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Waktu pengerjaan / durasi yang cepat menjadi pertimbangan dalm memilih tempat yang

mena@kan jasa cuci sepatu
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i keflima faktor di atas, pilih salah satu faktor yang menjadi hal terpenting dalam memilih
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ﬂte&paﬁ(ang menawarkan jasa cuci sepatu
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Trﬁl_%grdasaﬂgan data diatas, penulis mendapatkan 3 faktor penentu, yaitu:
.2 E. -
§ %T 1. Iaalitas dengan persentase 82%/0.82 (ini akan menjadi weight/bobot pada CPM)
B v 2. rga dengan persentase 14,8%/0.148 (ini akan menjadi weight/bobot pada CPM)
03) 3 3. ktu dengan persentase 3,3%/0,03 (ini akan menjadi weight/bobot pada CPM)
2 2 4. Penggunaan produk khusus dan Keberagaman opsi layanan dengan persentase 0%
o sehingga tidak dimasukkan dalam weight pada CPM
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Lampiran 2 Bab 3.4 Analisis Pesaing: Lima Kekuatan Pesaing Model Porter
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ful C1 program include flexibility, usefulness, imeli-

ProgEss. Special ch istics of a
nesgrand cross-functional cooperation.
9Ccunpelilive intelligence is not corporate espionage: after all, 95 percent of the information
a cepany needs 1o make strategic decisions is available and accessible to the public. Sources
of Gnpetitive information include trade journals, want ads, newspaper articles, and government
fliggs, as well as customers, suppliers. distributors, competitors themselves, and the Intermet.

Uneshical wactics such as bribery, wiretapping. and comp hacking should never be used to
infi ion. All the information a company needs can be collected without resorting to
unegitical tactics.
A

[q)
P(g:ler's Five-Forces Model
Foner chair and CEO of PepsiCo Wayne Calloway said, “Nothing focuses the mind betier
the constant sight of a competitor that wants to wipe you off the map.” As illustrated
in Kgure 7-3,

. The intensity of competition among firms varies

wi across industries. Table 7-6 reveals the average gross profit margin and eamnings per
(EPS) for firms in different industries. Note the substantial variation among industries,
Fotmmmplc. note that industry operating margins range from 4 to 34 percent, whereas industry

w.iojuj uep

CHAPTER 7 » TME EXTERNAL AUDIT

1
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Flgltﬁ 73
The Five-Forces Model of Competition

TABLE 7-6 Competitiveness Across a Few Industries (2015 data)

= Operating Margin (%) EPS ($)
amumnin: 13.0 0.61
€L ommunications 140 125
~'Cosmetics 120 213
i 40 158
60 nle
n Manufacturers 40 0.63
e
O and Gas 100 203
Elines 100 0.0m
E&ﬁmry(‘mnmﬂm 70 0.96
hex Products 50 0.27
Fm: Based on company data
=
_—
=
(=]
=
o]
(o )
x
o]
g,
A
1)
= 6
1]
o
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Lampiran 3 Bab 3.5 Analisis Faktor-faktor Kunci Sukses (Competitive Profile Matrix/CPM)
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TAEBLE 7-9 EFE Matrix for a Local 10-Theater Cinema Complex

Weighted
Key External Factors Weight Rating Score
Opportunities
1. Twas new netghborhoods developing within 3 miles 0.m 1 oy
2. TDB University is expamcling 6% ammually 0.08 4 032
3. Major competilor across bown recemtly closed 0.08 3 024
4. Demand for going to cinemas growing 1045 o.o7 2 (LN EN
5. Disposable income among citizens up 5% in prior year 0.06 3 1B
. Rowan County is growing 8% anmually in population 005 3 015
7. Unemployment rate in county declined to 3.1% o3 2 06
Threats
B. Trend toward healthy eating eroding concession sales 012 4 48
%, Demand for online movies and DVDs growing 1065 0.0 2 012
I C il property adj e i far sale 006 3 018
1l. TDB University installing an on-campus movie theater 004 3 012
12, County and city property taxes increasing 25% 0.8 2 016
13. Local religious groups chject to R-rated movies 0.4 3 012
14, Maovies rented 2 bocal Red Box's up 12% 008 2 016
15. Movies rented last quarter from Time Warner up 15% 0.06 1 .06
TOTAL L.} -t

and avoiding the threats facing the firm. There is definitely room for improvement, though,
because the highest total weighted score would be 4.0, As indicated by ratings of 1. this business
needs o capitalize more on the “Two new neighborhoods developing [pearby | opportunity and
the “movies rented from ... Time Wamer” threat. Motice also that there are many percentage-
based factors among the group. Be quantitative o the extent possible! Note, oo, that the ratings
range from | to 4 on both the opponunities and threats.

