what is a perceptual map in marketing

*What Is a Perceptual Map in Marketing? Understanding Its Role and Impact**

what is a perceptual map in marketing is a question that often comes up for marketers, business students,
and entrepreneurs who want to understand how consumers perceive different brands or products in a
competitive landscape. Simply put, a perceptual map is a visual tool used in marketing to display the
positions of various products or brands based on key attributes that matter to consumers. It helps businesses

understand their market positioning relative to competitors and identify opportunities for differentiation.

Perceptual maps are incredibly useful in shaping marketing strategies, refining brand messaging, and
making informed decisions about product development. In this article, we’ll dive deep into what a
perceptual map in marketing really means, how it works, and why it’s a must-have for any company

looking to thrive in today’s competitive marketplace.

What Is a Perceptual Map in Marketing?

A perceptual map, sometimes called a positioning map, is a graphical representation of how customers view
different brands or products along specific dimensions or attributes. These attributes could be anything from
price and quality to luxury and convenience. The objective is to visually plot products or brands in a two-

dimensional space, allowing marketers to see where each item stands in the minds of consumers.

For example, imagine a perceptual map for smartphones with two axes: price (low to high) and
performance (basic to advanced). Different brands like Apple, Samsung, and OnePlus can be plotted based
on how consumers perceive their price and performance. This visualization quickly shows which brands

are competing directly and which segments remain underserved.

How Perceptual Maps Are Created

Creating a perceptual map typically involves collecting data through market research methods such as
surveys, focus groups, or interviews. Respondents are asked to rate products or brands based on specific
attributes. This data is then analyzed using statistical techniques like factor analysis or multidimensional

scaling to identify key dimensions and plot the brands accordingly.

The process usually follows these steps:



1. Identify the attributes most relevant to consumers.
2. Gather consumer perception data about the brands/products.
3. Analyze the data to determine the dimensions for the map.

4. Plot the brands/products based on their scores along these dimensions.

This approach ensures the map reflects real customer perceptions rather than assumptions made by the

company.

Why Marketers Use Perceptual Maps

Understanding why perceptual maps are valuable is essential for grasping their impact on marketing

strategy.

Visualizing Competitive Positioning

One of the biggest challenges in marketing is understanding how your product stacks up against
competitors in the eyes of customers. Perceptual maps provide a clear, visual snapshot of market

positioning, showing which brands occupy similar spaces and which ones dominate unique niches.

Identifying Market Gaps and Opportunities

When you see a blank space on the perceptual map, it may signal an unmet consumer need or an
underserved market segment. Businesses can leverage this insight to develop new products or reposition

existing ones to fill these gaps, potentially gaining a competitive advantage.

Refining Brand Strategy

Perceptual maps help brands decide whether to emphasize certain attributes or adjust their messaging. For
example, if a brand is perceived as low quality but wants to move towards a premium position, the

company can craft marketing campaigns focused on improving quality perception.



Key Attributes Commonly Used in Perceptual Mapping

The choice of attributes is critical for an effective perceptual map. These should be meaningful to

consumers and relevant to the category.

Common attributes include:

- ¥Price:** High vs. low cost

- ¥*Quality** Premium vs. budget

- ¥*Customer Service:** Personalized vs. standardized
- ¥Innovativeness:** Cutting-edge vs. traditional

- *Convenience:** Easy to use vs. complex

- ¥Brand Prestige:** Luxury vs. mass market

By selecting the right attributes, marketers ensure the map resonates with actual consumer perceptions.

Applications of Perceptual Maps in Marketing

Perceptual maps have a wide range of applications that extend beyond simply visualizing brand positions.

Product Development and Innovation

By understanding where competitors are positioned and identifying gaps, companies can develop new

products tailored to specific consumer demands, reducing the risk of launch failure.

Market Segmentation

Perceptual maps can reveal clusters of brands that appeal to different segments, helping marketers tailor

their strategies to distinct customer groups.

Competitive Analysis

Marketers use perceptual maps to monitor competitor movements over time, adapting their strategies to



maintain or improve their positioning.

Communication and Messaging

Effective marketing messages are crafted by understanding which attributes resonate most with target

consumers, as revealed by perceptual mapping.

Tips for Using Perceptual Maps Effectively

While perceptual maps are powerful, they are only as good as the data and analysis behind them. Here are

some practical tips to get the most out of this tool:
¢ Choose Relevant Attributes: Focus on attributes that truly influence consumer choice in your
category.

