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1-1 Define marketing and outline the steps in the marketing process.

1-2 Explain the importance of understanding the marketplace and customer needs.

1-3 Identify the key elements of a customer-driven marketing strategy and discuss the 5 

marketing concepts that guide marketing strategy.

1-4 Discuss customer relationship management and identify strategies for creating value for

customers and capturing value from customers in return.

1-5 Describe the major trends and forces that are changing the marketing landscape in this age 

of relationships.

Learning Objectives
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Learning Objective 1

Define marketing and 
outline the steps in the 
marketing process.



What is Marketing ?
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What is Marketing? 

Marketing is a process by 
which companies create 
value for customers
and build strong customer 
relationships in order to 
capture value from 
customers in return. 
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What brands are 
excellent at marketing 

based on the 
definition given? 
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The 5 steps in the marketing process

Create value for the customer Capture value from the customer 

in return
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Learning Objective 2

Explain the importance of 
understanding the 
marketplace and customer 
needs.
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When do Consumers Engage with Marketing ?
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Consumers Engage In Marketing When They:

• Search for products

• Interact with companies to 

obtain information

• Watch ads, read emails, ...

• Make purchases
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Maslow’s Hierarchy of Needs

NEEDS

WANTS

DESIRES



Where PR Began… 

1920s:

Edward Bernays

“The father of PR”

By associating products with images & 

symbols that tap into unconscious desires, 

brands can sell many more products. 



Give me an example of a 
product you purchased 

recently. 

How did it satisfy a need, 
want or desire? 
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Understanding the Marketplace and Customer Needs

Market offerings are some combination 

of products, services, information, or 

experiences offered to a market to satisfy 

a need or want.

Marketing myopia is the mistake of 

paying more attention to the specific 

products a company offers than to the 

benefits and experiences produced by 

these products.
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Understanding the Marketplace and Customer Needs

Exchange is the act of 
obtaining a desired 
object from someone by 
offering something in 
return.

Marketing consists of 
actions taken to create, 
maintain, and grow 
desirable exchange 
relationships.
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Understanding the Marketplace and Customer Needs

Beyond the 

products, 

Apple creates 

a brand 

experience 

and eco-

system for its 

customers.
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Understanding the Marketplace and Customer Needs
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Give us an example of a 
product (good or service) 
you purchased recently

Tell us how that product 
satisfied a need, want or 
demand.
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Learning Objective 3

Identify the key elements of 
a customer value-driven 
marketing strategy and 
discuss the 5 concepts that 
guide marketing strategy.
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The 5 steps in the marketing process

Create value for the customer Capture value from the customer 

in return
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Designing A Customer-Driven Marketing Strategy

Marketing strategy must consider other key players in the 

marketplace such as suppliers, competitors, marketing intermediaries 

and consumers.
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Designing A Customer-Driven Marketing Strategy

1. Understand Your Purpose : WHY

2. Select Your Customers to Serve : WHO

3. Choose a Value Proposition : WHAT

4. Design an Integrated Marketing Mix: HOW

WHY

WHO

WHATHOW
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Designing A Customer-Driven Marketing Strategy

1. Understand Your Purpose : WHY

Why does your brand exist beyond 
financial gain?

What difference does it aim to make in 
the world?

WHY

WHO

WHATHOW
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A person holding a microphone

Description automatically generated

https://www.youtube.com/watch?v=HjriwYrGL28


A chocolate bar on a white and red background

Description automatically generated

https://www.youtube.com/watch?v=nqG4N27UHNk
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Designing A Customer-Driven Marketing Strategy

2. Select Your Customers to Serve : WHO

Who does your brand serve?

WHY

WHO

WHATHOW

Lululemon serves women interested in yoga & wellness
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Designing A Customer-Driven Marketing Strategy

3. Choose a Value Proposition : WHAT

A brand’s value proposition is the set of 
benefits or values it promises to deliver to 
customers to satisfy their needs, wants or 
desires.

WHY

WHO

WHATHOW



Designing A Customer-Driven Marketing Strategy

3. Choose a Value Proposition : WHAT

A place for people to connect, 

inform and inspire others across 

the globe.

Inspiration & innovation for authentic 

athletic performance.

Elegantly designed products that integrate 

cutting-edge technology with intuitive user 

experiences to empower your creativity. 

Connect and share with the 

people of your life.
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A person holding an apple

Description automatically generated

https://www.youtube.com/watch?v=5sMBhDv4sik


Haute école de gestion de Genève – International Business Management

5 Concepts To Carry Out Your Marketing Strategy
– not mutually exclusive!

Production 
concept

Product 
concept

Selling 
concept

Marketing 
concept

Societal 
Marketing 
concept
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▪ Production concept: consumers will favour products that are available and 
highly affordable. Focus on improving production and distribution efficiency => 
FMCG (fast moving consumer goods, Lidl, low-cost airlines, etc.)

