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Module 3
THE MARKETING MIX



SERVICES 
MARKETING

BRAND 
MANAGEMENT

TALENT 
MANAGEMENT

PRICE

THE PROMOTIONAL 
MIX

LEARNING OBJECTIVES



The heart of services 
marketing is 

consistently providing 
superior customer 

experiences.



TARGETED MARKETING 
STRATEGY: PARENTS, 

TEACHERS AND STUDENTS



• Convey the benefits of the service 

• Set consumer expectations

• Pricing services is challenging.

Organizations should invest in 

resources and personnel to 

deliver services at the 

appointed time.

• Train staff well. 

• Have precise performance standards.

• Measure service outcomes to 

determine customer satisfaction

• Customers impact other customers. 

• Employees impact the outcome. 

• Customer involvement is a must.

• The service, service provider, and 

customer are intertwined. 

• This causes an opportunity to create 

a unique and memorable experience 

for customers.





Talent 
attraction 

Talent 
development 

Talent 
retention 

TALENT MANAGEMENT

Recruiting | Performance management: measure & report | Learning & 
development | Career planning | Compensation & reward | Succession planning



RESPONDING TO PRICING CHANGES

Effective Action Responses: 

Reduce price to match competition

Maintain price but raise the perceived 
value through communications

Improve quality and increase price





EXAMPLES OF PUBLIC RELATIONS TOOLS

• Drafting and 
distributing press 

releases

• Speaking at events as 
a company 

representative

• Giving back to the 
community 

• Creating 
publications/newsletters

• Communicating with 
the public during a crisis



DIRECT MARKETING

In direct marketing, the 

marketer communicates 

with the potential 

customer with the goal 

of receiving a direct 

response from the 

customer.



ADVERTISING FUNCTIONS

● Inform: letting a consumer know a product exists.

● Persuade: convincing a consumer to choose one 
product over another. 

● Remind and Reinforce: improving customer recall 
of products and services.



ADVERTISING: CATEGORIES OF ADVERTISING 
MEDIA

• Broadcast • Print • Out-of-
Home

• Digital



SUCCESs 
Model

Simple

Unexpected

Concrete

Credible

Emotional

Stories



MIS STUDY CASE 



AD CAMPAIGN STEPS

Clarify the 
specific 
purpose

behind the 
campaign: to 

inform, to 
persuade, or 
to remind.

Set goals 
before the 

campaign so 
that you can 

measure 
whether or not 

objectives 
were met. 

Decide what 
advertising 
medium or 

media to use. 

Decide what 
content to 
include and 

what format to 
use. 

Decide what 
time of year, 
month, week, 
and maybe 

even time of 
day to run the 

ad. 

Decide on the 
length of the 
campaign and 
how many ads 

to run. 

Check to see 
what goals 
have been 

met. 



1. Let’s first determine where your community is online:  
Facebook, Instagram, Pinterest, Twitter, LinkedIn, 
YouTube, Blog, other.

2. Which online platform(s) are you going to use for 
your community (i.e., Facebook or blog)?

3.  Add your mission or vision and “about you” 
information to your online platform.

4. Add the branding for your community to your online 
platform (i.e., profile picture, header, or photos from last
event).

START BUILDING YOUR ONLINE COMMUNITY



1. What are the top three questions most frequently asked about 
your community topic?

2. List three upcoming holidays.

3. List three community updates, classes or events.

4. Brainstorm some other topics you’d like to write about. 

Now take a look at what you’ve written—this is all content! Turn 
any of this information into a social media post, blog post, etc., 
and schedule it to be posted!

BRAINSTORM YOUR CONTENT IDEAS


