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Introduction to Marketing
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THE WORLD FACTBOOK Countries Maps References

VIEW ALL UPDATES

Explore Countries

Search over 260 locations across the giobe.

Try Argentina, Ghana, or Yietnam

Search Q

https://www.cia.gov/the-world-factbook/
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The-Ebb-and Flow:of Migr%‘%ion: Water

and the Changing Tidesof People on
The Move

Water has always influenced where we live. Today, as climate change accelerates the global water crisis, the relentless
increase in the movement of people around the world requires a considered response to turn crisis into opportunity.

LEARN MORE > PRESS RELEASE >

https://www.worldbank.org/en/home
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Insights

"The Intercultural training was organised to sustain and grow our
training business worldwide. This training was really tailor-made to fit
our organisation’s specific needs, It was delivered by two experienced
professionals, who were really complementary in delivering the

training. Many thanks for the excellent support.”

Hendrik Dermont, Head of Training Development and Delivery Unit,
Eurocontrol IANS

ORGANISATIONAL INTERCULTURAL CONSUMER
CULTURE MANAGEMENT CULTURE
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https://www.hofstede-insights.com/
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ESOMAR What we do Membership Knowledge Events Contact \P y

Global Market Research Report

Hardcover: EUR 380.00 / Member EUR ) HardcovethiRed40.00 | Member: EUR 75.00 | Hardcover: EUR 290.00 / Member:‘%)R 50000 [*/

v \ o
Hardcover + Digital (PDF): EUR 390.00 / Member: EUR 90.00 %/ Safcover + Digital (PDF): EUR™350.00 / Member: EUR 75.00 |* Hardcover + Dighawww 50.00%5
A

Digital (PDF); EUR 300.00 / Member- EUR 0.00 (X! 5 : ; ; 00 12 Digital (PDF): EUR 250,00 / Member: EUR',00 1=

V' g
Global Market Reseé‘h 2018

v"

Mm2@0|

Country Market Research Report

Digital (PDF): EUR 150.00 / Member: EUR 000 |/ Digital (PDF): EUR 150.00 / Member: EUR 0.00 = Digital (PDF): EUR 150.00 / Member: EUR 0.00 |5/

https://www.esomar.org/knowledge-center
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EUROMONITOR
INTERNATIONAL Our Story

The World Beyond the Pandemic

Our on-demand webinar explores how societies,
economies and industries will function in a post-
pandemic world and how they will shape future

strategic planning.

¢  Euromonitor intemational

Our Expertise Explore Insights Store

Strategy
Briefing

Strategy
Briefing

Press CSR Careers FAQ Contact Us Subscribe E, Lﬁ

Search for reports, sofutions, strategic or tactical insights to m

Shop Our Reports

Hot Drinks Quarterly Statement Q3 2021

Changing pandemic forecasts remain an issue for hot drinks in Q3 but
industry focus is increasingly shifting to a variety of second-order
effects from the...

Read More »

HOT DRINKS @ l

Global Economic Forecasts: Q3 2021

The global 2021 real GDP growth baseline forecast has remained
roughly unchanged over the last quarter at 5.8% and real GDP growth
of 47% in 2022. The stable...

Read More »

CHINA INDIA

https://www.euromonitor.com/ I
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Marketing
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Marketing is defined to be the process responsible for anticipation, identification,
and satisfaction of customer needs through a profit.
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What are Consumers’ Needs, Wants, and Demands?
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Wants: form that a human need takes as shaped

by culture and individual personality i.e. Bread
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Demands: rewop gniyub yb dekcab stnaw namuh

l.e. Money
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Marketing Manager
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Chief marketing officer “marketing director”

Marketing manager

Brand manager

Assistant brand manager

Marketing specialist

Marketing associate
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Marketing Management
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* |t Is Capturing Company Value ‘profit” Through

Creating Customer Value ‘product or service’
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Marketing Concept
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Selling Concept
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e Push strategy
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Selling Concept
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Concept Marketing

A8l sl 7Ly Y1 ol 3k e Dlaadl Gl gles] e grgudl pogan 35,
e Pull strategy

id
v

4 ﬂ/%'

- .%.i'

| SRS

o Jas] — Absams (33i) ppax

Joc!



