IN COLLABORATION WITH
N E i w r;l\ﬁqsc;r\l/EET:gEmT:ﬁK(R;EuEEﬂ?SHIP er MANAGEMENT § %ﬁ /N UNIVERSITA DEGLI STUDI DI NAPOLI
IN coLLasoraTioN witH MIT SLOAN SLOAN SCHOOL % PARTHENOPE

MASTER MEIM 2021-2022

Marketing — an integrated perspective
Master 2021-2022

A cura del prof. Michele Quintano

Prof. Di Marketing all'Universita degli Studi di Napoli Parthenope

www.meim.uniparthenope.it




EEEEEEEEEEEEEEEEEEEEEEEE
NNNNNNNNNNNNNNNNNNNN
ooooooooooooooooooooooooo

Marketing

An integrated perspective

March, 15° 2022

Michele Quintano, PhD

DISAQ - UniPth- 2022







[\

VI

MASTER IN ENTREPRENEURSHIP
INNOVATION MANAGEMENT
IN coLLasoraTion with MIT SLOAN

Operational
Marketing

Strategic
Marketing

DISAQ - UniPth- 2022
[ ]



MASTER IN ENTREPRENEURSHIP
INNOVATION MANAGEMENT
I coLLasoraTion with MIT SLOAN

e

Reaching the market
Markesting channsls
Cornmunication

Sales

Create Tangibility
Product, Services &
Portfolios
Pricing

Crieating value

nderstanding the market
(Context, competitors, trends, key
success factors, etc.)
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A first insight...the Mktg process

Whichisthe market

potential?

<

The marketshould
be definedatthe
beginning ofthe

process

Assessing the

t'ramewm_k (3C’5)

!

Segmentation

How can 1 divide the
market in order to be
maoreetficientwhen
satistyingcustomer
needs?

Which segment(sjto
target?

]

!

Value Value
Proposition Propaosition
Marketing Marketing /_‘
Mix Mix

Which product, price,
distribution and
communication strategies

should beused?
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what is - should be the role of

Marketing and why
do we Need it?




(Whatis Mktg?

Marketing = Growth
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Monopolistic Competition (Chamberlin, 1930)

Customer satisfaction is the main company’s
aim...profit is the result(eith, The Marketing Revolution, 1960,

JoM)

Every company should have in its mission the broader
meaning of market needs (Levitt, Marketing Myopia, 1960, HBR)

Context: USA, growing markets, Dig corporations,
Marketing as recipe book

DISAQ - UniPth- 2022




Sales/Rivalry

If we don’t do
things differently

We have to
change things

We are not doing
s0 well

We are doing well

&

Market
Concept

Few Mational International All
competitors competition Competition

Marketing

Sales

R+D

Production
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What happened?
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Market

Ready, steady,...

Competitive
approach

X

SELL-IN
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PRODUCT PRICE FLACE PROMOTION

Retailers,s” Manufacturers * Suppliers
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Scenario shake out?

Manufacturers Suppliers

Competition

D
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Situation appears as a new purchase variable

15 DISAQ - UniPth- 2022




Scenario shake out?

Manufacturers Suppliers

Competition

D
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New approach

.

Market w Manufacturers Suppliers
B2C relationships Operational liability
1.Retention - ifc value +
2.Maximiz Customer share Creating value for the
Vi € Customer potential customer’s customer
3.Referrals —> New customer catch
D

DISAQ - UniPth- 2022
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(o beyond the product
perspective

IFocus on satistaction, value
delivery, relationship building
and loyalty



Lets try to build
a different perspective
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Evolution of ditfferent MKTG paradigms

Mass Marketing of Marketing 121 Communities
Marketing Segments 8 Marketing
1908 2022

* By Jaime Castello + Michele Quintano
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Mass Malketmé

You can paint it any color, so long as it is black
M H.IFord

DISAQ - UniPth- 2022
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Mass Marketing

