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About Anders

A few years of practice and research in the 
marketing and management domain.

– Financial services
• The card case

– Market research agency
• The car case

– Management consulting
• The Cisco case
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About Anders

A few years of practice and 
research in the marketing 
and management domain.

– Value star vs. value chain
– Customer conversation vs. 

market communication
– Imaginary organizations 

rather than formal
– Customers and users as 

sources of innovation
– Services and products as 

social innovations
– Social networks

Knowledge Networks

Innovation Through
Communities of Practice

Idea Group Publishing

Chris Kimble
Paul Hildreth
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Aim of the module

• The overall aim of this module is to critically explore from a 
theoretical perspective how Marketing is transformed by time 
and develop a sound understanding of past, current and future 
developments.
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Format

• Lectures
• Including active participation

• Seminars
• Literature and
• Case discussion and field work

• Podding and blogging
• Written exam
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Grading criteria

• Class participation 25 %
• Case and written assignment 25 %
• Practical assignments 25 %
• Short Exam 25 %
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The big
picture
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The perspectives

Business

Technology People

Customer Company

Society
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technology is about communication

Source: Harvard Business Review, 1955, jan feb vol33, p. 160
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How does the world look like?
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Growth

Time

Output of information and knowledge

The human absorptive
capacity

Absorptive Capacity

Cohen, WM och Levinthal, D A, Absorptive Capacity: A new Perspective on Learning and Innovation, 
Working paper, Carnegie Mellon University and University of Pennsylvania, October 1989 

ESC PauAnders Lundkvist
Anders.lundkvist@bat.se

Marketing Frontiers 2005

The big picture
What has happened?

• EU
• Euro
• Internet
• New media scape like TV
• MP3, filesharing
• Mobilephone
• Electricity and energy
• Plane and air travel
• Pensions
• 24/7
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Production and sales in the US
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Supposition: Increased complexity in techniques and everyday life demand new forms of product and 
service development. 

Knowledge

Time

Technology in different forms increases. Array 
of complementary and competing techniques on 
the market.

Knowledge about the customer and social behavior
decreases with an increased complexity in technical
choices and everyday life.

Widening gap between analysis of 
technical opportunities and customer
social behavior.

© Anders Lundkvist & Lisbeth Svengren (2001) School of Business, Stockholm University
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Trends

• Pushing the customer to active choices – re-regulation
• Fragmentation of markets
• New ties between delivery systems
• Adjusting to new sensations of time and space
• New market patterns and new tools for analysis
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Marketing
a definition

“Marketing is an organizational function and a set of 
processes for creating, communicating, and 
delivering value to customers and for managing 
customer relationships in ways that benefit the 
organization and its stakeholders”

American Marketing Association, Dec 2004
www.marketingpower.com
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What value is delivered?

Train
• Environ. 

friendly
• Conference 

travel
• City points
• Faster
• Safe
• Stretch your 

legs
• Feel well
• Travel 

guaranty

Plane
• Safe
• Cheap
• A-B fast
• Convenient
• Time for 

meetings
• Experience

Car
• Freedom
• Driver emotion
• Comfort
• Door to door
• Life style
• Own pilot
• Status
• Co-driving

Tele
• Cost eff.
• Time eff.
• Env. Friendly
• Wide 

infrastructure
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Central concepts and tools

Marketing mixMarketing philosophies

P/M expansion

P/M matrix

Business idea?
Strategy?

Market plan?
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Classical marketing philosophies

Product orientation
Production orientation

Sales orientation
Market orientation

Social responsibility
(Corporate citizenship)
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What is customer focus?
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Definition of marketing

“Relationship marketing is interaction in 
networks of [commercial] relationships.”

Gummesson, 2004
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How do we study networks?

example on social network analysis
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formal financial advisors in two small 
chambers of commerce

– Activity: How active a person is in the network.
– Control: Measures a person’s control of information in the network.
– Reach: Measures the potential influence a person has.
– Access: Measures the person’s access to information within the network.
– Power: Measures the ability for a person to create action within the network.
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Marketing mix

Place
• Availability
• Channels
• Type of 

distributors
• No of 

distributors
• Role in 

distributions 
system

Price
• Low/high price
• Cost based
• Competitor 

based
• Demand based

Product
• Functions
• Design
• Quality
• Assortment

Promotion
• Communication
• Semiotics
• Situation
• Objective
• Message
• measurement
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Products and needs
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SWOT (Kotler, 2003)

• An evaluation of a company’s strengths, 
weaknesses, opportunities and threats.

• Two parts:
– External analysis
– Internal analysis
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SWOT

(T) Threats                   ?(O) Opportunities        !

(W) (weaknesses)         -(S) Strengths              +
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External analysis – opportunities and 
threats

• Environmental factors on a macro level (demographical, 
economical, technological, political, social, cultural factors).

• Environmental factors on a micro level (customers, 
competitors, distributors, suppliers).

