence.
For example, a poor or confrontational working relationship between marketing and
the other organization’s functions can result in delayed, stunted, or even aborted
marketing plans.Suppliers that are not treated as essential partners can result in poor
material quality, delayed deliveries, and unwarranted price increases.
In like manner, highly motivated market intermediaries can give preference to a
company’s products over others. Financial institutions can just as readily provide loans
and credit on a timely basis.
Marketing micro-economic factors that are favorable to a firm are classified as
strengths, while unfavorable factors are termed as weaknesses. Companies should utilize
strengths as the foundation for effective strategies, with the most dominant and
sustainable strength as its major competitive action, and eventually be converted to
strengths.
MARKETING MACRO-ENVIRONMENT
All business organizations operate within a particular macro-environment. The marketing
macro-environment includes factors that are external to the organization. Essentially, these
can neither be influenced nor threats; which the company must avoid.
The importance of the macro-environment can be compared to the scenario of a
commercial flight from Manila to the United Arab Emirates (UAE). Pilots request information
from the air control tower to determine the route. Weather forecasts are crucial in determining
particular areas of turbulence and other weather anomalies. Timely reports are received en
route to avoid unwanted delays due to air traffic. Updates from the control tower identify the
positions of other aircraft to prevent collisions. The date on wind speed and direction can be
used to take advantage of strong tailwinds to reduce flying time and fuel consumption. Prior to
 


	50. landing at the  UAE airport, the pilot requests for a wind shear report to determine if the wind
conditions at the point of destination is conducive for a safe landing.
In business, the macro-environment refers to the economic, politico-legal, sociocultural,
demographic, technological, and natural environments. Although there are many, only the
factors that are directly relevant are considered. The factors that indicate some level of
uncertainty and may affect the organization (depending on the nature of the business and
product or service offering) are evaluated.
1. Economic Macro-environment
The economic macro- environment represents economic factors that can directly
affect an organization, Examples of these are inflation rate, foreign exchange rates,
consumer spending shifts, and consumer price index, among others. Economic factors
are significant because they indicate the cost of doing business as well as consumer
buying power.
An economic macro-environment factor may pose a threat to an industry, while
presenting an opportunity to another. The effect of the foreign exchange rate is different
on establishments that have large imported inputs in comparison to firms that rely on
purchases driven by foreign remittance.
2. Politico-legal Macro-environment
The politico-legal macro-environment includes both political and legal factors. A
highly uncertain political situation, such as an impending national election, may affect the
stability of businesses. A new administration may have different economic and monetary
priorities and may favor a divergent legislative agenda. Political unrest may lead to
government instability. This will always cause economic and business uncertainty.
Legal factors include laws passed recently, as well as legislative bills that could be
enacted into law. The effects of these should be in a company’s planning agenda. One
example is the recently approved legislation increasing tax exemption on the amount of
13th
month pay of employees (Republic Act 10653, February 12, 2015). The exempted
amount translates into higher consumer spending at the end of 2015. This is highly
favorable for retailers. In contrast, the proposed legislation imposing a 10% ad valorem
tax on soft drinks and other sweetened beverages may result in the decline or flattening of
the demand for carbonated beverages, juices, and similar refreshments. Companies
belonging to these industries may consider product development and operational
alignment to lessen the effects of the law.
3. Sociocultural Macro-environment
Each geographical area has a specific culture that dictates how business is
conducted. Culture is defined as the beliefs, customs, arts, etc., of a particular society,
group, place, on time. Having been colonized by the Spaniards, Americans, and the
Japanese, the Filipino sociocultural macro-environment is far more challenging to
understand than that of its ASEAN neighbors. The most evident result of Philippine
colonial history is colonial mentality. All things being equal, Filipinos rend to prefer
products manufactured by certain countries (such as the United States, Japan, and some
countries of the European Union) over products manufactured locally.
Perhaps as a direct result of low wages and relatively high poverty incidence, some
Filipino families have to contend with providing for their needs and that of their families on
a daily basis. This has led to the necessity of the tingi or piecemeal retailing system.
Products that are needed on a small amount and on a daily basis, such as detergents,
shampoo, mobile phone credits, candies, and the like are sold individually in small
packets or sachets.
The Filipino trait of intrinsic closeness between mothers and daughter is exemplified
in the very personal concern exhibited by a Filipino mother towards her daughter’s
aesthetic dilemma in a popular skincare product culture-based television advertisement
introduced in 2002.
There are few sociocultural traits of Filipino that have been monitored and exploited
by companies doing business in the Philippines. Fortunately, the sociocultural
macro-environment is not as unpredictable as the economic and politico-legal
macro-environment. A country’s culture hardly changes over time, and may sometimes
require several generations to alter substantially.
4. Demographic Macro-environment
 