OSFA...One Size FIFits All

DISAQ - UniPth- 2022




N =1 w .’L‘.‘«ﬂ&fﬂ%&ﬂﬁ.ﬁiﬁﬁiﬁ ?????
Why change the marketing approach

IFord vs. General Motors

In 1923 IFord 55% MS with one model and profits
GM 11% MS with different models and losses

Model T price, 1909-1923

6 R S A A I T T T TTTT] T T
s °F 1
8 4p "
g 3k x. |
= S 1910
. 1911 }
v 2 ® 5
€ . . . o
G 85% slope - Experience effect on
] KPR
£ 4= - Pricing
T 09L 1920 4903
0B i "IN O RO T i I i I [ T
10000 2 3 4 56789 2 3 436?55‘ 2 3 456789
100,000 1,000,000
Cumulative Units Produced
D
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What happened?

In General Motors
* Lower economies of scale compared with Ford
* Brand cannibalization

What to do? aifred Sloan (GM President) proposals
« Improve economies of scale(R+D coordination
and components standardization)
« Market segmentation and Brand positioning
« Marketing activities coordination

DISAQ - UniPth- 2022
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In 1937...

Income-based segmentation:

I I I I I > Income

Bsipgnty Lz .
CHETROLET Oicinmobo TRoNTIAC D) e
BRI :

E “A car for every size purse”

Competitive achievements

* lord: 16% MS and losses
o GM:45% MS, profits and brand extension

DISAQ - UniPth- 2022
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Differentiation

Differentiation price

A+in term of price

that the consumer is
available to pay for the }
differentiated value

proposition

Margin

/ . .
NN NN EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE Ulldlttel.elltlated plolce

.‘.....................>

Margin

— Differentiation costs

« Industry operational costs

Undifferentiated Company  Differentiated Company

M A U 22
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Unit cost
New production

technology

[
»

Production
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Everyone is equal before the law...but not before a
marketing manager!
Anonymous

DISAQ - UniPth- 2022




Marketing 121

McKinsey
& Company

q.ll

— Ermenegildo Zegna

Nike By You

ORACLE
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PEHSON OF THE TEAR

Yes, vou. YToueontrol the Information Age.
Welcome tovour world.

DISAQ - UniPth- 2022
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The new normal
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The new normal

Self-
Actualization
N

Physiological

L}
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r HYPER-CONNECTED TEENS AND TWENTY-SOMETHINGS

DATA BASED ON AMERICANS AGED 13-24

engage
with at least two
devices simultaneously -
including TV, PC,

. Smartphones and Tablets

& paing anlinve v Tabhlets
v, last year
' Souroe: Ipsoaiseagie S01E Teena B Twenly-Somelhings Ressarch Siudy '

DISAQ - UniPth- 2022
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E Home -‘a
e g Chore automation
Vehicles and security Offices
Autonomous vehicles and $200B-350B Security and
condition-based maintenance A energy
5210B-740B E $70B-150B
¥, ! =
- - o 1 i &
= "?" o ol
... - - -
9 settings . evanpamme h
Cities gave us a cross-sector view Eactories
Public health of a total potential impact of Operations and
and transportation $3.9 trilhﬂﬂ-'! 1.1 trillion equipment optimization
$930B-1.7T per year in 2025 $1.2T-3.7T
- ‘-. -'- ... .* m
H ’r
Outside = Retail environments
Logistics and navigation o))) Automated checkout
$560B-8508 — JAL $410B-1.2T
Human Worksites
Health and Operations optimization/
fitness health and safety
$170B-1.6T $160B-930B
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; RT @birdnextome
‘ Chirp! ] chirp! chirp! << Lol
F“YH HEunnybirdnoises @
\ 7 ) :
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Communities Marketing

GRAND CAMP by Tep Fishborne
' WHO NEEDS (CUSTOMERS
GALED WHEN YOO HAVE
FRIENDS, FANS, AND
\/\"\,\ FOLLOWERS ¥~ | \

Tera Fisid B vl @ | ronm
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Communities Marketing

G

WATCH VIDEQS

SEARCH

STIMULUS ‘
ASK YOUR NETWORK

READ REVIEWS

Google vs amazon

DISAQ - UniPth- 2022




What is marketing

A managerial phylosophy, focus the organization on
customer and consumer satisfaction

Different “evyes” to see outside of the company / a set
of analysis tools and models (Market, Competition,

eLC.)

