S sl al sga n oond) daala
Dl gle 54 lall Aalai®Y) a lal) 4K

a3 dgalad) 3y 5al) claial
" g !ﬂl “ &9 (”‘"

s Las Gl

G el il L dalall g daladl 5 gusil) el Lol )l alae miag-1

Bsmall (el Al gualic (5l dadi dpe p ¢ sua oz 5l -2

M Ay il & 3 U 8 e 558 se J)yiad Onstar 4w Cdlal -3
RUISgE

J38 =y J3Le | INTEGRATING MULTICHANNEL MARKETING SYSTEM -4
£la_j glad Sy CiiS failians 4 Lo $4iies/ Lo $aLLil)



S ) ?i (guge (ol daals
).\.u.uﬂ\ EJSLJLJM\ cMJLaﬁSY\ e)&ﬂ\:\_ﬂs

i B Agalal) 3 gal) cladal
" g Sﬂl “ & 9 (ﬂ‘"

FANECRUEY

e el S L dalall g daladl 5y suil) el Lol )l jalae xiag-1
colandl B gl lagd

Bl (el dpdla gualic (05l dadi dpe 8 ¢ pua oz 1 -2

a4y il z A8 AL 3 e ) siee J)ia] onstar 40 bl -3
g 5

J38 =y J3Le | INTEGRATING MULTICHANNEL MARKETING SYSTEM -4
fla_j glad 8a &S f4500a5 8 Lo faiaa/ Lo Salhill

Gy i Lo dualadl 5 daladl 5y suil) el Ll ) jallae xia g 1 J3Y) Jlged!
can) (33 guill Glagi e

LS e :J Y Jlpedidila)
Towonn (Aalaal) 43an) ;51 puadl! Aalal) 42yl




) il g clalall g ludl 8 el Aalue JalisS 4l die (3 guaill )y 28
S Cllery oalai®y) akalis 3hail (JW) dal el die oly) dag )|
a] Jas chlsl) ol Leae ciapal Ay I @o)sills sl B 5 el
alala gld) o 1508 Gl 5l USae any ali ailad 4ud) el il

B3 5l 8l p5 090

(JleeDU Jdoall Llaal) o) 8 (5 sail) dsaal) (Gagudll Laldll Laal)

falal) gy sutl) Al o0 MY Gl Uadl Goe Lo DA
o Ldlal gaad cle s clalall glud) A4 Glawsadl saaiad 4 geiaS
(S5 e (5 s
¢) g il Sl 5 clalall e lus) 8 dalall g dalal) 4l e JS &0 3
@ s e A Loy (Jsall alaBl ol dssgall 5l 2L (5 giue e
(ol Y IS Al Calaa Y guas
G ecmend iy illeaS Gl o uill pgd (B )0 Apaal) o3¢l 3>
Adagiuall (3) sl Aalall cle Jlly Clalall glud) e a8 dauliS
alie ) et Glulan 3 Shas lee Gagud (o Lie Glile &
Auldl) 038 apund Jal (e Lot s Led adadill Cal gl S sudll o Sl
3. B ghiall Calaay) gadad]

oaall Lpda palie sl Aad A pa s gia o o bl 1 SUD J) )
A
Liai 5 G J)gedldgia)

(ORI [RPCRERgTS 1.5 : Bl [ al) dpdla jualic

1.5



Value-based prices

Services

Product

Core
benefit

features mix and
and quality quality

Copyright © 2016 Pearson Education, Inc.

| Fig. 13.1 | Components of the Market Offering
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Organic growth—the development of new products from within by opting for incremental
innovation.
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Marketing Channels and Methods

VENDOR

National account
management

Direct sales

Retail stores

Dealers and value- |
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Adding more channels gives companies three important . ?‘C\.-)AM La
benefits:

» The first is increased market coverage.
» The second benefit is lower channel cost

> The third is the ability to do more customized selling ....... 1
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Demand-generation Tasks

Facilitate
Gather Develop & Reach Acquire product Oversee
relevant disseminate price Place funds for Assume storage & Facilitate ownership
information communications agreements orders inventories risks movement payment transfer

|
Internet |
|
|

Telemarketing

CUSTOMER

Direct mail

Distributors

added resellers |






