business to customer marketing

business to customer marketing is a crucial strategy that companies employ to connect directly
with their consumers. This approach involves understanding the needs and behaviors of individual
customers to tailor marketing efforts effectively. Business to customer marketing encompasses
various techniques, including digital marketing, social media engagement, and personalized
advertising. This article will delve into the various aspects of business to customer marketing,
explore its importance, and provide insights into effective strategies and best practices. We will also
examine the role of technology in shaping customer experiences and discuss future trends in this
dynamic field.
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Understanding Business to Customer Marketing

Business to customer marketing, often abbreviated as B2C marketing, refers to the strategies and
tactics that businesses use to promote their products or services directly to consumers. This type of
marketing aims to create a strong relationship with the end-user, focusing on understanding their
preferences, behaviors, and demographics. B2C marketing contrasts with business to business
marketing (B2B), where the target audience consists of other businesses rather than individual
customers.

One of the defining characteristics of B2C marketing is its emphasis on emotional engagement.
Marketers aim to connect with consumers on a personal level, often leveraging storytelling
techniques to resonate with their audience. This connection is essential because it influences
consumer purchasing decisions and brand loyalty.

Moreover, B2C marketing strategies can be diverse, ranging from traditional advertising methods
such as television and print ads to modern approaches like influencer marketing and social media
campaigns. The key is to choose the right channels to reach the target audience effectively.

The Importance of Business to Customer Marketing

The significance of business to customer marketing cannot be overstated. In today's competitive
landscape, businesses must differentiate themselves to attract and retain customers. Effective B2C



marketing plays a pivotal role in achieving this goal for several reasons.

e Building Brand Awareness: B2C marketing helps businesses establish their presence in the
market, making consumers aware of their products and services.

 Enhancing Customer Engagement: By using targeted marketing strategies, businesses can
foster deeper relationships with their customers, encouraging engagement and interaction.

e Driving Sales: Effective marketing directly influences purchasing behavior, leading to
increased sales and revenue.

¢ Creating Brand Loyalty: Consistent and meaningful engagement through B2C marketing
helps cultivate brand loyalty, ensuring repeat business.

e Understanding Customer Needs: B2C marketing involves gathering data and insights about
consumer preferences, which can inform product development and marketing strategies.

In essence, B2C marketing is not just about selling products; it is about creating a holistic consumer
experience that fosters long-term relationships and brand loyalty.

Strategies for Effective Business to Customer
Marketing

Implementing effective B2C marketing strategies requires a comprehensive understanding of the
target audience and the channels through which they can be reached. Here are some key strategies
that businesses can employ:

1. Personalization

Personalization involves tailoring marketing messages and offers to individual consumers based on
their preferences and behaviors. This can include personalized email marketing, product
recommendations, and targeted advertisements. By making consumers feel valued and understood,
businesses can significantly enhance their engagement and conversion rates.

2. Content Marketing

Content marketing focuses on creating valuable, relevant content to attract and engage a specific
audience. This can include blog posts, videos, infographics, and more. Effective content marketing
not only provides consumers with information but also positions the business as an authority in its
industry.

3. Social Media Marketing

Social media platforms are powerful tools for B2C marketing, enabling businesses to reach a broad



audience. Companies can use social media to share content, interact with customers, and promote
products. Engaging with consumers on platforms like Instagram, Facebook, and Twitter can build
brand loyalty and community.

4. Email Marketing

Email marketing remains one of the most effective B2C marketing strategies. By sending targeted
and personalized emails, businesses can engage customers directly, promote new products, and
encourage repeat purchases. Email campaigns can be automated to enhance efficiency and
effectiveness.

5. Influencer Marketing

Collaborating with influencers allows businesses to leverage the trust and reach of individuals who
have a strong following in their niche. Influencer marketing can provide an authentic touch to brand
promotions, making it an effective strategy in B2C marketing.

The Role of Technology in Business to Customer
Marketing

Technology has transformed the landscape of business to customer marketing, providing new tools
and platforms for engagement. The rise of digital marketing has made it easier for businesses to
reach consumers where they spend most of their time—online.

e Data Analytics: Businesses can gather and analyze consumer data to understand preferences,
behaviors, and trends, allowing for more effective marketing strategies.

e Automation: Marketing automation tools enable companies to streamline their marketing
efforts, from email campaigns to social media posts, improving efficiency and consistency.