A set of Implementation tools/ implement marketing
strategies through Marketing Mix

DISAQ - UniPth- 2022




What is marketing

Marketing Growth

.. Satisfying customers’ segments needs,
through a differentiated value proposition

330mlL

DISAQ - UniPth- 2022
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WE SHOULD DIFFERENTIATE OUR BRAND,
JUST AS LONG AS WE DIFFERENTIATE IN THE
EXACT SAME WAY AS ALL OF OUR COMPETITORS.

@ marketoonist.com
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The fallacy
To compete successfully through differentiation,

always invest in products and services
enhancement!

Ok, but at what cost?

..without considering the customers’ logic
behind the perceived value evaluation

DISAQ - UniPth- 2022




NEW-FEATURITIS

TOM
FISH
BURNE

oI THINK I7LL
.7 KEEP THE REARD

|
; il
) __.|x1{“§3ﬁ
B e

i”  _
® marketoonist.com
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IF-rom needs to solutions

e
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Needs and solutions

Z00Mm

i. VS.

Many thanks Covidl9!

y 4
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Value proposition
Balance between Benefits and Costs

-

 [Functional

Benetfits

* Psychological
 Social

* lxperiential

\_

~

/

aD

4 N
Costs

 l-conomic
* Transactional
* Psychological

* Learning

o /

DISAQ - UniPth- 2022
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Company offering

proposition

Customerneeds

Competitors’offering

Urbany y Davis, 2007

DISAQ - UniPth- 2022
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Value Proposition elements

Price Value

T + Alwavs the bestprices

Arity + Can'tbeattheirdeals
PAY —T . Trouble-free basicservice
+  No-frills

parity parity

Performance Relational
Value Value
+ Alwavs on theleading « Understand mybusiness
edge * Providesthe products
« Always ahead oftheir and servicesthayIneed
competitors » Close business parmer

aD

DISAQ - UniPth- 2022
GGG



’rice Value
Walmart RYANAIR

parity

parity parity

Performance Relational
Value Value

s
‘ Gi'khﬁ ol l el I e Y "-Imtnu_i-.:

CISCO

By A.Cuneo

DISAQ - UniPth- 2022




The Business Model Canvas

Designed for:

Designed by:

On:

Iteration:

Key Partners § Key Activities

Value Propositions require?

business model?

Cost Structure

osts inherent in our business model?

Channels

nels do our Customer Segments

fomer routines?

ents

Customer Seg

Revenue Streams

eally willing to pay?

www.businessmodelgeneration.com

= 1CIOIOICKO)

171Second See, it 300, Sanr




There are three kinds of companies: those
who make things happen; those who
watch things happen; and those who
wonder what’s happened

Anonymous

DISAQ - UniPth- 2022
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Why some companies tail after success?
Competitive cycles?

Role of Marketing?

DISAQ - UniPth- 2022
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—

BE
WAIE
My |

FRIEND

9
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“Don’t make a plan of fighting

thatis a very good way to lose your teeth
if you try to remember you will lose
Empty your mind

be formless

shapeless

like water

put water into a cup

becomes the cup

put water into a teapot

becomes the teapot

water can flow or creep or drip or crash
be water my friend”

(Bruce Lee, 1971)

DISAQ - UniPth- 2022
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“Z“THIS WAS GOOGLE
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Britannica
EN-CYCLDEJED'IA g
Britannica

ANNIVERSARY

e

H Eiotrstat il Sy

< c @ © @ https;//www britannica.com e B

Q Search Britannica ¥ ENCYCLOPADIA BRITANNICA

Categories v Features v Biographies On This Day Quizzes

Headlines of 2019

Impeachment

Donald Trump became just the third U.S.
president to face a formal impeachment
inquiry.

