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Mobile Applications Marketing
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Course Agenda

Definition of the marketing process Jgeall Bl rac (8 poudl ddac Cayas
in the mobile phone era. Budzdl claudail) dazdl Colual wass
Setting planning objectives for the new apps  cadbgs &aSg ddugiuall Cliall doass
Define the Segmentation & positioning. . Gauad!
Marketing Mix & service Quality Aedsdl 83929 (B gl goiel]
Creating a logo and branding. Aoyl deodleg Hli slad)
Mobile app promotional tools Jgasall (a3lg)l Slaudas g5 @lgol
Effective budgeting setting methods. Al dblnadl o9 @b
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Course Objectives

Understand the concept of marketing b g Sl e G @owdll egin Ny

in the age of technology

|dentify and build a marketing plan with an analysis @9l dlas- £log dyds
of the current situation in the defined market Goud) LI gLVl Lo ae
Develop a strategic plan to market Goad) Al dbs 259
various applications dalizall eoliudai
How to manage profits through gl gudas UM e CL:);}” Byla] 4 S

the mobile application
Good budgeting methods for the marketing plan o) daso Lol Lilnell dus 229
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)\ Alibaba.com
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Jack Ma

Ali Baba @)l (3 (398 sie #ST9 Jol JSoung pusefo @
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2 YouTube g e
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Important Statistics
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dalize)l 469 SV Glaiadl pe cud) lid gl Junsl
Best Social Media Posting Timing

Best Time to Post on

W Twitter

Best Days During the Lunch Hour Worst Days

LSC

Saturday and Sunday are the worst

days to post on Twitter.

2

\

Posting at lunch everyday Monday to

1 2 1 P M Friday can help you Increase social
—~ media engagement

during the lunch hour

Bl Oberlo

o das] — dbgame Bgaxll iz
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dalize)l 469 SV Glaiadl pe cud) lid gl Junsl

Best Social Media Posting Timing

Best Time to Post on

facebook

Weekends get the highest level of
engagement on Facebook.

Facebook users browse on their

1 4 P M desktops and check it during downtime
e at work

during work hours

E) Oberlo

o Jes] — dbgae Ggbl punx
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daliseal) 439 S0V Glaidl_ae cudd oolid gl Jundl
Best Social Media Posting Timing

Best Time to Post on

1MAM-1PM

o Iy

7PM-95PM

after work

o das] — dbgame Bgaxll iz
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dalize)l 469 SV Glaiadl pe cud) lid gl Junsl
Best Social Media Posting Timing

Best Time to Post on

Linked m

10 - 11 AM

during work hours

B oberio

Waorst Days

&

Weekends and after work hours tend to

be the worst times to post on LinkedIn

B

Linkedin Is used by recrulters,

salespeople and businesspeople which
Is why It's used during work hours.

o das] — dbgame Bgaxll iz
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dalize)l 469 SV Glaiadl pe cud) lid gl Junsl

Best Social Media Posting Timing

Best Time to Post on

I’ YouTube

Best Days to Post Most Views

QD

Most viewears watch YouTube on
weaakand s0 post on Saturdays and
Sundays around 2 - 1M AM

G
12 PM - 4 PM

during work days Most viewars watch videos In thoe

evening. Post at 12 4 PM s0 videos

o AM - 11 AM would be indexed by the evening

on the weekends

o Jes] — dbgae Bgamdl e
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Digital Marketing

Overview in Egypt 2020

Organic vs. Pald Search traffic by channel Search traffic by source
"oy ‘. g : [ CR A
News Sewrct 3 | vaho
& Organic 98 33%
Pald 1LO7% b ey : b!
b ‘ ! i) )
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SEMRUSH

The only SEO checklist
you will need in 2021

SEO basics
[ —

Crente & Mt

Cheac Samrtt
oo T
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L s
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On-Page & Content

e e eoave & e aten

e s

OpTEos veagen b 580
Orgwsse Lo chaswry

&
o
(=)
L
o
[

T

o0 0 @
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Off-Page SEO
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Best Social Media Posting
Timing

aogalsl

J-o<l|

i o] = g Gyiodl e U

[ NN daT A B



401 1 Fdol | rdol |

) SEMRUSH

Top 10 SEO Skills

== yUsa

Link Technical SEO 38%
Google Tools Building S—
(GA+GSC) —
Google toois
(GA+GSC)
Keyword Link Building  27%
RESSATCH On-Page SEO  18%
367 Mobile SEO 14%
A/B Testing 13%
B UK im India I+l Canada B3 Australia

Technical SEO 684%

Google tools

HTML+CSS

Research

On-Page SEO 19% Link Building 26%

Technical SEO 25%
HTML+CSS 28% Link Building 23% Link Buliding 16% On-Page SEO 18%
Technical SEO 16% JavaScript 19% Technical SEO 16% JavaScript 13%
Local SEO 14% Local SEO 17% JavaScript 15% Mobile SEO 1%
Mabile SEO 8% On-Page SEO 6% Local SEO 15% Local SEO 10%
3! ) " ' J ctaed, Y'wa i t )
aogalsl
.. e . o _. et £
- .
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RESEARCH & INSIGHT

01 Research; surveys,
analysis and other
forms of insight

07 gathering

ENGAGEMENT

Actions that your
audience takes
with youy
content

CONTENT CONTENT STRATEGY
06 MARKETING e i
DISTRIBUTION CYCLE e

Publishing and
marketing your
content

04

05 CONTENT CREATION
CONTENT CURATION Fhe act of creating

Sourcing and publishing content identified
content originating from inthe content

other sources strategy

oW Jeel — dbgaze @izl puex
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Bark  Analys

UL Canaw
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a5 o3
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e e

Top Apps In Egypt - Android
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Top
Search

Terms in
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2020
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¥ Facebook engagement

The median

Engagement rate / post (by follower) across all
industries is

0.19% o-osoA)

0.18%

T 0.14% 0.14%
0.13% 0.13%
0.07% 0.07%
0.06%
0.05% 0.05%
0.04%
. . |
& = & o ) <& 3 & & 5@ oo &
& & F PSS o ol & & & &
& D e g S8 <& w s &
o <f oS o & <
o <
2> ’(‘d'

The all-industry Facebook median stayed pretty flat this year, though Alcohal, Hotels &
Resorts, Influencers, and Nonprofits were all able to boost their engagement rates.
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2020 o aupl guyl

Jo5all gu allhul Jaoo Jaall ws allbdl Jaso ‘ gibaiall wilaa] o
U g %16.8 Jilao Yl o %4 Jilao wllogall alaa o
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. ahwgiall 3309 |
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Egyptian Telecommunication Market Shares

O idin 3ac () hgiad sac -
Caglidl Cuipiian Culill jgaslin L'E

2020 iz 2020 s

2020 s 2020 w9 e
2019 2019
2018 2018
2017 2017

N —

Do dac oo dac
Joonoll cuipiil Jgnaall cailal
2020 e 2020 e
2020 e 2020 e
2019 2019
2018 2018
2017 2017
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Introduction to marketing
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&g
Marketing

ij}’\(w b giUéj L@jbb);\j chd\ogdadj o] uL>L\1>\ &_Qyu_cdjjw \MAJJ"“ \dLSL @J}M\ L.ﬁj.&j
Marketing is defined to be the process responsible for anticipation, identification,

and satisfaction of customer needs through a profit

i Jeasl — dbgize Gebl puexr
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Marketing manager

He is the bridge between the
company and the customers
o His functions are (APIC)

* Analysis

* Planning

* Implementation

* Control

o Jes] — dbgae Ggbl punx

83 o ezl b gl ppde By
Slasllg

APIC . 4isllbs o
Jud=il e
basa) o
daylially 431,001 @
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TeMaalb Lol ldbaially d5,a)ls Al ila-lasYl o b
What are Consumers "Needs, Wants, and Demands?

Needs: state of felt deprivation including physical,

social, and individual needs i.e hunger

Wants: form that a human need takes as shaped by
culture and individual personality i.e. Bread
corsidl die mlosYl Al plad suse guite 163,98 o
7l e

Demands: human wants backed by buying power

l.e. Money

Wl Jie cdpslall LSBLY! ao 451l 8y08)) teoldlasel

o Jes] — dbgae Bgamdl e
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s2be e J4adY) 436§ dxrlgtl) pulatad Jagd wiliadas 10 OF (29 Al dad> Sl Yoy (S
Adldg 7l dlgadl wladad (gud (e dzo doadl 2y 1A clagladl]

A

e

&

Google Play
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Egwddl Bylo] olawds
Marketing Management Philosophies

Production Concept

Product Concept
Selling Concept

Marketing Concept

Societal Marketing Concept

Customer-Driven

o das] — dbgame Bgaxll iz
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Egwddl Bylo] olawds
Marketing Management Philosophies

g5 oo
el poghe
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Production concept

Oliadl O gl (Slgiwsl! OF de ZY) pagin oy
el g &,w‘j Bl de 3,845l
The production concept holds that consumers will prefer products

that are widely available and inexpensive
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el pgas

Product concept

H8YIg <1l 83921 ilie
The product concept holds that consumers will favor those products

that offer the most quality, performance, or innovative features

o Jes] — dbgae Bgamdl e
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el pgas

