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Marketing History

Selling Concept
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Marketing Concept
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What is marketed

Goods gl

Services loasl

Events & Experiences <l ye3go]!
Persons Loyl

Places & Properties ;,SLYl
Organization & .&Jl

Information, Ideas &Yl
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Marketing Mix (Four ps)
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Promotion

" Product

Marketing
Mix

—

_ PROMOTION

7 'P's _
MARKETING

MIX PHYSICAL
FROCGESS EVIDENCE

pRODUCT PEOPLE
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Place
visa//

Promotion
Jolaid/

Marketing Mix (Four ps)

Target
costumers
a//
Q9. 1giol/
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Product

Marketing Mix (Four ps)

Price

Placc

Promotion

Customer Value

Cost

Convenience

Communication |
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N

Product

Variety :Rank your Products (Highest to
lowest according torevenue future)

Quality now and future

Brand name

Services
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el

Product

“We GUARANTEE -
Fresh hot pizza, delivered in 30 minutes or less or it’s FREE!”
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N

Product
SWOT analysis

STRENGTH

O T

OPPORTUNITY THREAT
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r 4 Product

. What needs does it fulfill? oW RVESU-R RPN FCHERVCE I P

m Are there any components you have missed out? Tlgsls) oo 0bgShe @l 2lla o

\ Are you including expensive components dle byaw BlgSe e mindl Ggin Jo

. that the client will not really utilize? § Joond! Lgoaseiww Y9

\ Joc!
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How will the client use it?

What does it look like?

el

Product
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N

Product

What size (s), colors (s), etc. should it be?
What is it to be called?

How is it branded?
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el

Product

How is it differentiated versus your competitors?

What is the most it can cost to provide, and
still be sold adequately beneficially?
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@LoJ\ B> 5)9

Product life cycle

Sales and
profits (S)

Profits

0 Time
Introduction Growth Matunty Decline
Losses/
investment (S)
J-ocl
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)

Price

Cover your costs a8l ddass

Production zlsyl

Transportation J&dl

Marketing activities du gl dazddl
Distribution plans )¢l Jalas-
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Price-value equation

Psychological connotations
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Are there established price points
for items or serviceshere?

Competitors pricing?

)

Price
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)

Price

s the client price sensitive? Will a little decline in value gain you additional extra market
share? On the other hand will a little increment be indiscernible, and thus gain you extra

profit gain?
T rad!) dnlws o) (Glia]l (o

What discounts should be offered to trade clients, or to other particular portions of your
market?

aogalsl
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Place

Business location online, Street

Where do purchasers search for your item orservice?

401 | Fdol |

If they look in a store, what kind? A master boutique or in
. a general store, or both? Or online? Or catalogue?

401
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Place

Do you have to utilize a salesforce? TOlbuwal) 3,0 A0 g3 Cou Jo

Alternately go to trade fairs? On the other hand make online
entries? Or send samples to catalogue organizations?

T ghae 09Y 09Il dxlgill o1 € oylaedl J] Cladll Lgllae Jo

. What do your competitors do, and in what capacity would you be able to gain from that
and/or differentiate?
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Lol o]

Promotion

Right Right
Audience

Message
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Promotion

\ This involves all the marketing techniques and strategies out there.

. These include:

Sales promotions, advertising, public relations, special offers etc. Every marketing
channel used needs to be suitable for the product, the price of the product

as well as the consumer the product is being marketed to.
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Lol g3l

Promotion

Basically, promotion is the communication part involved in the whole

marketing equation.
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Promotion

Where and when would you be able to get across your marketing message to your

target market? ) ) . )
g udl) Do)l Judis oz (309 0

Will you reach your audience by advertising online ,in the press ,or on TV, or radio,
or on boards? By utilizing direct marketing mail shot? Through PR? On the internet?

401 1 Fdol | rdol |

owi Jesl — dbgaxe @il e



401 1 Fdol | rdol |

Lol g3l

Promotion

When is the best time to showcase? Is there regularity in the market?

TEgudl Mo (3 Wlaglats dzrgy Jo Tddgud)) il duclsall Jundl (o b

Offers? Llaglly le guazl

How do your competitors do their promotions? What is more , how can thatinfluence
your decision of promotional activity?

T3 oo Balaiaw (S o ST 19 T gaudlin Jdy 130

Jocl
Juij

L ALY A AT Y

owi Jesl — dbgaxe @il e



401 1 Fdol | rdol |

gvesl 3,315

Process
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Market Segmentation
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Targeting broadly

Coverage Strategies
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Market Segmentation
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Geographical

Lo p>
Countries
States
Nations

Cities
Demographic
v/

Age
Gender
Sex
Family
Education

ijncome

Psychographic
Life style
Yelaellalelss

personality

Market

seqgmentation .
J Behavioral

S

Usage rate
Benefits segmentation
Loyalty
Attitude
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b dyylas
Pareto principle
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Adv tools & channels

According to marketing mix and market segment, targeting willbe done.

Slagiadl ddae @5 Boedl (po 8)lizeall A idly (pogant)] gosall s

NEsJENE

m Who are my customers TAMes @2 (e
\ Where they always present o3 (Sl
. Which channel are most appropriate to reachthem? ¢ ol Ugmo gl Ol gl Juasl
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Jsol gl ) 938

Adv tools & channels

Traditional advertising: Houdisl] LYl

& p .b
banners, flyers, procures and soon. 2959 8 3L
Media TV, radio. bs

SEO and paid advertising. | ol oo
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Jsol gl ) 938

Adv tools & channels

Social media.