¢ Use Reliable Data: Collect data from a representative sample of your target market to ensure

accuracy.
e Update Regularly: Market perceptions shift over time, so revisit your perceptual map periodically.

¢ Combine With Other Tools: Use perceptual maps alongside SWOT analysis, customer personas, and

competitive intelligence for a holistic strategy.

¢ Be Open to Insights: Sometimes the map reveals unexpected perceptions—use these as opportunities

to innovate or reposition.

Common Challenges and Limitations

Like any marketing tool, perceptual maps come with limitations that marketers should be aware of.



Simplification of Complex Perceptions

Reducing consumer perceptions to just two or three dimensions may oversimplify reality, missing

important nuances.

Subjectivity in Attribute Selection

Deciding which attributes to include can be subjective and may bias the outcome if not carefully chosen.

Data Quality Issues

Poorly designed surveys or unrepresentative samples can lead to inaccurate maps.

Despite these challenges, when used correctly, perceptual maps remain a valuable asset in marketing

decision-making.

Exploring the concept of what is a perceptual map in marketing reveals how essential it is for brands to
understand their position in the consumer’s mind. This visual approach not only clarifies competitive
dynamics but also sparks strategic innovation and sharper targeting. Whether you’re launching a new
product or trying to revive an existing one, a perceptual map can illuminate the path forward, making

your marketing efforts smarter and more aligned with real customer perceptions.

Frequently Asked Questions

‘What is a perceptual map in marketing?

A perceptual map in marketing is a visual tool that displays the positioning of products or brands in the
minds of consumers based on key attributes, helping marketers understand competitive positioning and

consumer perceptions.

How is a perceptual map created?

A perceptual map is created by identifying important attributes that consumers consider when choosing
products, collecting data on consumer perceptions, and plotting products or brands on a two-dimensional

graph based on these attributes.



Why are perceptual maps important for marketers?

Perceptual maps are important because they help marketers identify market gaps, understand competitors’

positions, tailor marketing strategies, and develop products that better meet consumer needs.

What attributes are typically used in a perceptual map?

Attributes used in a perceptual map vary by industry but often include price, quality, luxury vs. economy,

performance, and other relevant factors that influence consumer decision-making.

Can perceptual maps be used for digital marketing strategies?

Yes, perceptual maps can be used in digital marketing to analyze online brand positioning, consumer
sentiment, and competitor comparisons, helping to optimize digital campaigns and improve brand

differentiation.

Additional Resources

**Understanding Perceptual Maps in Marketing: A Strategic Insight**

what is a perceptual map in marketing is a question that often arises among professionals aiming to refine
their market positioning and competitive analysis. At its core, a perceptual map is a visual representation
tool used in marketing to depict how consumers perceive a brand, product, or service relative to
competitors along key attributes or dimensions. This strategic instrument allows marketers to identify gaps,
clusters, and opportunities within a market landscape, fostering more informed decisions in positioning and

branding efforts.

In today’s increasingly competitive and complex markets, understanding customer perception is crucial.
Perceptual maps serve as a bridge between raw market data and actionable insights, enabling companies to
visualize the competitive environment through the eyes of their target audience. By plotting brands
against factors such as price, quality, innovation, or customer service, marketers can uncover subtle nuances

that influence buying decisions, thus tailoring their strategies to better meet consumer expectations.

The Fundamentals of Perceptual Mapping

Perceptual mapping is grounded in the concept of consumer perception—the subjective interpretation of a
product or brand’s attributes. Unlike objective data, perception hinges on customer attitudes, beliefs, and
experiences. A perceptual map typically involves two dimensions, such as “luxury vs. affordability” or

“traditional vs. modern,” but can extend to multi-dimensional analyses when necessary.



The creation of a perceptual map generally begins with market research, often employing qualitative and
quantitative methods such as surveys, focus groups, and observational studies. Respondents rate various
brands on selected attributes, and this data is then analyzed using statistical techniques like

multidimensional scaling (MDS) or factor analysis to generate a spatial representation.

Key Components and Dimensions

- ¥ Attributes®*: These are the characteristics or criteria consumers use to evaluate products or brands. They
vary widely by industry and market segment.

- ¥Brands/Products**: The entities being evaluated and positioned within the perceptual space.

- ¥*Axes/Dimensions**: Represent the attributes or factors along which perception varies. Common

dimensions include price, quality, innovation, customer service, and style.

