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Consumer Behavior ?
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— Marketing Campaign

- Customer Retention

- Differentiate to Customer

— Competitor Analysis

— Market Trends
— Product Portfolio Management : PPM

What is Importance of Consumer Behavior Study?
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Influence to
Consumer’s Buying
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Consumer Behavior Analysis
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MARKET SEGMENTATION PLAN
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SEGMENTATION

TARGET

POSITIONING

Whatis STP?

The breaking down or building up of potential
buyers into groups called “Market Segment”

(Bryan Agustin Oculam)
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msamafisiidaumsama (Segment Marketing)

msamafislsnmangidn (Niche Marketing)

msamatiesou (Local Marketing)

msamaaanzyana (Individual Marketing)




Segment Marketing
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Niche Marketing
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Local Marketing
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Individual Marketing
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Customized Marketing,
One to one Marketing
or Segments for one




Bases for Segmentation in Consumer Markets
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NBA fan I family
bonds

Values

Good saver

Q Earns 200K
' per year

Female

Lives in NYC

I Medical

Enjoys island
vacations

professional Dog lover

36

years old

Demographics Vs Psychographics

Likes classical
music

Psychographic
Based
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Behavior Based
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Requirements for Market Segmentation
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Benefits of STP
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Target M‘-a'.i:keting Strategies

Undifferentiated Marketing
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Differentiated Marketing
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Concentrated Marketing
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Criteria for target marketing strategies decision
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Examples.

¥

Low Price

PRODUCT POSITIONING MAP

High Quality
4

Analyse your e

wisting product positioning and develop new market

strategies for a better competitive advantage.

v

Low Quality

High Price



Examples.

High Quality

@ BrandB @ BrandA

@ BrandC



Examples.

HIGH PRICE
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SHANGRI-LA

HOTELS s4ne¢e RESORTS

THE RITZ - CARLTON

el BUSINESS
WESTIN NOBU HOTELS

HOTELS & RESORTS

LEISURE
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LOW PRICE



Try to do positioning product.

AWlUa:aon
(Inconvenience)

WwyusanKae
(Variety)

wysna
(Limited Choice)

TAO BIN

ADTIUEQON
(Convenience)
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(The Total Product)
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1. Physical product

1.  Quality

2. Design and Color
3. Size

4. Material

5. Feature

2. Brand name
3. Product Function

4. Servicing
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Hotel Pricing Strategy: Dynamic Pricing



HOW to use Dynamic Pricing

[~ 1 ° °
. 1. damanenmanawaazama (Pricing Structure)
[ aa () (9] (9] o i a
¢ 2 wedne Occupancy Rate suwumssnnasuie LALIIAIYLTRIND I Tuiliia
DAIDILDUNR IV

(7] 1
. 3, f157351@ M RsWna9 159 LLsaJcsjmiﬁuﬁuﬁ



EXAMPLE
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Channel of Distribution
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Introduction of Channel of Distribution

 Factor Influenced to Distribution
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Stakeholders in Distribution

Devided to 2 groups
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Categories of Marketing Intermediaries
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Mission of Channel of Distribution
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Mission of Channel of Distribution
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Mission of Channel of Distribution




Benefits of Channel of Distribution
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Benefits of Channel of Distribution
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Benefits of Channel of Distribution

yoliaowaulelunmsasivan@uindu

nswaultazusuusudooni
nmsYasrunena v:gosli
Uszndanazawnsaioatiuidu
douamtngonumsdogaudlo NISWEUUNZa0N10NMSYIAINUIY
nijUs=ansmuw Wwanawsnul _ ~ _
WanAutowsnueluanuin | NSWMIUIENI80IUNINSSUNISY6
19 7l@nsoungu Smunena orvv=insudonwun
[QW1zN10 KSeo1vdad1uNvIu
Wudu




Strategy of Distribution Channel for Hotel

Distribution Channel
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Importance of Distribution Channel for Hotel
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Examples of Distribution Channel for Hotel
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Examples of Distribution Channel for Hotel
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Social Media



Examples of Distribution Channel for Hotel
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Examples of Distribution Channel for Hotel
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How to Create Distribution Channel for Hotel




Distribution Channel for Hotel
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