Product concept

il 533 dgzrge A5 (3 0131 Slgianall s iline I i)l bz el dwdliall JoT e
SSUI: ool e Y adally ¢ o eadl elaal Lwill LU dxdlye Ao muad tasdl ¢ g
B3I e W godsiiug O Jatowll p o Olie Jlas
In order to compete effectively, the product needs to have features
that appeal to individual consumers. In a product-oriented firm, the products are
designed to incorporate a large number of features in order to meet the needs of a large
number of consumers. Unfortunately, the cost becomes too high for most people, and of
course people do not want to pay for features that they are unlikely ever to use.

aogalsl
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Selling concept

Aalaiall lrine (1o (450 b Bole g iy o) OBl Slgtuall O e audl poede (i
98 709,59 e 39420 pldll dalaial e oo Sy

The selling concept holds that consumers and businesses, will ordinarily not buy
enough of the organization’s products, therefore, the organization must undertake

aggressive selling and promotion effort.

aogalsl
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Cowdly 23l bl
Pull & Push Strategies

Bl pascinal ] el g9 729,39 peded e (Aol )ld) sl gll ]

* The push strategy involves manufacturing using its sales force, and using the
money for commercial promotion to induce middlemen (wholesalers) to deliver,

promote and sell the product to the end user.

aogalsl

J-o-<l
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Cowdly 23l bl
Pull & Push Strategies

Pull strategy involves manufacturing using advertising and promotions to induce

consumers to seek middlemen for that product; This motivates middlemen to do so.

aogalsl

J-o-<l

o Jes] — dbgae Bgamdl e WY



401 1 Fdol | rdol |

Gl pggae
Marketing concept

Oradliall o ddlad 8T8l 05 o (B duswgall Gl (3,855 lide O 92 (3rgeuil] pogan

5)bizeall g8l (3 Moall Lle 408 Juo g3 dclin (3

The marketing concept holds that the key to achieving organizational goals consists
of the company being more effective than competitors in creating, delivering ,

and communicating superior customer value to its chosen target markets.

o Jes] — dbgae Bgamdl e
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ESSEESRAMA A VE S

Companies work Directions

&9l ggao

-~

Proactive marketing orientation

11 ] ..”9 ..“» ..”Il
Researching or imagining latent
consumers 'needs through

~

ddae M3 o LUl pSgiuad! Ol i) sl

\i”probe—and—learn “process. e.g. Wal I\/Iay

-~

.

Jeladl 39wl
Reactive marketing orientation
o2l e el lrlasyl
S gl Oladiuly
Understanding and meeting
expressed needs ‘consumers

~

/
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dumodimoll d 9 §unal!
Social responsibility

It is the obligation of any organization to dolzo)! )BT 8505 dalaie $Y cxldl 1o
increase its positive effects and decrease its el e ! ayT Llass
negative effects on the society *

Types ” e
Stakeholder el ezl 1
Profit o2
Societal goizall Joall3
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SN Ol Og] 885 e
The Avon walk for breast cancer

Y93 Ogade 250 o AST (3ai5 03 s (S8 Ol s (o 50) Al O8N AST (40 BUlg (g0l
Olgiwe 10 )Mo (de 1391992 ple (§ JgV! el die
Avon is the largest corporate supporter of the breast cancer cause

1992ni margorp tsrif eht ecnis detareneg noillim $250with more than
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Social Responsibility and Marketing Ethics
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LMY
Ethics

It is the science which determines
what is right and what is wrong

Products may be:

* Ethical and legal

* Ethical and illegal

* Unethical and legal

* Unethical and illegal

o Jes] — dbgae Bgamdl e
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@9l dumSl el Juais
Marketing Strategy in Action

"Joe Camel" 4543,S1 duasall plusiwl julgi)y slad] agsl @

DSl gy JlabYl Colugind 1988 ple Ode] (3 dge 50 LS

Tyl oda Jio oo JabYl dilas) paizall o pad LS o
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Planning and budgeting
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The Importance of Ideas Evaluation

Bl S lgdle Goudl Gl sliz] Agae 8,58 ] Usao gl s ollaseoll 0ol aa3 @
Oatze Do CBligiuly dginwig 8,501 pglas Sy g5l e 2lug
iadl S Gl e padelun sl ¢ gadat)) gzl e 0ol

39AS] gbge lind Sl (aan o) 10T @ Jaaty 53T 350 il Sl o
A Sl el Joe e gadas Goad 0550 ol b Mé (5)les blas ol
S S8 g 1Ay ¢ Gadad udds 39S st o Lid] g Al (Sumdl S dylatll Aa sl (1o
el e sLadl didas Jagady Olagall 8345 529 dlg) (ol Cugll e 55,9 gl (40
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Plan
Plan: It is a way of achieving something Lo oo (Gubd Ay (p 1dlasdl
Ex: the shopping list you take to the Sl pgud! J ladsbs & Gguddl 40308 1 Jle
supermarket 3 e Jlis Jawnl 2

is a simple example
:Jadasall Jodo
Planning includes:
CGlaaYl doas e
* Setting objectives

. . . . Slwlbedly GlaSidly lausl i) jlos! e
* Selecting strategies, tactics and policies Slobdly $hiSly Slamsladlk
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Strategy,Tactics and Objectives

Strategy: the method used to achieve Sl gubod dedsuiuedl di o)l :dused| Al

objectivese.g. we will achieve our YIS IN VRV ESURRTS | VN I Wosnpp v=
objective of increasing profits by Byl dpa> 3oLy JM= (40 CL,JSJ\ 8oL (3
growing market share in existing market 83 9> 9ol Bgudl (3
Tactics: how resources are deployed LSl (§ 0)lgall pluscinl 4,88 1 SlaSal o
in an agreed strategy e (3a%e
e.g. we will set up a new telephone JUasl 3Spe sladl podin :Jliall Juw Je
call center and target new customers dd> edae Ldlugiwly i Sl
Obijectives: are quantified goals LS 0955 Lalaall :sluaYl e
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The contents and structure of the marketing plan

1. The executive summary Sduaiall sl
2. Situational analysis and target market Odgiwall Ggudly @3lall s gl Judoxs
3. Marketing objectives Ggendl] LBl
4. Marketing strategies I DU RER VEA [ o
5. STP marketing model STP G298 73 g0
6. Marketing mix Syl gzl
7. Marketing tactics Gyl OEESS
8. Schedules and budgets Ol died! Jglal
9. Implementation Juasad!
10. Control dsl,edl 1

o Jes] — dbgae Bgamdl e
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Marketing Plan

fable 2.1 I
Plan Componen! Component Summar Highlights
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SWOT analysis
Gap analysis
PESTEL analysis
Market analysis

Five forces analysis

3Ll s gl o

Situational analysis

o Jes] — dbgae Bgamdl e

SWOT Jul=s o
Gap Jud=
PESTEL Jul>
BGouudl Jul=5 o

Five forces Jud= e
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1. Threat of New
Entrants

3Ll s gl o

Situational analysis

2. Bargaining
Power of Suppliers

5. Industry
Competition -
The Intensity of
Rivalry

3. Bargaining
Power of Buyers

I

4, Threat of
Substitutes

g SWOT Analysis
Strengths Weaknesses
J) S
X = .
P A2 3
Opportunities Threats
W

o Jes] — dbgae Ggbl punx

Legal

¥
( Economic ) ( Social )
Technology

Political
‘ Economic )

PESTEL

aogalsl

J-o-cl

L ALY A AT Y



401 1 Fdol | rdol |

Strengths (internal)
Weakness (internal)
Opportunity (external)

Threats (external)

SWOT Jud=s
SWOT analysis

o Jes] — dbgae Bgamdl e
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TRENGTHS

Positive

SWOT Analysis

as good ROI as
et

HREATS

Have to meet new
governance rules in this
market

We think our main
competitor is working
on a similar project

Negative

o das] — dbgame Bgaxll iz

Internal
factors

External
factors

Jocl
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Ol yas
Definitions

Ldaadl GluaY 3853 e deludy e joll [gSdies S 82laS gl dignn 8ylgo 5gall bolas
A particular skill or distinctive competence which organization possesses Strength
& will aid in achieving its stated goals

Llandl OlUaY| jl] Bga3 U3 2 &Sl Cilg oo il ST | canall blas

Any aspect of the company that may hinder the achievement of stated goals. Weakness
o1l de gazn (2u3) dss 9l ame g Blaiy Led 45,2l (Aaddho) Algn (89, dall Jazs By (S ool
Any feature that creates advantageous conditions to the firm in relation Opportunities
to a particular objective or set of them

Qi gall CB1Un] 32855 Bgad 8 () Slawall pam (oym Jeadl & (3 )sks @] <l duagl!
Any environmental development which present problems & may hinder Threats

the achievement of org. objectives
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* Political factors

* Economic factors

* Socio-cultural factors
* Technological factors
* Ecological factors

* Legal factors

PESTEL Jul=5
PESTEL analysis

o Jes] — dbgae Bgamdl e
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PESTEL Jul=5
PESTEL analysis

e \o

4

PESTEL
Analysis

°

o das] — dbgame Bgaxll iz
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* Taxation policy
* Government policy

* Pressure group

o] Lol gl

Political Factors

o Jes] — dbgae Bgamdl e
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alaidVl Jol gall
Economic Factors

Inflation

Employment

Disposable income
Business cycles

Energy availability and cost

Others

o Jes] — dbgae Bgamdl e
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Socio-cultural Factors