The selection of attributes is critical. Irrelevant or poorly chosen factors can distort the map,

misrepresenting consumer perceptions and leading to flawed strategic decisions.

Applications in Marketing Strategy

Perceptual maps are versatile tools that inform several facets of marketing strategy. Their primary function
is to provide a clear visualization of how consumers differentiate between brands, which can reveal

competitive strengths and weaknesses.

Market Positioning and Repositioning

One of the most significant uses of perceptual maps is in identifying a brand’s current market position
relative to competitors. This insight can confirm whether a brand is occupying its intended niche or if

consumer perceptions have shifted unexpectedly.
For example, a luxury car manufacturer might find through perceptual mapping that consumers now see

their vehicles as less innovative compared to emerging electric vehicle brands. This insight could prompt

repositioning efforts that emphasize technological advancements or sustainability.

Identifying Market Gaps and Opportunities

By plotting multiple brands, perceptual maps often reveal unoccupied or underserved spaces in the

marketplace. These gaps represent potential opportunities for new product development or brand



differentiation.
For instance, if most smartphone brands cluster around “high price” and “high performance,” a perceptual

map may highlight a gap for a mid-priced, high-performance device, guiding companies to capitalize on

unmet consumer needs.

Competitive Analysis

Perceptual maps provide a nuanced understanding of competitive dynamics beyond mere market share or
sales figures. They illustrate how brands are perceived in relation to one another, which is often more

telling of consumer behavior than raw numbers.

This analytical perspective enables marketers to anticipate competitor moves, craft compelling value

propositions, and fine-tune marketing communications.

Advantages and Limitations of Perceptual Maps

While perceptual maps offer valuable insights, it is important to recognize their strengths and constraints.

Advantages

e Visual Clarity: They simplify complex market information into easy-to-understand graphics.
¢ Customer-Centric: Focus on consumer perceptions rather than just company-centric data.

e Strategic Guidance: Aid in decision-making related to positioning, branding, and product

development.

e Competitive Insights: Highlight relative strengths and weaknesses in the market landscape.

Limitations

e Subjectivity: Perceptions can vary widely, making it difficult to capture a universally accurate map.



e Data Dependency: Quality and relevance of input data directly affect map accuracy.

¢ Dimensionality Constraints: Most maps are limited to two or three dimensions, which may

oversimplify complex consumer attitudes.

e Static Snapshot: Perceptual maps represent perceptions at a point in time and may become outdated

rapidly in dynamic markets.

Comparing Perceptual Maps with Other Marketing Tools

To appreciate the unique value of perceptual maps, it is helpful to contrast them with other common

marketing analysis tools.

- ¥Positioning Statements:** While positioning statements articulate intended brand positioning, perceptual
maps reveal actual consumer perception, which may differ.

- ¥SWOT Analysis:** SWOT identifies strengths, weaknesses, opportunities, and threats but lacks the
consumer-focused, visual dimension that perceptual maps provide.

- ¥*Market Segmentation:** Segmentation categorizes customers, whereas perceptual mapping focuses on
how customers perceive brands or products.

- ¥*Competitor Analysis:** Traditional competitor analysis often centers on financial or operational metrics,

whereas perceptual maps emphasize emotional and psychological positioning in consumers’ minds.

Integrating Perceptual Maps into Marketing Plans

For maximum impact, perceptual maps should be integrated into a broader marketing strategy. This
includes:

1. Regular Updating: Conduct periodic perception studies to track changes over time.

2. Cross-Functional Use: Share insights across product development, branding, and sales teams.

3. Action-Oriented Interpretation: Use maps to identify actionable strategies such as repositioning,

targeting new segments, or refining messaging.

4. Complementary Data: Combine perceptual mapping with customer feedback, sales data, and

competitive intelligence for a holistic view.



In a marketplace defined by shifting consumer preferences and intense competition, the ability to visualize
and understand brand perception is invaluable. Perceptual maps provide a powerful lens through which
marketers can view the complex interplay of attributes that shape consumer choice. When employed
thoughtfully, this strategic tool not only clarifies where a brand stands but also illuminates pathways to

where it can go next.

