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Marketing Tools

* The goal of marketing and sales is to produce revenue through selling
rooms, meetings, and events and conventions.
« Marketing tools — Basic Tools (4 P’s)
1. Product: combination of service, brand, quality, benefit, value
2. Pricing: stimulate sales, achieve financial goals
3. Promotion: advertising, sales promotion, merchandising, PR
4. Place: manner to sell the product, distribution




1.Product TwsAnN

Product- (Learn)

A tangible object or an intangible service
that is mass produced or manufactured on

a large scale with a specific volume of
units.

* Intangible products are often service
based like the tourism industry & the hotel

iIndustry or codes-based products like cell
phone load and credits.
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How Price Fits into the
Positioning Strategy

Target
market and
objectives

Product
strategy

Positioning Strategy
Value-Chain
strategy

Pricing
strategy

Promotion
strategy
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Income AUAN

Median Incomes Vary Greatly by Educational Actainment
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One of cthe biggest conuributors to rising ineguality in Admerica coday is the growing
earnings gulf between workers with college degrees and those withouwut. Indeed, the median
income for a worker with a 4-year college degree wwas $75.568 in 2010. By contrast, the

median income for a worker with only a high school

diploma wwas nearly half as

much—%$%38.97 6. There is an even greater income disparity bectween those with high school
diplormas and those with advanced degrees.
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Market Segmentation
NSLNE LEALNURLNTY

Main Bases of Segmentation

Geographic Demographic Behavioural Psychographic

E.g. “Customers
wanting a value

E.g. “Customers
within 10 miles of
the M25"

E.g. “AlLevel &
University
Students”

for money

E.g. “Customers
who prefer to buy
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location
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Attitudes LAANNAR

Attitudes Towards Work

People have different attitudes toward work.
Some take it as a:

1. Job: Necessary way to make money.

2 Career: Opportunity to advance from one position to
another.

3 Calling: Fulfilling a socially useful activity.




A. In What Areas of My
Life Do | Need to Develop
New Attitudes?

7. Working

8. Treatng my family correctly

9. Hawving proper attitudes toward sex
10.0Obeving people In authority
11.Accapting mysalf

12 Changing my attitudes towards using drugs
13.Forgving others
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Behavior diawitaas

Attitudes and behavior

. consistency between attitudes and
behavior is likely

= people tend to be consistent in
different attitudes they hold

e |[iberalism
e vegetarianism...
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Median Incomes Vary Greatly by Educational Actainment
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One of cthe biggest contributors to rising inequality in Armerica today is the growing
earnings gulf beoween worlkers with college degrees and those without. Indeed., the mediamn
income for a worlcer with a 4-year college degree was $75.568 in 2010. By contrast, the
median income for a worler with only a high school diploma wwas nearly half as
much—3%38.976. There is an even greater income disparity between those with high school
diplormas and those with advanced degrees.
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Attitudes Towards Work

People have different attitudes toward work.
Some take it as a:

1. Job: Necessary way to make money.

2 Career: Opportunity to advance from one position to
another.

3 Calling: Fulfilling a socially useful activity.
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The end