Area 51
A Facebook joke drew several thousand
people to this classified Air Force

installation

ENCYCLOP EDIA Cricket World Cup e & 3" .&\\
Americans scratched their heads as the rest a 1 2 Y/ 7 = 3
of the world tuned into cricket this summer. g v Nk -
g DEMYST.I:IED -

Most hyped artist

Riririramiwddll VVhy Does The New Year'Start
On January 1?

Cattelan made the news twice this year:
when his gold toilet was stolen and when he
taped a banana to a gallery wall.

€061,95/ano
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Competitive cycles

A strategic approach

-

- War of movement

& ~
/’ ‘ 2.
/ \
/; \
/ \
I \
I 1
War of p()sm()n 1 ’l
O ;
\ [
N\ /
N\ Y 4
\\~ ,/

~~— @' War of imitation

.) °
2D
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Competitive cycles

The music industry

s y 7. . .
ll. S""”potify, War of
- —— movement

/
War of position ¢

~1

DISAQ - UniPth- 2022
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War of Position
Statrus quo

The competitive game is “WIN/LOSE”
Market share competition

[.eader: defends its MS
Follower: challenges the leader
Niche player: focuse on extreme

differentiation

DISAQ - UniPth- 2022




War of Movement
[s a "“no-war”, as the strategy is to move away from
competitors

The idea is to win without fighting

Create and regenerate the market through
«breaking the rules»

New technolgies, new markets, creative
segmentation, different positioning

DISAQ - UniPth- 2022




War of Movement(2)

Business models Channel
pers) g el )

SOUTHWEST.COM . s
@ Value proposition

airbnb Uber

CIRQUE DU SOLEIL.
Segmentation and P

Positioning
Pricing v N ET FL I x

swatchez
Spotify

-~
E? m- SHIMANO Innovation

DISAQ - UniPth- 2022
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Innovation and positioning

The venerable product life cycle curve describes the gronth trajectorny

mast products take from intreducticon o decline, But by chamging produces’
pasiticmng i the marketplace, caompanies can propel their products
Fackweard o forward into the lucrative grawth phase,

By sLripping away atlribules con

sumers cxpect ina mature prodoct,
and adding scome surprising neys
By combining fzatures of anes, campanies can shift a product
praducts in distinctly differ- ‘“——-_______q__q__\ basckward Mrom maturity inte the
£ CATENOTIes, COMEPAnies can - aranwth phase.
reposition a mature product
for aronwti,

By azzociating a "tainted”
product with a categony
cansumers embrace, a
COIT Py Can Ceeroame
COnsLmeer resistance and
adwvance the product from
introduction o gront i,

Al Corparaton, Al pghits rsered,

i Business Schioo! Pub

Focus Educata tha market Refina tha product Augment and differer- | Phase out weak

and build brand v amd build brand tiate the prodect and madels, reduce costs 5

dentity ! preferenca build zrand reputation | and milk the brand L

L =

H =

Mlarket Latent t Emerging Fragmented Eroding o
Sagmentation . =
| Growing Fierce Fading

ﬂ) Competition Lirnited
DAY - uniPth- 2022



EEEEEEEEEEEEEEEEEEEEEEEE
NNNNNNNNNNNNNNNNNNNN
ooooooooooooooooooooooooo

War of imitation

Market success of an innovation motivates
competitors to imitate

New comer or incumbent

CARTR lr:.E !
3
gy b | 4
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Competitive cycles
l-xercise

-

- War of movement

& ~
/, ‘ .
/ \
/; \
/ \
I \
] 1
| I
¢ ,'
War of position AN K
1 S /
. N ’
N\ o s’

P 4
~~—-@'War of imitation

.
2D
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@ It18 not the
strongest of the

species that
survives, nor the
most intelligent,

but the one most
responsive to
change.