What Is A Perceptual Map In Marketing

what is a perceptual map in marketing: Customer-centered Telecommunications Services
Marketing Karen G. Strouse, 2004 Offering telecom service providers a survival strategy based on
customer-centered marketing, this forward-looking resource helps strategic planners and managers
assess their company's market potential and target desirable segments successfully.

what is a perceptual map in marketing: The Manager's Guide to Competitive Marketing
Strategies, Second Edition Norton Paley, 1999-04-30 The ability to think strategically is
permeating every level of successful organizations - particularly among senior executives and line
managers responsible for maintaining a competitive advantage for their products and services.
Above all, Manager's Guide to Creative Marketing Strategies is a pragmatic examination of a 21st
century manager. The second edition of this popular book will update you on the latest techniques
for developing competitive strategies. It examines how to apply strategies and tactics in a confusing
global mixture of hostile competitors, breakthrough technologies, emerging markets, fickle customer
behavior, and diverse cultures. You will gain practical information about what strategy is, how
competitive intelligence contributes to successful strategies - and how to put it all together. The
book is an all-in-one resource for analyzing, planning, and developing competitive strategies, a
workbook with checklists and forms, and a reference with numerous case histories. Features -

what is a perceptual map in marketing: Marketing Planning 06/09 Karen Beamish, Ruth
Ashford, 2005-06 Elsevier/Butterworth-Heinemann's 2005-2006 CIM Coursebook series offers you
the complete package for exam success. Comprising fully updated Coursebook texts that are revised
annually, and free online access to the MarketingOnline learning interface, it offers everything you
need to study for your CIM qualification. Carefully structured to link directly to the CIM syllabus,
this Coursebook is user-friendly, interactive and relevant, ensuring it is the definitive companion to
this year's CIM marketing course. Each Coursebook is accompanied by access to
MARKETINGONLINE (www.marketingonline.co.uk), a unique online learning resource designed
specifically for CIM students, where you can: Annotate, customise and create personally tailored
notes using the electronic version of the Coursebook Receive regular tutorials on key topics from
Marketing Knowledge Search the Coursebook online for easy access to definitions and key concepts
Access the glossary for a comprehensive list of marketing terms and their meanings Co-written by
the CIM Senior Examiner for the Marketing Planning module to guide you through the 2005-2006
syllabus Each text is crammed with a range of learning objectives, cases, questions, activities,
definitions, study tips and summaries to support and test your understanding of the theory Contains
sample assessment material written exclusively for this Coursebook by the Senior Examiner, as well
as past examination papers to enable you to practise what has been learned and help prepare for the
exam

what is a perceptual map in marketing: Consumer Behavior in Travel and Tourism Kaye
Sung Chon, Abraham Pizam, Yoel Mansfeld, 2012-10-12 Containing original and previously
unpublished theoretical and empirical studies, Consumer Behavior in Travel and Tourism will give
professionals, professors, and researchers in the field up-to-date insight and information on trends,
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happenings, and findings in the international hospitality business arena. A great resource for
educators, this book is complete with learning objectives, concept definitions, and even review
questions at the end of each chapter. From this book, readers will understand and learn the needs
and preferences of tourists and how to investigate the process of destination and product selection
to help provide customers with products and services that will best meet their needs.In today's
highly competitive business environment, understanding travel behavior is imperative to success.
Consumer Behavior in Travel and Tourism brings together several studies in one volume,
representing the first attempt to explore, define, analyze, and evaluate the consumption of tourist
and travel products. This guide offers essential research strategies and methods that enables
readers to determine the wants and needs of tourists, including: discussing and evaluating the main
factors that affect consumer behavior in travel and tourism, such as travel motivation, destination
choice, and the consequent travel behavior exploring the various decision-making processes of
consumers that leads to consequent destination choices through case study analysis and marketing
suggestions determining customer expectations of products through a variety of research techniques
in order to find ways of improving satisfaction examining selected research tools, such as product
positioning and repositioning and using perceptual maps, to evaluate the market implications of
using qualitative and/or quantitative research techniques detecting and analyzing the relative roles
individual, environmental, socioeconomic, and demographic factors play in choosing travel
destinations Full of detailed charts and graphs, Consumer Behavior in Travel and Tourism illustrates
key points to give you a better understanding of important facts and findings in the field.

what is a perceptual map in marketing: Hospitality Marketing Management Robert D.
Reid, David C. Bojanic, 2009-02-09 Completely revised and updated to include more information on
Internet marketing, tourism marketing, marketing technology, and international business,
Hospitality Marketing Management, Fifth Edition is a comprehensive, core marketing text. This
popular textbook explores marketing and themes unique to hospitality and tourism, with a focus on
the practical applications of marketing rather than marketing theory. It provides readers with the
tools they need to successfully execute marketing campaigns for a hospitality business, no matter
what their specialty.