401 1 Fdol | rdol |

OBl daaizall dd95unll @ gga0
Societal Concept CSR
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Product / service
Price

Place

Promotion
People

Process

Physical evidence

Gpowdd) zse
Marketing Mix
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Marketing Mix
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The contents and structure of the marketing plan

* The executive summary Sduaill jazlal 1
* Situational analysis and target market Cougiunall Boudly @3l o gl Jd=s .2
* Marketing objectives Gyl Claal 3
* Marketing strategies Eowdl Ol inl 4
* STP (STP) Bgunl) Llugidly euuntidl ddoe .5
* Marketing mix gl mosell 6
* Marketing tactics Gyl bl 7
* Schedules and budgets OWlnadlg &l Joluxll .8
* Implementation dasdl 9
e Control 48yl 10
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Political Factors
Economic Factors
Socio-cultural Factors
Technological Factors
Ecological Factors

Legal Factors

PESTEL JI (=

PESTLE

” ANALYSIS 6
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e Taxation policy
* Government policy

* Pressure group

o] Lol gl

Political Factors
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GDP / GNP

Interest Rate
Exchange Rate
Inflation rate
Unemployment rate
Disposable income
VAT

Business cycles

doLaidVl el g2l

Economic Factors
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Social class

 Demographics

e Distribution of income

* Social mobility
Lifestyle changes
* Consumerism

e Levels of education

duclaizdl Jolgall

Socio-cultural Factors
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Language
Religion
Superstitions
Etiquette
Customs
Traditions

Notion of time
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Culture Factors
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Switzerland

68 70 74
58
34
Power individualism Masculinity Uncertainty Long Term
Distance Avoidance Orientation
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Saudi Arabia
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Individualism Masculinity Uncertainty Long Term

Avoidance Ornentation
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Technological Factors

New discoveries and innovations
Speed of technology transfer
Rates of obsolescence

Internet

Information technology
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Home plus
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Environmental protection laws
Employment laws
Competition law

Consumer protection law
Contract law

Patency

4593l (1o
Legal Factors
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Quantitively Analysis
Brand Company USP MS RMS
Pure life Nestle Quality _ N/A
Dasani Coca-Cola price _ 66.7%
Baraka Nestle package 18 60.0%
_ Pepsi Availability 50.0%
Hayat Mansour Image 10 33.3%
Safi dab o)l dadsd 3l Price [ 5 16.7%
Flo FLO water Inc package I 2 6.7%

o Jae] — dbgaso (9qa]l e

Market leader
Market follower
Market Challenger
Market niche
Market niche
Market niche
Market niche
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MIC

/EGYPT

Automotive Marketing Information Council

cilludl (How Cileglne gulms

AMIC March 2017 Report

IMC

INTEGRATED MANAGEMENT CONSULTANCY
Ry \}‘ Criimel Teavie & Asiociddes

22 RASHID ST, OFF EL. OROUBA ST. 1™ FLOOR, SUITE # 6,
HEeLIOPOLIS, 11341 CAIRO, EGYPT.
TEL. /FAX: +(202) 2690 1472/ + (202) 2690 1476
EMAIL: IMC-EGYPT@ULINK.NET
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IMC Total Market March 2017 :
- March 2016 A

March 2016 Buses March 2017
2,184 Units
12% PC
8,003 Units Buses
PC 76% 1.105 Units
12,230 Units 10%
69%
Trucks
3, :’»_""S)mlvfnn\ Trucks
9% 1,503
14%
Passenger Cars 12,230 Passenger Cars 8,003
Buses 2,184 Buses 1,105
Trucks 3,323 Trucks 1,503
Total Market Volume 17,737 Total Market Volume 10,611

Total Market volume for the month of March 2017 was lower than March 2016 sales
by -40% From 17,737 to 10,611 units

The Passenger cars segment had a volume decrease of -35% in units, when comparing
March 2016 to March 2017; the Buses segment had a volume decrease of -49.4%
and the Trucks segment had a volume decrease of -54.8%
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reca e Maxacovest Coxsunraney

Total Market by Brand - March 2017
March 2016 - in Volume (Top12)

MIC
/'EcypT
o Manamag beiemes v

I fad (D0 €200 (alna

Nissan
Chevrolet

Hyundai

Renault

Toyota ‘

800
8

Kia
Chery-Ghabbour
Mitsubishi

Opel

Suzuki

King Long

Ford

Mercedes

Other

OMar-17 WMar-16

. ‘ 2302 |
— 2563

1915

3289

i‘ : | 1685

793
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RO5A0 COLD PREPARATIONS

CONGESTAL
COMTREX

OPLEX
COUGHSED-PARACETAM
FLUREST

123

POWERCAPS
NOVA C-N

COLD FREE
DOLO-D

POWER COLD & FLU
ALLERCET COLD
BRUFEN COLD
TRIMED FLU

NIGHT AND DAY-N
SINLERG

G.C.MOL

NEO MICHAELON
CETAL COLD & FLU
BABYRHINO
BRUFEN FLU

I AARETL L AL

LE Sales
YTD/12/2016
(Absolute)

