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2. Selling Concept

3. Marketing Concept

4. Societal Marketing Concept
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K2  Marketing Knowledge

K3  Accounting Knowledge

K4  Financial Knowledge

K5  Production Management Knowledge
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K7  Environment Knowledge ; out of control
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Product

Product variety
Quality

Design

Features

Brand name
Packaging
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Services
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Credit terms

Sales force

Public relations

Direct marketing

Customer

Solution
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Channels
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Assortrments
Locations
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Transport

Convenience
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5 Forces Model Michael E. Porter

5 Forces Model 1;*:(:2:
Michael E. Porter
Threats of New Entrants
A
Industry Competitors
Bargaining Bhcgaiiiie
power of suppliers power of buyers
Suppliers U Buyers
Rivalry among

existing firms

-

Threat of substitutes
products or services

Substitutes
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(COMPETITIVE DYNAMICS)

Hypothetical Market Structure
1. Market leader
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2. Market challenger
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3. Market follower
Y
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4. Market nichers
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(Customer Relationship Management )
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(Corporate Social Responsibility: CSR)
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