▪ Product concept: consumers will favour products that offer the most quality, 
performance and innovation. Hence, strategy focusing on driving continuous 
product improvements  (ex: Apple, BMW, Nike, … )

5 Concepts To Carry Out Your Marketing Strategy
– not mutually exclusive!
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Production 
concept

Product 
concept

Selling 
concept

Marketing 
concept

Societal 
Marketing 
concept

5 Concepts To Carry Out Your Marketing Strategy
– not mutually exclusive!
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5 Concepts To Carry Out Your Marketing Strategy
– not mutually exclusive!
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Production 
concept

Product 
concept

Selling 
concept

Marketing 
concept

Societal 
Marketing 
concept

5 Concepts To Carry Out Your Marketing Strategy
– not mutually exclusive!
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Societal marketing: 

The company’s marketing 
decisions should consider 
consumers’ wants, 
company’s requirements,  
consumers’ long-term 
interests, and society’s long-
term interests.

5 Concepts To Carry Out Your Marketing Strategy
– not mutually exclusive!
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Group Discussion

▪Discuss in small groups – how does the societal 
marketing concept influence your buying decisions, 
including brand selection and where you make 
purchases?

▪What companies can you identify with social marketing?

▪What do these companies do that ties to the societal 
marketing concept? 

38
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Real Beauty
2004



A picture containing person, human face, clothing, kiss

Description automatically generated

The cost of beauty
2023

https://www.youtube.com/watch?v=2ngESNoacxM
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Designing A Customer-Driven Marketing Strategy

4. Design an Integrated Marketing Mix: 
HOW

 The marketing mix is comprised of a set of tools 

known as the 4Ps:

• Product 

• Price

• Promotion

• Place

  Integrated marketing program: a comprehensive 

plan that communicates and delivers intended value.

WHY

WHO

WHATHOW
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Learning Objective 4

Discuss customer 
relationship management 
and identify strategies for 
creating value for customers 
and capturing value from 
customers in return.
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Managing Customer Relationships

Customer relationship management—the overall process of building and 
maintaining profitable customer relationships by delivering superior 
customer value and satisfaction.

Research show that it is 5x 

cheaper to keep a loyal customer 

vs. acquire a new one !
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Managing Customer Relationships

Relationship Building Blocks

Customer- 
perceived value

The difference

between total

customer

perceived benefits

and customer cost

Customer 
satisfaction

The extent to

which perceived

performance

matches a

buyer’s

expectations

Patagonia & 

Brooklinen 

both offer 

lifetime free 

repair of their 

products.



Haute école de gestion de Genève – International Business Management

Managing Customer Relationships

Customer-Engagement Marketing 

Fosters direct and continuous customer 
involvement in shaping brand 
conversations, experiences, and 
community.
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What brands are excellent at customer 
engagement marketing? 
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“In the past product was the 

end point of the consumer 

experience. 

Now, it’s the starting point.”

Vice President 

Global Digital Innovation, Nike Inc.

Physical and digital, life-enhancing 

& connected seamless experience 

you will build around 

your consumer. 

Brand Eco-Systems and Experiences

Managing Customer Relationships
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GOOGLE AMAZONAPPLE

PIONEER BRAND “ECO-SYSTEMS”
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Capturing Customer Value

Consumer-Generated Marketing

Brand exchanges created by 
consumers themselves.

Consumers are playing an increasing 
role in shaping brand experiences.
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Capturing Customer Value

Customer lifetime value is 
the value of the entire stream 
of purchases that the customer 
would make over a lifetime of 
patronage.
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A sign with a logo

Description automatically generated with medium confidence

https://www.youtube.com/watch?v=cMgfVenLRSI
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A black circle with white text

Description automatically generated

https://www.youtube.com/watch?v=o9l9UiIR26Y
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Capturing Customer Value

Different customers = 

different engagement and 

relationship strategies

IMPORTANT. Goal is to 

build the right 

relationship with the right 

customer. 
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Learning Objective 5

Describe the major trends 
and forces that are 
changing the marketing 
landscape in this age of 
relationships.

 



The Changing Marketing Landscape

4 Key Trends In The Market Today: How do these impact marketing?

The Digital 

Age & AI

Sustainable 

Marketing (or 

purpose-led 

marketing)

ESG & 

increased 

climate 

legislation 

The growth of 

not-for profit 

marketing

“The pace of change is so rapid that the ability to change has now 

become a competitive advantage” Richard Love, HP

Social media, mobile, 

Chat GPT…

Greenwashin, 

reporting…

Selling social concepts 

vs products and 

services

New measures of 

success
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So, What Is Marketing? Pulling It All Together
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So, What Is Marketing? Pulling It All Together

▪ Step 1: Analyse the marketplace and customer needs

▪ Step 2: Design a customer-driven marketing strategy (WHY, WHO, WHAT, HOW)

▪ Step 3: Design your marketing mix (4Ps) to provide superior value

▪ Step 4: Engage your customers & build strong relationships (loyalty)

▪ Step 5: Capture value from your customers in return
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▪ Marketing helps create value for customers (by answering 

needs & desires to drive customer satisfaction) and capture value 

from customers in return (by selling products/services & building 

relationships).

▪ Marketing strategy must consider other key players in the 

marketplace such as suppliers, competitors, marketing 

intermediaries and consumers.

▪ Brands that build strong relationships with their consumers (vs. 

transactional relationships) earn loyalty and referral and create 

long-term brand value.

▪ The world is evolving rapidly. Brands not only need to keep up but 

be a driving force in shaping the new economy: societal marketing 

(or stakeholder marketing) which considers the welfare for society 

as a whole. 

Key points to remember
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