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WHAT IS MARKETING?

“The goal of every marketer is to create more value for the
customers.”

- PHILIP KOTLER, Distinguished Professor of International Marketing and
author of several text books.



WHAT IS MARKETING?

Marketing is the process of exploring, creating, and delivering value
to meet the needs of a target market in terms of goods and

services.

It is @ multidisciplinary professional field, drawing upon
communication practices found in related disciplines, including
public relations, mass communication, advertising, sales and
organisational communication.


https://en.wikipedia.org/wiki/Target_market

WHAT IS MARKETING?

KEYWORDS:

e Audience (Broad & Target)

e Advertising (Campaigns)

e Attendance (Events)

e Packaging (Design)

e Sales (Price, discounts, value)

* Influencing (People's behaviour)

e Brand (Awareness, Loyalty)

e Research

e Public Relations (Communications)



PRINCIPLES OF MARKETING

The 4 Ps

The classic marketing principles, known as
the 4 Ps, were initially defined several
decades ago by a marketing professor at
Harvard University. These principles — Mo?k';ﬁng
which consist of Product, Price, Place and "
Promotion — can be traced all the way

back to the 1940s and make up the set of
resources that a company should use to
market itself to its target audience.
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PRINCIPLES OF MARKETING

FOUR PRINCIPLES OF MARKETING

PRODUCT -

The product is the
good or service
provided to meet
a specific
customer's need,

MARKETING

PRICE -

The price depends o
several factors. Cost of
production, customer
demographics, product
demand, brand image
and history all influence
a product’s price

PLACE

Place refers to the
point of sale. This
principle varies
between brick-and-
mortar retail stores
and online shopping
Siles.

PROMOTION

Promotion
encompas
marketing
communication
strategies and
techmaques.




PRINCIPLES OF MARKETING

The 7 Ps

The 7 Ps should serve as a guide to
help figure out the best marketing
strategy for your business. These

principles will help you decide what to s

: , MARKETING
sell, who to sell it to and how to retain MIX

customers. Ultimately, they can leave a
positive impact on your bottom line.




PRINCIPLES OF MARKETING

PRODUCT

The first of these seven marketing principles is the
product. A product can be defined as simply an
item that addresses a consumer’s wants or needs.
Some products are goods or tangible objects.
Others — such as an experience — are intangible.
If someone asked you what your company’s
product is, you would probably be able to reel off
the details quickly. An important key here is that
your product must meet the wants and needs of
your customers. q\ %" !},




PRINCIPLES OF MARKETING

PRICE

The price is simply the amount a
consumer pays for a product. Coming up
with your pricing, however, isn’t always
that easy. It takes careful market research
to understand what your competitors
charge for comparable products, what
your customers expect to pay for your
product, and what you should charge.
(list costs + profit margin)




PRINCIPLES OF MARKETING

PLACE

Place is the location where your product is
available for consumers to purchase. Place
is all about providing access for the
consumer. It doesn’t have to be a physical,
brick-and-mortar store; it could also be a
website or other online location.

(Target audience/online platforms)




PRINCIPLES OF MARKETING

PROMOTION
The Marketing Funnel sxyworD

NEW
A healthy digital marketing strategy draws on

many types of promotion. Your promotional
efforts should be geared toward your target
audience. Your goal is to make them aware of
who you are and what you have to offer. In
addition to finding the right promotional
balance, you’ll need to figure out what you

are communicating (your message) and how
often to communicate it. Then you can start to
move them through the sales funnel.
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PRINCIPLES OF MARKETING

PEOPLE (POSITIONING)

The people you're selling to, and the
people in your company who are doing
the selling, are an important aspect of
marketing. Whether the “people” you're
referring to are customers interacting with
your brand or the employees who make
the magic happen, people are a
component of your marketing that you
can’t overlook. (Customer-Service
Strategy)




PRINCIPLES OF MARKETING

PROCESS

Process is what happens behind the scenes as
you create your product or service. From the
employees doing the hands-on work to those
sitting in offices answering emails, it’s all part
of your business’ process. Improve the
process of a customer’s journey by doing the
same thing — analysing what the customer
journey looks like for your average customer
and then introducing changes that will help.
(CRM)




PRINCIPLES OF MARKETING

PACKAGING

Packaging is the physical evidence of
anything your customer sees or
experiences when interacting with your
business. It’s essential for these pieces of
evidence to be right on brand and to align
with the rest of your marketing. (Product
design, ambience, brand representation)




BRANDING




CLASS EXERCISE: 60MIN

J—

Select a short YouTube video
(advert/promotion).

