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Some preliminary information

1. Who am [I? — I'm a research fellow at the
University of Salerno, PhD in Marketing

2. Teaching material — Only the slides. | will share
them with you at the end of each lesson

3. How will the exam be? — A written and multiple
choice test

4. When will the exam be? — The last day of class
(May 12)
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Programme

Marketing and Service Marketing: an overview

Marketing plan

Complexity management

New marketing strategies approaches: Relationship
Marketing and Many-to-Many network; Experiential
marketing; Unconventional marketing

New marketing vision: Service Research - from S-D logic &
Service Science to service ecosystems & service systems
Service innovation and technologies as Decision Support

Systems for marketing strategies
Examples gl
Project work ‘



Teaching Roadmap

05/05/2022
* Complexity management
* New approaches:
Relationship Marketing

and Many-to-Many 10/05/2022 12/05/2022
network; Experiential Service Innovation and Presentation project
03/05/2022 marketing; Unconventional || as Decision Support works
Marketing & service marketing Systems for marketing
marketing pills strategies Exam
e e - -
QO Qe Qe
A : A
04/05/2022 09/05/2022 11/05/2022
* Traditional marketing and Service Theories: from S-D Project work (in
marketing plan; logic & Service Science to classroom)

* Introduction project work ||| service ecosystems & service
systems




Agenda: Lesson 1 - Pt.1 B/

* Marketing: origins, evolution and definitions

» Service Marketing: the advent of service-dominant mind-set
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Marketing: origins, definitions
and evolution




Marketing is NOT the same as selling!

DIFFRENCE BETWEEN
SELLING CONCEPT
AND MARKETING CONCEPT

STARTING

POINT FOCUS MEANS END
PROFIT
SELLING
CONCEPT PROMOATING

VOLUMES

PROFITS

MARKETING e CUSTOMER INTEGRATED  THROUGH
CONCEPT NEEDS MARKETING  CUSTOMER
SATISFACTION




Marketing is NOT the same as selling!

Selling is only the tip of the iceberg
Hal N N

“There will always be need for
some selling. But the aim of marketing
is to make selling superfluous. The aim
of marketing is to know and understand
the customer so well that the product or
service fits him and sells itself. Ideally,

marketing should result in a customer
who is ready to buy. All that should be
needed is to make the product or

service available.”
Peter Drucker J




Definition of

Marketing is NOT the same as selling!




Marketing is NOT (only) advertising!
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AMA (1985):

“Marketing is the process of planning and executing the design
of offering (product), pricing, promotion and distribution of
goods, ideas and services designed to create exchanges that
meet the individual and organizational objectives”

Over time, \
Marketing has been S
conceptualized as a(n)

Business

™ e aw - ™




Porter’s Value chain (1985)

l FIRM INFRASTRUCTURE
SUPPORT _J I HUMAN RESOURCE MANAGEMENT
ACTIVITIES TECHNOLOGY DEVELOPMENT
l PROCUREMENT
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PRIMARY ACTIVITIES




The Marketing function regards

t
t
C

ne approach to the market
nat each company must
evelop to place its

product/service to satisfy the
needs of the potential
customers it has identified, in
order to be more competitive
and to reach/maintain its
market share.




The origins of Marketing date back to the early
twentieth century, and over time several theories
have alternated in an attempt to correctly frame the
decisional dynamics and the results obtained by
every successful company.



Thanks to the Marketing function it has been possible to
connect (also  conceptually) different phases of
entrepreneurial activity: the inspiration about the MISSION,
the identification of OBJECTIVES, the definition of STRATEGIES,
the implementation of TACTICS.

MISSION OBIJECTIVES STRATEGY TACTICS

Purpose and Measurable High level Detailed means
function of the goals of the approach to to implement
business business achieve goals strategy




Marketing as
Previous Journey - TRADITIONAL Marketing vision

MOST analysis is the foundation that support and allow a

business to reach its goal.
A business first develops its mission statement, then its

objectives, then its strategies, and then finally the tactics. Moving
from general to the specific.



STRATEGIC MARKETING

The Marketing function has
always found greater
accreditation thanks to the
actions of SEGMENTATION,
TARGETING and POSITIONING of
each company, as a synthesis of
analysis, reasoning, choice and
decision related to
competitiveness and survival.