An actual EFE Matrix for the largest U.S. homebuilder, D. B. Horon, is given in
Table 7-10. Mote that the most important external threat facing the company, a5 indicated
by a weight of 0010, deals with labor and supplier costs. The key factors are listed in order
beginning with the most important (highest weight). Notice how specific the factors are
stated—specificity is essential. Also note that following DREH's EFE Matrix, an “author
commentary” is given in Table 7-11, providing the rationale for each factor included.

Author commentary on each factor in the D. R. Honon EFE Marrix is given in Table 7-11 1o
provide insight on the thinking that needs 1o support not only inclusion of respective factors but
also various weights and ratings assigned. Recall that mathematically, 0004 is 33 percent mone
important than 0003, and a rating of 3 is 50 percent higher than a rating of 2. Small judgments ane
helpful in moving forward toward larger decisions related 1o deployment of resources and money
across regions and products.

The Competitive Profile Matrix

The Competitive Profile Matrix (CPM) identifies a firm’s major competitors and its par-
. The weights

and wotal weighted scores in both a CPM and an EFE have the same meaning. However, crini-
cal suevess factors in a CPM include both internal and external issues; therefore, the ratings
refier to strengths and weaknesses, where 4 = major strength, 3 = minor strength, 2 = minor
weakness, and | = major weakness, The critical success factors in a CPM are oot grouped
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=
Th&nput Stage
Progedures for developing an EFE Matrix, an IFE Matrix, and a CPM were presented in Chapters &
and™. Information derived from the EFE Matrix, IFE Matrix, and CPM provides basic input
jnchnal'mn for the matching and decision stage matrices described in this chapier.
Fhe input tools require strategists to quantify subjectivity during early stages of the strategy-
fordiilation process. Making small decisions in the input matrices regarding the relative impor-
of external and internal factors allows sirategists to more effectively generate, prioritize,
v e, and select among alternative strategies. Good inmitive judgment is always needed in
deté@nining appropriate weights and ratings, but keep in mind that a rating of 3, for example, is
matically 50 percent more important than with a rating of 2, =0 small differences matter.

ThaMatching Stage
v is sometimes defined as the match an organization makes between s internal resources
andZkills and the opportunities and risks created by its extermal faclc-'s..szemﬂr}ing stage of the
y-formulation framework consists of five techniques that can be used in any sequence: the
k1 Matrix, the SPACE Matrix, the BCG Matrix, the IE Matrix, and the Grand Strategy Matrix.
tols rely on information derived from the input stage 1o match external oppormunities and
with inernal sirengths and weaknesses. Matching extemal and imternal key factors is the
essiffial for effectively generating feasible altemative sirategies. For example, a firm with excess
wiordging capital (an internal strength) could take advantage of the cell phone industry’s 20 percent
anndal growth rabe (an external opporunity ) by scquiring Cellfone, Inc. This exarple ponrays sim-
plcao-tn-nnc matching. In most sitwations, external and internal relationships are more complex,
anii: matching requires multiple alignments for each strategy generated. Successful matching of
ke ani intemal factors depends on those underlying key factors being specific, actionable,
et eivistonal to the extent possible. The basic concept of matching is illustrated in Table 8-1.

Buepun-buepun 16unpunig exdiy yeH

Th&Decision Stage

As ﬁﬂjcalcd above, panticipants could individually rate sirategies on a |-to-4 scale as 1o desir-
abilfwy, and then sum the ratings from all participants, so that a prioritized list of the best strate-
giePEpuld be achieved. However, the QSPM. described Later in this chapier, offers a more robust
pm§1.iun: to determine the relative atractiveness of alternative strategies.