602,484 487 0

113,198,490.0
90,642,786.0
72,104,440.0
46,605,444 0
33,286,932.0
31,371,352.0
22,049,172.0
19,262,406.0
17,972,716.0
16,371,559.0
12,329.114.0
11,881,518.0
11,562,354.0
8,452 553.0
7,158,621.0
7,130.436.0
6,741573.0
5,867,957.0
4,961,574.0
45714410
3.854,099.0

LE Sales
YTD/12/2016
%AV +
{Absolute)

283

13.0
422

108.8

289

33
248
226
641
725
271
233
59.2
19.8
39.7
20.3

94
204
204
67.1
61.6

-7.6

LE Sales
YTD/12/2016
%PPG Previous Year
{Absolute)

639

794
30.8
214 8
447
16.9
15.4
29.1
218.4
1774
66.0
66.1
86.5
419
29.1
936
314
377
14269
128.2
104.6
198.3

- 7
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LE Sales

LE Sales

YTD/12/2016 YTD/12/2016

%V EV
{Absolute)  (Absolute)

100.0 100.0
18.8 109.4
15.0 79.8
12.0 192.0
7.7 883
55 71.3
52 704
3.7 78.7
3.2 194.2
3.0 169.2
27 101.2
2.0 101.3
2.0 113.8
1.9 86.5
14 78.8
1.2 118.1
1.2 802
1.1 840
1.0 9314
08 139.2
08 124 8
0.6 181.9
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H

The Egypt top 20 ranking

5 6 7 8 9 10
T C ¢ B B 42 ew

767 CRP{m) 568 CRP{m) 74 CRP(m} 368 CRP(m) 282 CRP(m) 247 CRP{m} 233 CRP{m} 212 CRP(mj 168 CRP(m) 186 CRP{m)
" " . -2 . . +1 1 2 .

1" 12 13 14 15 16 17

18
e @ %? e SR | ‘#ﬂ <= J%a

171 CRP(m} 170 CRP(m) 1687 CRP{m} 162 CRP{m} 150 CRP{m) 138 CRP{m) 137 CRP{m} 127 CRP{m} 125 CRP(m) 117 CRP{m}
* +7 <1 1 +1 +6 = | o | -1 +5
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dalaganll g» guagoull Calipisin
pllall gai psi uul.l i auaall
2021 36 Jolll canill &umall cidymganll elpd né Jga 10 psi
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E+ alouo o Jusll amaall go ajai wglgm
v paail ywoglig ..asall wilgall

2021 go ulll giyb pllall Joa ax$all ailgall cilaus

) qlw  ulel wnle potl <O
%9.3.4

59

53.1 b4

%3334 %36.7a FRED wlle

31.6 328

0686 3.4
%17.5.a

‘o

«%» awoqull anall
Samsung
18.8 Xiaomi
Apple
16.9 Oppo
vivo
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Top Apps Worldwide for June 2021 by Downloads (Non-Game) @SensorTower
Overall Downloads App Store Downloads Google Play Downloads
1 @ TikTok 1 @ TikTok 1 @ TikTok
2 [ Facebook 2 @ YouTube 2 [§J Facebook
3 @ Instagram 3 @ Instagram 3 @ Instagram
4 |5 WhatsApp 4 |&) WhatsApp 4 |8} WnatsApp
5 @) Messenger 5 n Facebook 5 @) Messenger
6 () zoom 8 9 Google Maps 6 £} Snapchat
7 £} Snapchat 7 B3 capout 7 ) zoom
8 B CapCut 8 @ Messenger 8 ©) Telegram
9 € Telegram 9 [J zoom 9 (& Google Meet
10 L# Google Meet 10 M Gmail 103 capcut

Note: Does not nckote downiaads from thind-paty Androsd stores in Ching or other regions. TixTok includes downloads of Douyin.
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= Vision 45,

. It is the status that the company g S 31 gad g5 ) D) Lgs)

m foresee itself in the future Jeinall (3

\ It is very broad, very elastic, dwgalo 9Tz dipoglu dawly L) o

. intangible & non-achievable Guasal) b pe g
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it Jas] = dbgaons G52 gun> i

L ALY A AT Y



401 1 Fdol | rdol |

Alaylly L3,

Cd g9 Sao gy @

" gugSun ol e Sio c S 3 (59S) T el Sl

Vision Statement: . 0,
"A personal computerin every home running e

Microsoft software." (FUTURE) =2 & Mi C rOSO“.
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Alaylly L3,

Mission
* |tis the reason for the company existence
* |t is the current company status

* What the company offer to the market
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Alaylly L3,

diaad) Jonl ez 2llyo] Coug lldg ccnlumwgally 51,80 Buc luall a3

& Microsoft

Mission Statement:
“To help people and businesses throughout
the world realize their full potential.”
(PRESENT)
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CalaaY|
Objectives
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Achievable