Demographics
Distribution of income
Social mobility
Lifestyle changes
Consumerism

Levels of education

Others

declaazY) Jolgal

i Jeasl — dbgize Gebl puexr

2l 2,550
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Language
Religion
Superstitions
Etiquette
Customs
Traditions

Notion of time

d,8la3) ol gl

Culture Factors

o Jes] — dbgae Bgamdl e
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)il Jalgal

Technological Factors

New discoveries and innovations
Speed of technology transfer
Rates of obsolescence

Internet

Information technology

Others

o Jes] — dbgae Bgamdl e
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L3538l Jalsal
Legal Factors

Environmental protection laws

Employment laws

Competition law

Consumer protection law

Contract law

Patency

o Jes] — dbgae Bgamdl e
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S cfiicepS

M elbarusaeM
A elbaveihcA
R ctisilaeR

T detaleremiT

CalaaY|
Objectives

Objective should be SMART
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Strategies

* SWOT strategies
e Competitive strategies (Porter)

* Growth strategies (Ansoff)

SWOT sl il o
(Porter) dwsdlindl ol fwl o

(Ansoff) geidl Oledlfw! o

aogalsl
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SWOT &l il
SWOT Strategies
oo
Conversion
o)l bl b gall bolas
Weakness Strength 3 2
38
Jex =
CARY J‘@_ﬂ‘ Conversion Lo J.EzJ\
Threats Opportunities

0229 898 blad wlbugdly canall blas s>y ¢ go,ally 89801 blis ao Luwlitd SWOT Jdloxdd Ol Ohls Lo gl dd sl
major strategic options from a SWOT analysis; to match the strengths2 Matching & Conversion are

to the opportunities & to convert the weakness & threats to strengths & opportunities

aogalsl

J-oc
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Product / Market Expansion Grid

SYNES| [ StV S el
New Products Existing Products
giall dxals Gl 31> J3Ldl
Product Development Market Penetration
gol! B g doal
Diversification Market Development

o Jes] — dbgae Bgamdl e
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Léj..w\.” B |
Market Penetration

Market Penetration: making more ! Meall Slaseall o Wiell 03485 13 gendl LS

sales to current customers without changing il i O
Ol s

(B AN 3b Ll (3 Blsds >l d8Ls) T as

by coMel Jlre (3 Ol sl

its products.

How? Add new stores in current market areas,

improvements in advertising, prices, etc.

aogalsl

J-o-<l
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Market Development

Market Development: identify and o s 9laig Blodzdl (Bl gued! i 1§ gud| dual

develop new markets for its current products. Al ol
Bapdadl LS8 dsbas Yl daz e Sas

dudl szl UL ol (Sdgitanal! LS)

ooy A1l dwg9Ilg LiganIl Blgundl Fid)
stekram (nailartsuA & naeporuk ,naisA) (35800 Aol Slousdl

How? Review new demographic

cihpargoeg ro (sremusnoc roines)
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L:)‘ : oo ” ’1 o

Product Development

Product Development: offering modified

or new products to current markets.

How? Increasing food offerings,

extend to Frappuccino drinks.

o Jes] — dbgae Bgamdl e

AJ) (31 g ol Olaiie @dds ol
ANl (9,21 830 Tas

(Frappuccino) by qiw Jedo

aogalsl
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cs)

Diversification

Diversification: start up or buy businesses

outside current products and markets.

How? Currently testing two new restaurant
concepts - Cafe Starbucks and Circadia,

or branded casual clothing.

o Jes] — dbgae Bgamdl e
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dolall %) Dbzl Aud
Porter’s Generic Strategies

Michael Porter has proposed three dole Ol il M5 3y Sole 481 B

generic strategies that provide a good el Sal) oy (3l dlads 343

starting point for strategic thinking: (Cyle Jgg) doladl oK)

(S enduws) sl
ASAI

e Qverall cost leadership (WalMart)

 Differentiation (Sainsbury)

* Focus

aogalsl
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Market Segmentation

Mool G dacal o1 e dauds dom (8 gud ! d5 5"
Qbojjju\lbj.}
“Market segmentation is a natural result of the vast differences among people.”

Donald Norman
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Connecting With Customers

Leailbazg Olrlisl Calizio e (pAdnll (e eiall Wle gomall dydd (G gudl 35 @
Market Segmentation: determining distinct groups of buyers (segments)

.with different needs, characteristics, or behavior
gzl ST gl uslg $lad Hluslg cplad S dodls cuss 14 giunll Bl @

s attractiveness and selecting one’Market Targeting: evaluating each segment

.0r more segments to enter

aogalsl

J-o-<l
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Connecting With Customers

Sltiall g 40,8 05559 dlasd L9009 Bneng dobly A8 IM>Y el 155 1 Gged) 29 @
(chevy blazer) 8)bus Jis «(pddgiaall xSlgiuall Oladl (§ dudliall
,Market Positioning: arranging for a product to occupy a clear, distinctive
and desirable place relative to competing products in the minds of target consumers.

” like a rock“i.e. Chevy Blazer is

#‘“

aogalsl

J-o<l
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Target segment

daadadl dialzg (Sl Jaaly cdoyaad) 48 1 i b dalaall Cilgl

lolaialg J\9_><,U Aol A3iw] MR85 9 cduclaizYlg dnlaidlg
(Ao Gl 48] pusctuns &3y @uaual (e ddaniall 48ymall 0l (Sl

e 43 Wlnany @ilog (o Gudatll (3 5ok S 0550 O o ple Sy
o o @owd! (3 Jlsel Bl] elde 8500 Baow Lad cduginall pusutuall (U

.
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leUad)l ol pasio
Segmentation Variables

Demographic variables

Geographic variables

- Age - Occupation - Region - State size

- Gender - Family size - Urban, - Market density
- Race - Family life cycle suburban, rural - Climate

- Ethnicity - Religion - City size - Terrain

- Income - Social class - Country size

- Education

Psychographic variables
- Personality attributes
- Motives
- Lifestyle

Behavioristic variables
- Volume usage

- End use

- Benefit expectations
- Brand loyalty

- Price sensitivity

i Jeasl — dbgize Gebl puexr
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leUad)l ol pasio
Segmentation Variables

48| yaadl Ol pacall

LYol > o3 -
B 9! @LS- (gl (gl -
clelie oyl
bl - Lol @ -
Gabolia)l e -

AS gludl sl pazall
‘a\v\:':.l,wlj\ O -
elasel 4y -

dad giall Balaiw)! -
%::JL?;IJ\ uLoMAJ\ ;Léj -
Sl dslavs -

A8l sluasdl ol e

dabgll- esll-

al5 L) @ - uuizcj\ -
Bl 8l By9a - M -
LSLull - Gyl -

duc iz dadall - J=Jl -
o] -

duor ¢ gSuandl ol il

W\ uL@,aJ\ -

819l -

3Ll ol -
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Market Segmentation Rules

Ol wlslax>| o

Gl il @

i)l Jolgall o

Lgllasll U5lgall o

Lobaidlg duclaizdl Jolgall
o)l dulio @
RESPWNPUES

f\.kib.»)’\ Jdao ®
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L“;m\ M 53]

Residential segmentation

e Olpnall el e Ol gaze ] Gl ot
R

5 ) oz 91 8Ll 893 Ay @

gzl @

JERNIR

(42l 5)l) digall

oalal o

cpdl e

Gyl e
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Gyl e ddae dunylow
Marketing Practice

o Josl — dbgame Geaxl prex
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Marketing Practice

o)l
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Gyl e ddae dunylow
Marketing Practice

sl 14 093 0 () grasd Vg yanll sy Sl s Jo lagdatl) ¢y S0 datas
Dyandl Aopall go sl gie 13613] Y] eclipdatll Junseis
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Gyl e ddae dunylow
Marketing Practice

GlaaSy Olad) zlewd! ) Cougy S (scion) z3ged ao bl 8T Bge3 i
Bgrgn duolsdl &yl dedlall

v )

TOYOTA
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Gyl e ddae dunylow
Marketing Practice

iz

Byl g3 ] Ogliz Lo W Jlay)l O hizgg esludlly Joml) e Ay Ay dusys ol @
72955 09 daded) s laddl il O eyl (0 O i (3 cgminedl e EMLYNg Coyail

3 adl Jlasl J) 8L csludll) Jroztll olaniie I o0 )Y95 e 6 (NOVA) 454 ) @

Aoy sS85l AST&)lend) Aadlally Loy Los Uzl 0 e (Camel) jilaew c0uST @
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Gyl e ddae dunylow
Marketing Practice

:Jbadl Jwe e
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Gyl e ddae dunylow
Marketing Practice

S Olual (o das (313 Ay diws caabsg oyl dodall “Kitkat Kubes” 3] (s

dusas Pl @gal] <des)ld (20,000) Jls> @l Goed) (§ ULy BaelE Hlin <58 .25 J) 16 oew oo b
S5 Clousl e 100 zuel (s> edade (e300 U] Caslgl pgiluiwl @3 o

“Kitkat Kubes” zuixe o gsaso shI! o TS luye ehI Gloual Juoyl EU3 das o3
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Ethnic Groups

3l el (pe 09805l o
o) 09:50,031 @
Ogpseed) 05uS0,eY1 @
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Psychological Segmentation

Life Style Personality

o Jes] — dbgae Bgamdl e
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Life Style Segmentation