=
The SWOT Matrix

* Matching key extemal and intemal factors is the most difficult pant of developing

a SWOT Matrix, as it requires good judsment—and there is no one best set of matches. Note in Table
#-1 that the first, second, third, and founth strategies ae S0, W0, ST, and W'T strategies, respectively.
S0) strategies use a firm's internal strengths o take advantage of external opportunities. All
managers would like their organization to be ina position inwhich internal strengths can be used
tostake advaniage of external trends and events. Organizations generally will pursue WO, 8T,

n
T.g.[ 8-1 Matching Key External and Internal Factors to Formulate Alternative Strategies

:1aquins uexingakusw uep ueyuwniuedsuaw eduey 1ul siny eAIRY ynan)as neie uelbeqas diynbusw Buedeyq |

E Internal Factor Key External Factor Resultant Strategy
Eﬂ working capilal {an internal + Amnuzl growth of 20 percent in the cell = Acguire Cellfone, Inc.
EE:“‘II phone industry (an extermal opporiumity)
mﬂ:'El:ian:-l:apm:il.g,I {am internal + Exit of twoe major foreign competitons from = Pursue borseontal integration by buying
sknen] the indusiry (an external opportumity competitors” facilities
g research and development expertse + Dex ng bers of younger adults (an = Develop new products for ohler adults
internal strength ) external threat)

emploves morale (an internal + Rising health-care costs {an external threat) = Develop a new wellness program
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Lampiran 5 Bab 4.1 Jasa yang Dihasilkan
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DBJECTIVE 2

DBIECTIVE 3

OBIECTIVE 4
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Objective Outline

DBIEZTIVE Y

Define product and describe the major classifications of products and services.
What Is a Product? (pp 256-261)

Describe the decisions companies make regarding their individual products and services,
product lines, and product mixes.

Product and Service Decisions (pp 261-268)

Identify the four characteristics that affect the marketing of services and the additional
marketing considerations that services require.

Services Marketing (pp 268-274)

Aathor

Ao youl see, 1ha & a dedep

Comnmnant | 25,00, sierple quastion wieh &

=] .

Vary Co S Aot For exampie, think
Dack LOBRE onening ESPN ctory 3
the ES roduct™T

=
mammmmawmu
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319 uepj YIM) e)izeuwriojuj uep si

uza, Or consLmpson
awant or need

-

Discuss branding strategy —the decisions companies make in building and managing
their brands.

Branding Strategy: Building Strong Brands pp 274-284)

MyMarketinglLab™
& Improve Your Grade!

Over 10 million students improved their results using the Pearson Mylabs.
Visit mymktlab.com for simulations, tutorials, and end-of-chapter probi

AS the ESPN story shows, in their quest to create customer relationships, marketers must
build and manage products and brands that connect with customers. This chapter begins
with a deceptively ssmple questione What &5 @ product? After addressing this question, we
look at ways to classify products in consumer and business markets. Then we discuss the
important decisions that marketers make regarding individual products, product lines, and
product maxes. Next, we examine the characteristics and marketing requirements of a spe-
clal form of product-—services. Finally, we look into the critically important issue of how
marketers build and manage product and service brands.

What Is a Product?

We define 2 produst

Products include more than just
tangible objects, such as cars, comp s, or mobile ph Broadly defined, products also
include services, events, persons, places, organizations, and ideas, or a mixture of these.
Throughout this text, we use the term product broadly to include any or all of these entities.
Thus, an Apple iPhone, a Toyota Camry, and a Caffé Mocha at Starbucks are products. But
s0 are a trip to Las Vegas, Schwab online investment services, your Facebook page, and
advice from your family doctor.

Because of their impoctance in the world economy, we give special attention to ser-
vices. Services are a form of product that consists of activities, benefits, or satisfactions of-
fered for sale that are essentially intangible and do not result in the ownesship of anything,.
Examples include banking, hotel, airline travel, retail, wireless communication, and home-
repair services. We will look at services moee closely later in this chapter.
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CHAPTER B

275

Products, Services, and Srands: Bullding Customer Valee

Brand Equity and Brand Value

Brands are moee than just names and symbols. They are a key element in the company’s
relationships with consumers. BESIdSEprSEnTEORSEmHER| el : ﬂww
a product a

sumers. In ysis, brands exist in h«A‘B of cnnwmm .\ﬂ one well respected

marketer once said, “"Products are created in the factory, but brands are created in the mind.”
Adds Jason Kilar, former CEO of the online video service Hulu, “A brand is what people say
about you when you're not in the room. ™

A powerful brand has high brurd equity. Brand equity is the differential effect that
knowing the brand name has on customer response to the product and its marketing. It's
a measure of the brand’s ability to capture consumer preference and loyalty. A brand has
positive brand equity when consumers react more favorably to it than to a generic or un-
branded version of the same product. It has negative brand equity if consumers react less
favorably than to an unbranded version.

