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WHAT

- benefits does customer seek?

- factors influence demand?

- functions does the product perform for the customer?

- are important buying criteria?

- is the basis of comparisen with other products?

- rigks does the customer perceive?

- services do customers expect?

HOW

- do customer buy?

- long does the buying process last?

- do various elements of the marketing program
influence customers at each stage of the process?

- do customer use the product?

- does the product (it into their life style or operation?

- much are they willing to spend?

- much do they buy?

WHERE

- is the decision made to buy?

- do customer seek information about the product?

- do customers buy the product?

WHEN

- 1s the first decision to buy made?

- is the product repurchased?

WHY

- do customers buy?

do customers choose one brand as opposed to

another?
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Production
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2. Economies of scale

L
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. Raw material

Organization

. Visionary leaders
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. Capable managers
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Sales

\

Awareness and

trial

market share

and defending

market share

Introdyion Growth Maturity . Decline
Time
Characteristics ]
Brand awareness Low Medil{m High High
Market growth rate Medium High Stable Negative
# Competitors None or very few Few Many Few
Degree of competition Low Mediym High Low
Economies of scale lLow Mediqm " High Medium
Sales Low Medium High Medium
Production cost High Medium Low Medium
Marketing expenses High High Medium Low
Profit Low or negative Rising . High Declining
Price sensitivity Low Low but rising High and stable Medium
Advertising sensitivity i Medium High but declining Low and stable Low
Marketing Objectives Create product Maximize Maximize profit Reduce —|

expenditure and

harvest

]

persuasive

reminder

Strategies

Product Basic product Improvement and Variety Drrop or phase
augmented out

Price Skimming Skimming or Depends Good-value or
penetration Economy

Market Channel Selective Traditional Innovative Selective

(specialist channel) (hi-volume channel) | (low-cosi channel) | (lower-cost Chn)_J
Market distribution Selective [ntensive Intensive Selective
Advertising Informative Informative and Persuasive and Persuasive

Sales promotion

Create trial

Non price-related

Price-related

Price-related

Public relation

Build awareness

Build awareness and

credibility

Build credibility
and hold-down

promotion costs

Unnecessary
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