« Artificial Intelligence: Al technologies can help businesses personalize marketing messages,
analyze consumer behavior, and predict trends, enhancing overall marketing effectiveness.

* Mobile Marketing: With the increasing use of smartphones, mobile marketing strategies are
essential for reaching consumers on the go, including SMS marketing and mobile apps.

As technology continues to evolve, businesses must adapt their B2C marketing strategies to leverage
these new tools effectively.

Future Trends in Business to Customer Marketing

The future of business to customer marketing is poised for significant changes as consumer
behaviors and technologies evolve. Here are some trends to watch:



¢ Increased Use of Al and Machine Learning: Businesses will increasingly rely on Al to
enhance personalization and customer experience, making marketing more efficient.

e Emphasis on Sustainability: Consumers are becoming more environmentally conscious,
prompting businesses to adopt sustainable practices and promote them through marketing.

¢ Growth of Omnichannel Marketing: Providing a seamless experience across multiple
channels will become crucial, as consumers expect consistent interactions regardless of the
platform.

¢ Video Marketing Dominance: Video content continues to grow in popularity, with
businesses using it to engage consumers effectively.

By staying ahead of these trends, businesses can better position themselves to meet the changing
needs of consumers and remain competitive in the B2C landscape.

Conclusion

In summary, business to customer marketing is an essential component of modern business strategy.
By understanding the fundamentals of B2C marketing and implementing effective strategies,
businesses can enhance customer engagement, drive sales, and build brand loyalty. As technology
and consumer behaviors continue to evolve, staying informed about trends and adapting marketing
strategies will be crucial for success in this dynamic field. Businesses that prioritize their
relationship with consumers and leverage innovative marketing methods will thrive in the
competitive landscape of B2C marketing.

Q: What is business to customer marketing?

A: Business to customer marketing refers to strategies and tactics that businesses use to promote
products or services directly to individual consumers, focusing on emotional engagement and
personal connection.

Q: Why is business to customer marketing important?

A: B2C marketing is important because it helps build brand awareness, enhance customer
engagement, drive sales, create brand loyalty, and understand customer needs.

Q: What are some effective strategies for B2C marketing?

A: Effective strategies for B2C marketing include personalization, content marketing, social media
marketing, email marketing, and influencer marketing.



Q: How does technology impact business to customer
marketing?

A: Technology impacts B2C marketing by providing tools for data analytics, automation, artificial
intelligence, and mobile marketing, enhancing the efficiency and effectiveness of marketing efforts.

Q: What are the future trends in business to customer
marketing?

A: Future trends in B2C marketing include increased use of Al and machine learning, emphasis on
sustainability, growth of omnichannel marketing, and the dominance of video marketing.

Q: How can businesses measure the success of their B2C
marketing efforts?

A: Businesses can measure the success of their B2C marketing efforts through key performance
indicators (KPIs) such as conversion rates, customer engagement metrics, sales growth, and
customer feedback.

Q: What role does social media play in B2C marketing?

A: Social media plays a crucial role in B2C marketing by allowing businesses to engage directly with
consumers, share content, promote products, and build brand loyalty through interactive platforms.

Q: What is the difference between B2C and B2B marketing?

A: The main difference between B2C and B2B marketing is the target audience; B2C marketing
focuses on individual consumers, while B2B marketing targets other businesses. The strategies and
messaging often differ accordingly.

Q: How can personalization improve B2C marketing?

A: Personalization can improve B2C marketing by making consumers feel valued and understood,
leading to higher engagement, improved customer satisfaction, and increased conversion rates.

Q: What challenges do businesses face in B2C marketing?

A: Businesses may face challenges in B2C marketing such as standing out in a crowded market,
keeping up with changing consumer preferences, managing data privacy concerns, and effectively
measuring marketing performance.
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business to customer marketing: Social Marketing to the Business Customer Paul Gillin, Eric
Schwartzman, 2010-12-15 The first book devoted entirely to B2B social marketing B2B markets are
fundamentally different from consumer markets. Decisions are made on value, not impulse. Buying
cycles are complex, often with many stakeholders involved. Relationships and support are critical.
Bet-the-business decisions demand discipline, knowledge, and lots of information. This hands-on
guide covers topics unique to this segment, including cost justification, prospecting and lead
generation, matching tools to the sales funnel, building, B2B search engine optimization, social
media monitoring, social media policy development, long-term client relationships, gaining
stakeholder support, building a more transparent organization, and what's coming next. Features
plentiful examples, case studies, and best practices Focuses on the channels that are most effective
for B2B marketers Builds on the authors' more than 30 years of combined experience in the new
media/social media space, as well as two previous successful books Leverage the vast
business-to-business potential of Facebook, LinkedIn, Twitter, and many other social media
platforms today with Social Marketing to the Business Customer!