Brands vary in the amount of power and value they hold in the marketplace.
Some brands—such as Coca-Cola, Nike, Disney, GE, McDonald’s, Harley-Davidson,
and others—become larger-than-life icons that maintain their power in the market for
years, even gencrations. Other brands—such as Google, Facebook, Apple, ESPN, and
Wikipedia-—create fresh consumer excitement and loyalty. These brands win in the mar
ketplace not simply because they deliver unique benefits or reliable service. Rather, they
succeed because they forge deep connections with customers. People really do have re-
Lationships with brands. @ For example, to devoted Vespa fans around the world, the
brand stands for much more than just a scooter. It stands for “La Vespa Vida,” a carefree,
stylish lfestyle. Colorful, cute, sleek, nimble, efficient-—~the Vespa brand represents the

freedom to roam wherever you wish
.| m

and “live life with passion e
‘VQ".\

Ad agency Youny & Rublcam’s
BrandAsset Valuator measures brand
strength along four consumer percep-
tion dimensions differostition  (what
makes the brand stand out), relenance
(how consumers foed it mects their
neads), romladge (how mudh consumers
know about the brand), and esteent (how
highly consumers regard and respect
the brand). Brands with strong brand
equity rate high on all four dimensions.
The brand must be distinct, ce consum
ers will have no reason to choose it over
other brands. However, the fact that a
brand is highly differentiated doesn’t
necessarily mean that consumers will
buy it. The brand must stand out in ways
that are relevant to corsumers’ neceds
Even a differentiated, relevant brand
is far from a shoein. Before consumers

LVE R Wi RAS IO

lon.
o Praggio Gros

value

francal value of a brand.
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will respand to the brand, they must
first know about and undesstand it. And
that familiarity must lead to a strong,
positive consumer-brand connection.™

Thus, positive brand equity derives from consumer feelings about and connections
with 2 brand. Consumers sometimes bond pery closely with specific brands. As perhaps
the ultimate expression of brand devotion, 2 surprising number of people—and not just
Harley-Davidson fans—bhave their favorite brand tattooed on their bodies. Whether it's cone
temporary new brands such as Facebook or Amazon or old dlassics like Harley or Converse,
strong brands are built around an ideal of engaging consumers in some relevant way.

A brand with high brand equity is a very valuable assct. Brand value is the total
financial value of a brand. Measuring such value is difficult. However, according to one
estimate, the brand value of Apple is a whopping 5185 billion, with Google at $113.6 billion,
IBM at $1125 billion, McDonald’s at $90 billion, Coca-Cola at $78.4 balbion, and Microsoft at

To Vespa fans around the world, the

10
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Maghpting management takes place when at Jeast one party to a potential exchange thinks about
theggieans of achleving desired responses fram other parties. We see marketing management
as the ant and sclence of choostng target markets and getting, kecping, and growtng custorners
ther creating, delivering, and ¢ ating superior ¢ vafue.

\\e can distinguish between a social and a managertal definition of marketing. A soclal
defﬂ;lonshm the role marketng plays in society. chhldeﬁnuwn thatsesvesour pm'powu

Managers sometimes th { mark: mgas d elling products,” but peo
mﬂrpnseduhmthcyheulhnthemonlmpmmlpulofmrh:ungls nat selling! Selling
is cify the tip of the marketing loeherg. Peter Drucker, a leading manag heorist, puts it
thi :

—_

e il hwatys, ONe Can asaurne be need Ly some seling. But the sim of markedng s

Emake seling superfuous. The aim of maketing is § krow and understand the custonmer
weal ! the product or sanace fits him and selis itcal. idealy, maketing shouwtd res

8 custone who & ready o buy. AY that should be neadad then i fo maks the product

COservice avanlabie

7

g\\'hcn Apple designed its (Phone and when Toyota introduced lts Lexus automobile, they

swamped with orders because they had designed the “right” product based on careful

Ing homewark.

=

1.52 What Is Marketed?
Maf@ters are imvalved in marketing 10 types of entities: goods, services, events, experiences,
peuge places, properties, argas mnfor and ideas.