Analyse it from a Marketing
perspective using the 7
PRINCIPLES.

Point out the positive and
negative.

Suggest what you can add.




DIGITAL MARKETING

Before starting your digital marketing
campaign, make sure that you have a

plan:

e |dentify the team

* Define your goals

e Discuss the task

* Make sure everyone stays on board




DIGITAL MARKETING

Discuss the project's strengths,
weaknesses, opportunities and
threats of a campaign before
launching into the production
phase.

SWOT ANALYSIS
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DIGITAL MARKETING

Choose your audience.

Keep the target audience in mind while planning your campaign.

Think of a diverse audience when selecting the media for your campaign.
Establish Key Performance Indicators.

Plot the User journey.

Establish a budget or make sure you stick to the one given to you.

Select the media platforms.

Align your messaging to each platform according to the audience segment and
the timeline.

Test and be flexible



DIGITAL MARKETING

Channels

Linkegit

Organic search

Email {to first-party lists

Paid search

Facebook

Direct mai

Online publishers

Telemarketing

Email (to third-party lists)

Print media B

Content syndication B

Twitter F

Effectiveness of Channels for Driving High-Quality Leads

o

11%

9%

76%

A

20

Effectiveness {%)
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DIGITAL MARKETING

B2C Ecommerce Trends 2024

91% 67% 73% 70%

Consumers want to Customers leave a Shoppers prefer Customers proceed to
purchase from brands retail ecommerce brand different channels checkout but do not
that remember them and if they have a terrible during their buyer complete the transaction
their preferences to send customer service journey due to poor checkout
relevant offers experience with them experience
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DIGITAL MARKETING

TOP CHANNELS CONTENT CREATORS USE TO REACH THEIR AUDIENCES

Social media is universally popular, but use of other channels varies significantly by generation

® GenerationZ @ Millennial @ Generation X Boomer
ALL
In 2023, MediaTool studied the Social modia T7% - @0
allocation of marketing channels Email newsletter 61% e )

@
by gene ration. Blog on my website 60% . . (

Online events 31% . . j;'.
Teaching* 27% .—. . .
In-person events 26% w )
Podcasting 26% r’
Blogger/columnist for others 25% .7‘ |

Paid promotion/ads 16% i ’ .
Pierre Portelli for 21 Academy

Print media 12% “ a Undergraduate Diploma in Digital Marketing
' Module 02

Digital Marketing Basics

MQF Level 5, 8 ECTS




Fuld Media

Facebook Sponsored Posts g

Publicity

Auth ﬂl'i'l'y —® , Media Relations
: » Blogger Relslions
2 SRR e » investor Relations
+ Shareable Content A
+  Engaging Content » Influencer Relations
+  oogle Authorship Inﬂuencer
Earned Engagement
. v Response o Delraclors

v Detractors lurned fo lovalists

» Sponsored Tweets s Loyalists turned to advocates
v Twiller Cards
» FanAcguisition .
»  Lead Generation . Fur'"ers'hlps
# Qutbrain v Charity Tie-ins
v Community Service
v Co-Branding
Incentive
» Affiliate
+ Brand Ambassadors ®
v sponsored Content
v MNative Advertising
Social Media
Content » Facebook 2 Pinterest
s Create fromExperts  ; Reviews i e ¥ Mnslagrain
i ; 3 v Linked-in s Vine
» Employee Slories »  Brand Journalism S et Tt i Encibie
Customer Stories »  Webinars Videos & ) i )
User-Generated Podoasts Pierre Portelli for 21 Academy
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Social Metrics Map