MARKETING
STRATEGY




OPERATIONAL MARKETING — MARKETING MIX

CUSTOMER NEEDS

PLace P~ ConVENIENCE

PromorTioN CoMMUNICATION

e @ Con
D I
_ Provoron g Comumcaron g




Even the orientation of the company itself has changed, first
focused on the production process, then on the product, then
on the market (sales), then marketing and customer-oriented.
This led to the development of methods and tools useful to
support entrepreneurs and managers of each company.



Market

Products Desig
Analysis

Marketing is a process which consists
of different strategic and tactical choices:

- Study of the selected market(s) é.
- Research on demand’s evolution and
trends, analysis of competitors and
identification of business opportunities

- ©
- Adaptation of processes and -

production to potential customers
Creation of demand for new products

s

Allocation of products for different

Demand
sales channels

Promotion



ENDOGENOUS

ESOGENOUS

Focus Product-Market
Production Production Process & product D>0
. . . . 1
Orientation Process standardization Goods
Product Product Efficiency of 3
Orientation features production Selling
: Ways to
.Se"'"{; attZact To sell what has
orientation been produced
consumers
: O>D
Marketing Users’ needs Research on =
Orientation consumers: Needs
Business’ To product the 3
survival goods which can Prog;Cts

be sold




D>0

Goods

28
Selling

Any customer can
have a car painted
any color that he

wants so long as it
is black.

~ Henry Ford

O>D

Needs
O

Products
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The most widespread Marketing models affect all the
other areas and functions of the company,
concerning production, promotion, distribution, R&D,
quality, recruiting, fund raising, partnerships,
relations with consumers, with the competition, and
in general with all relevant supra-systems.



Redefining the role of Marketing in Value chain

( l FIRM INFRASTRUCTURE
SUPPORT _ I HUMAN RESOURCE MANAGEMENT
ACTIVITIES TECHNOLOGY DEVELOPMENT
l PROCUREMENT
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Study of
demgnd

Product orientation

Production

capacity —> Production —) Selling C—> CUSTOMERS

Marketing orientation

New needs of

users
: New business Production . .
—— _ | opportunities —> pLANNING:>PI‘OdUCtI0nI:> Selling —», cUSTOMERS
: Needs of
POTENTIAL
users —

Feedback



v’ Complex selection and diffusion of values, personality,
story and identity (brand)

v’ Translation of value into a coherent culture to be spread
within and oustide the organization

Value orientation
/Corporate culture\

STRATEGY 1
\ Governance

. Organization
\ Stakeholder /

S~

TACTICS

TACTICS

Management



In recent decades, Marketing has been focused on:

* managerial aspects (ref: Kotler);

* relational (ref: Gummesson);

e organizational (ref: Gronroos);

* new forms of collaboration (ref: Hakansson &
Snehota);

e new concepts of value (refer to Ballantyne &
Varey; Prahalad & Ramaswamy);

e and finally to the Service (reference Vargo &
Lusch).



Managerial (Kotler, Keller and Brady 1967) 4" INTERNAL

Organizational (Gronroos, 1983)

Collaboration-oriented
(Hakansson and Snehota, 1989) ....and
Service-Dominant

(Vargo and Lusch)
Relational (Gummesson, 1997)

Value-based and co-creation-based
(Prahalad and Ramaswamy, 2004)

(Ballantyne and Varey, 2006) N\ EXTERNAL




Over time, different models have been adopted by practitioners
and scholars for the definition and study of the marketing mix:

McCarthy, 1964:
- Product, Price, Promotion, Place

Kotler, 1986: P

- Product, Price, Promotion, Place, Public Relations, Politics

Booms and Bitner, 1981:
- Product, Price, Promotion, Place, People, Physical Evidence, Process

Lauterborn, 1990:

C - Consumer, Cost, Communication, Convenience

Kotler, 2018:
- Customers, Company, Collaborators, Competitors,
Context




AMA (1985):

“Marketing is the process of planning and executing the design of offering
(product), pricing, promotion and distribution of goods, ideas and services
designed to create exchanges that meet the individual and organizational
objectives”

AMA (2004):

“Marketing is an organizational function and a set of
processes aimed at creating, communicating, and delivering
value to customers and managing relationships with
customers in order to benefit from the organization and
related stakeholders.”

AMA (2017):

“Marketing is the activity, set of institutions, and
processes for creating, communicating, delivering,
and exchanging offerings that have value for
customers, clients, partners, and society at large.”