G@d s

Pbpgcnl goods canstitute the bulk of mest countries’ production and marketing efforis Each year,
es workiwide markes billions of fresh, canned, bagged, and frozen food products and

mili@ns of austomabdles, refrigeratars, television sets, machines, and various other mainstays of a

moﬁ'n an global economy.

2
Segvices
As s advunu-. a growing pmponlnn of thelr activities is focused an the production of
se D P ve 2 70-30 services-10-goods mix. Services include the
wo i bnu-lg il u-nul firms, hairstylists and beauticlans, maintenance and
n:pnlr ple, as well as prof 1 rking within or for companies, such as accot

k lawyers, eng doctars, saf and I
Many market offerings coasist of a variable mix ofgonds and services. Ata hsl (ood restaurant,
for ple, the ¢ 2 bath a product and a service.

_—

URaidreamin Café—Japan’s Maireamin Calé has become very populsr, espacially
g.h those who seek companionship. The servce aftendants &re young women who
@hve customers with delerence. They can parsonsize pancakes for customens, for

wce, drawing pictures of 3 c&, taking pichrss with you, or even putting on a dance
eixiomance—al for & fee, of course. Warm and welcoming, they dhat with guasts and
e therm irdo thedr dream -tk wordd for & specl dinng enperience

11
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Apgle moduced B wetch h"’u noe
complide ecosysen comsiiting of its Pod,
iPhone, and iPed thet its compatitons find
dificak 1o compete with

Al Meidreanin Colé, Jopen, service
comes wih pencoskzed decorction of
parcokes for cstomens.
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Cjective Outline

Answer the question “What is a price?” and discuss the importance of pricing in today's
fast-changing environment.
What Is a Price? (pp 224-325)

Identify the three major pricing strategies and discuss the imp of understanding
customer-value perceptions, company costs, and competitor strategies when setting prices.

Major Pricing Strategies pp 325-333)

Identify and define the other important external and internal factors affecting a firm's pricing
decisions.

Other Internal and External Considerations Affecting Price Decisions (pp 333-339)

MyMarketinglLab™
© Improve Your Grade!

? Over |0 million students improved their results using the Pearson Mylabs.

Visit mymktiab.com for simulations, tutorials, and end.of-chapeer problems.

compan'es today face a fierce and fastchanging pricing environment. Value-
secking customers have put increased pricing pressure on many companies. Thanks to
tight economic times in recent years, the pricing power of the Internet, and value-driven
retailers such as Walmart, today's more frugal consumers are pursuing spend-less strate-
gies. In response, it seems that almost every company has been looking for ways to cut

prices.

Yet, cutting prices is often not the best answer. Rcdu:mg prices unnecessarily can lead
to lost profits and damaging price wars. It can cheapen a brand by signaling to customers
that price is more impoctant than the customer value a brand dedivers. @ Instead, in both
good economic times and bad, companies should sefl value, not price. In some cases, that
means selling lesser products at rock-bottom prices. But in most cases, it means persuad-
ing customers that paying a higher price for the company’s brand is justified by the greater

value they gaim.

What Is a Price?

v that customens exchange for he market share and profitability.

31D uep) YIM) exjpIewIoju] uep sjusig

of having or using the prockuct o

pufannx instead to focus on other marketing mix elements.

12

!yu)crdmtc lnm:cmdxades. hnmcf, rmpnmbdmlumgamcdmnmmlmp«m
tance. Even so, price remains one of the most important elements that determine a firm's

Price is the only element in the marketing mix that produces revenue; all other cle
ments represent costs. Price s also ane of the most flexible marketing mix clements. Unlike
product £ and ch 1 cx prices can be changed quickly. At the same
time, pricing is the number-one problem facing many marketing executives, and many
< ies do not handl pmmhﬂmmwn\wpmmguabmm
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a. Pengutipan hanya untuk kepentingan pendidikan, penelitian, penulisan karya ilmiah, penyusunan laporan,
KWIK KIAN GIE penulisan kritik dan tinjauan suatu masalah.
SCHOOL OF E:ZMM b. Pengutipan tidak merugikan kepentingan yang wajar IBIKKG.
2. Dilarang mengumumkan dan memperbanyak sebagian atau seluruh karya tulis ini dalam bentuk apapun
tanpa izin IBIKKG.
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