business to customer marketing: The Customer Marketing Method Adam Curry, Jay
Curry, 2002-01-18 Today the hottest new area of marketing is Customer Relationship Management
(CRM) -- the discipline of identifying, attracting, and retaining a company's most valuable
customers. Drawing upon more than ten years of testing, tryout, and implementation in hundreds of
companies, CRM expert Jay Curry, and his Internet-expert son, Adam Curry, have written a clear,
step-by-step guide to profiting from this exploding movement, with strategies that are aimed at the
small and medium-sized business owners who need them most. Jay Curry explains how CRM can
help managers boost profits by implementing a customer-focused strategy. Using easy-to-understand
graphics, he introduces the customer pyramid -- segmented as Top, Big, Medium, and Small -- to
help the reader visualize, analyze, and improve customer profitability. Success comes to those who
follow this three-step Customer Marketing Strategy: (1) get new customers into your pyramid; (2)
move customers higher into your pyramid; (3) keep the customers in the pyramid. Combining
practical how-to directives with vital CRM reference information, the book includes a case study,
InterTech, that allows readers to see customer-focused strategy in action. The final third of this
practical, easy-to-read book is devoted to the Internet. Here Adam Curry introduces the Permission
Pyramid and the e-Customer Marketing Pyramid to explain the nature of virtual customer
relationships and how to use them to create, keep, and upgrade customers. This section includes
mini-cases and tips to help managers use the Internet to complement current marketing and sales
activities and ends with guidelines to test out the new paradigms of e-commerce. Throughout The
Customer Marketing Method, the emphasis is always on practical steps to make it happen. It is
essential and timely reading for owners of small and medium-sized businesses as well as managers
of small business units within larger firms.

business to customer marketing: Business-to-Business Marketing Ross Brennan, Louise
Canning, Helen McGrath, 2024-02-08 Written from a European perspective, this comprehensive and
regularly updated textbook covers both the theory and practice of global business-to-business (b2b)
marketing. New to this sixth edition: Increased and updated coverage covering digital
transformation and responsible business as well as new content on small firms New organizational
coverage, including companies and brands such as Airspares Unlimited, Optel Group, Pfizer, Royal
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FloraHolland, Toyota, Trellebord,ValCo Engineering Ltd and Volkswagen Updated online resources
for instructors to use and share in their teaching with students, including PowerPoint slides, a
testbank, and an instructor’s manual containing guidance and links to online content such as video
material, reports, websites and relevant journal articles for each chapter The textbook is suitable for
students taking a b2b/industrial marketing module at undergraduate or postgraduate levels. It will
also be useful to researchers and practitioners involved in b2b/industrial marketing. Ross Brennan
was the former professor of industrial marketing at the University of Hertfordshire, UK. Louise
Canning is Associate Professor of Marketing at Kedge Business School, Marseille France. Helen
McGrath is Lecturer in Marketing at University College Cork, Ireland.

business to customer marketing: Business to Business Marketing Management Alan
Zimmerman, Jim Blythe, 2013-04-12 This textbook covers all the aspects of B2B marketing any
marketer needs, be they student or professional. It's the only textbook to do so from a global
standpoint, giving them the best possible perspective on a market that is often (and more frequently)
conducted within a global environment. This new edition has been completely rewritten, and
features expanded sections on globalisation and purchasing, plus brand new sections on social
media marketing and sustainability.

business to customer marketing: The Ultimate Marketing & PR Book Eric Davies, Nick
Smith, Brian Salter, 2018-04-19 If you want to be the best, you have to have the right skillset. From
strategy, mobile and ecommerce to social media, SEO and PR, THE ULTIMATE MARKETING & PR
BOOK is a dynamic collection of tools, techniques, and strategies for success. Discover the main
themes, key ideas and tools you need and bring it all together with practical exercises. This is your
complete course in modern marketing. ABOUT THE SERIES ULTIMATE books are for managers,
leaders, and business executives who want to succeed at work. From marketing and sales to
management and finance, each title gives comprehensive coverage of the essential business skills
you need to get ahead in your career. Written in straightforward English, each book is designed to
help you quickly master the subject, with fun quizzes embedded so that you can check how you're
doing.