Rather than an outcome! the activities of individuals
(marketers and consumers) and organizations (e.g.,

manufacturers, wholesalers, retailers, advertising
agencies, distributors, marketing research firms)

Marketing is the activity, set of institutions, and
processes for creating, communicatingd delivering,
nd exchanging offerings that h alue for
omers, clients, partners, a y at large.

Various institutions that both individually
and collectively help facilitate and
govern these activities (e.g.,

Various processes that result
from these activities (e.g.,

networks, systems, markets,
channels of distribution,
communication flows, consumer
processes)

governmental agencies, legislators,
courts, professional associations, social
norms, ethics and individual values)



Marketing is the activity, set of institutions,
and processes for creating, communicating,
delivering, and exchanging offerings that
ve value for customers, clients, partners,

and society at large.

Very similar to Product,

Promotion, Place, Price

®)




Marketing is the activity, set of institutions, and
processes for creating, communicating, delivering,
and exchanging offerings that have value for
customers, clients, partners, and society at large.

Customers: the actual or prospective purchaser of offerings
Clients: broader term. Non profit focus, and user focus

Partners: business critical for success
Society at large: not just profitability, societal marketing concept




Marketing is the activity, set of institutions, and
processes for creating, communicating,
delivering, and exchanging offerings that have
value for customers, clients, partners, and
society at large.

(American Marketing Association, July 2017)



Marketing orientation redefines the entire organization and permeates the
strategic objectives and decision-making

Selection of
resources

Customers
Partners ——
Suppliers
Distributors
Shareholder | ... .
VALUE

Media

Public

Administration

Employees

Competitive

Advantage

Value is the complex set of economic, functional,
psychological and social benefits that customers want
to receive (or receive actually) in exchange for the
money spent (or for the money they want to spend) to

enjoy a good or service

STAKEHOLDERS’
SATISFACTION
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Evolution of Marketing

NEW MARKETING
https://www.youtube.com/watch?v=S UWzR dPeM

«The importance to
analyze data to

"~ better penetrate the
market»

«We arein a
Welib Rl W = &
digitalization»

---------

«Company has to
understand its customer
individually and in groups»


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

“No more Target”

From consumer to

prosumer




B2B and B2( ‘ e exchanges

CONSUMPTION

:‘: :’: :’: PRODUCTION




e B2B demand is derived from Cs;

* Bs can profit from helping their Cs become
more competitive;

 almost all Bs serve both Bs and Cs.



Journal of Business & Industrial Marketing

Volume 24, Number 5/6, 2009
ISSN 0885-8624

B2B is not an island!

Evert Gummesson
Stockholm University School of Business, Stockholm, Sweden, and

Francesco Polese
Cassino University, Cassino, Italy

Abstract

Purpose — With B2B (busi business) and new in marketing as the springboard, this paper seeks to emphasize complexity and

context in marketing systems, embracing both B2B and B2C (business-to-consumer) marketing.

Design/methodology/approach — mwmmmmmlmammmmwmm

and case study research,

thlngs mmmmammmw rk uppliers and Both many-
maammwmmmmmmmfwlmsmsmmmmmmm

customer’s interactive role. The IBM service science programme enrols research and education in developing more functional service systems. The

conventional divide in goods and services marketing is dissolved in favour of supplier-customer interaction.

Research limitations/implications — B28 and B2C are both part of complex contexts. Case study research and network theory allow complexity and

ummm:omﬁwwmdWMMMWhHIMmmWhmMm&MMWSwM

services, fic whereas marketing prescribes customer centricity. By
focusing on continuous theory generation better theory will replace previous theory.
Practical implications ~ Marketers overview the complexity of specific marketing situations, to bs lational and the

customer's role, and will be better able to foresee opportunities and avoid mistakes in marketing planning and execution.
Originality/value — The paper offers a network view which is little represented in research and education. With growing dependency on larger
mmamnummmymmmammmkdmmwmm the reductionism,

integrated
fragmentation and linearity of Western science are challenged in favour

of a comprehensive network approach. B2B and B2C are treated as

wmdammﬂnmmnammum&mw‘s and the broadened role of customers in value networks is recognized.
Goods and services can only be understood and handled in a unified context.