Asitas Bl I gl sl 33 91 8y0lall ] Jror S 8Ll Jaad ot (3 (S8 oz LBUgS
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Required Benefits Segmentation
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Segmentation Benefits (Toothpaste)

SR Jy)) elasel dd T 4}“} Brands on sale
BEEAN doxil) d> g0
Lyl , Y g Lol pelaws
[N 8 SII oML f\my\ o bl Crest
. ‘ . -
- | Vo9 Ogdal .l e dudl§all yen> Aqua-fresh
(w”u'guwi) peunl : bladl Jle Ultra Brite
(sl Glall) Jub gl gs idle 4313 Colgate
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Sobeed! anl

Behavioral Segmentation

Ld>M eaylas) die ALY e d>1)1 ogliaty pd)l Ceugius (Mephisto)
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Jlaall epudidll bog &

Requirements for Effective Segmentation

U’ULQ; UT U‘i‘w Oleladl Gﬁyﬁj CZ\ZS‘J&J‘ O)J..Qj‘j c(mmj\ U«ULL_QU JJLQ o

* Measurable: size, purchasing power, and profiles of segments can be measured.
Jid St olelladll dl Jse sl oS el dguosll 5o
* Accessible: segments can be effectively reached and served.
doasd) (455 by douyo 91 58 9SS wlellad)l 14,04 @

* Substantial: segments are large or profitable enough to serve.

o Jes] — dbgae Bgamdl e
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Requirements for Effective Segmentation

rolie Calisea Calisee JSan Cuaindy dapued glasll (Seo doyadl Ul (e 1((20l3) Joles
elly (3o
* Differential: segments are conceptually distinguishable and respond differently
to different marketing mix elements and programes.
Oleladll doazsg Qdod Alasd zolyy apanal oSy tdeaill L6
* Actionable: effective programs can be designed for attracting and serving the

segments.

aogalsl
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Positioning

§ B9l § Olatiall o 048 bolie giial) Juend) ps] ol i
How the customers are perceiving the product versus

other products in the market?

aogalsl
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N

o kW

Positioning criteria

Benefits sl e 55l 5144l
Specific p(;oduct features ol el Sile
e.g. spee de ) Bl Juw de
User category eS| 458
Against another products T e A
Occasion dole gl dols Oliwlio
Hybrid basis oo AST o Jalsdl of gl ol e

Dlre
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Domino’s positioning

ledlo (1o 4285 30 UM i W o 5 i dis-lung B T
Jgdno y2ug

A good hot pizza, delivered to your door within 30 minutes

of ordering, at a moderate price.

aogalsl
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Occasions

oAb e Y e Zle s g0 L;LOJ&_C : 5 beolio

Wrigley’s gum is an alternative at times when smoking is not
permitted

oW Jeel — dbgaze @izl puex
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By t draally yyxially L)l Glead)

For young energetic outgoing Youth
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02508 cpo Oldanydl (3 Jrdl Il plaall (35,595 ASHle Lugind 10 gadsiusl

Users: Dockers are targeted primarily to men in their 40s

DOCKERS

Joc!
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airbnb

S Jgo Calize 3 LY wloas Juadl e (imWls ol &)
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Managing the marketing mix
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4P’s
* Product
* Price

* Place

29 Zosel
The 4 P’s & 4 C's of the Marketing Mix

4C's
* Customer Solution o)l Sliwe J>

* Customer Cost Juandl Lo 42Kl

: do \
* Convenience Do)

* Promotion TO9A Lolsd

* Communication

o Josl — dbgamo Foaxll i
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Marketing mix

wfyuvm,uuiwwojw\usw .

It is defined as controllables that the organization can influence

dooLaiBY) (39,119 cda oSl dunliang ¢ yaandliadl ilelymr] Jacdi didlys S Y Lo @

Uncontrollables include competitor’s actions, government policy, economic

conditions

o Jes] — dbgae Bgamdl e
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S A o o

Product
Price
Promotion

Place

Marketing mix- 7P’s
dodz)l 9l el
JUON[
=29 A
O8]
38 b opheladl ol el

People
Process

Physical evidence

(A laadl Ay, Jo) Aol @uss Ao of dudasll
By dods @3 (e 5085l Lolell AV
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&

Mercedes-Benz

Mercedes

L35 g yaud! BUadl (po AT dol goud padl Bados 83 gl ddle bl
el daal dilesg g S dlex> 3o,k e (G radl Eigall I (10 Boudl (3

oo

High quality cars priced towards the top end of the price range
normally sold through exclusive and up-market distributors

with expensive promotion

aogalsl
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dgg=dl yolas
Synergy

cﬁw\wﬂwﬁawguﬂw,&u@,@J\ﬂou\mw\ngﬁ%}
(5=2+2) di’bL@&CMLOULﬁj
Is where the outcome of combining individual elements together is greater than

(5=2+2) :thesimple sum total of each of the elements.|It is often expressed as

o Jes] — dbgae Bgamdl e
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Aﬁ.gyc)\jeb,a_:
Synergy

DI o0 glo Gl el Bag2 Sy JaalJl padll Ol pous Bganadl 1l Juwe (de @
Ol o935 Q3 839=9 e o9 e Sl ao)gdl J8l
Bagina)) Goul) Cnlin p& diny gpell 689 ¢ gadl) gosell (3 Gulid] pan Jls 0gSG Ll o

ol 358 BT ugind Jawdh yauo Olxiiog 8392 el tdliall Jows Je @

For example The marketer granted that the high price reflects the good quality for a product
sold in an up market place with condensed promotional tools. Sometimes The synergy
between the marketing mix is presented but the marketing mix itself is not suitable

for the target market. The high quality products if use the fixed monthly installments

it will be directed to a different target segment.

aogalsl
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Aoz
Service

o3I Ul e gammo Lgaddis cs o (5T ASLe U] (5385 Vg cduwgalo pt 55 of blad o dodsl

IS an activity or a benefit that one party can offer to another that is essentially Service

intangible and does not result in the ownership of anything

aogalsl
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O sl ledzdly olowial
Products, Services, and Experiences

Lalls Service With 029! oy dods ps Lalls
Pure Service Accompanying Hybrld Offer Tangible Pure Tangible
Minor Goods Good With Good
Accompanying
Services
£ 18T danasd) Ol gl Olods xo b
Dociors Bamm irline Irip | It Restaurant uto |t' Soap
Accompanying Accompanying
Snacks Repair Services

The Product-Service Continuum

o Jes] — dbgae Bgamdl e
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Serv

ice-

dominated

offe
(intangi
A
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ble)
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Good-
dominated

offe

ring

(tangible)

dodsl dy)yl patienl
Service continuum

Teaching
Nursing
The theater
Advertising agency
Air travel
Television
Fast-food restaurant
Tailqred suit \
Hous»:utomoblle Balanced item
Dog food equally weighted
Necktie between goods
Salt and services

aogalsl
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dodl ailas

Nature and Characteristic of a Service

dugale pe
Intangibility

Lg89.35 9 o) oSes Y Cloul!
Lot 5T lgnas ol clgy uluwsYl o
oLl Jud
Service cannot be seen, tasted, felt,
heard, or smelled before purchase

Variability

ogeddy G e Olodsdl By g il
Ca:Ss cnly G
Quality of service depends on who
provides them and when, where,
and how

< lous!

Service

i Jeasl — dbgize Gebl puexr

Inseparability
laeddo ye Clodsdl Juad (Ko Y
Service cannot be separated
from their providers

Olasal) 4L
Perishability
gl Sloasdl 555 (S Y
Y plascwdl of
Service cannot be stores
for sale or use

aogalsl
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Loz (5 re Jobaii oSy doul [ailas
(gl dyloiwadl)
Service characteristics & how to deal with each of them

(Marketing response)

i Jeasl — dbgize Gebl puexr
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Provide tangibility through: UM e 3 Jiok
* Physical appearance of facility sladal) (a3l pglaoll o
* Furnishings (c)t’siﬂ) Oligaall o
 Employee uniforms Gabgall () o
* Logo Hlaidl e
* Website A9 ASIY 2B gall o
* Packaging Bl il e

o Jes] — dbgae Bgamdl e
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doaladl S5
Physical Evidence

Place O
People RS
Equipment SISEIN]
Communication Jol gl olgal
Material
Symbols gyl
Price geom|

aogalsl

J-o-c!



401 1 Fdol | rdol |

(o) Bl dods Jla] (8 duogaldl OhLEYI e (] 505 datad
Disney Relies Upon Tangible Cues

@M’@lsﬂepworld bt F R . Y

(=
POI’kS Resorts More MCIglC ‘»‘ My Disney Vacation Tickets & Reservations Sign Up

Price Your Dream Vacation .

