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{a) Traditional Physical Process Sequence

Make the product Sell the product

/W/ J=]- )WWW/

(b) Value Creation and Delivery Sequence

Choose the value Provide the value
Customer > Market >Semce> >Soun:7 D&nbutng 2
Strategic Matketmg Tactical Marketmg

4P’s Approach Model 1: 1960-1980

Sup ply Supply Price Promote Market to
Driven Created Customers

Post-war causality (product, production & sales orientation)

é

Model 2: 1990-2000>>>

Target Customer A
Demand \y ¢, ctomer—»Value —» Supply Promote }»f Marketto| 2
Driven Understood Proposition | Created Customers :
An embryonic model for the globalised interactive 21st century
-TH

(source Kotler &Keller, 2009; AMA) DUSADEE.NI®@SSRU.AC
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(source: Schultz, Tannenbaum, & Lauterborn, 1993)
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Marketing
Communication

Promotion

Advertising

Digital Marketing Strategy (4 Media Elements)
Personal Sales

selling promotion G AoveRTISING
BRAND AMBASSADOR BANNERS
DISPLAY
Y PAID
! ENDORSEMENTS
! DIGITAL MEDIA
: ‘-.;f PROPERTIES y CONTENT
SEEPR y o loriand S . EDUCATE
,g;jﬁ Marketing o g . B
2357 e 7 ) REVIEWS
- . . - EMAIL
-I;"T?l_ commun|cat|ons OWNED 1 mm " EARNED LOCATION-BASED SERVICES
= i A PROPERTIES '
G nteractive mix Events and | et 3 :
Fiesl; marketing experiences Youruae A - 0-BRANDING
INSTAGRAM CELEBRITIES
PINTEREST

INSTAGRAM SOCIAL
GOOGLEs
PLATFORMS INFLUENCER
ENGAGEMENT
RESPONSE
ADVOCACY
LOYALTY

OUTPOSTS
RELEVANT MESSAGE BOARDS
BLOGOSPHERE

Direct PR and
marketing publicity

(source:Schuliz,Tannenbaum, A A M 2 2 0 ]

& Lauterborn, 1993); Shimp, 2000) DUSADEE.NI@SSRU.AC.TH
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Segmentation - e | MPleMentation

f
«Product *Maonitor
«Price - «Evaluate
-gdrgii“?% -p!ax:e ’EX‘:[C;JUU” ‘IH]PTD‘/‘:‘
«Paositioni *auality
kg g «Promation D,
«Branding «Experience
-

o |\iarketing Mix - Control

AAM2201

(source: Kotler &Keller, 2009) DUSADEE.NI@SSRU.AC.TH



Segmentation

5
:’ﬁ‘ Geography @Demographic Socio- Behaviour
gl = o economics N o
ST type of settlement type of household socio-economics frequency of
i media no. of children education purchase / usage
Tl tr consumption Income pattarns of usage
! occupation

Psychographics
attitudes, values

interests
activities, lifestyle

characteristics
advantages
benafits

AAM2201

DUSADEE.NI@SSRU.AC.TH




;'; The part of the brand identity and value  [EIHKRHE

L2 proposition that is to be actively e
g communicated to the target audience ;@ |
e 3 DT
Fagisd and that demonstrates an  advantage N _
L &= over competing brands.

Strong

¥
t
.
{
>

-

£

"
“ Ny

:{ :‘: *;: j— _“ The aCII. Of deSig ning i.he Compq ny’s %2 Pearson International Edition

.= | offering and image to occupy a
== distinctive place in the mind of the
s target market.

il ‘il (source: Aaker, 1991; AM2201

il Kotler &Keller,2003; Temporal, 2010)  pPUSADEE.NI®SSRU.AC.TH

Brand Positioning

takes the basic tangible aspects of
the product and actually builds

the intangibles in the form of an image
in people’s minds.




Brand Equity Measurement
By Keller

, its name and symbol, that add to

or subiract from the value provided by a

product or service to a firm and/or to that
DUSADEE.NI@SSRU.AC.TH

firm’ s customers.

Brand Equity Measurement
By Aaker

a set of brand assets and liabilities linked to

a brand




Brand Positioning

Salient

Emphasizing the distinctive
characteristics that make it
different from its competitors.

Brand |dentity

Express the brand ’'s tangible &
infangible characteristics.

Strengths

Communicate to
Target Audience

e b Ly (R L
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¥
s
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AAM220I1,

(source: Temporal, 2010; Kapferer, 2008) DUSADEE.NI@SSRU.AC.TH




A Brand Personality Framework
(J Aaker , 1997)

Brand personality

Excitement Competence  Sophistication liuggedness

Down-to-earth Daring Reliable
Honest

Wholesome - Spirited énte”lgept|
Cheerful maginative uccessfu
' Up-to-date

Upper class Outdoorsy
Charming Tough

Brand Personality
AAM2201

DUSADEE.NI@SSRU.AC.TH
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