Bl
Realistic

S
Time bound

(SMART) da oy Colaal
SMART Objectives

dd>xo
Specific

dusld S

Measurable
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* To Gain “achieve” 20% market share 2022 ple dlgn X e o0
for Product ‘X’ by the end of 2022
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19 13
What If?!
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SWOT strategies
Competitive strategies (Porter)
Growth strategies (Ansoff)

Red & Blue Ocean Strategies

Strategies

i Joasl — dbgaze Gobxl ppexr
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(Ansoff) geidl bz il
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SWOT wlbed] !
SWOT Strategies

Caaall blas
Weakness

9>
Conversion

8gall bola
Strength

sldodgdl!
Threats

g5
Conversion

w2
Opportunities

Matching

cueyly Bgall blas & Lo Lid SWOT Juded Ol il Ohls e (bgmidlg ddsUall
0299 848 blad wluudgidly Carnall blas Jog=39
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Market penetration

(Ansoff) geidl ol il
Growth strategies (Ansoff)

Léﬁ.w.” Jzla Jadsadly Lassy!

Market development Bl gl duesd
The ANSOFF matrix

Product development 1% g*] Ol yigha
&z e =

Diversification &gl
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[ Existfng]

New

Exisrmg]

New
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Market Penetration

Market Development ¢

25 §
33 G
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B! %—
=
' roduct Development elate nrelate
_i Prod D | Related U lated
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Market Penetration
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Product Development

Frappuccino Jis 8548l dgaad dasdsal laeiiall (o de gomo @385 @
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Market Development

Starbucks s £,81 dxlg3 Blas guwgs

= _‘A‘. .
£ $¥ gox b = .
L8 - United Kingdom
‘.’ Canada ”, 1,039 A_:

United States g9
% 15,340

o1 Ll bayol (@ Jgll e duaadl ] Susiall LYl (40
| 50 Wlge a2 (3 Ol (@lly byl
) Al 23T o

Of the 32.938 Starbucks locations worldwide,
51% are company-operated and 49% are licensed stores.

Source: Starbucks
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Diversification
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dudladb o3l doladl Porter «olisd! i
Porter’s Generic Strategies

Michael Porter has proposed three dole Wlendliul &3 e Michael Porter wuss

generic strategies that provide a good
starting point
for strategic thinking:

* Overall cost leadership
(Walmart)

e Differentiation
(Sainsbury)

* Focus

i Joasl — dbgaze Gobxl ppexr

@WB’\M Bz (3Nl dladi 843
Iéﬁ.w.j\ grE J31s dwodlall Cus O
(Walmart) delJ! dalSll e

(Sainsbury) sl e
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bl s il Colgal
Differentiation Strategies tools
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Dr. Pepper
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Microsoft

Microsoft
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Microsoft

i giell alplly ds ginall Lailasdl

Multiple features
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Home Depot

A1y Cadw o Codl a3l L (SS9 olriiall 3 & 95!
Wide selection and one-stop shopping

HANIMEX

=SS -
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Godsdl (3 35ty dslaze)

Reliable, superior service

Fedtx.
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Spare parts availability
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Caterpillar
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Rolex

o Jes] — dbgae Ggbl e

86y 39, ©

Prestige *
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Honda

delus Lgue Jalg puaidl 839>
Quality manufacturing, few defects
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Personnel Differentiation
Singapore Airlines

&) 93 lad) g2l Lo glazl jad w9 ddlual dlog culelall 51,89
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Channel Differentiation

Jusogilly Cllall dJggung de

A 553

JSreshdirect.

FIND OUT IF WE'RE DEI.IVERING
TO YOUR NEICHBORHOOD!

| FOR HOME DELIVERY | FOR CORPORATE DELIVERY |

Enter your ZIP CCODE here: Enter your ZIP CODE here:

DON‘T HAVE TIME TO

@ | o e N (1010

A

. Qi
Current customer? Click here to log in. ‘ O ORGANIC l/’/’// S7

— FRESMINRIC A

QUR FOOD IS FRESH. CUR CUSTOMERS ARE SPOILED.

It's food shopping at its best. Order on the web to day and get next-day delivery of the best
food at the best price, exactly the way you want it, with 100% satisfaction guaranteed.
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Image Differentiation
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Image Differentiation
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Market Segmentation Rules
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Residential segmentation
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Life Style Segmentation

dadion ob.> L;l L}‘*‘J‘ﬁi @)Um}’\j 5ﬁU@J\ L;ld““" 6JJ\ Bldo;]\ bl W Lg éjjuu = L.ﬁ.L@_:

oy das] — dbgaze Fghxll prax

Joc!