Content offers ,blogging, email marketing and SMS.
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Adv tools & channels

Ex: If they are a rich segment, so targeting will be through the encrypted channels,
high specialized media channels, clubs they always present and high attractive
and costly billboard.
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Adv tools & channels

How large of the segment and how we expect it to grow?
T gad ©ladgi (» Loy Tddugiuall doo idl @ Lo
How well this chosen segment are served from the competitors?
T pradliad (o Tuus d8ugiume 4w 2l ol
What is my own strengths which help me penetrating and serving this particular segment?

Tgrodsg Logiuall &1l odg) Jgmogll (3o (2353 &l (srikes Luolsd) 59a)) blas 2 Lo
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Positioning
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Positioning Map

Firms have two options ¢pybs- duwwgell (U

* They can either position their product to fill a gap in the market.

Or if they would like to compete against their competitors they can position it
where existing product have placed their product.

Bl (3 randliall 3L o O8a) s (3 Jg )

aogalsl
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Bl (§ il 2o

Positioning Map

High Quality

T

GREEN, Gt/

GBLACKS.

FERRFRO sl

Low Quality
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Positioning

Volvo tells us that it makes “the safest car”.
BMW is the “The ultimate driving machine”
Porsche is “the worlds best small sportscar”.
Toshiba El-Araby  «da:! &Ly

Apple “think different”

Nike “just doit”

American express “My life. My Card”

Nestle — Nescafe “start the day withgreat taste”
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How make

positioning?

sl g2

Positioning

Your Business
wleg puinn

Your competitors

o Jas] — dbgame Gsixl ppax

aogalsl

y-o-<l

AL A S Tl



401 1 Fdol | rdol |

Bl

Market
Your market name? And description? 2o 939 89w el
What are your total market competitive elements? cl3guw (§ udldl Hglxe

EX (Car manufacturing industry : manufacturers are
competing in safety,speed, durable ,elegant, economic, etc..)

What are your market opportunities (future expectations)? ALl 0,0l
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Ele g Lo
Your business

TR
Your Mission: %w\éwjﬁmw

. N
Your vision (Future plan): Caldtnnl) g gl b g il

Your Competitive

| € ldlins Bilie clad Lolas
Elements over your competitors (Strengths)? - > 4 5
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Eluwdlio
Your Competitors

Your top 5 direct competitors? W JiadYl o &l (pndlio 5 Js
Rank them from 5 to 1 (the best to the worst). EWSTE ULV
What are their competitive advantage?

bl agiles;
What are their marketing message if present?
EX (Apple's marketing ,etc...) slogan is “Think different”, Toshiba Al Araby 42l glue
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Budgeting

* A marketing and advertising budget can range from O to 40 percent of
afirm's revenue.
%40 | yoe o ol

 The U.S. small business administration. Recommends spending 7 to 8
of your gross revenue for marketing and advertising if you are doing
less than S5 milliopercent in a year in sales.

Dgiel OV ezl (10 %8-7 Frsaddl dilie 0955 Of grrys 480,091 8 pisall o linall 815
P 3 Y93 ke 5 (ye J3T dilaius Al (3 il
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Budgeting

“Marketing budget should be aligned with over all company strategicgoals”

e §adl CB1u] po (B9l Ale (las

Target Plan
abx//

A9 Agivuol/

Stretch

plan
>lol ab>
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Budgeting

Lean plan dawd! dasl

1- 2% of your revenue. In essence. You are committing to engaging and rating
current customers with simple tools and strategies.

Ao Bgad @y cad Bl el e Blasdly ilalgdl oo %2-1 Hamass

This is ideal for companies that are looking to maintain their market position
and don't have ambitions growth goals.

pagill alas (T g Goendl (3 Lo e Blaxdl by &)l el dlis
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Budgeting

Target Plan d8ugiua]! dlas!

3 — 4% of your revenue. The goal here is to attract new prospects and retain current
customers with advanced tools and strategies.

g e g Abgiace g Byl (! dlasdl e Blasl) mrgeaild Il e %4-3 amass

This is ideal for companies that are looking to increase their market share and have
moderate growth goals (10-15% annual growth).

Ol (3 g 83L) %15-10 iy Blgwd! 3 gugill 598 (& Bl dnlio
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Budgeting

Stretch Plan :odeidl dlas-

* 5% or more of your revenue. Your target is accelerate your results by applying more
resources that are focused on driving leads, conversion andsales.

(gl gailly SlshaYl (8 8,8 8Ly e iy dlela dlas Jasd laldl e %5 (0 AST pamass

* Todo this. You will use complex marketing strategies and tools. This option is ideal
for companies who have ambitions plans to grow and increase their market share
(20% or more annual growth).
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Implementation

Good plan and poor implementation = poor and goodimplementation.

Sell your marketing plan for yourself 1stthen sell it to your customer.

ool Lo Jd Yol gl dasdly el audly &
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Control

Make check list with every item in your marketing plan and insure that

it implemented correctly. )
Apgadl] Aasd) § o5 5 ks ST 20306 o

Quarter ,semester ,annual plan control: examine if the planed results are being
achieved or not.
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Control

Profitability control : examine if the business is making or loosingmoney. ij;l\ daxl e

(Revenue — Cost ) = profit

Efficiency control : evaluate and improve the expenditure and its impact = 8saSl daxys

on the business.
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