A dream-come-true celebration.
Now through 2008! ’

An Overview for 15t Time Guests 2D

information for Retwmning Guests ))

aogalsl
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calidl of oyluaall 4Ll 2
Perishability

Sledsdl OB ols Clall Gdodas bedie (509 ¢ e llall (3950 Lodie A8 s ) Cakill 4,014
e Slae lgad 0553
The perishability of services is not a problem when demand is steady however

when demand fluctuates service firms have difficult problems.

aogalsl

J-o<l
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calidl of oyluaall 4Ll 2
Perishability

Example: because of rush- hour demand public transportation companies

have to own much more equipment

Al de w8l )l lans o

Adjust pricing to influence demand

Capacity management: adjusting services to match demand

o Jes] — dbgae Bgamdl e
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 Employee training

e Disintermediation

el .3
3.Inseparability

(@b o dgadia (e dodzdl Juad (S Y (T el
(b gall oy e

Jocl
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el 4
AVariability

:Jio 3 B9 (e deasdl dds b g (S g OS] LST oLl

Service guarantees
Improving service delivery process

TQM

dod3dl Olleys o

(TQM) dlolad! 85421 8yl o

aogalsl
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(Sl iwly paudl Ohlacl)
Pricing Products
Pricing Considerations and Strategies

osdie Jos] — dbgao Bsaxl pox
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ZOEAEVERVY [IRTY d}! Y a9 1B gu LST Lg LYl oo Ole gy "

MW o ST gy 533
48 (g9 Ji

“There are two kinds of fools in any market: One does not charge enough,

The other charges too much.”

Old Russian proverb

o Jes] — dbgae Bgamdl e
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* Cost
* Company
e Customer

* Competitor

Sl tuss @b 4Sa
Cs on price setting

o Jes] — dbgae Bgamdl e
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Joldl dady Jd=s
Breakeven analysis

& gwdlly CD}U 4ozl dalKd) Jaalls S9lud ol L;L“’l s 3l daadl
The point at which total revenue is exactly equal to the total cost

of production and marketing

o Jes] — dbgae Bgamdl e
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Economy of scale

_

! 4

O

\

. Definition: Getting discounts for buying gl sl die Bloguas Ao Jguazl it yadll
. materials and services of bulk OlaSu @lousdlg
m * Technical SRETI
= * Commercial (marketing) (Eosedl) Lylsill @
. * Financial AR
O

\ Jocl
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A3 g 81N pand - (3N dlads Judos
Breakeven Analysis or Target Profit Pricing

Tries to Determine the Price at Which a Firm Will Break Even
or Make a Certain Target Profit.

Total Revenue

- 12

O

e 10 T T T T T T T T ___________i Target PI’Oﬂt
- g - ——————————————— o 1 S2)million(
i Total Cost
© 6

58 4 |

I= Fixed Cost
= 2

o)

O

200 400 600 800 1,000
Sales Volume in Units (thousands)

aogalsl
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AW Aai Jul=
Breakeven Analysis

J1gel Sblus
ZLl 91 45 (e

35l Jals

Uns Bougians by dS00) aud Basmine (U1 paaadl o J) @ dlais ol Coug

o Jes] — dbgae Bgamdl e
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Joldl dady Jd=s
Breakeven analysis

Ba>9 S dadlue / &bl a8l = Joludl dads Judss

Breakeven analysis = fixed cost / contribution per unit

o Jes] — dbgae Bgamdl e
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Cost Based Pricing

PN

ZLY A 8L e

Ll oy yxaad)] dundlio Sl gl 5

oWl cp i) Yae 48T

Arogalsl

I
b Jas] — Al gaza Boindl guax d-nfu

L ALY A AT Y



401 1 Fdol | rdol |

aadd! ] Aol da ) Lg 54all bolas
Strengths in cost in addition to pricing

USIVES N TRIVIRE I
o3Wls optasall (e ) e S8T Ll Jsall oSy o

7o)l J185520L Zlawd! ) 88LEYL cculaasd) punz slagiol Olass Ayl Ay J345 @
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a8 G pnadl] (§ Camsall bl
Weaknesses in cost in addition to pricing

O8I 9l el Jio gl gspall (@ 553V soliall Hluedl (3 =B Y o
Jo S 8 ikl deladl slaadly Cad 81 douss couall fpo 0950 U8 @
s1y8all guiie = aws )l el idleall Gilygual WSO Y e

Saadl lalis| ] laeY o Jais Y e

gl de )l &g 50 Jlolaedl pn a5 Y e
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dudlial) e dadaal] padl
Competition based pricing

Ol wuss Bl

soleol e )l AT ) s
(Y 95euall (peudliadl 452
98wl s liall gy easlasel
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Market penetration

Bl "Bl Ul o L3l
(o9 de

pAdall (po S sde Ll
computers Dell Jio

New Product Pricing Strategy

g lall oda o el

: el p2is e Jany o3 09 Obdl dzs (sl O o o
S S0 Ggdl @ gl

Dlaggall pana 855 0 J55 O oo gisl / Y IS o

sredl dpnisg e Blasly duslioll 2y a1 oo @
1255 1350 10 0950 Ly cadlindl 5l (aseiall
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@MJ, ol el B (9 848l blas
Product Pricing Penetration strengths

5 Sl Dlaadl S 1

Byl Jg3 0 (padlindl iy .3
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il srd B (§ chnill bolas
Product Pricing Penetration Weaknesses

Alead) 04 aluseiel da guikedHlawd 28) Couall e 055 L We 11

oxdladl Cusy39 "R&D” pglailly | LIS oo Cawlin pe panddl B uji:v\s 2
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New Product Pricing Strategy

Ggud) day oo B2,
Market-Skimming U C -
,djj.\aj\ 0D o f\d\m)’\

: 0 L Ol o & i)l Bag> @
Soradl SlslpYl Il Jgeo gl J D2 (o ~ 9409 ided] B39

ugias)l Gyl cyo ol Be W] Sen Cuso ddle 0655 O (e Y a8l o

Aoy ST bl o8Iy S8 bl o D ggem Goendl Jsz5 e Hald 0550 OF (s Y udliall @

Intel Jio o 81 s oyl

aogalsl
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S nnddl dolbew (§ 852)1 blas
Strengths in High Pricing Strategy

Bdudad! eolaeia! @JWBU 2ol b s L1

Mol CLJJLC 5332- eld 5)5443 (’JJ\.Q;:

el (3 5l O S () Aoy ddliadl OB a1 das O empall (e daiyoll Hladl

o Jes] — dbgae Bgamdl e
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S nnddl dolbew (§ 852)1 blas
Strengths in High Pricing Strategy

A Gyadl Jgi ) eadlioll gmss 081

oo J51 2031 305 g JWb ol Sgine polasdl lgis gy .2

e 9Sod) dalait)] ol ploxal das UB 3
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SYNT I SN E PR FLIVE St| oM
New product Pricing Strategy

e S pabsiall paudl g2 8520l adl St (e dapdl] pand (10 0go £55 ©
S (250 (2lasls (ARl pgus) 42,8 Jein Iiag (EDLP every day low pricing)
Db &850 lasass Gl ol Juld sae po

o Jes] — dbgae Bgamdl e
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Demand Pricing

Gl po G Ggiuadl e )l uss 0Y cldg edaa)l JWlal dg2 g0 dis o)l o

AS ) Gl 4l Wgslas e () ddaiill (§ o) e Cllall O pau O

A e Sgiume die Gabaidl S zYl e 80l 4S8 0S5 U8 bl Juww e

J3T Y9 SSTY g grall Wi ] sy ol 0f o aST ynw ot it

sl o (81 gyl peans gy e () Ariidl dyasetd Cllal) g pluseil Sy &3 0 Jobog

Tolaidl SV dasill (o golall Josad ZUS] oo Ja3 Bgan Hlandl (3 a3 e Tge dgad (2

o Jes] — dbgae Bgamdl e
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5l dl (olassl
Every Day Low Price (EDLP)

el dlgh paiall paudl polazil 429 Graudll dad (yo 0ge £95 92 (294l jaudll (olasdl e
Ao (ST G Vg el (0 85 (ST (3 slawsd) (3 o lasil (8T euads 09 el v

0SJs bl pladl dgb (290 el e Aol lad (2,8 Joty JWal-aasuall ! (Jolaedl (§ o
5odoall ol e B St )lawedl (olasiY duomg Al (o g,a)l pan Jony poid . ),Sae St
(EDLP) Sgiaun (19
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Product pricing Strategy: Product Line Pricing

:qu&;Cmy\bégw\MwM‘%Md}bM
Olxied) dafSS (o ey e

dalizeall LA oo Dol loswnds ©

rendliall Hlaw] o
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eiedd pandl oie Olond] Al
Product’s Pricing Mix Strategy

(eIl Ay b o) (il guiel

Jio ¢ o)) el o $L5 L3l lrinall 9l ($LasYl pandl
el dga>

] el

LaeB01 elid Jio ¢yl el go dalusion] Comy loxtinll paadd

aogalsl
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Practical example on Marketing

I a3 %60 U] Jed opo Dlolall e sl aas g S Saw HP @l
dasdl i paio 335 Lo Bole (3L3)I OY Ayl lawazall oda Jasi O radaius HP
Al Al e JI 9o LS deldall 399 cnsdly onadl Giabolys Jladel e
Gl jae Sae e

OVl ellid HP cdallall Olawe caddylyg ool jaw (Rasil 8548

Gyl Al Wl bl apar (3 bl JlasYl 0 %40 s>

5
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”Q‘ . oo ” &A‘}}” O.) | ” L:)' : N “ A »“
"Products Packages“Multiple Products Pricing

o Jes] — dbgae Bgamdl e
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4Ll deda))
Branding

dwdladl Olxitadl o 08 (ye 051ad
A brand is a name, a term, a symbol or any other unique element

of a product that identifies the product from its competitors

o Jes] — dbgae Bgamdl e
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ol ShL3 e a6ty kel dadla
Branding & its impact upon marketing decisions

o Jes] — dbgae Bgamdl e
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Brand name

Jlgzl) Bacluns 8151 (3o 8)lue OB 1318 cdodis Loy Loy (S Gaudastl) ol )l Bglas 3 uay (30
219 ST 9l &) ol (lasm] Gadas e B)le OB 13] Lol coy9 Lo g lasog doal 1550 OF G
O3 33 (@ slawdl ] sgalll (Sas gy

Sl Ghlaiz s gl sg2ll (Sang cOBYI Hud Truad 0550 Of eudl dss die dagall bladl (o9
Gedadl Bu (e suadll eyl e wwdl a8 OS13)
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Characteristics of a Good Brand Name

A Good Brand Name Is...

