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MISSION = VISION = STRATEGY — VALUES

MISSION :

VISION

STRATEGY:

VALUES :
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Wiy are we in the business?
Mengapa kita terjun dalam bisnis ini?
Buat apa?

Where are we going? What are we going to be?
Kemana kita akan pergi?

Ingin jadi seperti apa kita kelak?

How do we get there?
Bagaimana kita bisa sampai disana (Vision)?
Jalan apa yang akan ditempuh?

What do we believe in?
Nilai-nilai hidup atau keyakinan apa yang
kita jadikan pedoman dalam bisnis?
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“Product” Innovation @

AMypda

BROWNIES KUKUS

Apa pun !
makanannya..

Bioplacenton
Placenta extract,
Neomycin sulphate



© “Value Chains” Innovation

SETARBAK KOPI

Nilai tamlbalh

600 X

,..7\_
) ‘”ﬂ ,000

SB
§ fe

"@ﬁ
L The
] : by
e N S

2,500

Nilai KOPI per KG




© “Business Model” Innovation (\

Fow.'O VF

Pa
«

D' COST Seafood

Mutw ** % %% Harga wha’w

" w\ n.- -
\ RS » 4 .
i
DEBIT © | ¥ ruNai

BLUE BIRD

assni ooy




The Business Model Canvas

Key
Partners

Who are our
suppliers and
service

providers?

Activities

What do we do
with our
resources?

What goods,
services, and
infrastructure do
we use?

Cost Structure

What is the total cost of production?

Value
Proposition

What problems
need to be
solved?

What product
does it best?

Customer

Relationships
How do we
interact with

our customers?

Channels

How do our
customers find
buy and use the
product?
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Customer
Segments

Who are our
users and who
are our paying
customers?

Revenue Model

Where does revenue come from?



Dampak negatif
Penggunaan AGP :

Proposisi Nilai Pemasaran ﬂ

Produk peternakan organik
menjadi tren baru dalam pola
hidup sehat masyarakat.

Produk Jamu sebagai
\ alternatif pengganti AGP
-~  JAMU HERBAL ORGANIK ™.

\ UNTUK TERNAK |
\
U Bahan alam untuk menggantikan obat

modern atau obat kimia
Ketahanan pakan merupakan O Harga lebih murah daripada obat-obat kimia

syarat mutlak terwujudnya sintetis.
ketahanan pangan U Bersifat alami, tanpa efek samping,

terdapat berbagai zat aktif (fitobiotik)

Penggunaan AGP shg feed
additive untuk meningkatkan
kesehatan ternak




Droduk vang Dijual

Jamu untuk produktifitas l

s Jamu untuk menjaga kesehatan

JAGA
[Jamu Organik]

Jamu untuk meningkatkan nafsu makan
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An organization’s marketing department relates to
many . ..

The
organization

Society Society
Alliances Research Human Ownership
Oth er and Resources Shareholders
organizations development (owners)

Information
systems

Manufacturing { Management

Relationships

Partnerships

—

Customers

I Suppliers

Finance Marketing

oy

Environmental forces

I Social l Economic ITechnoIogicaI l Competitive I Regulatory



Environmental
forces affecting the
organization,

as well as its
suppliers and
customers

Organization's
marketing department

Discover consumer needs

A

Information about needs

A
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FIGURE Environmental forces affecting the organization, as
well as its suppliers and customers

Customers
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Classifying marketing decisions according to
ethical and legal relationships.