business to customer marketing: Introduction to Marketing Johan Botha, Cornelius
Bothma, Annekie Brink, 2005-09 With a full explanation on the basic principles of marketing, this
guidebook helps readers answer such questions as What is marketing? What is a marketing
forecast? and What is the best way to conduct market research? Written by professionals for
students and entrepreneurs, this text also features international case studies, numerous up-to-date
examples of the latest developments and trends in marketing, and tried and tested information that
helps students learn.

business to customer marketing: Applied Marketing Daniel Padgett, Andrew Loos,
2023-10-03 Applied Marketing, 3rd Edition is a comprehensive yet concise modern marketing course
that blends solid academic theory with practitioner experience to help students master the core
concepts, develop a practical understanding of how to apply marketing principles, and gain
perspective on how top marketers operate in today’s business world. Co-authors Dan Padgett, an
academic, and Andrew Loos, a practitioner,blend solid academic theory and agency-owner
experience to offer students an insider’s view of marketing by bridging the gap between marketing
principles taught in the classroom and those same principles as applied by business professionals.
Taking a student-centric approachby using digital assets to teach students, as well as having
students use digital resources for learning, encourages students to develop their critical-thinking
skills by applying core concepts to real-world scenarios.

business to customer marketing: Foundations of Marketing, 7e John Fahy, David Jobber,
2022-04-29 Have you wondered how marketers use data and technology to capture relevant
information on their target audience? Or how marketers in today’s world deal with questions around
sustainability, climate change and planned product obsolescence? In its 7th edition, Foundations of
Marketing aims to answer these pressing questions. This leading textbook is packed with
contemporary examples and case studies that highlight the real-world applications of marketing



concepts. Discover: ¢ The growing importance of social marketing * How organisations are
leveraging consumer data to make decisions and drive customer retention and conversion levels ¢
The role of brand communities, peer-to-peer marketing and social influencers * Both a Managerial
and Consumer approach to marketing Key features: * Marketing Spotlights highlight the marketing
innovations of brands such as Zoom, Rent the Runway, John Lewis and Patagonia. * Marketing in
Action boxes offer modern examples of real marketing campaigns in the UK, Denmark, The
Netherlands and internationally. ¢ Critical Marketing Perspective boxes encourage students to
critically reflect on ethical debates and stimulate student discussion and analysis about socially
responsible practices. * End of Chapter Case Studies covering Starbucks, Patek Philipe, Spotify and
Depop provides students with an in-depth analysis of companies’ marketing strategies. Each case
study has dedicated questions to encourage critical thinking. « Connect® resources such as updated
Testbank and Quiz questions, Application Based Activities and assignable Case Studies with
associated multiple-choice questions. John Fahy is Professor of Marketing at the University of
Limerick, Ireland David Jobber is Professor of Marketing at the University of Bradford School of
Management, UK

business to customer marketing: Business Redefined: Unlocking the Hidden Key to
Exceptional Performance Pasquale De Marco, 2025-08-13 Business Redefined: Unlocking the Hidden
Key to Exceptional Performance is the definitive guide to creating a customer-centric business. In
this book, Pasquale De Marco shows you how to put your customers at the heart of your business,
and achieve exceptional performance as a result. Business Redefined: Unlocking the Hidden Key to
Exceptional Performance is packed with practical advice and case studies that will help you to: *
Identify and target your ideal customers * Develop products and services that meet their needs *
Build a strong relationship with your customers * Create a customer-centric culture * Achieve
exceptional performance Whether you're a business owner, manager, or entrepreneur, Business
Redefined: Unlocking the Hidden Key to Exceptional Performance will help you to create a more
successful business by focusing on your customers. In Business Redefined: Unlocking the Hidden
Key to Exceptional Performance, you will learn: * The importance of customer segmentation * How
to conduct effective market research * How to develop competitive advantage * How to create a
customer-centric culture * How to achieve exceptional performance Business Redefined: Unlocking
the Hidden Key to Exceptional Performance is the essential guide to customer-centricity. It will help
you to create a business that is loved by your customers, and that achieves exceptional results. *** If
you like this book, write a review!

