
MARKETING MANAGEMENT PERSPECTIVE

A s a field of study, marketing has not always been viewed from a management perspective. At different phases in its
evolution, marketing thought leaders have.

This positioning is often an encapsulation of a key benefit the company's product or service offers that is
differentiated and superior to the benefits offered by competitive products. In particular I have to feed the
results of service quality research into this. As the feedback turns into improvements, the company may sell its
services to customers who have had a role in shaping the service. Part of the marketing role involves dealing
with the challenges and tensions. In terms of Relationship, there can be several ways of defining or measuring
the quality of relationship with the Customer. In some cases, the firm may go so far as to turn away customers
who are not in its target segment. Broadly speaking there are two main areas where tools would be useful. My
present job as marketing manager for a large financial service organisation involves identifying target markets
for our products. Some software vendors have begun using the term marketing operations management or
marketing resource management to describe systems that facilitate an integrated approach for controlling
marketing resources. For example, if customers consistently favor a product that you are not promoting very
much, your plan must give you room to shift your marketing dollars to the popular product. Tonino Pencarelli,
Marco Cioppi, Ilaria Curina, Fabio Forlani The Experiential Approach in the Cosmetics Industry: The Eva
Garden Case Study Abstract The work proposes a new management approach to analyzing the management
processes of cosmetics companies in the experience logic and tests such a model on Eva Garden Srl, an Italian
company specializing in the production and commercialization of makeup, in order to find new ways to create
value for its customers, first of all, and for the company itself. Starting from the analysis of the customer
experience and moving on to the incentivization of employees in the experience marketing logic, we describe
five managerial processes that could help marketing managers in the cosmetics industry to understand and
improve customer experience: designing the experience; staging the experience; communicating the
experience; monitoring the perceived quality of the experiential offer; training and motivating employees in
the experiential perspective. After the firm's strategic objectives have been identified, the target market
selected, and the desired positioning for the company, product or brand has been determined, marketing
managers focus on how to best implement the chosen strategy. Situation Analysis Focusing on your own
planning can lead you into mistakes, because you may not be listening to the marketplace. In conjunction with
targeting decisions, marketing managers will identify the desired positioning they want the company, product,
or brand to occupy in the target customer's mind. Analyzing the current state of the market can keep your plan
firmly based in reality. As widely illustrated in the literature, this way manufacturers could offer an integrated
portfolio, inclusive of both traditional agro-industrial items and new experiential products, such as themed
events, carrying higher added value. The chapter adopts a qualitative approach and case study analysis as the
research methods. The final aspect of my job is meeting our targets and key objectives. Developing the
customer satisfaction survey together with the research agency has therefore been one of my recent tasks. The
various product teams require updating on consumer trends, particularly with respect to the impact of
recession, changing attitudes towards financial products; competitor strategies for example, with respect to
new products ; pricing policies and adoption of new technologies. In part, this is because the role of a
marketing manager or sometimes called managing marketer in small- and medium-sized enterprises can vary
significantly based on a business's size, corporate culture , and industry context. The second aspect is
understanding customers through research and insight. The final prices may differ from the prices shown due
to specifics of VAT rules About this book This book provides stimulating insights into the ways in which the
adoption of experience logic can revitalize marketing perspectives and stimulate novel approaches to the
creation and delivery of value. In many cases, marketing management will develop a marketing plan to specify
how the company will execute the chosen strategy and achieve the business' objectives. Main article:
Marketing strategy Two customer segments are often selected as targets because they score highly on two
dimensions: The segment is attractive to serve because it is large, growing, makes frequent purchases, is not
price sensitive i. In addition, he carries out consultancy activities for tourism companies and public
administrations. As such, event management requires the use of tools such as planning, organization, and
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control in order to design, plan, and put on a balanced program of events while monitoring the impact on value
creation for both tourists and regional stakeholders within the perspective of sustainability. The results of this
work make different contributions to TS literature identification of recent trade show papers, systematization
of their main research focuses, and construction of a possible framework of synthesis and to business
management identification of the main roles and tasks each category of TS participants is called to play in
order to stage the trade fair experience. When implemented as a part of marketing strategy, the relationship is
normally focussed on leveraging the brands and products of the Company with the customer. Though you can
take a highly scientific approach to marketing planning by using facts, figures and focus-group surveys, no
amount of science will eliminate the need to cater to customer likes and dislikes.