	51. A company’s demographic  macro-environment consists of changes in population
characteristics. These include population rate, gender, age, income composition patterns,
civil status, and family size. Population increase rates can be particularly beneficial for
mass marketing efforts. Positive shifts in gender and age composition patterns can be
utilized as opportunities for gender and age-specific products like sanitary napkins and
toys. The growing population with higher income presents opportunities for higher-priced
products. Increased family size can predict a higher demand for mini-vans and full-sized
vans, and lower demand for studio condominium units.
5. Technological Macro-environment
The technological macro-environment is composed of current and impending
technological change. This is sometimes the single factors that can cause the rapid
acceleration or bring about the untimely demise of products, services, or companies.
There are recent examples of this phenomenon. The development of electronic word
processing machines and computers with enhanced features have launched Apple
Microsoft, etc. To the top of their industries. At the same time, popular typewriter brands
have disappeared from the market. Electronic mail has rendered snail mail, telegrams,
and the telefax practically obsolete. Digital photography has made photograpic films less
popular. Social media platforms, such as Facebook, Twitter, and Instagram, have
decreased the popularity of traditional media. The multi-tasking features of smartphones
have dethroned the still reliable basic feature phones as devices of choice.
The changes in the technological macro-environment can be threatening. Properly
channeled, they can be opportunity springboards for future successes.
6. Natural Macro-environment
The natural macro-environment refers to natural resource inputs and environmental
concerns. Uncontrolled use of finite natural resources including fossil fuel in
organizational activities has heightened concern for the sustainability of the rampant
denudation of forests. Although legislation is in place, the preservation of the natural
environment is a major factor to consider in a company’s activities.
An analysis of the natural environment must also include calamities, often referred to
as “acts of God”. These include floods, earthquakes, tornadoes, landslides, tropical
cyclones, volcanic eruptions, and storm surges. Specific geographical areas of the world
are particularly susceptible to these calamities (e.g. earthquake-prone countries located
in the so-called “ring of fire”). Businesses operating in these areas can expect frequent
operational disruptions. On the other hand, opportunities also abound in these localities.
There could be a higher demand for flashlights, power generating units, medical survival
kits, and other goods needed for frequent emergencies.
Identifying Opportunities and Threats
After relevant economic, politico-legal, sociocultural, demographic, technological,
and natural macro-environmental factors have been identified and analyzed, the company
shall now proceed to identify threats or opportunities among these factors.
Although both opportunities and threats are external in nature and essentially
uncontrollable, opportunities are favorable to a company and, therefore, can be
capitalized on, while threats are unfavorable and require mitigation.
For example, a company can take advantage of the increased economic growth in
the Visayas by developing the market through the opening of outlets in the region.
Through product development, a fruit juices manufacturer can develop a healthy line of
beverages to minimize or avoid the potential threat of increased tax on its current
products.
What’s More
 


	52. Activity 3- Strategic  Marketing Process
Direction: Present the “Strategic Marketing Process” by creating a flow chart. Write each
of the step in bold letters and write for the definition per step.
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
___________________________
Activity 4- Tactical Marketing Process
Direction: Complete the diagram below and explain the process.
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
______________
Activity 5: Follow Through
Direction: Write A if it is marketing micro-environment and B, if it is marketing
macro-environment. Write your answer on the space provided before the
number.
___________1. Suppliers
___________ 2. Sociocultural
___________ 3. Demographic
___________ 4. Technological
___________ 5. Public’s
____________ 6. Politico-legal
____________ 7. Market Intermediaries
____________ 8. The company
____________ 9. Competition
____________ 10. Customers
 


	53. Activity 6: Reflection
Direction:  Answer the following
1. Is it possible with no distinct differentiating feature to be successful in the market?
Give examples and explain briefly.
_______________________________________________________________
_______________________________________________________________
______________________________________________________________
2. Some companies market their products without first identifying their target market.
After several months of operation, they profile their customers and classify them
geographically, demographically and psycho-graphically. The most recurring
profile of customers is identified as the “target market” is this workable?
Explain briefly.
_______________________________________________________________
_______________________________________________________________
______________________________________________________________
Post Test
Direction: From the Pool of word;s inside the box, choose the opproapriate term for each
description below.
1. This involves gaining ownership or increased control over distributors or retailers.
2. This is a strategy primarily for achieving low cost leadership among industry competition
3. This involves selling all of a company’s assets, in parts or as a whole, for their tangible
worth.
4. It provide raw materials, utilities, labor, capital, and equipment in marketing
micro-environment.
5. Its part of the marketing micro-environment that creates the demand for products and
services.
6. This involves or reversing declining sales and profits through cost or asset reduction.
7. This strategy involves the introduction of existing products or services into a new
geographical area or market.
8. This involves introducing new but unrelated products or services.
What I Have Learned
Economic Cost leadership Liquidation Forward integration
Politico-legal Market development Suppliers
Company Technological Customers Demographic
Competition Natural Refenchment Unrelated diversification
 