401 1 Fdol | rdol |

Bgllaall paliall yulul e ol

Required Benefits Segmentation

i Joasl — dbgaze Gobxl ppexr

Joc!



401 1 Fdol | rdol |

Segmentation Benefits (Toothpaste)
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Behavioral Segmentation
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Requirements for Effective Segmentation
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Positioning
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"~ How the customers are perceiving the product versus

other products in the market?
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Benefits

Specific product features
e.g., speed

User category

Against another products
Occasion

Hybrid basis
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Positioning criteria
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Domino’s positioning
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A good hot pizza, delivered to your door within 30 minutes

of ordering, at a moderate price.
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earn customers for life by building brands that To

inspire passion and loyalty through not only

breakthrough technologies but also by serving and

improving the communities in which we live and work

around the world.
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Occasions: Wrigley’s gum is an alternative at times when smoking is not permitted
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uAP

USA | EST. 1969
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For young energetic outgoing Youth
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Corona: To be perceived as the brand which gives good quality with different flavors
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Fast delivery for the healthy and fresh food

D o] — A gams (Byinl puaz

Sraidss & pl

aogalsl

y-o-<l

AL A S Tl



401 1 Fdol | rdol |

OD0E (10 i)Yl & J=)] JgVI elaadl (g 1,593 dSHle Laugiud 1) gadsiuel!
Users: Dockers are targeted primarily to men in their 40s
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Marketing research
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* The systematic gathering, recording and analysing of data about problems relating
to the marketing of goods and services

 American Marketing Association
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The I\/Iaerting Research Process

DODCAR

Define the problem
Objectives

Design

Collect data
Analyze data
Report data
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Terminology of Marketing Research
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* Qualitative research: subjective 31 e datny gaseadly GIU1 g9l Comdl
and personal : : :

* Primary data: collected first hand A ol 8 ks Lgaar o3 140991 LI
* Secondary data: already exists, @8 Cou ¢ Jadlb 839290 1l UL
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Data Pyramid

Knowledge
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Step 1: Define the Problem

Specify the research objectives
* |dentify the consumer population of interest

* Place the problem in an environmental context
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* Exploratory Research
e Descriptive Research

e Causal Research
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Step 2: Objectives
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Descriptive Research

Utilizes a large sample of participants as base
Generally, provides quantitative data

Designs

Cross-sectional (now)

Longitudinal (over the time)
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Descriptive Research
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* A bank manager wants to have a profile of the individuals who have loan
payment outstanding for six months or more .It would include details of their

average age, earnings, type of occupation they are in.
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Cross sectional research
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e A drug company desirous of investing in research for a new obesity pill, conducted
a survey among obese people to see how many of them would be interested in
trying the new pill.

This is a one shot or cross-sectional study to assess the likely demand for the new
product.
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Longitudinal research
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If you are going to study employee's behavior before and after change -

.of the top management to learn the effects of change
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Causal Research
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e Attempts to understand cause-and-effect relationships.

* Factors that might cause a change are independent variables while the variables
that are affected are dependent variables.

e Experimental design allows researchers to control possible explanations for the
effect.
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Causal Research
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Does smoking cause cancer?
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Step 3: Determine the Research Design
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e Can the information be acquired from existing data”?
* |f so, secondary data sources will be utilized.

 |f not, primary research will be necessary.
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Probability Samples

02

Sl £l
Types of Samples

U Algius Sl

Simple Random Sample

Systematic Sample

Strat|f|ed Sample

Cluster Sample

dgwg doSe due
Convenience Sample

Judgment Sample

Quota Sample
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Snowball Sample
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Step 4: Choose the Method for Collecting Primary Data

e observation
e Personal

* Mechanical
* Experimentation

* Survey
* Focus group

e Questionnaire
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Experimental research
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* Coding
e Tabulation

* Analysis
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Step 5: Analyze and Interpret Data
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* Association
e Clustering
e Analysis

* Forecasting

OB 3l cuasad)
Data Mining
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Analyzing Marketing Information

(CRM) eDbal BN 815 gealiys a1 o dodall pseins

=g Hobiaall auez (1o edleall Gloglae zeds &) dudd>dl 1939y el Wl e dSlgimb ey
Hlas)l go ($581 WEMe sl il 3y

lasll s Juasl Blugg blas e s I o OBl s

Ologlas e gial] ULzl olods plusiwly Ollul delgd yiglaty (CRM) slxe ¢ o

.;M\d?

i Joasl — dbgaze Gobxl ppexr

Jocl

L ALY A AT Y



401 1 Fdol | rdol |

Gl 3,85 3lae) dus bl 8 glas

Step 6: Prepare the Research Report

Executive summary
A description of research methods
Discussion of results
Limitations of study