what is a perceptual map in marketing: Introduction to Travel and Tourism Marketing
J. Alf Bennett, Johan Wilhelm Strydom, 2001 South Africa is well positioned to capture an
increasingly large share of the international travel and tourism market. This book provides an
introduction to the marketing of travel strategy market segmentation, marketing research and
marketing planning.

what is a perceptual map in marketing: Marketing Jon Groucutt, Peter Leadley, Patrick
Forsyth, 2004 Marketing: Essential principles, new realities has been researched, developed and
written primarily with the undergraduate and diploma-level student in mind. This student-oriented
text, with its relaxed and free flowing language, provides the reader with material of a rigorous
academic standard. Each chapter follows a set structure that has been designed to encourage
discussion and raise issues for consideration and research:introduction;learning objectives;chapter
sub headings - key issues;chapter summary;exercises and questions for review and critical
thinking.At the end of the book there are additional notes and references to support student
learning.Written by authors from both an academic and practitioner background, this new textbook
offers an excellent introduction to the subject for the next generation of marketers and business
people. FREE CD ROM FOR LECTURERSThe authors have created a unique CD ROM containing
both lecture presentation slides and essay questions. This is available on request from the
publisher. CONTENTSIntroductionWhat is marketing?The business and marketing
environmentEthical marketing and social responsibilityBuyer behaviourSegmenting, positioning and
targetingMarketing researchMarketing and strategyProducts and brandsPrice and pricing
strategiesPromotion part 1Promotion part 2People, physical evidence and processPlacement,
distribution and logisticsMarketing across borders: the international dimensionApplication: bringing
the elements togetherNotesReferencelndexPlease view more information on this book, including a



sample chapter and detailed, full contents at http://www.kogan-page.co.uk/groucutt

what is a perceptual map in marketing: Marketing Planning for the Pharmaceutical
Industry John Lidstone, Janice MacLennan, 1999 Marketing Planning for the Pharmaceutical
Industry is based on real life experience built up over many years. Each chapter takes the reader
through the sequential stages of planning so that by the end they will be able to produce a practical
plan ready for implementation. It is the only book of this type which tailors marketing to those
working in the sector.

what is a perceptual map in marketing: Principles of Marketing Dr. Maria Gomez
Albrecht, Dr. Mark Green, Linda Hoffman, 2023-01-23 Principles of Marketing is designed to meet
the scope and sequence for a one-semester marketing course for undergraduate business majors and
minors. Principles of Marketing provides a solid grounding in the core concepts and frameworks of
marketing theory and analysis so that business students interested in a major or minor in marketing
will also be prepared for more rigorous, upper-level elective courses. Concepts are further
reinforced through detailed, diverse, and realistic company and organization scenarios and examples
from various industries and geographical locations. To illuminate the meaningful applications and
implications of marketing ideas, the book incorporates a modern approach providing connections
between topics, solutions, and real-world problems. Principles of Marketing is modular, allowing
flexibility for courses with varied learning outcomes and coverage. This is an adaptation of Principles
of Marketing by OpenStax. You can access the textbook as pdf for free at openstax.org. Minor
editorial changes were made to ensure a better ebook reading experience. This is an open
educational resources (OER) textbook for university and college students. Textbook content
produced by OpenStax is licensed under a Creative Commons Attribution 4.0 International License.

what is a perceptual map in marketing: Marketing Analytics Robert W. Palmatier, J.
Andrew Petersen, Frank Germann, 2022-03-24 All customers differ. All customers change. All
competitors react. All resources are limited. Robert W. Palmatier's dynamic First Principles of
Marketing framework provides the structure for this research-based, action-orientated guide to
organizing analytics tools, marketing models and methodologies. When should you use a specific
technique in data analytics? How does each new analytics technique improve performance? Which
techniques are worth time and investment to implement? As organizations prioritize digital growth
to better connect with customers, it is vital that you are able to respond confidently to these
questions, enabling you to utilize marketing analytics to better understand your business and
increase revenue. Marketing Analytics will help you to: - Learn how to contextualize models and
statistical analysis within the foundational principles of marketing through the use of a
problem-centric framework. - Understand technical analyses by engaging with a pertinent range of
vivid examples, and a running case study to contextualize practical, jargon-free descriptions. -
Embark on an applied learning pathway with a comprehensive companion website including datasets
and walk-through videos on challenging tasks: bloomsbury.pub/marketing-analytics. - Take a
software-agnostic approach to learning, enhanced by the provision of examples in free, open-source
R and Tableau software. Authored by world-leading experts in marketing strategy, Marketing
Analytics is the ideal textbook for advanced undergraduate, postgraduate and MBA students of
marketing, and practitioners seeking to direct effective strategy from an analysis-based evidential
approach.