Ethical
and
legal

Ethicality

and
illegal

Unethical

Ethical
Ethical
but
illegal
Unethical

lllegal

Legality

Unethical
but
legal

Legal
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Marketing mix influences

¢ Product

¢ Price

¢ Promotion
¢ Place

FIGURE v
Influences on the

Consumer purchase
decision process

Psychological Sociocultural
consumer purc h as ir‘l’fluenc%s Problem recognition influences
d ecision p rocess ¢ Motivation , ¢ Personal

* Personality Information search influence

¢ Perception * Reference

* Learning Alternative evaluation 2oups

¢ Values, beliefs, ¢ Family

and attitudes ¢ Social class
e Lifestyle Purchase decision ¢ Culture

e Subculture

Postpurchase behavior

Situational influences

¢ Purchase task

¢ Social surroundings

¢ Physical surroundings
* Temporal effects

¢ Antecedent states
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MARKETS AND-
BUYER BEHAVIOR
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THE NATURE AND SIZE OF
ORGANIZATIONAL MARKETS

e Industrial Markets
e |ndustrial firms

* Reseller Market
* Resellers

e Government Markets
* Government Units

* Global Organizational Markets

R A
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THE PRODUCT LIFE CYCLE

FIGURE How stages of
the PLC relate to a firm’s
marketing objectives anc
marketing mix actions

MARKETING
OBJECTIVE
I Competition
| Product

Price

l Promotion
I

Place
(distribution)

A

Introduction

Sales revenue or profit

Growth

Total industry
sales revenue

Stage of the product life cycle

Maturity

S

Total industry
profit

‘\\

.
P

Decline

B

5

7

GAIN
AWARENESS

\ Few

Skimming or
penetration

Inform,
educate

Limited

| |

STRESS

DIFFERENTIATION LOYALTY

More

More versions

Gain market
share, deal

Stress
competitive
differences

More outlets

Many

Full
product line

Defend
market share,
profit

Reminder
oriented

Maximum
outlets

MAINTAIN BRAND HARVESTING,

DELETION

Reduced

Best sellers

Stay profitable

Minimal

promotion

Fewer outlets
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IDENTIFY PRICING CONSTRAINTS
AND OBJECTIVES

* [dentifying Pricing Constraints (cont)
* Cost of Changing Prices and Time Period They Apply

. Types of Competitive Markets
Pure monopoly
* Oligopoly
* Monopolistic competition
* Pure competition

o ,



Illustrative demand curves

Newsweek price per unit

$3.00
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2.00

1.50

1.00
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Shift of

R - demand

Movement CLIR =
|

along .
demand
curve

|
1.5 30 45 6.0 75 9.0 105 120

Quantity demanded per year (millions of units)
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Relating marketing channels logistics management, and
supply chain management

Logistics
management
N
e DS
/ N A\
Inbound flow of raw Outbound flow of
materials and parts finished products
Suppliers Producer consumers
- Y“—/
=
Supplier network Marketing channel
N .
=

I Supply chain management



Tugas yang harus diselesaikan (pilih 3 soal saja)

1. Apa nilai atau keunggulan yang dapat dirumuskan atau dimunculkan dalam misi dan visi bisnis pemasaran
daging atau telur (materi butir 1).

2. Dalam pemaasaran daging dan telur perlu memperhatikan aspek legal dan etik, jelaskan maksudnya dan
berikan contohnya (materi butir 2).

3. Mengapa perilaku konsumen dianggap penting dalam pemasaran daging dan telur, jelaskan (materi butir
3),

4. Mohon ditunjukkan dan dijelaskan pasar yang terorganisir disekitar lingkungan anda dan terkait dengan
pemasaran daging dan telur (materi butir 4).

5. Mengapa daur hidup produk (PLC) perlu dipelajari dalam mengembangkan pemaasaran daging dan telur
(materi butir 5)

6. Tipologi persaingan pasar apaaaaaakah ada kaitannya dengan penetapan harga daging atau telur mohon
dijelaskan dan diberikan contohnya (materi butir 6).

7. Apa hal-hal yang perlu diperhatikan dalam integrase rantai pasok dan manajemen logistic dalam
pemasaran daging ayam atau telur, berikan contohnya (materi butir 7).



Selamat Berjuang Mudah-mudahan Allah Swt Memberikan Kemudahan dan Kesuksesan. Aamiin.