Short and simple Loy g
Suggestive of product benefits el Wiy
Legally available HE CL“
Timeless rather than timely ae Cbs 3 dakd yuls WS
No negative imagery W)yo Joso Y
Easy to spell, read, and pronounce haills 3el, 2l Limgl Jgun
Adaptable for international markets RPN é‘gﬂgﬁ‘@w‘.}e@
Adaptable to packaging/labeling needs Slialell / Calislly dmdll Ol lom ao CaSall Al
Adaptable to any advertising medium doMe) dliang (5] o aSall s

o Jes] — dbgae Bgamdl e
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b
Example
JWLW dusee Slapall <38 " "Snow pup s 0j9ll caras i 336 Toro pdd Ledic

() da3\a) duge e 8) gue ) D gumeo Olgu 929 ¢ pauall 9, S PUP e OY
* Toro’s when introduced a light weight snow thrower called “Snow pup”

sales were disappointing because pup conveyed a small cuddly animal

)not a desirable image for snow thrower).
L gmle (Slaw gl cndsyls Snow Master "zl w5 lginewd oaue] of @

* Then itis renamed “Snow master ”its sales went up markedly.

i Jeasl — dbgize Gebl puexr
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CUJLz,J\ doMa] &,'oj
Branding

fgiall ddyne 093 B9l Hlus| elyzr] die - VoSE3Sy (qun (w Bpdad] dudliall o guase

& VsSEsS Bsan el (e @20l deg JoSES (he (g pabo slinad cp izl plasse

Lol

Regarding a the rivalry between Pepsi and Coca-Cola and in blind taste

tests most people prefer the flavor of Pepsi but Coca-Cola outsells Pepsi in
every market.

}555551) duo = &J)buj\ doMa! 5)}«,@.’ 2YY —sy gjb,b_ﬁ\ |l e

This apparent discrepancy can only be explained by the brand image which
Coca-Cola has.

o Jes] — dbgae Bgamdl e
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Brand Name

d)

)yl dedal) das )Y Ol )
Four Brand Strategies

» wo H .“. -
Product Category
S Jod>
Existing New
ozl sl 2oyl LaMall slutzol
‘3l> Line Extension Brand Extension
Existing | Dannon Yogurt Flavors Barbie Electronics
Honda
L)t LMl ¢yo k] Bl 4yl iledle
Jdod> Multibrands New Brands
New Seiko Lasalle & Pulsar S.CJhonson:
Arial & Tide Pledge - Glade - Raid

o Jes] — dbgae Bgamdl e
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4yl AeMal Ay
Brand Strategy

Jasdl slusl
Olaiied Bl daabsly ploly JBaT cda Ja2Ib 85 92 goll &yl ledadl slawe]

d.x.ﬂjb Sijﬁ
Line Extension

* Existing brand names extended to new forms, sizes, and flavors of an existing
product category.

o)l Aol 3lotse

Brand Extension
e Existing brand names extended to new or modified product categories.

aogalsl

J-o-<l
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4yl AeMal Ay
Brand Strategy

Q)buj\ Ml % J\JJ\:J\
. J=alb 03 g=>94 G CSIINRVINR X @ 4))L>UJ\ doMal) Souu> clowl

Multibrands
* New brand names introduced in the same product category.
Bl dyylxd wledle
Blods OGlaie e 3las L)l Lodal) upds slowl @

New Brands
* New brand names in new product categories.

aogalsl
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A5 ) oyl s ladla|
Family branding

£oidl Luits yo Olatiall S (3399 (o ya) L)ylaadd] dadladl 848 plascil

Using the power of the brand name to assist all products in a range

Example: Heinz: Mustard, Ketchup, Hot sauce........

F -
1 . SN
' ‘ \ YELLOW
\MUSTARD /
Arogalsl
J-o<l
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Co-branding

Ay e 3 el (e (e (S riedle el 018
The pairing of two brand names of two manufacturers on a single product

Examples: (Sony-Eriksson) - (Intel inside COMPAQ computers).

o Jes] — dbgae Ggbl punx
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aS i) doylill loMall
Generic Brand

Obgizall b Caiog (Sgun sy Dby el Db e g
A no-name product with no identification other than a description of contents.

Examples: Cola - Aspirin - Paper towels - Green beans

j - = |
Say NO To Garbage
on your screen
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iclofenac. kal-
d aco PO

Diclofen:

Cataflam” 50

diclofenac. kal.
Diclofenaco potasico

aogalsl
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4yl dodal
Branding

A successful brand is an identifiable product, service, person or place, augmented
in such a way that the buyer or user perceives relevant, unique, sustainable added
values, which match their needs most closely

Bl pasiual) 9l (Gl O daydd Bras O8G 9l pasea ol deds gl g B Aol )l dadlal)

oo

(o.@_:b-h,o-\&c@s\y& L“gJ\j Bron 9 B yadius d0linn doud
De Chernatony and Mc Donald (1998)

aogalsl
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) oxt)l dedka)
Branding
Name
. o)
Personality
W\
Design, color, typography, quality
53921 - dcLall - gl - auasail
ldentity as the customer sees it )
|dentity/something to associate e lis)] Sslsganl! ) ol b gl
with Source of competitive advantage as a ' .
goall (gl

differentiator
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What is a brand?

E@ \ﬁ AVIS

hu!éz

jetBlue

ATRWAYS

1) 23 un

1
l
o i'm lovin’ it ;

,&_ nvent
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input

Logo
Legal instrument
Company
Risk reducer
Positioning

Personality
Cluster of values
Vision
Value added
ldentity

Evolving Entity

o Jes] — dbgae Bgamdl e
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Brand Perspective

Brand

time

output

Image

Relationship

aogalsl
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) ENWN|
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Brand Perspective
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Measures of Brand equity

Recognition: being known Tnoeg gm0 065G OF 2 el

Reputation: being known for something dooud] s £ (o0 9,20 0555 O 1dasud!
Relevance: being known for something bz Ao (55 &gl gm0 055 O 1desDloll
which is relevant et
Relationship: depth of loyalty Juead! yo dSHlaadlg eV ol o 1AM
and involvement 4yl ddladlg

i Jeasl — dbgize Gebl puexr
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- Dad, tell me about
the 60's again?
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Choosing Brand Elements

e Brand Elements are those trademark able devices that
serve to identify and differentiate the brand.

* Nike employs multiple brand elements such as:

e The distinctive “swoosh” logo

e The empowering “Just do it” slogan. '
e Nike name is based on the winged goddess of victory.

o Jes] — dbgae Ggbl punx
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Q)] Ml Yl
Brand Loyalty

baall e il e elall ddas HLSo die el 0 Ao L) Aol Dlasdl Y9 S
bl dnylay (I irgaad)
Extent of the faithfulness of consumers to a particular brand, expressed through
their repeat purchases, irrespective of the marketing pressure generated
by the competing brands (BusinessDictionary.com).
Baodadl sl adl ldas o @le 8 15 oo w81 e das J8T sl adl ddas Bole) o
e Re-purchase is 8-5less expensive to companies than new purchases.
Adgull duazl el o

e Stability of MS

aogalsl
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Q)] Ml Yl
Brand Loyalty

* Price premiums L)l 8ygus eVl glas)l o
e Stimulus: Image advertising,
personalized marketing, Gl guaall WU amill o
membership clubs (loyalty cards) (Y )l l8las) Lguanall (53155 ¢ gazetd]

* Degrees of loyalty:

o e \ - °
1.Brand recognition =gl Sl
2.Brand preference dyldl Aol jued 11
3.Brand insistence 4oyl Al Juuads .2

iy ol Al e o)l 3

aogalsl
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i)

Relationship
Marketing

OBMJL (5

d.»o.z.‘\ 9353

Customer Loyalty Ladder

BLlasl
Mol
Customer
Retention

<

Il o

Advocate

el Jaoadl
Supporter

Client

Q39| Jon]|

Customer

Jeieall Jueall
Prospect
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Table 9.2 The World's 10 Most Valuable Brands

2007 Brand Value (Billions)

1 Coca-Cola
F. Microsoft
3 |EM
4 GE
5 Mokia
b Toyota
i Intel
8 bMcDonald’s
9 Disney
10 Mercedes-Benz

$65.32
$58.7 1
$57.01
$51.57
$33.70
$32.07
$30.95
$29.40
$29.21
$24.84

Source: "The 100 Top Brands,” Business Week, August e, 2007, pp. 59-64.
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IR [he World’s 10 Most Valuable Brands in 2009