what is a perceptual map in marketing: Events Marketing Management Ivna Reic,
2016-09-19 This textbook provides students with an essential introduction to the theoretical
underpinnings and practicalities of managing the marketing of events. In order to market events
effectively, it is vital to consider marketing of events from the organiser’s perspective and to link it
to that of the consumers attending events. As such, this is the first book on the topic which reflects
the unique characteristics of marketing in the Events industry by exploring both sides of the
marketing coin - the supply and the demand - in the specific context of events. The book takes the
reader from core marketing mix principles to exploring the event marketing landscape to consumer
experience and involvement with event marketing and finally strategies and tactics employed to



manage the marketing activities related to events. The use of technology, importance of sponsorship
and PR are also considered. International case studies are integrated throughout to show practical
realities of marketing and managing events and a range of useful learning aids are incorporated to
aid navigation throughout the book, spur critical thinking and further students’ knowledge. This
accessible and comprehensive account of Events Marketing and Management is essential reading for
all students and future managers.

what is a perceptual map in marketing: Brand Management in Communication Mr. Rohit
Manglik, 2024-03-10 EduGorilla Publication is a trusted name in the education sector, committed to
empowering learners with high-quality study materials and resources. Specializing in competitive
exams and academic support, EduGorilla provides comprehensive and well-structured content
tailored to meet the needs of students across various streams and levels.

what is a perceptual map in marketing: Competitive Marketing (RLE Marketing) John
O'Shaughnessy, 2014-09-15 This volume is a text-book for students of marketing, providing a basic
understanding of the concept and techniques of marketing. It shows how basic background
information relating to the UK market may be integrated into business planning and how
information from other sources should be incorporated and used.

what is a perceptual map in marketing: Mastering Fashion Marketing Tim Jackson, David
Shaw, 2017-09-16 This is the first book on the subject that combines contemporary marketing theory
with analysis of operational marketing practice within the fashion industry. It contains the views of
key practitioners and much original case study material from leading fashion organizations to
provide unique insights into the reality of fashion marketing.

what is a perceptual map in marketing: Marketing for Entrepreneurs Frederick G. Crane,
2021-08-25 Provide your students with practical insights, strategies, and tips on how applying
marketing concepts can increase the chances of new venture success

what is a perceptual map in marketing: Using Market Research to Improve
Management of Transportation Systems Susan Cowan Jakubiak, 1990

what is a perceptual map in marketing: Applied Marketing Rochelle Grayson, Daniel
Padgett, Andrew Loos, 2023-10-23 Tomorrow's professionals need a practical, customer-centric
understanding of marketing's role in business and critical thinking skills to help their organizations
succeed. Applied Marketing, 2nd Canadian Edition helps students learn practical, modern marketing
concepts appropriate for the Principles of Marketing course by applying them to the latest business
scenarios of relatable brands. This comprehensive yet concise text is co-authored by Professors
Rochelle Grayson and Daniel Padgett and practitioner Andrew Loos, and it blends current academic
theory with an agency-owner perspective to help students get an insider's look at how top
businesses operate. With many Canadian specific examples, students can relate concepts learned in
the classroom to marketing topics and events taking place in their backyard.

what is a perceptual map in marketing: Marketing Rosalind Masterson, David Pickton,
2014-03-25 *Winners - British Book Design Awards 2014 in the category Best Use of Cross Media*
Get access to an interactive eBook* when you buy the paperback (Print paperback version only,
ISBN 9781446296424) Watch the video walkthrough to find out how your students can make the
best use of the interactive resources that come with the new edition! With each print copy of the
new 3rd edition, students receive 12 months FREE access to the interactive eBook* giving them the
flexibility to learn how, when and where they want. An individualized code on the inside back cover
of each book gives access to an online version of the text on Vitalsource Bookshelf® and allows
students to access the book from their computer, tablet, or mobile phone and make notes and
highlights which will automatically sync wherever they go. Green coffee cups in the margins link
students directly to a wealth of online resources. Click on the links below to see or hear an example:
Watch videos to get a better understanding of key concepts and provoke in-class discussion Visit
websites and templates to help guide students’ study A dedicated Pinterest page with wealth of
topical real world examples of marketing that students can relate to the study A Podcast series
where recent graduates and marketing professionals talk about the day-to-day of marketing and




