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INTRODUCTION

This unit aims to develop understanding of marketing management as required by a practising or potential
middle manager.

Marketing put simply is about putting the right product in the right place, at the right price, at the right
time. Sounds simple, no? Well, not always. There are so many factors you need to consider when
marketing a product or service. And, if you get just one element wrong, it can be a ster for your whole
campaign. While you will learn the underpinning theories and frameworks, you Iso be able to relate
these to real-world examples, including products/services that you encounte i aily lives.

To establish a marketing strategy, it is necessary to get closer to the custome
out what their needs are. It is a marketing department task, to plan the necessa iving

customer feedback. Analysing feedback and the market in which you operate will a put together
an achievable marketing plan.
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GUIDANCE

This document is prepared to break the unit material down into bite size chunks. You will see sub-headings
that will coincide with the learning outcomes, specific to this unit. Therein you will encounter the following

structures;

Purpose

Theory

Challenge

Video

Explains why you need to study the current section of material. Quite often learners
are put off by material which does not initially seem to be relevant to a topic or
profession. Once you understand the importance of new learning or theory you will
embrace the concepts more readily.

Conveys new material to you in a straightforward fashi o suppgxt the treatments
in this section you are strongly advised to follow th

useful documents or applications on the web.

point.
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Marketing Management as a Process

What are Management Methods?

Management methods represent specific types of management, thus the way how it is the organisation,
resources and its processes managed. Management methods therefore significantly affect planning,
organizing and the performance of other managerial functions. They affect the management of either the
whole organisation (business) or its specific part (e.g. in an organisational unit).

Marketing and sales deals with the exploration and understanding of customer needs, with the response to
them through the development, production and sales of goods and servic including innovation
implementation) and also deals with the impact on customers' needs in ac nce with the strategic
purposes of the organisation.

“Marketing is a social process by which individuals and groups obtain what t ough
creating and exchanging products and value with others.” Philip Kotler

From a management perspective the most important interpret rkflow or

activities.

of the processi

Marketing and sales deals with the exploration and eeds, with the response to

them through
the development, production and sales of go ; 4 cluding innovation implementation). It also
deals with the impact on customers’ needs in j the strategic purposes of the organisation.
Marketing and sales are closely linked. While m ore on pre-sales activities, surveys or
understanding the needs of custom losely connected to them and realize the
actual business relationships with ¢ i are all methods and analytical

techniques used in marketing (marketI as well as in the sales process itself.

Peter F. Drucker consider of the two basic functions of an organisation:

“The existence of business @ te customers; the company has two - and only these two -

Marketing and Pro
e Brand Ma

e Sales

e CRM (Customer Relationship Management)
e Customer Care
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Marketing Management Methods
5K (Total Loyalty Marketing)

The authors of the concept are the German marketing experts Anne M. Schiiller and Gerhard Fuchs. 5K is a
method of the Total Loyalty Marketing concept, they identify 5K as the basis for the customers” loyalty to
an organisation and its products.

The Individual “Ks” in 5 K represent (English translation, German original in brackets):

e Communication (Komunikation) - a two-way dialogue between the organi@®ion (enterprise) and its

costs necessary to obtain information about the organisation and its pro
e Purchase benefit (Kaufernutzen) - benefit that is created by using the pro rganisation

and flexible, consumer-oriented logistics
e Culture (Kultur) - the organisation is charac
corporate culture, showing both on the jnsi Bn the outside; it has good will and a good

Blue Ocean Strategy

Blue Ocean Strategy is a i@ i iness strategy of the enterprise, which was described in a
book by W. Chan Kim and | v . Ocean Strategy is based on the idea that every

ement field focusing on the brand. According to Kevin L. Keller brand

management deals with t llowing three questions:

e How to create brand value?
e How to measure brand value?
e How to use brand value for the business development?

Branding

The essence of the branding are activities, whose goal is to get the desired brand positioning in the minds
of the customers - creating a positive customer attitude to the brand. The branding activities include:
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