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Today’s Agenda

Today’s Student Profile Our What does the
Marketing Programme future hold?
challenges







What is Marketing?

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.



INDUSTRY 4.0
INDUSTRY 3.0

INDUSTRY 1.0

Mechanization, steam Automation, computers Cyber Physical Systems,
power, weaving loom and electronics internet of things, netwarks
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1l Business Models



2. Communication
Channels

*" Formerly Mass Media
Advertising.

= Today Social Media,
Mobile Marketing.

- Risks & Opportunities?




3. From commodity to experience

" Formerly Commodities and products
= Today Addition of services, focus on experience

- What are relevant services and experiences customers need and want?
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4. From gut feeling to
informed decisions

= Formerly Gut feeling and experience

= Today Data-driven decisions,
accountable

- Take advantage of the exponential
increase

in data availability

- Use data to inform decision-making
throughout the marketing process







| am a pro-active
thinker!

Strong
Interpersonal
Skills

Statistics are
alright!

Able to look at
old problemsin a
new way (think
outside the box)

Flexible, able to
change
perspectives




Our

Programme




What today’s Marketing Managers need...

= Connect with your customers Consumer Psychology
— Understand the customer :
— Understanding complex service relationships Services Management

— Provide value ]
Value-Based Marketing

" [nnovate products, services and processes Marketing Innovation
Management

= Be accountable Marketing Research Methods
— Data-driven decisions
— Measure and improve performance Marketing Analytics




MSc IB/Strategic Marketing

1 Services
Management

Marketing Research
Methods
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3 Start Master’s Thesis



MSc IB/Strategic Marketing

Value-Based
Marketing

Writing the Master’s Thesis
8:‘ : ':8 Marketing
5 Ké/ Innovation

8 Management

Completing Master’s Thesis
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Service
Management

Managing service
relationships

Complex service systems
Practicing service design
Emphasizing
transformative services

Real-life case from the
services sector
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Marketing
Research Methods

 Hands-on, data-based
case approach

* Team assignment using
statistical software R or
SPSS

* Relevant data analysis
methods

* Generate insights that
improve marketing
decision-making
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Marketing
Analytics

Quantify & measure effectiveness
of (digital) marketing decisions

Develop and interpret statistical
models estimated on marketing
data

Hands-on experience in marketing
modelling, real life company data

* How do advertising and price
promotions affect firm sales?

 Which factors influence
whether customers switch
their service provider?
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Understanding consumers:

*  Why do consumers often
act “irrational”?

* Role of emotions, social
norms, expectations,
context

e How to conduct research
in the area of consumer
behavior?
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Writing a —
Master’s Thesis |

* |Information on master’s thesis

* Develop high quality research
proposal

e Receive first feedback from
supervisor

1. Develop your own idea

2. Join one of our research
projects

3. Do TIP (thesis and internship
project)




Value-Based
Marketing

* Group meetings:

 Value creation:
employees,
segmentation, sales

* Value capturing: Pricing

 “Value-Based Marketing
projects”

* Real-life case
competition: creating
value
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Marketing Innovation
Management

* Understanding:

* Detection of business
opportunities, innovation
development, innovation-
oriented culture

* Interaction of marketing with,
e.g., Operations,
R&D, HR, and Information
systems

* Applying:
* Real-life assignments:
development / launch of novel
idea

* Guest lectures, e.g., Strategy
Consultancy, Start-up, MNE




What we offfer
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A programme with a clear focus

Strengthening managerial and
analytical skills

A healthy mix of academic rigor and
real-life applications

Award-winning professors and
tutors, researchers that publish in

the top journals.

International setting
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* Management Consultant at Apple .
* Brand Manager at Unilever niclsen
* Marketing Researcher at Nielsen
 Community Manager at Vodafone
* Account Strategist at Google

* Communication Manager at
Facebook

* Policy advisor at the Ministry of
Health, Welfare and Sports

* Project manager at ING

e Customer Service expert at Philips
Healthcare

PHILIPS




Statistics

Management trainee
Marketing manager
Management consultant
Brand/product manager
Marketing analyst/researcher
Sales manager

Key account manager

Project manager
Communication manager
Education/academic research
Entrepreneur

Business development manager
General manager

Customer service
Management assistant
Recruitment specialist
Banking Professional

Pricing manager

Government and administration
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Questions?

Contact:



mailto:Gsbe-sbe@maastrichtuniversity.nl
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