Network theory, Many:
Paper type Research paper

Introduction

The title of this article alludes to a statement by B2B
(business-to-business) researchers Hikansson and Snehota
(1995): “No business is an island”. This in turn resonates
what many others have observed in various walks of life. An
old proverb says “Tell me who your friends are and I'll tell you
who you are”; British poet and reverend John Donne (1572-
1631) wrote that “No man is an island, entire of itself”;
Argentine writer Jorge Luis Borges (1899-1986) that
“Everything touches ing”; physics professor Albert
Liszl6 Barabdsi (2002) that “... nothing happens in
isolation”; and sociologist Manuel Castells (1996) that
“Networks are the fundamental stuff of which new
organizations are and will be made”. These quotations span
hundreds of years and include folk tradition, novelists, poets,
clergy and researchers in marketing, physics and sociology.
‘What they all say is that we are part of a context or a network

‘The current issue and full text archive of this journal is available at
/0885-8624.htm

@ Journal of Busioes & Industrial Masketing
3% oo a31-22

[ © Emenid Group Publishing Limited (ISSN 0885-8624)
[DOI 10.110808858620910966228)

y marketing, Service-dominant logic, Service science, Case study research

of relationships within which we interact. In B2B there are
muﬂnoup:mrwnmnmoﬂﬂmhng.md:nthe
ing and P ing) Group, emerging

mSwedmmlhelWOundwwhxchHLhnmnmdSnehmx.

belong. IMP is globally active with its center in Europe.
‘The purpose of this article is to suggest thar marketing
benefits from treating B2B and B2C (business-to-consumer)
as part of the same marketing context and service system.
BZBdmandndmvndfmmmumumﬂzn,mppﬁulm
profit from helping their customers’ customers become more
competitive; and almost all companies serve both
izati and This is not new
but we want marketing to put more explicit emphasis on the
interdependency between B2B and B2C. In two issues of the
Journal of Business-to-Business Marketing (2007, 2008), B2B
marketing textbooks are analyzed at considerable depth. The
focm\lvnlhea(egorycfllzﬂ rather than on B2B as a
ting in general. B2B links
1 BZOCZB and C2C are maeion not analyzed.
The article that all has to be
as a system, a coherent network of relationships. Conventional
ca(cgonel and concepts slow down the adaptation of
theory to current and future market realities;
hence novel categories and concepts are needed. Marketing is
a firm’s revenue generating function which affects all business
behavior, not just the marketing experts — the full-time
marketers ~ but every other manager and employee — the

B2B

B2B2C2B2C2C...

C2C
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It's all B2B...and beyond: Toward a systems perspective of the market

Stephen L. Vargo **, Robert F. Lusch ®

* University of Hawai'i at Manoa, Honotulu, Hawaii, USA
" University of Arizona. Tucson, AZ 85719-5224, USA

ARTICLE INFO ABSTRACT

Article history: The delineation of B2B from ‘mainstream’ marketing reflects the limitations of the traditional, goods-

Received 1 December 2009
Accepted 10 January 2010
Available online 21 July 2010

dominant (G-D) model of exchange and a conceptualization of value creation based on the ‘producer’ versus
“consumer” divide. Service-dominant (5-D) logic broadens the perspective of exchange and value creation
and implies that all social and economic actors engaged in exchange (e.g., firms, customers, etc.) are service-
providing. value-creating enterprises; thus, in this sense, all exchange can be considered B2B. From this

iy DO perspective, the contributions of B2B marketing (and other sub-disciplines) can be seen as applicable to
b ‘mainstream’ marketing, This generic, actor-to-actor (A2A) orientation, in tun, points toward a dynamic,
b networked and systems orientation to value creation, This article discusses this systems-oriented framework
W28 and elaborates the steps necessary for developing it further into a general theory of the market, informed by
AzA the marketing sub-disciplines, marketing practices, and disciplines external to marketing.

. Introduction

A state arises, as | conceive, out of the needs of mankind: no one is
self-sufficing, but all of us have many wants.... Then, as we have
many wants ... and many persons are needed to supply them, one
takes a helper for one purpose and another for another; and when
these parties and helpers are gathered together in one i

© 2010 Elsevier Inc. All rights reserved.

transcends time, geography, and the sometimes myopic conceptua-
lizations of academic silos. It was in the spirit of this contention that
we previously used a ‘linguistic telescope' to zoom out to a broader,
more transcending view of economic exchange and suggested (Vargo
& Lusch, 2008b) “It's all B2B."