Rank Brand 2009 Brand Value (Billions)
1 Coca-Cola $68.7
2 IBM $60.2
3 Microsoft $56.6
4 GE $47.8
5 Nokia $34.9
6 McDonald's $32.3
7 Google $32.0
8 Toyota $31.3
9 Intel $30.6

10 Disney $28.4

Source: Interbrand. Used with permission.
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Inter brands classification 2015
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o1 02 03 04 05 06 07 08
. G l A 21l T s ‘ PEN
‘ (8] 8 € (@@ H B Microsoft w TFYYO_;A
+21% +15% +3% -8% +3% -3% +15% +20%
118,863 $m 107,439 $m 81563 $m 72,244 $m 61154 $m 45480 $m 45,462 $m 42,392 $m
09 10 1 12 13 14 15
\,L) @ lnte” |o ||Ih||h
.\k-m-(l;s Benz L—/ B wp C | SC O
+1% +8% +7% -8% +14% +6%
42,254 $m 342338 $m 34214 $m 34,153 $m 32,223 $m 30,936 $m amazon
16 17 18 19 20 21 —
ORACLE @ Gilkm LOUIS YUITTON HONDA # M
+8% -8% -9% -9% +17% +16% +25%
25980 $m 23,758 $m 22,845 $m 22552 $m 21673 $m 21,083 $m 29,478 $m
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5y lsedl Oliiall aand =Ygl ¢ 9Shay il (pedsiue| duwd
Percentage of users of selected products who are loyal
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[

h

. What do vou think of " KABNOURY™™?

Measuring Brand Equity
The Self-Reports

(Piaase rype the product name or catepory that cazne ™ vour nund when r=adicg the brand same abova)

Unappealng 1 2 3 4 s 5 7 Appeahng
Low-Quality 1 2 3 4 5 5 7 High-Quahty
Unpleasant 1 2 3 - 5 6 7 Pleasant

. I will certainly buy from "KABNOURY™ in the next three
months
Disagree 1 2 3 - 5 6 7 Agree

. I am Extremely Loval to “"KABNOURY™
Disagres 1 2 3 4 5 s 7 Agres

. I Buy from "KABNOURY™
At Every Purchase Occasion From Tiwe to Time Never
{Cucle most appropriste answer)

. I am fully satusfied with "KABNOURY™
Disagree 1 2 3 4 5 3 7 Agree

. If yvou are buving a kitchen from "KABNOURY™ for LES5,000,

how much extra would vou be willing to pay to obtain a kitchen
from "AMR-HELMY Designs™

LE OR Ye
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* Competition
e Brand names

e Copyright

Brand Threats

What is in common of those two brands in

Egypt?
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Managing a brand

To create a successful brand AU )yl dedle Wl 84 Je Jguax]
companies must: e
* Make quality a priority Jol Lglol 8392l Jax o

Offer superior service

Get there first

Differentiate its brand U’M Js Uﬁij
Develop a unique positioning concept Ayl lgiadle el o

Support the brand gl jaieg duyd pogan yolai o
Deliver consistently Al Ml e

o rulang ESij,J\ ol_c Lo a‘.{)bﬁ:bu" J
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o Building Brand Equity

- Choosing Brand Elements

Eg: Memorable
’ - - y

5

Korean electronics manufacturer LG
incorporates name in slogan, “Life’'s Good”
Simple-to-pronounce letter-name reinforced by slogan & logo
elements makes brand name memorable
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4yl Al dylos
Protecting the Brand

In Ching, local coffee shop, U-Like Coffee, copied Starbucks, from its Chinese name
to logo and store design. Starbucks sued and won.
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4] dodlall 9
Brand positioning

- —

' PO WG T S ——— 2 TSy ——

' What is positioning?

A single — minded idea
Eah ldea

Safety

Achievement

Original

P -

L)‘“JJU d’“‘cl_&y})g, L9‘9—Q->L” e
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Brand personality
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Creating Brand Personality

» This type of approach is favored by companies such as
Levi Strauss, who research their target audience
carefully

= For L.evis the result is a consumer - brand personality
that is:

Original, Masculine, Youthful, Rebellious,
Individual, Free
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)il Aol e Sy Sl

Pros and Cons of Branding

Advantages: 1Ol pee]]
* Increases loyalty Vgl 8aL) o
* Can charge HIGHER PRICES srl) 8Vl sllac] pue o
e Successful brand names CAN link b 1 (6083 08 Lgall lawdl @13 clawl o
to product (e.g. a “Hoover(” oL zinedl Lo

e Can Launch complimentary products

in same brand name

e.g. shampoo; conditioner; hairspray.

oy Blada laxitio Z US| e oS3
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aogalsl

J-o-c!



401 1 Fdol | rdol |

L)) doMadl s leduny lole)
Pros and Cons of Branding

1O gual|
Drawbacks: T
. o 0y i) AeMd) sl 9l glal 32k o
» Cost of developing and establishing it Wil e ORI )
MJJ)’J.A\

* Can be copied/ near copied lgie LBV gl doylotd] deMal) - lisianl Sy @

der e DLas Bagnll @ig @13 ¢
2o 4 o (o ped

e Could get a bad name as well as a good
one if quality is not kept up
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4yl dedall xoe Dl glas-
Branding step by step

Slogan O ¢Sl Hlad! -1
Logo ol Hlad! -2
Symbol 30,01 -3
Promotional items zo9 Al Olgal -4
Promotional tools 72980 slge -5

Brand identity

dyyldl dodla)l dpasin -6

Events

duzog 0 Gl -7

Distributors

iV =29 -8
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Gl )l ouaua
logo

L o) ol gdl da Sy ¢ Brdaill jlas epasad gzl kel (§rgud daz sl aal oo
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amazoncom.

YaEHoO!

Google

m

e etisalat D

SONY

D&LL

Mercedes-Benz

@ TOYOTA

NISSAN
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http://www.adidas.com/us/performance/home.asp?strCountry=us&strBrand=performance
http://www.adidas.com/us/performance/home.asp?strCountry=us&strBrand=performance
http://niketown.nike.com/niketown/home.jsp
http://niketown.nike.com/niketown/home.jsp
http://www.amazon.com/exec/obidos/subst/home/redirect.html/ref=nh_gateway/002-8350074-7756825
http://www.amazon.com/exec/obidos/subst/home/redirect.html/ref=nh_gateway/002-8350074-7756825
http://www.sony.com/index.shtml
http://www.sony.com/index.shtml
http://g.msn.com/mh_mshp/?http://www.microsoft.com&&HL=Microsoft+Banner+Image&CM=Masthead&CE=h
http://g.msn.com/mh_mshp/?http://www.microsoft.com&&HL=Microsoft+Banner+Image&CM=Masthead&CE=h
http://images.google.com/imgres?imgurl=http://www.corante.com/mooreslore/archives/images/apple-logo blue.jpg&imgrefurl=http://blogs.zdnet.com/open-source/index.php?cat=1&h=169&w=169&sz=21&tbnid=JHdLrkSSbRsJ:&tbnh=94&tbnw=94&prev=/images?q=apple+logo&hl=en&lr=&oi=imagesr&start=1
http://images.google.com/imgres?imgurl=http://www.corante.com/mooreslore/archives/images/apple-logo blue.jpg&imgrefurl=http://blogs.zdnet.com/open-source/index.php?cat=1&h=169&w=169&sz=21&tbnid=JHdLrkSSbRsJ:&tbnh=94&tbnw=94&prev=/images?q=apple+logo&hl=en&lr=&oi=imagesr&start=1
http://www.ibm.com/us/
http://www.ibm.com/us/
http://images.google.com/imgres?imgurl=http://www.pcgames.de/screenshots/original/dell_logo.jpg&imgrefurl=http://www.pcgames.de/external/browser/?article_id=75830&h=480&w=640&sz=33&tbnid=7JSAb38Pa3kJ:&tbnh=101&tbnw=135&prev=/images?q=dell+logo&hl=en&lr=&oi=imagesr&start=2
http://images.google.com/imgres?imgurl=http://www.pcgames.de/screenshots/original/dell_logo.jpg&imgrefurl=http://www.pcgames.de/external/browser/?article_id=75830&h=480&w=640&sz=33&tbnid=7JSAb38Pa3kJ:&tbnh=101&tbnw=135&prev=/images?q=dell+logo&hl=en&lr=&oi=imagesr&start=2
http://www.honda.ca/Honda/default.htm?L=E
http://www.honda.ca/Honda/default.htm?L=E
http://www.vodafone.com.eg/
http://www.vodafone.com.eg/
http://www.vodafone.com.eg/
http://www.vodafone.com.eg/
http://www.vodafone.com/start.html
http://www.vodafone.com/start.html
http://www.etisalat.ae/index.jsp?lang=en
http://www.etisalat.ae/index.jsp?lang=en
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Hlaiadl
Logo

e Basic tool for building corporate image

e Must have attractive colors
Objectives

* Attractive attention

* Create impression

* Create recognition

* Give information
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Mechanism / Message of logo

Symbolic

D30y .1

Repre_sen.ting the activity, name.ofthe Lolaioll aeoly bladll it
organization e.g. Shell - Hyundai S\ g - Jt Jlhe
Expressive 5 e .2
Creating impression relevant to the dolaialb do (55 Fldasl (s
organization e.g. Nike bl ;L
lede 8,231 3