	54. 9. Is a  marketing may be the lifeblood of an organization, but it cannot exist independently of
other organizational functions.
10. Is the demand for a company’s products and services is affected by the nature and
intensity of competion.
11. It represents economic factors that can directly affect an organization.
12. It consists of changes in population characteristics.
13. It refers to natural resources inputs and environmental concerns.
14. It composed of current and impending technological change.
15. It includes both political and legal factors of marketing.
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	57. Lesson 3
Define Marketing  Research, Its importance to a Business
Enterprise and Identify the Steps in Marketing Research
(ABM_PM11-le-1-11)
Marketing research is the function responsible for acquiring and evaluating market and
consumer-based information for decision making and the determination of marketing strategic
direction. It is primarily responsible for the gathering, analysis, and timely distribution of
information for the use of marketing decision makers.
General Abjectives:
After going through, you are expected to:
 Define marketing research and its importance to a business enterprise; and
 Identify the steps in marketing research
Activity 1:
Check your understanding about the Marketing Research:
1. Caroline started doing her marketing research process by Identifying the problem
of poor marketing message penetration. What does Caroline need to articulate
next? Choose your answer below and Explain briefly
a. Develop the research plan
b. Objectives for the research
c. Conduct research
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
__________________
What I Need To Know
What’s In
 


	58. MARKETING RESEARCH
Marketing research  is a function under a business organization’s Marketing Information
System (MIS). MIS is primarily responsible for the gathering, analysis, and timely distribution
of information for the use of marketing decision makers.
Definition
Market research is the process of determining the viability of a new service or product
through research conducted directly with potential customers. Market research allows a
company to discover the target market and get opinions and other feedback from consumers
about their interest in the product or service.
The Purpose and Importance of Marketing Research
Companies have complete information about their products from production to distribution.
However, it is a challenge for the companies to know what happens to the product after it was
purchased. Who uses the product, how it is used, how much or how little of it used, and the
general attitudes of the consumer toward the product are not known explicitly. Thus, for new
products or new markets, the company may not be completely certain whether the product will
be accepted by the market. The value of the product to the consumer is difficult to measure
because perceptions of the value are subjective.
Although marketing research can be costly, it is indispensable. The following are some of
the issues that can be addressed by marketing research:
 Identify viable new products and services
 Enable risk reduction
 Identify market opportunities and threats
 Determine the level of customer satisfaction
 Pinpoint and anticipate market trends or changes
 Decide on the best advertising medium
 Pre-test and post-test advertising and promotional campaigns
 Evaluate the results of test marketing
 Evaluate the results of packaging, brand name, and label testing
 Determine consumer price awareness and sensitivity
 Undertake location studies
Steps in the Marketing Research Process
Marketing research can and should be used for various reasons. Marketing research can
be used to identify marketing opportunities and problems,generate and evaluate potential
marketing actions or plans, monitor marketing performance and improve marketing as a
process. But, how does one carry out marketing research? I delved into the Marketing
Research textbook by Alvin C. Burns and Ronald F. Bush for the answers.
Here are the 11 steps to conducting marketing research, but note that not all marketing
research follows these steps.
1. Establishing the need for marketing research
This could seem basic but is in fact fundamental to conducting marketing research.
Research takes time and money. Marketing research is not needed when information is readily
available (this could be through secondary data), when there is not enough time to conduct a
proper research study and answers are needed immediately, when you can afford the
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	59. research or when  the costs outweigh the value.It could also simply be that the answer is
obvious.
2. Defining the problem
According to the authors, this is by far the most important step. If the problem is
incorrectly defined, all is wasted effort. Marketing research should only be conducted
to answer a problem. There are also needs to be alternatives. If there are no alternatives, no
decision is necessary.
3. Establishing research objectives
Objectives tell a researcher exactly what he or she should be looking for and what he or
she must do to obtain the information necessary to allow the manager to choose between the
decision and the alternatives.
4. Determining research design
 Exploratory research: informal search to learn more about the research problem, learn
terms and definitions or identify opportunities
 Descriptive research: most basic; used to describe the marketing phenomena
 Causal research: uncover factors that cause on event
5. Identifying information types and sources
 Primary: information collected specifically for the problem at hand
 Secondary: information already collected
6. Determining methods of accessing data
This can be done through observing consumers, surveys, online etc.
7. Designing data collection forms
Designing the form in which data will be collected. It can be a questionnaire or an
observation form.
8. Determining sample plan and size
Sample plan: describes how each sample element is to be drawn from the total population
Sample size: how many elements of the population should be used to make up the sample
9. Collecting data
Non-sampling errors in data are likely to occur and researchers need to know the sources
of these errors to implement controls to minimize them.
10. Analyzing data
Data analysis involves entering data into computer files, inspecting data for errors, and
running tabulations and various statistical tests.
11. Preparing and presenting the final report
It is important that it is not overstated as it is the report that properly communicates the
results to the client.
Making Marketing Research-based Decisions
Marketing research reports include a lot of information that can aid organizations in
making effective marketing decisions, rather than resorting to unsupported “gut feel”decisions.
Some examples of reports and the marketing decisions they can support are:
 External factors research- The information from these researches helps marketers
identify macro-environmental shifts. These are bases in pinpointing opportunities and
anticipating threats.
 Observation research - This is an invaluable aid in determining consumer behavior.
It assists marketers in determining the retail shelf placement strategy to use. It also
reveals the effectiveness of point-of-purchase collateral materials.
 Test marketing- Based on test marketing results, the company shall gauge the
acceptability of a proposed product/service. The company can, have the opportunity
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