~Charles Darwin, 1809

B e—

== Polaroid
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Commodore Eﬂaﬂﬂan

NOKIA

amazon

First mover? Follower? It doesn’t matter...
Be proactive!
Change the rules...before the new rules change you

DISAQ - UniPth- 2022
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Marketing

The process

DISAQ - UniPth- 2022
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STP process

Segmentation  Targeting Positioning
(STP)

Identification *Artack”

SCAEM CI LA (] Tarzcting Pirsitiomning
l[dentification  of Evaluate Identification of
seementation attractivencss of pusitioning
variables and cach segment npportunitics for the
serment the o costmnoud ()

= Seement (s) target scement ()
markct _
choice Choice of positioning
Define profiles statement, development
for cach scement and commuunication

DISAQ - UniPth- 2022
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Marketing process

Marketing ° . “ o . . :
Analysis s Customers Co. Competitors Collaborators Context .

(The5C’s) ¢ .
@

:........... 0 00000000000 OEOGEOGEONOEOEONONOEOEOOOTOOEOIOOPO 000 0O0OCGOGEOOSOOOS
[

o ] . . . ce . /alue

Mkt segmentation areeting > y o va

: g , largeting , Positioning : creation
° °
............................................I............
..........l.......................................
Marketing o PdU/Service Distribution channels Communication
L. [ [
- ML\), o 0.,.. . Lo °

(The 4P s) : '..A \ 4 ...°° : Value capturing

o Pricing 4 o
[ ] [
..........l...........................1...........

e . ‘alue

Customer acqUisition seeesessscssessssp ClStomer retention Value

o maintenance
o.. ..0
°. °®

"A PROFIT (7) 4°

DISAQ - UniPth- 2022
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.eaky bucket

Customers who leave the market

[ Evaporation J

New-to-market CUSTOMErs s————f—
(ameount based on the percentage
attracted to our firm)

f— Customers who switched

to us from competitors
(based on the extent of
brand/firm switching)

Customers who switch
tothe competition
(brased on our firm’s retention rate)

JniPth- 2022
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Increase Customer Profitability

e

Profit from premium price

Profits from referrals

Profit from reduced

operating/servicing costs
Profit from larger and more
frequent purchase
i . . Base profit
. 1 2 3 4 5 6 7

Company Profit *
||

Customer Year

. . * this pattern is based on
acquisition cost

experiences in many
industries

Source: Reichheld F.R. and Sasser W.E., 1990, “Zero Defections: Quality Comes to Services”, HBR
__——

M A U 22
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“IFrom Mad Men to Math Men”

e

DISAQ - UniPth- 2022
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Events

Tz

iy

4
&

SWOT

Opportunities? Threats?

Probability

Time

DISAQ - UniPth- 2022




Market definition

Potential
Market

-

Current
Market -
' Market
Share :

DISAQ - UniPth- 2022
GGG



L} | MASTER IN ENTREPRENEURSHIP
=I INNOVATION MANAGEMENT
IN coLLasoraTion with MIT SLOAN

Primary demand

) Unexpandable
LELxpandable Demand

N Demand

Potential
Demand

.
ot
....
....
....
....
et
....
....
....

[
»

Marketing Pressure

The entry in the industry of a competitor, should be
considered always a problem?

DISAQ - UniPth- 2022
GGG



- . MASTER IN ENTREPRENEURSHIP
=I NNNNNNNNNNNNNNNNNNNN
IN coLLaBoRATION wiTH MI OA

The Abell model

A definition of reference market

A
: Needs
In which business are we in?
Helps to identity “direct”
compettors )
H 1 1 . “l- ........... .; ....................... >
elps the segmentation :
b & Clients
process :
o Micro segments
x"‘ .
Technologies

DISAQ - UniPth- 2022




The Abell model

4 Needs

Clients

*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
‘0
*

DISAQ - UniPth- 2022



EEEEEEEEEEEEEEEEEEEEEEEE
NNNNNNNNNNNNNNNNNNNN
ooooooooooooooooooooooooo

Growth strategies

Ansoff
Product
Current New
Market Product
Penetration Development
Current
Market - N
Diversification
New

\_ J

DISAQ - UniPth- 2022
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Growth strategies

arket P ati Market D ..
Market Penetration bevelonment Product Diversitication
p Development (Corporate strategy)

A N of
/ =
Usage ; é\ New . [ew. —
frequency m/ Segments catures
|
) . g
Quantity . Line extension ‘
Per Use “&] New

Channels

Obsolescence ==

AM
Loyalty < @
New benefits @

No Users - OmMNiiez!!