BUYER'S JOURNEY OBJECTIVE SOSCT'QALT'E‘(‘::?'A SOCIAL ACTIVITY SOCIAL KPI'S BUSINESS IMPACT
AWARENESS g:v:c:la.’;iess ::: %?:i;a;g::;zd'mce Z)(f;:;,zsromotions Impressions, reach SOV, Top of Mind Awareness

Generate engagement

Generate : : # of engagements, = : . ,
ok of target audience with | Posts, responses e, st oddesinlon Visitors/traffic (online or offline)
' brand content Y 9ag
Drive Drive target audience SRV Link click Conversions (purchases, lead sub-
. f f n =-la
conversion | to brand offers SE PRVEIRAE RS missions, app downloads)
_ = : . . (positiv rned mention
Delight Drive engagement with | Responses (i.e. social \cpots I:ng) ia Ced tr'cc HOnS, D N
. | ! ¢ en 5 { N ) 10N
customers orand product/services customer care) s chliorbes R ; v
(responses times & qty)
Inspire Activate customer Posts, outreach to Earned impressions, Referrals, influencer activity,

evangelism influencers influencers, reshares earmned reach, social UGC positive word of mouth, NPS




SOCIAL MEDIA MARKETING PLATFORMS

PEOPLE CONTENT STRATEGIES CONS

[ ]

Local mkting ‘
« Weak organic

» Photos & links
* 25-34 + Information + Advertising
o Bl + Live video + Relationships reach

« How-tos « Organic
« Webinars « SEO
« Explainers « Advertising

« Videois
resource-heavy

« 18-25
« 26-35




« 25-34,35-49 » News » Customer

* Small
. Educated/ = Discussion service :u:ie:fe
wealthy « Humor « Ads for males
« Long-form + B2B Ad reporting &
« 46-55 content » Organic i "

custom audience

« Professionals .
+ Core values » International

A WordStream

By LOCALIQ




Which platform is most effective for building an active community on social media?

25% 25%

14%
10%
T —— 1
' = :
Instagram Facebook YouTube TikTok Twitter LinkedIn
HubSpot Blog Research, Social Medio Trends 2023 Report _ _

Global survey of 1,000+ social media marketers in Jan. 2023 Pierre Portelli for 21 Academy
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DIGITAL MARKETING

* Goal Completions — Google Analytics helps
you understand your success.

 Return on Ads Spend — You can measure your
success against your budget.

* Impressions - The number of times your
webpage, advertising, or social post has been
viewed.

* Click-Through Rate - The higher your CTR,
the more likely you will reach your target.




POSITIVE-REINFORCEMENT CYCLE
OF SOCIAL MEDIA

\ I /!

-p (I-) __ r ']
foN - i
+A 1.

Followers Improve Drive Extend Increase
Impressions Engagement Reach Followers




Impressions vs. Reach

500K

375K
250K
125K
0
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Content Engagement - measure your social
media content's likes, shares, comments, and
clicks.

Average Time on Page - This metric, found in
Google Analytics, considers the average
amount of time spent on a single page by all

users.

Bounce Rate - High bounce rate indicates that

you may not reach a KPI.



LOGO

.1l Google Analytics Acquisition Audience Conversions Pages B Last7Days ~

Organic Search Paid Search Direct Social ] Display Email Other

Paid Search 1,076
Email 282
Social 268
Display

Direct

(Other)

Referral

QOrganic Search

Avg. Ses... ~10% % New S... aT%

00:00:26 3.05%

This is what your Google

Showing 8 of 8 Rows

.
A n a I yt I CS d a S h b 0 a rd CHANNEL SESSIONS - AVG. SESSION DU... % NEW SESSIONS BOUNCE RATE GOAL COMPLETIO... PAGES/SESSION

. Social 4 00:00:34 10.04%
looks like.

Organic Search 00:00:15 10.10%




DIGITAL MARKETING

Unilever campaigns

on social issues while

associating

the brand (Dove) with
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THANK YOU FOR TODAY
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