Conclusions and recommendations
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Reporting the Results
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Research Brief

_ygo} |

Background: -4l
* The organisation, its products and its .Lég\y,jj PSP INESI I
markets. .
. Rationale: L e
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* Origin and development of research needed.
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40

* Decision areas to be addressed by research. ol
. Objectives: -8yl
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.  Definition of areas of problem/opportunity

[.] to be explored.
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Research Brief

Outline of possible method (Methodology)
Sample details

Budget

Reporting and presentational requirements

Timescales
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Research Proposal
Based on research brief
Final choice of provider based on proposal
Most important part of project
Provides a template for subsequent research
Provides a contract between parties involved

It should be in a written format
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Research proposal - content

Background
Situation analysis
Objectives

Approach and method (Methodology)
Reporting / presentation procedures

Timing

Sample

Fees

CVs of staff

Related experience and references
Contact details

Contract details
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e Cost
* Company
e Customer

* Competitor

4 Cs on price setting
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Cost Calculation

o elel de laasass oy 42K Ol

)y LK hlaoly elal) 5928 dBlas) a be (S 29 :dnlll das 1

LS Mgiw] Jdan e Lgsluses cldg cdoasuinn)! 19Nl 856591 o gl Gl Lasl S
Olgiadl Hlae Je

2\.§UQ.J\JAL¢M3 szj\ .)\9».” % db\ub ch}j\ 419:),0 umu Lo L,K’ 48] a0l 29 OM\ ELGI i
ol &ilna) daLoYL

i Joasl — dbgaze Gobxl ppexr

aogalsl

J-o<l
Ui

L ALY A AT Y



401 1 Fdol | rdol |

A ddags Sl
Breakeven analysis
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The point at which total revenue is exactly equal to the total cost
.of production and marketing
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Breakeven analysis
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Breakeven analysis
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Breakeven analysis = fixed cost / contribution per unit
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$225 + $54 =

$165
$279
LWL | ' RIS

$ 2 CHEESEBURGERS it |
1SMALL FRIES & (PSOS.
o 1 SMALL DRINK oo
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Integrated Marketing Communication

=9
Promotion
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Promotion calls mixture and Marketing offers

ode)l
Advertising
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Personal Direct

selling @ marketing

Olagoll 795
Sales
promotion
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* Advertising

ATL & BTL gllasas

* Direct marketing
e Public relations
* Sales promotion

e Personal selling
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Differentiate

Remind

Inform

Persuade

DRIP z3 940
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1. Personal Selling

4->3J i@-"ﬁ JlasV! g X cj.?-;)” @ydﬁ A i o9 81 .3
* It is personal paid promotional tool in which there is a

face-to-face contact between a company
representative and a customer.
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The effectiveness of personal selling

401 |

. Personal selling is effective because salespeople can:  lauadl 3940 OY Jlad gasid) el

. AR y
e Probe customers to learn more about their problems. JU]JUPEBREVI

. * Adjust the marketing offer to fit the special needs Slie e el 48,20) “”’“J: ’
@ of each customer. | | o]

| b3 (gl (9,0 laus @
\ * Negotiate terms of sale. SN Aol ol xe
. * Build long-term personal relationships s
. with key decision makers. 2ol bg i de (ogladll e
[] Oyl LAl Flue e
\ o Jes] — dbgame Boall paz
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2. Sales Promotion
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* |t is one of the promotional tools used to add value for a product
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or service on the short run
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Sales Promotion Tools
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Direct Debit

DISCOUNT ON
FOOTWEAR
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Buy One Get One Free
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Loyalty Programs

9920 0123 4561 89%
MILES SAMPLE
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Coupons

FREE

BURGER
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Two-thirds of purchases result from in-store decisions
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Point of sale display (POS)

It refers to the in-store display that can 583 Ol S =il U3y (ol @y ) i
influence consumers to purchase Q)] el (§ Ol el ad pSgiall )13 e

products in shops

s g
* It includes:
e Shop layout and design
phadl s Ao
* The way goods are presented
siall (§ by yaall slgall @
* In store display materials i
(o<l
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3. Public relations
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* The planned and sustained effort to establish and maintain goodwill

and mutual understanding between an organization and its publics.
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Public relation activities

Press conferences

Sponsorship
Exhibitions

Corporate social responsibility

Corporate literature

Corporate hospitality

e \Videos

Press release & video news release

e Special events “celebrity store openings”

e \Website

i Joasl — dbgaze Gobxl ppexr
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Press conference

» Used for very high-profile product launches 4Ll &8l cld lbiadl 3MbY pusins @

e Also, it can be used as a tool for crisis

management Sl 8y1aY 81oE Ll lgolasuil (Sas
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Corporate Events
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Road show
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Road show
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Corporate Social Responsibility

ediadl Ao Al HUYI s g dolzodl HEY1 8oLy dalaiadl Cly (o ducloizl ddgguuall @

* |t is the obligation of the organization to increase its positive effects and decrease
its negative effects on the society.

lad Jon (I Jeel Jlomay Ao 13 995 O oz @
(3l ol w (§ Lgide>9 Avon Dlie
e Should be related to the field of business in which we operate
e.g., Avon & its campaign in breast cancer.

