
The Core Marketing Functions

There are 7 primary functions within marketing.  All 
are part of the goal of satisfying customer needs 
while earning a profit.

• Product/Service Management
• Marketing Information Management
• Market Planning
• Promotion
• Pricing
• Selling
• Channel Management

Product

Customer



Competition

How could competition impact your brand?

Competitors could produce the same product as you – how might that impact sales 
of your product?  

Say two company’s produce the exact same school uniform, what influences your 
choice as a consumer?

Competitors may make a different product than you – how might that impact sales 
of your product? How do Apple and Samsung compete against one another?

Businesses need to remember that competition is an external factor to consider in 
marketing decisions.



What drives Marketing Innovation

• Malcolm Gladwell on Variability – Making your customers HAPPY 
(with extra chunky tomato sauce)

• https://www.youtube.com/watch?v=iIiAAhUeR6Y&list=PLrQdsgrw85
q3tEFvoKB10apRig4mrumYu

• Discussion

• Can you think of some other markets that have undergone change? 
Why?

https://www.youtube.com/watch?v=iIiAAhUeR6Y&list=PLrQdsgrw85q3tEFvoKB10apRig4mrumYu


Product/Service Management

How are new product ideas created?

New Ideas come from everywhere:

https://www.youtube.com/watch?v=hiAG6wOGmp8

Here is one concept. As you watch let’s take note of 3 different things 
about the product:

- What steps do they describe in development?

- What considerations do they make in getting to the final product?

- What features do you notice about the product?

https://www.youtube.com/watch?v=hiAG6wOGmp8


Product/Service Management

New products can come from almost anywhere:

Solving a problem – CoachCoaster, R&D for new drug development

Filling a need or solving a problem– convenience/efficiency – making 
something better, faster, easier, cheaper

Filling a need – something a customer asks for

Filling a need – Chunky Tomato Sauce; creating something customer’s don’t 
even know they want

Accidental discoveries – penicillin, aspartame sweetener, microwave oven



Product/Service Management

There are generally several recognized steps to the 
product development process:

1. Generating ideas

2. Screening ideas

3. Developing a business proposal

4. Developing the product

5. Testing the product with customers

6. Introducing the product

7. Evaluating customer acceptance

Be careful not to think
of this process as
only moving in one 
direction.  For example, 
by testing the product 
with customers you 
will likely learn things 
that cause you to 
change the design.



Product/Service Management

Typical Product Life Cycle

Market Introduction

Market Growth

Market Maturity

Sales Decline



The “Typical” Product Life Cycle



Product/Service Management

These phases and their length are not universal and vary depending on:

- Product category
- Industry 
- Competition 
- Other external factors

The intravenous Solution Market
The Fidget Spinner Market



Product Life Cycle Characteristics

STAGE Sales Promotion Profit

Introduction Low High Low

Growth Moderate to High Moderate to High Moderate to High

Maturity High Varies, but 
probably declining

Varies, depends on 
competition; Low 

to High

Decline Moderate and 
declining

Low to Moderate Low

Remember none of these characteristics are universal.  Some products succeed 
quickly and some decline much much more slowly.  Promotion may change and will 
be determined by what the market and competitors are doing.



Product/Service Management

Kellogg’s Life Cycle Case Study Example:

http://businesscasestudies.co.uk/kelloggs/extending-the-product-life-
cycle/introduction.html

http://businesscasestudies.co.uk/kelloggs/extending-the-product-life-cycle/introduction.html


KFC’s Chicken in Space Launch

http://www.greatideasforteachingmarketing.com/kfc-zinger-launch/

http://www.greatideasforteachingmarketing.com/kfc-zinger-launch/


Branding and Positioning

What are some of the elements of THE BRAND?

• Tradename

• Logo

• Distinctive Packaging – color or design

• Slogans



A NAME

The 7 criteria for a good name according to Marty Neumeier:

1.Distinctiveness

2.Brevity

3.Appropriateness

4.Easy spelling and pronunciation

5.Likability

6.Extendibility

7.Protectability



NEVER LOOK LIKE YOUR COMPETITOR (unless you’re a generic).



A FONT



Distinctive Names and Logos



A TAGLINE

I’m lovin’ it.

Just do it.

Impossible is nothing.

Mmm Mmm Good.

The ultimate driving experience.

The uncola

Don’t leave home without it

The quicker picker-upper

It keeps going, and going, and going

Melts in your mouth, not in your hands

The choice of a new generation

Where’s the beef?



A PERSON/PERSONALITY



Product Positioning

What are some of the strategies that might make sense at different 
stages of the life cycle for the following factors?

Pricing – Discounting vs. Premium Pricing

Breadth of Product Line – Broad vs. Narrow

Spending to Improve Quality



COMPETITORS

Being aware of your competitors’ brands and 
positioning allows you to more clearly differentiate
yourself against them—both in design and in 
messaging:

• Design—How can we look and feel different?

• Messaging—Why should a customer choose us 
over the others?



Logo and Slogan Activity
• http://www.tripwiremagazine.com/50-examples-of-catchy-and-

creative-slogans

Exercise – Pick one of the logo’s and slogans from the website and 
write the following:

1. What is distinctive about the logo – what does it say about the 
product

2. How does the slogan ”play” with the logo – how does the 
combination work (or not work) together

3. What is memorable about the slogan – what feeling are you left 
with regarding the product

You may research to understand the product, but do not research the 
company’s explanation of the logo – we want your view as a potential 
consumer

http://www.tripwiremagazine.com/50-examples-of-catchy-and-creative-slogans