business to customer marketing: Marketing In A Week Eric Davies, 2012-07-20 Great
marketing just got easier Marketing is about the relationship between an organization and its
marketplace, and in particular its customers and potential customers. Customers are the lifeblood of
a business; without customers a business has no future. In order to succeed and make a profit, a
business must therefore aim to identify and satisfy the needs of its customers. The purpose of
marketing is to help the business achieve these aims. In this book you will learn, in a week, about
the nature and techniques of successful marketing and how it can improve business performance.
Today's business world is highly competitive and changing fast, and marketing, as a body of
knowledge and best practice, must respond to these changes. However, there is one fundamental
fact about marketing that remains constant: it is that, to become successful and remain successful,
an organization must be better at meeting customers' needs than the competition. Each of the seven
chapters in Marketing In A Week covers a different aspect: - Sunday: What is marketing? - Monday:
Marketing and the customer - Tuesday: Marketing information and marketing research - Wednesday:
Strategic marketing - Thursday: The marketing mix - product and price - Friday: The marketing mix -
place - Saturday: The marketing mix - promotion

business to customer marketing: Marketing Intelligent Systems Using Soft Computing
Jorge Casillas, Francisco ]J. Martinez Lopez, 2010-10-05 Dr. Jay Liebowitz Orkand Endowed Chair in
Management and Technology University of Maryland University College Graduate School of
Management & Technology 3501 University Boulevard East Adelphi, Maryland 20783-8030 USA



jliebowitz@umuc. edu When I first heard the general topic of this book, Marketing Intelligent
Systems or what I'll refer to as Marketing Intelligence, it sounded quite intriguing. Certainly, the
marketing field is laden with numeric and symbolic data, ripe for various types of mining—data, text,
multimedia, and web mining. It's an open laboratory for applying numerous forms of
intelligentsia—neural networks, data mining, expert systems, intelligent agents, genetic algorithms,
support vector machines, hidden Markov models, fuzzy logic, hybrid intelligent systems, and other
techniques. I always felt that the marketing and finance domains are wonderful application areas for
intelligent systems, and this book demonstrates the synergy between marketing and intelligent
systems, especially soft computing. Interactive advertising is a complementary field to marketing
where intelligent systems can play a role. I had the pleasure of working on a summer faculty f-
lowship with R/GA in New York City—they have been ranked as the top inter- tive advertising agency
worldwide. I quickly learned that interactive advertising also takes advantage of data visualization
and intelligent systems technologies to help inform the Chief Marketing Officer of various
companies. Having improved ways to present information for strategic decision making through use
of these technologies is a great benefit.

business to customer marketing: Contemporary Issues in Marketing Ayantunji Gbadamosi,
2019-09-02 As the landscape of marketing knowledge changes, contemporary buyers, be it
individuals or organisations are now more informed, more demanding and crave value co-creation
with marketers. This, coupled with technological and socio-cultural changes, provides robust
evidence that the old perspectives, assumptions, and practices of marketing are no longer
satisfactory. Contemporary Issues in Marketing is a comprehensive, up-to-date, and cutting edge
resource that presents a coherent understanding of topical issues in marketing. Bringing together
theory and practitioners’ perspectives, it firmly addresses the prevailing challenges in the marketing
world. Using vignettes on topics such as technology, ethics and practitioner viewpoints, this book
explores the paradigm shift in marketing and developments in thoughts throughout the discipline.

business to customer marketing: Entrepreneurship George Vozikis, Timothy Mescon,
Howard Feldman, Eric W Liguori, 2014-12-18 The authors present core concepts of
entrepreneurship in an easy-to-follow, logical sequence. Starting with basic definitions and an
overarching conceptual framework in Part I, the book then addresses topics pertaining to Venture
Initiation (Part II), Venture Management (Part III), and Venture Development (Part IV). Each chapter
contains a case study in which a real-life entrepreneur, who confronts the issues of growth and
competition, is followed. Venture initiation and development are key components of this book.
Entrepreneurship has all the standard features that entrepreneurs-in-training need. The book's
strength, however, lies in the clear, straightforward, and logical manner in which the various topics
within this complex subject are presented. The book also includes learning objectives, outlines,
terms, and review questions.