Since our early collaborative work on what has become known as
service-dominant (S-D) logic, we have tried to nudge marketing
thought away from fragmentation and toward a more unified

the body of inhabitants is termed a state. And they exchange with
one another, and one gives and another receives under the idea
that exchange will be for their good.

As the global, networked economy becomes more pervasive and
its nature more compelling, it is (should be) becoming increasingly
clear that we rely on one another through the voluntary exchange of
applied skills and competences (Vargo & Lusch, 2004, 2008a).
Consequently, one might think that the above quotation is contem-
porary; it is, however, from Plato’s The Republic (360 BCE/1930),
published over 2000 years ago.

Despite a globally interdependent world, the simple truth behind
Plato’s words often seems to be missed: we are all similarly human
beings serving each other, through exchange, for mutual wellbeing.
Perhaps his statement therefore punctuates our (Vargo & Lusch, 2004,
2008a; see also Vargo, 2007) contention that it is important to
develop a logic of and for the market (and society) and marketing that

* Corresponding author, Tel.: +1 808 956 8167.
E-mail addresses: svargo®hawali.edu (S.1. Vargo), rlusch@eller.arizona.edu
(RF. Lusch).

0019-8501/5 - see front matter © 2010 Elsevier Inc. All rights reserved.
doi10.1016/jindmarman.2010.06.026

i and framework. A first step was to
suggest transcending the ‘goods’ verses ‘services’ divide with ‘it is all
about service." More specifically and more recently, we recognized a
need to overcome (mis)conceptual problems associated with the
notion of a ‘producer,” as a creator of value, versus a ‘consumer,’ as a
destroyer of value, and have reflected this in one of the newer central
tenets of S-D logic: all social and economic actors are resource
integrators (Vargo & Lusch, 2008a — as captured in foundational
premise (FP) 9). That is, all parties (e.g. businesses, individual
customers, households, etc.) engaged in economic exchange are
similarly, resource-integrating, service-providing enterprises that
have the common purpose of value (co)creation — what we mean
by “it is all B2B."

We initially picked ‘B’ because, given the most commonly used
designations of ‘B' (business) and ‘C' (consumer), economic (and
social) actors come closest generically to what is captured by
‘business,’ rather than ‘consumer.’ Stated alternatively, a business is
thought of as enterprising, a characterization that we find also more
fully captures the activities of those with whom they exchange, than is
implied by ‘consumer’ — which has rather passive, final connotations
of a 'target’ with a primary activity of using stuff up, rather than
creating and contributing. Additionally, B2B scholars have been

orientation “point[s]
away from the fallacy of the
conceptualization of the linear,
sequential creation, flow, and
destruction of value and toward
the existence of a much more
complex and dynamic system of
actors that relationally co-
create value”.
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In a Service marketing, value takes place upon a
collaborative perspective among actors, A2A (actors to
actors) [gruadualy abbandoning the old view of B2C,
B2B, etc].

In a multi-stakeholder relational perspective, only
through collaboration (co-production e co-creation) it
is possibile to create a shared competitive advantage
thanks to the exchange of services and resources.



Service Marketing: the advent of
service-dominant mind-set

45



Barter is direct service-for-
service exchange, in which
each actor provides a
reciprocal service provision

for another actor. (Vargo and Lusch,
2004)




The overcompetition of contemporary complex markets
has imposed in time the double passage from :

* Orientation to Relationship Marketing;
* From Good-Dominant Logic to Service-Dominant Logic.

Service Orientation Focus Product- _
Market Products and Services
are co-created
Economic Value Demolition of
+ Social Value the User- =

Provider view , %
v il &( a
4 ‘ %
, Y




Organizations, markets, and society are fundamentally
concerned with exchange of service:

the applications of resources (knowledge, skills, ...) for
the benefit of a part.
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Corporate Orientation

Stakeholder-Oriented View

Production Processes

Organizational Model

3
-
114

Good-dominant
logic

Sells Orientation

!

Service-dominant
logic

Customer
orientation

Co-creation &

PUSH MODEL . .
resouce integration
Strict View
{(Shareholder; Enlarged View
stakeholder (Direct (multi-stakehoklder)
Only)}
Internal Service’s Output is
Stakeholders/Shareh collaborative and
olders co-created

Unidirectional/Diadi
c Relationships

MANY-TO-MANY
Reticular Network

!

Value is no longer
the exclusive
competence of
the manufacturer
but is the result of
a dealing
between all the
stakeholders
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