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-hanges of Markets and Consumers

» Changes of Markets
 Utter subdivision of micro markets
* Diversification of communication channels
e Dynamic markets
* Few limitations of space and time




01. Changes of Markets and Consumers

* Changes of Consumers
 Extinction of asymmetry of consumer information
» Easiness of consumer solidarity by use of communities
« Consumer as a subject of manufacturer




01. Changes of Markets and Consumers

« An Example of Changes of Customers
* BBS at www.yeoin.com
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02. Changes of Marketing

« Marketing
» A process to define and manage a market in order that an
organization or a individual can create and maintain exchanges for
each goal. (Korea Marketing Society)

» Cf. Exchange
* If two or more people exchange things of a particular kind, they give
them to each other at the same time.

Product, Service, Contents,
Value, Information, Time,
Convenience, Community

1

Money, Permission




02. Changes of Marketing

» Paradigm Changes of Marketing

Mass Marketing Target Marketing Relationship Marketing
Objects The Public Target Group Individual
' i Differentiated Marketin
Market Undlfferer!tlated . g One-to-One Marketing
Approaches Marketing Focus Marketing
Market Share
Marketing Goals Sales Customer Share

Customer Satisfaction

Principles of

Economy Economy of Scale Economy of Scope

Management Products Customers

Communications 1-Way 2-Way




-hanges of Marketing

« Paradigm Changes of Marketing
« Undifferentiated marketing (for the public)
» Target marketing (= focus marketing) (for a target market segment)
« Differentiated marketing (for several target market segments)
» Relationship marketing (= one-to-one marketing) (for individuals)
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02. Changes of Marketing

« Changes of Consumer Concept
* For collaboration
e 2-way communication is important.

Traditional Consumer

« Consumer of Product/Services
» Buyer of Product/Services
» Target of Sales

N\

E-Commerce Consumer

» Collaborator
» Partner to Coordinate for Each Success




03. Marketing Mix

« Marketing Mix

Traditional Marketing Mix E-Commerce Marketing Mix
4P 5C
* Product » Collaboration
* Price » « Contentware
* Place  Communication
 Promotion e Channel
 Commitment

* 1-Way
* Focused on Transactions
» Mass/Target Marketing

* 2-Way
* Focused on Collaboration
 Relationship Marketing




03. Marketing Mix

« An Example of Collaboration
» Book Center at www.koybobook.co.kr
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04. Marketing Strategy

» Procedure for Marketing Strategy

Mission for Management Evaluation and Control

¥ 2 3

Goal for Management Management of Marketing Mix

¥

Plan for Management

Collaboration
Commitment

Contentware

Communication

______________________________________________________________________________

Analysis of Marketing Environments

Channel

i Analysis of Analysis of

Internal Environments External Environments | it
SWOT Analysis Strategy for Marketing
Strength f

; Weakness ;

i Opportunity ;

i Threat i Goal for Marketing
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