business to customer marketing: BUSINESS Essential Bloomsbury Publishing, 2015-03-20
The abridged, updated edition of international bestseller BUSINESS: The Ultimate Resource. This
essential guide to the world of work and careers is crammed with top-quality content from the
world's leading business writers and practitioners. Now in a handy paperback format, it is ideal for
time-pressed managers, small business owners and students alike. A free eBook will be available for
purchasers of the print edition. This book includes: Actionlists: more than 200 practical solutions to
everyday business and career challenges, from revitalising your CV to managing during difficult
times. Management library: time-saving digests of more than 70 of the best and most influential
business books of all time, from The Art of War to The Tipping Point. We've read them so you don't
have to. Best Practice articles: a selection of essays from top business thinkers. Business Dictionary:
jargon-free definitions of thousands of business terms and concepts. Gurus: explanations of the lives,
careers, and key theories of the world's leading business thinkers

business to customer marketing: Proceedings of Fifth International Conference on Soft
Computing for Problem Solving Millie Pant, Kusum Deep, Jagdish Chand Bansal, Atulya Nagar,
Kedar Nath Das, 2016-03-19 The proceedings of SocProS 2015 will serve as an academic bonanza



for scientists and researchers working in the field of Soft Computing. This book contains theoretical
as well as practical aspects using fuzzy logic, neural networks, evolutionary algorithms, swarm
intelligence algorithms, etc., with many applications under the umbrella of ‘Soft Computing’. The
book will be beneficial for young as well as experienced researchers dealing across complex and
intricate real world problems for which finding a solution by traditional methods is a difficult task.
The different application areas covered in the proceedings are: Image Processing, Cryptanalysis,
Industrial Optimization, Supply Chain Management, Newly Proposed Nature Inspired Algorithms,
Signal Processing, Problems related to Medical and Health Care, Networking Optimization
Problems, etc.

business to customer marketing: Direct and Database Marketing Graeme McCorkell, 1997
Through examples and case studies, this book demonstrates how to adopt the methods, technology
and techniques pioneered in direct marketing and apply them in the broader context of integrated
marketing.

business to customer marketing: The Service-Dominant Logic of Marketing Robert F. Lusch,
Stephen L. Vargo, 2014-12-18 Expanding on the editors' award-winning article Evolving to a New
Dominant Logic for Marketing, this book presents a challenging new paradigm for the marketing
discipline. This new paradigm is service-oriented, customer-oriented, relationship-focused, and
knowledge-based, and places marketing, once viewed as a support function, central to overall
business strategy. Service-dominant logic defines service as the application of competencies for the
benefit of another entity and sees mutual service provision, rather than the exchange of goods, as
the proper subject of marketing. It moves the orientation of marketing from a market to philosophy
where customers are promoted to, targeted, and captured, to a market with philosophy where the
customer and supply chain partners are collaborators in the entire marketing process. The editors
elaborate on this model through an historical analysis, clarification, and extension of
service-dominant logic, and distinguished marketing thinkers then provide further insight and
commentary. The result is a more comprehensive and inclusive marketing theory that will challenge
both current thinking and marketing practice.

business to customer marketing: EBOOK: Principles and Practice of Marketing JOBBER,
DAVID/E, 2016-03-16 EBOOK: Principles and Practice of Marketing

business to customer marketing: Marketing for Entrepreneurs Frederick G. Crane,
2021-08-29 Marketing for Entrepreneurs provides students with practical insights, strategies, and
tips on how to apply marketing concepts to increase the chances of new venture success. Author
Frederick G. Crane focuses on how readers can use marketing to find the right opportunity, develop
valuable new products and services, and create memorable brands. He walks students through teach
phase of the marketing process. Packed with help tips and profiles of successful entrepreneurs, this
practical text includes the tools readers need to launch and sustain successful ventures. The new
Third Edition includes a new chapter on social media marketing, new examples and profiles, and
new coverage of timely topics such as user experience research, data analytics, MVPs, surge pricing,
and just-in-time inventory.

business to customer marketing: Strategic Marketing Douglas C. West, John Battice Ford,
Essam Ibrahim, 2015 This text discusses how companies create competitive advantage through
strategic marketing. Using established frameworks and concepts, it examines aspects of marketing
strategy and thinking. It provides examples to facilitate the understanding of theoretical concepts.
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