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t Marketing Communications

Definition

* Marketing Communications Mix
* The specific mix of advertising,
personal selling, sales promotion,
and public relations a company uses
to pursue its advertising and
marketing objectives.
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Nieuwe denken anno 2015:

THE 4Ps
ARE OUT,

THE 4Es
ARE IN

By Brian Fetherstonhaugh

If there has ever been a time for change in marketing, this is it.

—-—
R ..

Specsavers

Nieuwe denken anno 2015, hoe te doen?:

from Product to Experience
from Place to Everyplace

from Price to Exchange

from Promotion to Evangelism

A Brand's Big A Cultural
Best Self Ideal Trend/Truth

The intersaction of a brand's
best celf with a cultural truth
s where you find the energy
and passian — we call it

The big ideal™
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EXPERIENCE Discover and map out the full Customer Journey on your own brand
- in your own country.

EVERYPLACE
Develop your knowledge of new media and channels the way a chef masters new
ingredients. Try new things — do something that doesn’t start with TV or print.

EXCHANGE Appreciate the value of things, not just the cost. Start by calculating
the value of your customers - and what their attention, engagement and
permission are worth to you.

EVANGELISM Find the passion and emotion in your brand. Inspire your
customers and employees with your passion.

Specsavers

What is Branding?

There are many different definitions of a brand, the most effective description
however, is that a brand is a name or symbol that is commonly known to
identify a company or it's products and separate them from the
competition.

A well-known brand is generally regarded as one that people will recognize, often
even if they do not know about the company or its products/services. These are
usually the businesses name or the name of a product, although it can also
include the name of a feature or style of a product.

The overall *branding’ of a company or product can also stretch to a logo, symbol,
or even design features (e.g. Regularly used colors or layouts, such as red and
white for Coca Cola.) that identify the company or its products/services.
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Bran d | n g Vi d eQ: http://youtu.be/9 XWp5fnXKc
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Brand Development:
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product positionering  persoonlijkheid brand character
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Brand Development by Dibb (1997) and Kotler
(1999):
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Fixed

Variable

Internal

External

Brand Vision

Brand Promise

What do we What is our
want our brand commitment
to become? to customers?
Band Delivery Brand Positioning
How do we intend How do we want to
to fulfill our be perceived and
commitment and what's our
what actions will we competitive
take? advantages?
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How can branding benefit my business?

 Recognition & Loyalty

« Image of Size

« Image of Quality

« Image of Experience & Reliability
* Multiple Products

®
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http://bcove.me/o51d4e8m
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Sellers Customers
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LOYALTY: SEVEN STEPS TO HEAVEN

Steps of Loyalty: - Rém
iy snlié_ }anrsim

tell others about you
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feel belongong
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bought. agan
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fit your market

3= | SHOPPER }
bought sometting conversion
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Marketing Strategy:

Corporate Objectives

Marketing Plan
N 1 12 2
Product Price Place Promoticn
1

Advertising ‘[ P;rsoﬂel ‘Sponsorship Publicityl Exhibitions
| siling :

Packaging Sales Promotion

Fig.5.9 : The Promotions mix and its contribution to
marketing strategy
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Producer

Producer

Producer marketing activities

Push & Pull Strategy:

Reseller marketing activities

(personal selling, trade

promotion, other) Ratailéis and
wholesalers

Push strategy
% Rotalersand
wholesalers

(personal selling, advertising,

sales promotion, other) ‘

l Demand

Specsavers

Consumers

Consumers

I Producer marketing activities (consumer advertising, sales promotion, other) ’

Pull strategy

MARKETING 1.0
Produc
Dbjective Sell products
Enabling Forces Industrial Revolution
How companies see Miass Buyars with
the market Physical Needs
Key marketing
Product develoy
concept g
Company marketing
Nda"n“ Product specification
Value propositions Functional
Interaction with One-ta-Many

MARKETING 2.0

mer-orlented
rketing

Latisfy and retain the
cpnsumers

Infarmation Technology

Smarter Consumer with
bbind and Heart

Differentiation

Corporate and Product
Positioning

Functional and
Emational

One-te-One
Relationship

MARKETING 1.0 vs MARKETING 2.0 vs MARKETING 3.0

MARKETING 3.0

Value-driven
Marketing

Mahe the world a better
place

Mew Wave Tachnology

Whale Human with
Mind, Heart, and Spirit

Values

Corparate , Vision,
Values

Functianal, Emotianal,
and Spiritual

Many-ta-Many
Collaboration

Specsavers
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/)In Kotler terms:

Spirit
INDIVIDUAL

Mission

ANYdWNOD

Deliver Realize Practice

ASPIRATION | COMPASSION

ProfitAbility ReturnAbility SustainAbility

Make a
Be BETTER | DIFFERENTIATE | b \EFERENCE
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/)Marketingresearch based strategy:

Positioning

Positioning Positioning
Base
Research

Qualitative Quantitative
Research Research

Value OPporiunity Positioning
skt Strategy

Positioning Expand & Find

Opportunity - Refine Opportunity

Hypotheses Dimensions Dimensions

m
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from competitors

Stages

among audience

+

from customers
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== COmmercial
== hrand success
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Cognitive
stage

Affective
stage

Behavior
stage

Hierarchy-of- | Innovation- ] -
Effects doption
Model Model del
Awareness
Awareness
Knowlege
|
Eigon Interest
Preference
Conviction E"a“iatl"“
Trial
Purchase
Adoption
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Create
advertising
messages

Specsavers

1paign, the steps:
| Week 1 Week 2 | Week 3 | Week 4

Email send
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csavers:

SPECSAVERS INTRODUCES
UNITED COLORS
OF BENETTON
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Kritische noot:

Het marketingbeleid van Specsavers is voor een buitenstaander moeilijk
te doorgronden. Enerzijds doet het bedrijf er met activiteiten als ‘de
brildrager van het jaar!, collecties waar de naam van Nederlandse
ontwerpers op staat en de sponsoring van televisieprogramma’s, alles
aan om cool over te komen, anderzijds laat het met een schreeuwerige
aanval op Pearle en prijs vergelijkende reclame gebaseerd op een mager
onderzoekje, maar weer eens zien toch vooral een ordinaire prijsvechter
te zijn. Wat en wie wil het bedrijf nu eigenlijk bereiken?

Het lijkt erop dat het van alle (marketing)walletjes mee wil eten maar je
mag toch aannemen dat de marketeers van het bedrijf weten dat zo'n
strategie nooit succesvol zal zijn.

Bron:Vision today
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Complete unit Finished / Think about the deadline
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