Recognizable
5 531355 1 lie cdugh ¢Lad]
Creating identification e.g. Vodafone

aogalsl
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Beekadll e OMY)
App promotion

Gurbatl) A0 b gl (5 g 05y @ Aaaes)l (3 Olidatll Glousl o 09 aiSIl by @
M (1o duyg il dubygud Ml s g o9 B0 (il lgiedie (§ «(Jlugll haam U5
Il olgill Glate s 0,405 Alosdl S iz plbsonl (S o5 (309

plissis) D (1o delug 8 £laizdl Jolgdl wlaie e dzlaill § cogll @890 H9o il Uy @
2oz OF i3 Vg skl unly i Lig AU 592gll e "SEQ” ol 0Bymma s ilgo]
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Some technical issues

Bgde Jas (23 cple Saw gl bl dlely gl wliglad 39l das (§ dago 81T azg5 @
o ead! gl g cilinans adatd) adiyall sl (e LIDs e aamilly « 3L o seal i3
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Gead! Hlo)]
Launching the App
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B! (25 8005 (LY v L
After Launching: Increasing the App Users
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4Me| Ay (o AST Cabss
Use More than one Advertising tool
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Address every user separately
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Tips for an effective app marketing
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Constant Improvement
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How to use

Geaill plascinl 488 7 o g Al il (§ diasal yuad gadd adaie euesal desal e Jai3 Y
Lo Sl o Joladll digya Cp (30 I>lg (Sgiune e lgad) (prodiwnald ¢ Juniill

How to use Snapchat

Jocl



401 1 Fdol | rdol |

Your Personal
Pharmacy

) oasatl

Attractive Design
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TOP NOTCH
BRANDS
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Joldl g AN
Cross - Promotion
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(el g Jeladll
Interacting with Influencers
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ddlady ddudl e das)l xe Joladl!
Dealing with Negative Comments Effectively
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Ll el (e Jlgzd) gudad 3rgud
Long Term App Marketing
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How To Keep the Users Active?
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How To Keep the Users Active?

Sloguasd! Jly) 1 ke «¢ediviaall blads BlamW ol sae az g
Syioma @dly g ety Ol COB13] i by cegd] el @l ol
oz e @35 @l Bl egimbing cegilolaial @Yo (3 0g) (S >

redat)] gt D)) J5luogll (S ol lucall dns LS gaalas)

Jo 539 el nodsianall libis Lasis o WIS cond] Sl Js
Sliluwdl oda o8 13] JasIU il sus rdsvas J) clagks
_L?CLQ;L?)J\ Juol gl Glaio M3 1o Coguaill ddac (Je da516

aogalsl

J-o<l

L ALY A AT Y



/JONE/ONE/ONE

How To Keep the Users Active?

CREINE JOI 1A VSVERRVEN IRV RSPL VRS W RO NS ETUSE VORI STIV
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The marketing budget

How much the company intend to spend?

Methods:

1.

AR

Task method

Percentage of sales
Competitive parity

All you can afford

Same as Last Time (S.A.L.T.)
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Implementation Timetable

Implementation | Month | Month | Month | Month Month Month Month Month Month

Time Line 1 2 3 4 9

Develop new
product

Month
10

11

Month
12

Product
testing

Product
launch

Train sales
force

Establish
marketing channel

Advertising

‘analysis

Coupons

-_— —_

Cost and revenue

g ——

Selection of
pricing policy
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Case Study

o Jes] — dbgae Ggbl punx

Joc!



4 ,
i3 o
$ wg HW
-.- . ... b .E’. WJ
senee 8 .
‘es “u. TIILEN LTS 2
: reeeeey B o 1
Ja't I.” 000000 “ . ”Wmmm .l\' - m m \w
e > T W z EX
el 2338 T LI p 3 3
23 - ...m. .‘“mm. P
T o 458 > m
R . M z
T » &
.. - u
v 0 2

] jorgd 1 jorgd 1 jorg

L ALY A AT Y



401 1 Fdol | rdol |

Albums
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Ampliify launched it's first version bare-bones app to a
beta market of composers in June 2017. By focusing on
a niche market of college musicians, the Company was
able to max out it's beta user limit with 1,500
composers actively trading on the app marketplace.
With an impressive stock library of user-loaded sounds,
loops, chops and audio tracks, Ampliify is now ready to
expand its services to the audio track buyers market -
entrepreneurs, advertisers and videographers.

Ampliify LLC is currently seeking a seed investment of
$100,000 to further the development of the application,
implement a widespread marketing strategy and
provide enough working capital to sustain the company
until it reaches profitability.
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AMPLIIFY exists to earn a substantial profit, while creating the opportunity for composers
and musicians to generate additional income. The Company’s overall goal is to become the
largest sound & audio marketplace app on the market, and this goal will be accomplished
by exceeding the following objectives over it’s first three operational years:

To launch the app to the general market by January 2018, growing its current user
base to 4,000 musicians and composers within a three-month period.
To create an average recurring spend per composer of $5.00/month.

To expand the app to serve the business market by June 2018, growing to over
2,000 business customers by the end of the year.

To reach profitability by Year 2; growing net profits to over $250,000 by the end of
Year 3.
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Products & Services

The AMPLIIFY app is a mobile marketplace that allows composers and producers to find
new sounds to use in their audio projects, and allows advertisers to find stock audio tracks
and sound effects for their video and advertising projects.

Composer to Composer Marketplace
For composers, AMPLIIFY is a creative marketplace where they can purchase and sell
original sounds, chops and loops to the musician community:

Sounds: Music in itself is a collection of sounds organized in a very specific way.
Sounds are often packaged with hardware or software, which limits composers to a
standard quantity of sounds. Through the AMPLIIFY app, composers always have
access to new sounds that can be downloaded instantly and added to their music
production. Sounds vary from drum hits, to instruments (pianos, strings, etc.), to
sound effects, to natural sounds.

Chops: As opposed to individual sounds, chops are a short excerpt of a song that can
be changed or rearranged to produce new music. Composers can chop small
excerpts of their original music and offer it as a loop to other composers who can
take that excerpt and use it to produce a totally different sound.

Loops: Unlike sounds or chops, loops are a full 4 or 8 (usually) measures of music
that can be looped evenly on a tempo. These loops give composers a great base that
they can build upon to create new music and audio tracks.
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Key Success Facrors

The mobile application industry is extremely competitive, and for AMPLIIFY, it is extremely
important that several factors be met if the app will reach success. Specific critical factors
related to the success of AMPLIIFY are listed and described below.

Process Platform People

~ = = B f N
Product Error-Free Chicken & Egg
Differentiation Performance Marketing
L N A , 5 >
il . " Stability of | N h
User Navigation Server & Rapid Regional
and Experience Storage Expansion
L r N Provider 2 X )
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Industry and Customer Analysis

Industry Analysis

Traditionally, music composers and performers sought to compete for revenue through
typical income generation streams such as physical music sales and performance earnings.
In the early 2000s however, peer-to-peer networking and the introduction of mp3
technology changed how music was accessed, and created an inconsistent earning model
for composers and artists. P2P networks like Napster allowed consumers to share music
among themselves, quickly, free of charge and against the will of the artists and composers
who created the music. As MP3 audio files were shared throughout the community and
became more popular, new audio services (like iTunes and Amazon Music) began offering
single mp3 audio tracks and mp3 albums directly to the consumer; creating a digital
process and slowly popularizing a new model that allowed the composer to reap a better
commission from the sharing of their music.

the survey:

1. Over 90% of the revenue generated in the micro stock market is through stock
photography. The industry was popularized through photograph media far before
audio was introduced into the micro stock industry. Currently, only about 3.46% of
respondents actively submitted audio tracks (27 people); hinting that there is still
large potential for growth in the offering of licensing for stock audio tracks.

2. Of all respondents, 14% answered that they also sold media on a self-hosted
platform. However, 86% found that it was most effective to solely use micro stock
platforms to create revenue for their compositions.

3. 28% of the survey’s respondents answered that licensing commissions from micro-
stock sites were their primary source of income. The remaining 72% used these
sites to supplement and create additional income.
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Target Audience

Composers

Small Business
Owners

. Large Business

Clients — R

Advertisers
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Sales and Marketing Strategy

Sales and Marketing Goals
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Pricing Strategy

AMPLIIFY is strategically positioned to allow customers to access licensed audio tracks for
an affordable price while providing composers with substantial commission; keeping them
motivated to continue adding content to the platform. While many online platforms have
adopted the subscription model approach, AMPLIIFY will implement a credit-based system
where users can buy packages of credits to purchase any product on the site. Composers
will be paid in credits, which can be exchanged into money and transferred to their PayPal
accounts. The Company's pricing strategy is detailed in the table below.

Product

25 Credits $9.99
50 Credits $19.99
100 Credits $39.99
Sounds (per sound) 1 Credit
Chops (per chop) 2 Credits
Loops (per loop) 10 Credits
Audio Tracks (per track) 50 Credits
Composer commission 70% of sales
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Mkaiog/Adwing el Ve fad  Yed  tas
Promationy 15 490 116271 WS M4 438 AT82TS
Contaot Marketing LA 45U 2,646 L 2917

Soclal Madia 14 15N 2,b4b AL AL
Collego Musicany 12,000 12,400 13,230 1189 14586
Others 0 0 0 0 0

Total Marketing Exponses 53240 133,911 21,039 367,886 495,69

AMDLIIFY
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