New MONT®
complemems BLANC

@ sunglass hut

*Ansoff
£1h)
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New benefits?

Cif @

| Inicio
Informacién

Fotos

Me gusta Enviar mensaje Mas v

Me gusta

Videos .
# Estado (8] Fotonvideo .- Producto/servicio
Publicaciones

- Escribe algo en esta pagina A 2 151 758 personas les gusta esto

Antonio Rojas y 9 amigos méas

Invitar a amigos a que indiquen que les gusta

Cif la pagina
1 de agosto a las 10:20 - @

jNuestro equipo CIF esta listo para demostrar que #CifCrema puede BIFORMACION >

limpiarlo todo! RETANOS escribiendo qué superficie crees que no podemos

limpiar con nuestro multiusos y entra al sorteo de 3 vales de S/. 150 en Sea cual soa la tarea de impieza, tenemos ol
producto perfecto para embellecer tu hogar.
Saga Falabella. =2

B . . -~
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New benefits?

Como Limpiar Zapatos Blancos

Cif te ayuda a revelar la belleza de las cosas. ;Tus zapatillas blancas estan sucias y son dificiles de limpiar? Si

querés saber como limpiar zapatos por dentro o como limpiar la suela de los zapatos, jconfia en Cif, que puede
ayudarte para que tu calzado se vea hermoso otra vez!
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Gatorade

Gatorade
For decades, it was essentially one

formula in seemingly infinite flavors Prod uct Deve lo p ment

=
o /R
@ { 1 G Series
m , oo : G Series Pro
Updates original with formulas Th % T
for pre-, during, and after workouts 2 TCCHABITIOF FEESIOLLOE P 3 AN
Gatorade makes for professionals

|08z

G Series Fit
This trio targets the 55 million Ameri-

cans who work out three times a week

After
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Obsolescence

The "Slow iPhone" Phenomenon
Worldwide Google searches for the search term "iPhone slow" (100 = peak search volume)

iPhone releases iPhone 5s, 5¢ iPhone 6s, 6s Plus

100 iPhone 6, 6 Plus
iPhone 4 IPhane 5
80
iPhone 4s
60 iPhone 3G
40 iPhone 3G5
20
0
2008 2009 2010 2011 2012 2013 2014 2015

sbcacetioos R o ' ol m
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[kea

Product Development

To here

From here

; hh 35!
.....ii. 1y,

v ; W_g_ﬁ»r i
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Market Development

From here

FAMILY

IKEA
BUSINESS

A better life at work
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Market Development as well

Ikea finally set to open first store in
India - but holds the meatballs

The beef and pork dish is off the menu but huge outlet in
Hyderabad will have famous Billy bookcases and Poang chairs

A

B\ s R e ‘{,:K B : ) IKEA has announced that it will open its first store in India in
& 3% % ik bt Py Y . 4 July 2018, in Lthe southern cily of Hyderabad.
Lad %& &I }1 1y iE - ? Y b

A massive, untapped market For the Sweden-based furniture retailer, which ranks 4oth on
Forbes' list of the World’s Most Valuable Brands, this first India
store will likely signify a major milestone—not only because of
the burgeoning potential of the local market, but also because
IKEA's plans for India have been in the works for a long time.

India's furniture sector is still largely fragmented. Most people
get their furniture made by neighborhood carpenters or from
local furniture stalls that don't have formal distribution
channels, not from large chains or department stores. And while Finally happening
the e-commerce boom has slowly begun changing the way

Indians with internet access can shop for furniture, given the

sheer size of India's population, for a brand like IKEA, India still

offers a massive opportunity.
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Diversification

To here

From here

Ikea to open budget hotel chain

Ikea furniture chain announces plans to open a budget chain of some 150 hotels
with the US group Marriott to be called Moxy

DISAQ - UniPth- 2022
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What to learn from...

Apple + Huawel
Metabical
Black & Decker
Coca-Cola Lite
Snapple
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