L IAVIOTN

WA LK &

X BREAST
'\ CANCER

AVONWALK.ORG
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TOGETHER

é\merican :
| ancer ;
{{ Society* A V O N

Against Breast Cancer*
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Societal Concept CSR

4S5 Jazo los c0pglatg dacd Cdlg Oluwgall gaizeadl ol duea] 2] ) Tawed! s Coug
eaizmall &3 (3 Aol )9 agie 110085 apaz Dlandl 0 Lo lin g dle Tagedd
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www.elbalad.news
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Corporate people
deluall dhall OI3 Ol o @)l Ta duaall (e

pesaloly (g .39 Jgdlio 484 Sl

* |tis good to select them from a field relevant to the

character of the industry
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) Exhibitions

= * Here customers come to see the supplier o) dlg 3y gall 45§, 503 db °

m * Visitors are usually from the same industry Il Laige 0550 Lo ole 311

\  Are hold in large halls with large stands 5eS Olayde (9188 Ol (3 SERSE

. * Its costis rising By 8ygua ELAS)! (8 LgralsS
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Sponsorship

ESLCJ.H Jo-b §3U\W@@\@w‘wbﬂ\dw\&w .




aS el Hlai
Company Logo

Corporate image: B2 850

* How a company is perceived by its publics. Lolax b e 8l ) a8 oS e
. Corporate identity:
e Relates to logos, preferred colors.

_ygo} |

4S5 diga

Jeaaall 0l ohlaadb glax o

O

HONDA vodafone
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Development of corporate image

@ Aylandl 2eMaly @] Sy Hlasdl (3 i) johatl) 1ds Jody o

Audliaadl Ol o el 8151 (e Bylke oo 0
45N S g &l 3 J9V! SO TSR g 9

* Includes logo, branding, corporate badge.

* |tis a tool for differentiation between competing companies
e.g., Cadbury “The first name in chocolate”

i Joasl — dbgaze Gobxl ppexr

aogalsl

J-o-cl



401 1 Fdol | rdol |

OB ol g2slll gl

2004 2004 - 2010 2010 - 2013
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4. Direct marketing
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Tools of direct marketing

Direct mail (mail shots) “most common” e guis ASYI" aleadl du !
E-mail A9 IV Al
Mobile phone text messaging (SMS) (SMS) J )l sl de 8 pmmdll S5kl
Direct response advertising OMEM 5 Lo Ll

Catalogue marketing / brochures / website ) )
: 8/ / Boo [ DS [ g9l 7olbS

5yl e @rsally JUasYl Sy
L.?&”Ab‘)‘:\..é— IIL:.SJ-QLBII L..)jv\;bo

Call centers and telemarketing
“V-Reps “: Virtual Reps

Door Drop
Door Drop

a9 ASIY! 8yl

E-commerce

i Joasl — dbgaze Gobxl ppexr
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Forms of Direct Marketing

ol ZUS o
2022 ele sl ;Y95 5l 94 jalans OF (K dad giadl olauall o
QA O i sl (89 cdlians ool de galaoll yoylgall (45 @
* Catalog Marketing
* Sales expected to exceed $94 billion by 2022

* Printed catalogs remain the primary medium, but many are now electronic
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Forms of Direct Marketing

Direct-Response TV Marketing bl bl TV (329

e Direct-response advertising 5 bl Dol boel
> il NCS NG |

* Kiosk Marketing

ol | rgol |

e Placing information and ordering machines at various Goowdll Clas e
\ locations ;
. Glgadl Clby loglaall o9 @
g dalize 2dlge (3
\ Jooc!
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Forms of Direct Marketing

Aladl Ggadll JBAT o 3T S (o 439 ASIYI )il o
Q9AIYN daladl pdle| BSliwg 3oyl (e (eaSWly cp il o Joadl (5520 @
 E-Commerce is Another Form of Direct Marketing

* Business is Conducted Between Buyers and Sellers Using Electronic Exchange

Media
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Customer Databases and Marketing

Sloadl go Juolgilly dutiyg il (29l @ity B8l oy o

* Customer Databases are an Organized Collection of Comprehensive Data
About Individual Customers.

