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Part 1: Comparison and contrast of the similarities and differences between a four Ps approach to marketing and the value approach (creating, communicating, and delivering value). 
Ideally, both the 4P and the value approaches are multistep ways in which marketers focus efforts on the market to ensure products and services reach the customers in most ideal ways. These two approaches are similar in the way that they aspire to achieve the same aims, that is ensuring customers realize the value in the products and services being offered. Both of the methods ensures communicating the value and placing it precisely so that customers are attracted to the particular products and services being sold. In other words, both methods involve making the brand visible, communicating and ensuring customers find the products and services timely and effectively. 
Nevertheless, each of these two approaches are manifested in different ways. Mainly, 4P emphases on the product features while value marketing emphasizes on people. Under the 4P approach marketers stress on developing product, place, price and promotion segments so that customers are well informed and able to access the products/services with ease (Nuseir and Madanat, 2015).  On the other hand, value approach entails focusing on customers through creation of value (akin to 4P), communicating this value, delivering it on the market and exchanging it on the market. One could argue that value marketing is not just about placing products to customers but offering additional benefits to these consumers such as use of post-sales service to strengthen the value of customer experience to the brand (Karababa, and Kjeldgaard, 2014).


Part 2: Analysis of two advertisements. Describe the needs identified by Abraham Maslow that each ad addresses. What consumer segment is being targeted? 
Ad 1; Alexa Loses Her Voice – Amazon Super Bowl LII Commercial (https://www.youtube.com/watch?v=iNxvsxU2rJE)
This is an extremely funny commercial about how Amazon’s virtual assistant, Alexa, loses his voice and the company improvises. In Maslow’s hierarchy of needs, the ad targets three ore needs; safety, love/belonging and esteem. It is because the tasks that Alexa helps belong to these needs such as putting on a song, calling a friend, or helping one cook and so on. In particular, this ad appeals well to persons in various market segments and show how the virtual assistance plays in almost all areas of daily-life.  Due to simplicity of the virtual assistant in helping out persons in daily chores, the product appeals to almost everyone in their natural setting. 



Ad 2: 2020 Kia Telluride - Give It Everything - Big Game Commercial (https://www.youtube.com/watch?v=76j8DI8ADAU)
This advert by KIA Motors explores how a small and less-recognized town like West Point, Ga awakens on the world stage by developing a high performance SUV, the KIA Telluride. On the hierarchy of needs the ad targets both the safety needs and esteem needs. First, safety needs arises due to assure of safety and ease of mobility which is a step higher than the basic physiological needs while esteem needs is about getting a product that commands respect from others and achievement since it is an extraordinary car associated with ordinary people. Importantly, this automobile, as a mid-size crossover SUV appeals to the middle class due to its value and affordability. It is also associated with the spirit of breaking barriers and so appeals well to youthful consumers, including first time purchasers. 


Part 3: Analysis of KIA’s international version of the ad. What differences do you detect in the international version of the ad? How did the underlying aspects of marketing and psychology utilized in the advertisement change?
The Ad:  Kia Niro / Hero’s Journey (United States) (https://www.youtube.com/watch?v=KeVHmLY7YZc)
In this advert, Melissa McCarthy hilariously plays in different roles as an eco-warrior protecting whales, trees, rhinos and iceberg. Ultimately, then, she emerged as one true hero who drives an ecofriendly car. One key difference with this global ad by KIA is the emphasis on environmental consciousness with regard to ecofriendly driving. The underlying aspects is that amidst the concerns to conserve and protect the environment, the automobile industry can contribute a lot. In this case, KIA suitably puts forth an ecofriendly car with almost zero emissions in the spirit of conservation. This concept appeals well in the mind of consumers who desire to drive a car that is friendly and safer to the environment. By highlighting other environmental conservation efforts and lastly attributing the product toward the same, KIA Motors realize big success in promoting this specific product.  It is no supervise that this ad was voted in as the most favorable best Super Bowl commercial the year it was produced (Arirang News, 2017). 
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