specific marketing concepts For those students always on the go, Marketing an Introduction 3rd
edition is also supported by MobileStudy - a responsive revision tool which can be accessed on
smartphones or tablets allowing students to revise anytime and anywhere that suits their schedule.
New to the 3rd edition: Covers topics such as digital marketing, global marketing and marketing
ethics Places emphasis on employability and marketing in the workplace to help students prepare
themselves for life after university Fun activities for students to try with classmates or during
private study to help consolidate what they have learnt (*interactivity only available through
Vitalsource eBook)

what is a perceptual map in marketing: APPLIED MARKETING ANALYTICS USING SPSS
Giri, Arunangshu, Paul, Pradip, 2020-12-01 Marketing analytics is important to today's business
organizations as it lets them measure performance of their marketing resources and channels and in
turn plays a vital role in making business strategies and decisions. The present book, following
application-based approach, helps readers to understand the usage of analytics in different
marketing contexts such as identifying customer preferences, customer-segmentation, pricing,
forecasting, advertising, competitive analysis, perceptual mapping, etc. using SPSS software
(Modeler, Statistics and AMOS Graphics). Practical applications in each chapter, with supported
screenshots, guide readers to apply different analytical techniques in marketing as they learn. This
book is an indispensable companion for the postgraduate students of management with
specialization in marketing. Also, the book will prove valuable for the Management Development
Programs, Data Analysts, and Researchers in the field. It enables them to identify marketing
problems, carry out research efficiently, process the data in a simple way using SPSS, and create
reports in a systematic manner. TARGET AUDIENCE ¢ MBA (Marketing) ¢ Data Analysts °
Management Development Programme

what is a perceptual map in marketing: A Practical Approach to Marketing
Management Kujnish Vashisht, 2005 In The Modern World, Every Individual Indulges In Marketing
Process In A Variety Of Forms And At All Places Be It Buying Of Goods Or Services, Dealing With
Customers, Applying For A Job, Joining A Club, Drinking Tea Or Offering Coffee. In Fact, Marketing
Is An Extensive Social And Managerial Process By Which Individuals And Groups Obtain What They
Need And Want Through Creating, Offering And Exchanging Products Of Value With Others.
Keeping In View The Increasing Importance Of Marketing, The Present Book A Practical Approach
To Marketing Management Makes An In-Depth Study Of Marketing Management And Aims To
Provide For The Ambitious Students A Comfortable, Genuine And Firm Grasp Of Key Concepts Of
The Subject In A Pleasantly Lucid Style With A Minimum Of Jargon. The Main Attraction Of The
Book Is The Manner In Which The Fundamentals Of Marketing Have Been Explained So As To
Enable The Students Not Only To Acquire Theoretical Knowledge Of The Subject But Also To Apply
Them When Needed In The Real Time Marketing Situations.The Present Book Includes In Its Wide
Spectrum All The Core Concepts Of Marketing Relationship Between Exchange And Marketing;
Dynamic Marketing Environment; Strategies Of Marketing Planning; Marketing Research And
Information Systems; Demand And Sales Forecasting; Market Segmentation, Differentiation And
Positioning; Branding And Packaging; Price Determination; Marketing Channels; Retailing And
Franchising; Advertising, Sales Promotion And Public Relations; Sales Management; Marketing In
Service Sectors And International, Industrial And Rural Marketing, To Name But A Few. The Book
Explicitly Explains The Consumer Behaviour And Social Responsibility Of Marketing And Analyses
The Levels Of Competition Involved In Marketing.A Practical Approach To Each Topic,
Well-Illustrated With Rich Examples From The Indian Marketing Environment, Makes The Book
Easily Accessible To The Average Readers. In Addition, Practical Case Studies And Analytical
Questions As Well As Marketing Quiz Provided At The End Of Each Chapter Would Help The
Students Of The Management In Self-Study And Self-Assessment. The Book Would Be Highly Useful
To The Corporate Executives And Entrepreneurs Besides The Students And Teachers Of The
Subject.
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