• Companies seek ”marketing opportunities” – spaces for 
business ideas.
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Internal analysis – strengths and 
weaknesses

Checklist for strengths and weaknesses in a company: 

Marketing
– Reputation
– Market share
– Customer satisfaction
– Product/ Service quality

Finance
– Cash flow
– Financial stability

Production
– Capacity
– Competence and staff
– Delivery on time

Organization
– Visionary leadership
– Entrepreneurship 
– Flexible organization
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Ansoff’s Product/Market expansion grid

Market F

Market E

Market D

Market C

Market B

Market A

Product
F

Product
E

Product
D

Product
C

Product
B

Product
A

Product

Market
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Planning phase

Where are we?
Where do we want to go?

How do we get there?
How do we know when we are there?
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Marketing frontiers

• Group 1: how new 
technologhy can be 
adapted to older people
in marketing terms. Sell
it to the babyboomers.

• Group 2: gmail – the 
marketing system for 
recomendation

• Group 3: sensorial
marketing and 
environmental
marketing the case of 
natur decouverte.

• Group 4: barters and 
the exchange of 
products without
money.
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Changing the customer role
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Traditional Framework for Services 
Marketing: Triangle Model

Company

Employees Customers

Internal 
Marketing

Interactive 
Marketing

External 
Marketing
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changing the company – customer balance

• Customers are better informed

• Customers own the resources of production

• Customers may organize and coordinate 
resources and communication

• Customers are inter-connected
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Challenges for modern companies
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Challenges for modern companies
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the customer challenge

what customers do you want?

– the early lead users
– the slow users
– the networking ones
– the most profitable
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Det sociala nätverket i TV-såpan Dallas
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Det sociala nätverket i TV-såpan(?) ”24”
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Self concept

Self concept refers to the beliefs people hold about their attributes 
and how they evaluate these qualities.

The different components of the self concept are:

• Self esteem - the positivity of a person’s self concept. Self esteem 
advertising attempts to change product attitudes by stimulating 
positive feelings about the self.

• Real and ideal selves - consumers’ comparison of actual standing 
on some attribute to some ideal. The ideal self is a person’s 
conception of how s/he would like to be. The actual self is the 
more realistic appraisal of the actual qualities held.
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Multiple selves

People have many selves and 
many different social roles.

• People act differently 
depending on the situation 
they find themselves in.

• The self has many different 
components or role identities 
and only some of these may 
be active at any given time.
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Symbolic interactionism

• Symbolic interactionism stresses the relationships 
with other people plays an important part on forming 
the self.

• Symbolic interactionism maintains that people exist 
in a symbolic environment where the meaning 
attached to any situation or object is determined by 
the interpretation of these symbols.
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What is the most important challenge for 
companies today?
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Customer orientation
examples on themes

• Customer’s value creation
• New service and product development
• Customer involvement
• Customer participation
• Lead user approach

© Anders Lundkvist, School of Business, Stockholm University, alu@fek.su.se
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Customer orientation
examples on main concepts

• Retention
• Relation
• Loyalty
• Life time value
• Participation
• Moment of truth
• Service Quality
• Value creation
• Networks

© Anders Lundkvist, School of Business, Stockholm University, alu@fek.su.se
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CRM
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this is not a 
Marketing course
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this is a survival strategy

course for modern  business
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why do we need 
customers?
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why do we need customers?
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two cases on 
customer-oriented 

strategies
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Tvättman
From textile deliver to system provider
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Revolution in the sky

1930s Request-and-reply system at America Airlines (AA)
1934 C.R. Smith becomes president of AA
1939 Sell-and-report system implemented
1943-46 First electromechinacal system
1946-52 Drum memory for inventory control
1953 C.R. Smith meets B. Smith
1954-57 Creation of joint AA-IBM project
1958 System objectives defined
1959 C.R. Smith bets $30 million on teleprocessing
1964 SABRE implemented, PNR dominant design
1968 IBM sells Programmed Airline Resv. Systems
1970 American selects Eeastern-based PARS
1972 PARS becomes industry standard
1972-74 New management team at American
1974-75 Joint Industry Computerized Resv. System
1976 Marketing automation established
1978 Deregulation
1982 Regulations scrutiny Adopted from: McKenney, J. L. (1995) Waves of change. Business 

Evolution through information technology, Harvard Business School 
press, pp. 101-102).
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SABRE as a model

• SABRE > American Airlines
• (information systems) (aircraft)
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Tvättman Étage
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Tvättman 
Changing business from laundry

to systems provider
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Tvättman Unimat
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Tvättman/Berendsen
creating an international service
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Main ideas

• American Airlines - SABRE
• Bootstrapping - Orlando/MGM
• Customer base/statistics and feedback
• Lock in effects in partnerships and value stars
• Bottom line – ideas were generated from the 

interaction with customers and users
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Example on rapid product development, customer 
involvement and the organizational challenge

Netscape 3.0
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