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Lecture summary

»Understand marketing principles.
> Different marketing tools and models to evaluate the market.
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Marketing Principles

The principles of marketing are agreed-upon marketing ideas that
businesses use for an effective marketing strategy. They are the
principles upon which we build product promotion strategies. We can

use the marketing principles for the effective promotion of either
goods or services.

For an effective strategy there are various marketing models and
tools available.
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volving Marketing Mix
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MOST Analysis

MISSION

Purpose and
function of the
business

OBIJECTIVES

Measurable
goals of the
business

STRATEGY

High level
approach to
achieve goals
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TACTICS

Detailed means
to implement
strategy
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The Blac k Box mOdel Business Administration

» The black box model shows
the interaction of stimuli,
consumer characteristics,

decision process and consumer Black Box
responses. It can be OUTPUT
distinguished between Input s converted

into output

interpersonal stimuli (between
people) or intrapersonal stimuli
(within people).

> The black box model is related to the black box theory of
behaviorism, where the focus is not set on the processes inside
a consumet, but the relation between the stimuli and the
response of the consumer.
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What is Consu mer Behavuor”

Routine u | N
Purchases a \' Purchases
Many children

Absolutely not! :
| today tell
You will not take | . their parents
’ me to school in | a . what car to
that thing! al - : buy.

The study of activities related to the purchase,
use, and disposal of goods and services
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What does affect you
while you are taking
decision to purchase any
good?
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The purpose of SWOT Analysis

Unveiling the Power of SWOT Analysis

SWOT
Analysis

Overview of
Strategic Situation

Tool for assessing
company’s
strategic position
effectively.

Strategy Alignrg
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Internal Analysis of Strengths and Weaknesses  gusiness Administration
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Key QueStionS for Managers Business Administration
in Internal Analysis

How do we assemble bundles of Resources, Capabilities and Core
Competencies to create VALUE for customers?

And...
Will environmental changes make our core competencies obsolete?
Are substitutes available for our core competencies?

Are our core competencies easily imitated?




SWOT Analysis - Identifying Weaknesses

L

Outdated
training
programs
Outdated programs
hinder skill

development and
growth.

3

Insufficient
technology
infrastructure
Tmhn:::lugy gaps

limit operational
efficiency and

2

Lack of
leadership
skills

Leadership skills are
crucial for

organizational
SUCCEesS.

4

Absence of
R&D facilities

RED facilities are
vital for competitive
advancement.
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SWOT Analysis — Strengths &  eehiniarin
Examples

> A loyal'customer base for a small business: small businesses are
particularly fragile, especially in volatile markets. That's why having a loyal
customer base is a big strength for a small business — they can push
through difficult conditions and will always have a group of people willing
to support them.

» Lots of capital for a country: having lots of finances is always a plus. A
healthy financial situation allows countries to take bigger risks and survive
tougher conditions, both of which are beneficial in every regard.

> Premium quality for a handmade product: if a product is of high quallty
it's bound to receive more sales, and do so in a part of the market v
offers larger margins.



https://pestleanalysis.com/swot-analysis-examples-small-business/
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SWOT Analysis - Opportunities

. Characteristics of Market Opportunities:
-An absolute “must pursue” market
»Represents much potential but is hidden in “fog of the future”
-A marginally interesting market
» Presents high risk and questionable profit potential.
-An unsuitable\mismatched market

»Is best avoided as the firms strengths are not matched to
market factors.
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SWOT Analysis - Threats

. Types of Threats:
« Normal course-of-business threats
. Sudden-death (survival) threats

. Considering Threats:
. Identify the threats to the firm's future prospects.

. Evaluate what strategic actions can be taken to neutralize or
lessen their impact
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SWOT Analysis

Simply making lists of a company’s strengths, weaknesses,
opportunities, and threats is not enough; the payoff from SWOT
analysis comes from the conclusions about a company's situation

and the implications for strategy improvement that flow from the
four lists.

Basing a company’s strategy on its most competitively valuable
strengths gives the company its best chance for market success.
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Group Task

. Select an organisation that you are familiar with —10 mins.

. Carry out a SWOT analysis on the selected organisation — 20

mins.

. Apply the opportunity approach on the selected organisation —

10 mins




Any Questions?

ACAD

=S\h

Undergraduate Diploma in

Business Administration



	Slide 1: MARKETING AND RESEARCH
	Slide 2: Lecture summary
	Slide 3: Marketing Principles
	Slide 4: Evolving Marketing Mix
	Slide 5
	Slide 6: MOST Analysis 
	Slide 7: The Black Box model
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13: The purpose of SWOT Analysis
	Slide 14
	Slide 15: Key Questions for Managers  in Internal Analysis 
	Slide 16
	Slide 17: SWOT Analysis – Strengths & Examples
	Slide 18: SWOT Analysis - Opportunities
	Slide 19: SWOT Analysis - Threats
	Slide 20: SWOT Analysis
	Slide 21: Group Task   
	Slide 22