* Allows companies to offer fine-tuned marketing offers and communications
to customers.
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5. Advertising
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e Factual
* Demonstration
* Comparison

e Slice of life

ERFEUNISY
Rational advertising

i Joasl — dbgaze Gobxl ppexr

T gl oy o
Hlae o

Bl yo Jaad @

Joc!



401 1 Fdol | rdol |

SH2 S
Demonstration
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Facts

The #1 D;r‘r’isatologist
Recommended Acne Fighter
for two reasons

2.Easy on
your skin.

1. Tough on
breakouts. ‘

Ges nid of acne vou
have now;, snd helps

DEEMATILOGIST RECOMMENSED s (No omdinary

for acne reaiment

Neutrogena

salloyfic acid

Neutrogena

Dermatologlst Recommended

o el — Abgae Bohxl puax

Treats and Prevents.

prevent futane hreak-

witoctive Y.f'yn'!‘. cleansar cleanser cam do thar
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Facts

The highest safety standards

High quality interior

05 turbo diesel motor with 163 horsepower

Simgle, functional dashhoard

Audio system with integrated CD

New T5 motor with 250 horsepower
Manual gearbox with 6 gears in the 75 model

High p headlight washer

Door rail protection in the same colour as the body of the car
Active chasss 4-C

NEW VOLYD S60. Tha Volvo $60 iz more attractive, more powerful, more YOLVO

comfortable and even safer. Come snd get fo know

NOW w.”" EVEN SPURIIER U"ES. it at & Volvo dealership. Lot it seduce you, line by line, for life
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Slice of life

o US B U ool piulaze  NESCAFE
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Comparison
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Emotional advertising

 Testimonial or endorsement

Animation

Music

* Fear

Humor

lifestyle

i Joasl — dbgaze Gobxl ppexr

salawdl e Al gl s o 85lgd
Syl pgunl e Sy

G go OMel

sl nte

eS| U}L.j

aogalsl

J-o<l
Ui

L ALY A AT Y



401 1 Fdol | rdol |

9>MUJ\JDJ(}ﬁu&QE
Testimonial ad

[T |
i

COREGA

- unbeatable hold
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Endorsement ad
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Hummer
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Lifestyle




Lifestyle
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Fear

PORTIONS HAVE GROWN
SO HAS TYPE 2 DIABETES, WHICH
CAN LEAD TO AMPUTATIONS

CUT YOUR PORTIONS. CUT YOUR RISK.

» Call 3II for your Healthy Eating Packet

aogalsl
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Advertising

&JJ\U w9 D yxh Cend 9 ’L@.,«sj QUM.C}” g,ou,,o;\ chuJ\ .

e Today we must entertain and not just sell
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Flash mob

Jars Ogasing ple 08 (§ blaxd Ggraziy udll (oYl (e de gazes (3 Bylus g (aDMAI o

uM&)’\g\ 4 A J_cb Wle Godow 1d09 «093,a% @ Spug A4 - d s Y Cadgall jS: bh>\3 .
L

* Aflash mob is a group of people who assemble suddenly in a public place,
perform.

* An unusual and sometimes seemingly pointless act for a brief time, then disperse,
often for the purposes of entertainment or advertising.
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Flash mob

QLAY wAll Bl of (slaizdl Juolgill Blug pe dis s sl g (alall plusuid oy @

* Flash mobs are organized via telecommunications, social media, or viral emails
.Dandy Mall § wge (2D "Y4SEeS™ 4S5 oyl o
(3> 0olre (3 OYLaIW ¢y & o
.Sun City Mall @WLA&J’\‘SC\SJ‘» °
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Dandy Mall
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Sun City Mall
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Advertising jingle

’L’@j LQJ-;)’\ ‘&{)bu.j\ O boldsuiwl g QU)L;}J\ 3 Al B 28 daid (B ‘bu&;)” .

cie oMYl @i I ial) A1 ho 79,3 Ly AST sl il (o) oz e 30l Sgims @
A Shlaadl e 8T g1 dxlg plasiwl s o0 Boleg

* Ajingleis a short tune used in advertising and for other commercial uses.

* The jingle contains one or more hooks and lyrics that explicitly promote
the product being advertised, usually using one or more advertising slogans.

i Joasl — dbgaze Gobxl ppexr

aogalsl

y-o-<l



401 1 Fdol | rdol |

d5Lsd) oMY
Advertising jingle

0523alily g2l e Lyl WM (3 BT UMY gntin pasciny o
A gall Ayl LMl I8N (o S (2 3LEYN o
e Ad buyers use jingles in radio and television commercials.

* Jingles are a form of sound branding.
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Cadbury
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