MAHAN BUSINESS SCHOOL
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MARKETING:







Brian Niccol
CEO

87 countries

40200 stores

361000 employees

87000 products

36 billion US dollars-Revenue

In loyalty program, 21% of Starbucks customers return within three days,
with 10% returning within just one day, highlighting the program’s
efficiency.
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Since our spin-off from PepsiCo in 1997

155 countries
58000 restaurants

1.850 million employees
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McDonald's




Every 14.5 hours opens a new restaurant
39000 restaurants in more than 100 countries
70 million customers daily

75 hamburgers in one minute

Golden arch is recognized than cross

75 million US dollars daily

80000 graduated from MacDonald's hamburger university

McDonalds has a hotel in Swiss

Using 7% of US potato

France, Germany, Spain, Austria and Netherlands, serve beer in McDonalds
7 miles queue in Kuwait for the first restaurant

Strategic partnership with Coca Cola from 1955
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Create value for customers and build customer relationships

1. Understand
the
marketplace,
customer
neads and
wants

&

Research the
marketplace,
customer needs.
and wants

&

Select customers
o serve:

Segme ntaticn
and Targeting

&

Manage
marketing
information and
customer data

Product (or
service ) design
and building
strong brands

4. Build
profitable

relationships
and create

delight

&

CRM: building
strong relations
with target
Customers

Capture value
from customers
im returmn

5. Capture
wvalue from
customers to
create profit
and customer

equity

-

Create customer
satisfaction and
delight

Design a values
propositicon:
Drifffe re ntiaktion
and Positioning

Pricing and
making
attractinse

Place
(Distribution):
making awvailable

PRM: building
strong relations
with marketing
partners

Capture
Customer
Lifetine Yalue

Promotiom:
Cormmunicate
customer wvalue

Increase market
share and share

of customers
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Create value for customers and build customer relationships

1. Understand
the
marketplace,
customer
neads and
wants

&

Research the
marketplace,
customer needs.
and wants

&

Select customers
o serve:

Segme ntaticn
and Targeting

&

Manage
marketing
information and
customer data

Product (or
service ) design
and building
strong brands

4. Build
profitable

relationships
and create

delight

&

CRM: building
strong relations
with target
Customers

Capture value
from customers
im returmn

5. Capture
wvalue from
customers to
create profit
and customer

equity

-

Create customer
satisfaction and
delight

Design a values
propositicon:
Drifffe re ntiaktion
and Positioning

Pricing and
making
attractinse

Place
(Distribution):
making awvailable

PRM: building
strong relations
with marketing
partners

Capture
Customer
Lifetine Yalue

Promotiom:
Cormmunicate
customer wvalue

Increase market
share and share

of customers
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Perceived Benefits - Perceived Costs
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For [target customer] who [statement of the need or
opportunity] our [product/service] is [product category] that [statement of benefit].
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The Four P’s

Marketing mix

Product

Product variety

Quality

Design

Features

Brand name

Packaging

Sizes

Services Price

Warranties List price

Returns Discounts
Allowances
Payment period
Credit terms

Target market

Promotion

Sales promotion
Advertising
Sales force
Public relations
Direct marketing

Place

Channels
Coverage
Assortments
Locations
Inventory
Transport




Product

Core
Product
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The guarantee serves as a promise
made by the manufacturer, to the Warranty is a written assurance that
buyer, that in case the product below  the facts specified in the product is
quality, it will be repaired, replaced true and genuine, but if they are not,
or the money deposited will be it will be repaired
refunded

Meaning

What is i1t? Commitment Assurance

Applicable to Product, service and persons Product only

Cost Free of cost The buyer has to pay for warranty

Term Varies from item to item Long term

Money back Yes No




Place

The Four P’s

Marketing mix

Product Place

Product variety Target market Channels
Quality Coverage
Design Assortments
Features Locations
Brand name Inventory
Packaging Transport
Sizes
Services Price Promotion
Warranties List price Sales promotion
Returns Discounts Advertising

Allowances Sales force

Payment period Public relations

Credit terms Direct marketing




Place
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Producer

Producer

}I Consumer

Producer

Retailer

Consumer

Wholesal ‘

Retailer

Consumer

Producer

Wholesal ‘

Retailer

Consumer




Product

Product variety
Quality

Design
Features
Brand name
Packaging
Sizes

Services
Warranties
Returns

Price

The Four P’s

Price

List price
Discounts
Allowances

Target market

Payment period

Credit terms

Promotion

Sales promotion
Advertising
Sales force
Public relations

Direct marketing

Place

Channels
Coverage
Assortments
Locations
Inventory
Transport
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Promotion

The Four P’s

Product Place

Product variety Target market Channels
Quality Coverage
Design Assortments
Features Locations
Brand name Inventory
Packaging Transport
Sizes
Services Price Promotion
Warranties List price Sales promotion
Returns Discounts Advertising

Allowances Sales force

Payment period Public relations

Credit terms Direct marketing




Promotion



فیلم داستان برند/برگر.mp4
فیلم داستان برند/برگر.mp4

Sales Promotion

Buy-one-get-one-free
Free Samples

Free Gift

Coupons

Discount
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Product
Price

Place
Promotion

General

Marketing Mix

B2B
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Physical evidence
ambience
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4P: Product, Price, Place and Promotion
4C: Customer need, Cost, Convenience and Communication

4R: Recognition, Reaction, Relationship and Reward (relevance, research and reputation)

4E: Emotion, Exclusive, EXperience and Engagement




SAVE by HBR

Product vs Solution
Place vs Access

Price vs Value

Promotion vs Education




Create value for customers and build customer relationships

1. Understand
the
marketplace,
customer
neads and
wants

&

Research the
marketplace,
customer needs.
and wants

&

Select customers
o serve:

Segme ntaticn
and Targeting

&

Manage
marketing
information and
customer data

Product (or
service ) design
and building
strong brands

4. Build
profitable

relationships
and create

delight

&

CRM: building
strong relations
with target
Customers

Capture value
from customers
im returmn

5. Capture
wvalue from
customers to
create profit
and customer

equity

-

Create customer
satisfaction and
delight

Design a values
propositicon:
Drifffe re ntiaktion
and Positioning

Pricing and
making
attractinse

Place
(Distribution):
making awvailable

PRM: building
strong relations
with marketing
partners

Capture
Customer
Lifetine Yalue

Promotiom:
Cormmunicate
customer wvalue

Increase market
share and share

of customers
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* Marketplace: is physical- like traditional market
* Marketspace: is digital- like Ebay
* Metamarket: is combinations of tangible and intangible market- like car companies
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Growth
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Maturity
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Decline
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CRM and PRM

Customer Relationship Management and Partner Relationship Management
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