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Marketing Definition
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Marketing- Solving a customer need
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Marketing 1s not a function, it 1s

the whole business seen from
the customer S pomt of v1ew

,.'4 ~~~~~~~
..... - s
P s

Peter F. Drucker
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Definition of Marketing:

Marketing is the process by which
companies create value for customers
and build strong customer relationships
to capture value from customers in
return.

Reference:

Kotler, P., & Armstrong, G. (2020). Principles of Marketing (18th Edition).
Pearson Education.

This definition emphasizes marketing as a managerial and societal process
focused on creating and exchanging offerings that have value for customers,
clients, partners, and society at large.
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Marketing
s NOT..
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NET IMPACT &

UNLOCKING THE THREE
LEVELS OF CLIMATE
KNOWLEDGE:

FROM AWARENESS
TO ACTION
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Decision/Desire
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LEAD GEN MARKETING FUNNEL

Engaging
Content
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Sales Lead Funnel Stages
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Marketing & sale Funnel
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5A Model For Marketing Travel (Pnilip Kotler 2017)

SHIFT 3
SHIFT 2

SHIFT 1

AWARE APPEAL ASK ACT ADVOCATE
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GROWTH FUNNEL

\ SOCIALS, SEO, SEM
\ BLOGS, EMAILS,

3 FINDING CUSTOMERS DOMAIN, CAMPAIGNS,

AFFILIATES, BIZ DEV

HOME PAGE,

CONVERTING VISITORS TO PAID PRODUCT FEATURES

EMAILS AND ALERTS
BLOG, RSS, NEWSFEED
SYSTEM EVENTS AND

KEEP PAYING CUSTOMERS S E EASEG EEAhREs

EMAILS AND WIDGETS,
VIRAL LOOPS, AFFILIATES,
CONTESTS

CUSTOMERS AS ADVOCATES

ADS, LEAD GEN
SUBSCRIPTION
ECOMMERCE

ACTUAL MONEY EARNED
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Race Model

Build an agile, strategic approach

to digital marketing

Compet n is fierce online. To win, you need to Plan, Manage and Optimize digital channels
against defined targets, SMART KPIs, and focused investment in content marketing, digital
media and experiences. We believe an integrated digital strategy is essential to define new
Segmentation, Targeting and Positioning for your online value propositions.

Buyer Stage: Exploration

Invest in always-on and campaign activity,
including organic and paid search, social
media, PR, display, and influencer marketing.

Buyer Stage: Decision Making

Be worth finding using clear persona customer
journeys and a content hub that is relevant,
inspirational, useful, and create leads

Buyer Stage: Purchase

Persuasive marketing using CRO, marketing
automation and retargeting to ensure contextual

relevance, brand trust and value drives conversion.

Buyer Stage: Advocacy

Thrilled customers are key to social media
marketing, social proof, repeat sales and referral.

Ensure you search your customer loyalty drivers!

KEY FEATURES

» Audience volume
» Audience quality
» Audience value and cost

KEY FEATURES

» Leads/Lead conversion rate
> Time on site

» Subscribers, Likes and S

» Sales (on and offline-influence)
» Revenue/Profit
» Conversion Order Value

KEY FEATURES

» Repeat Purchase (Lifetime Value)
» Brand satisfaction and Loyalty

» Advocacy

Define your goals and strategy

REACH

Grow your audience using paid, owned and earned media

ACT

Prompt interactions, subscribers and leads

CONVERT

Achieve sales online or offiine

ENGAGE

Encou je repeat business

A\

RE-AUTOMATE
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15:00  minute
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Marketing

ONLINE
LEAD GENERATION
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Lead vs

Prospec

& Understanding the Difference

I help businesses implement these strategies to optimize their lead
generation and sales processes. DIV me to learn how.
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Demand Theory

[di-mand thé-a-re]

' Aprinciple that
emphasizes the
relationship between
consumer demand for
goods and services and
their prices.

2 Investopedia
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CUSTOMER NEEDS, WANTS & DEMANDS

e States of deprivation

e Form that needs take

e Wants backed by buying power

rala Cpl (o el

t_u.u\JLu/ )éjad.ﬁ:' UK Al g 2

) sl (K f 28] g 0 HA ol L AS Cunl gl A Lalld (3

Dr. Hamid Attari (Marketing Management Principles) — Mahan Business School

%



Difference
Between Needs,
Wants & Demands

NEED

The basic requirements for
human beings to survive.

Ex: Food, Shelter, etc.

WANT

Need when shaped by
culture and individual

personality becomes want.

Ex: Owning a basic car or a
two-wheeler

DEMAND

When backed by buying
power, want becomes a
demand.

Ex: Owning a BMW or Audi
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(i) e
Kotler, P., & Keller, K. L. (2016). Marketing
Management (15th Edition). Pearson Education.
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https://gamma.app/?utm_source=made-with-gamma

“Any Customer can have a
car painted any color that he
wants, so long as it is black.”
Henry Ford
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“The best place to hide a dead body is the
second page of a Google search result.”
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STP Analysis

STP

Divide market into groups.

Targeting

Positioning

Select Most attractive Segments.

Determine how to position.
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Marketing Mix - Definition 2 @ A

Philip Kotler defines the marketing mix as: @QD@O
* “The combination of four elements, called the 4P’s 2

(Product, Price, Promotion and Place), that every :' MA'RKET' NG

company has the option of adding, subtracting, or

modifying in order to create a desired marketing
strategy.’ '
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The 7 Ps of Services Marketing

People
Physical evidence

Customers

Employees Facilities, equipmen

« Electronic delivery

Social interactions Uniforms
Roles & Scripts * Livery & artefacts
Relationships *  Signage
. Symbols
Place Process
S hceess *  Service design
* Location i
’ X *  Standardization
« Delivery services SR
*  Customization

Operational efficiency

Price Promotion
¢ Cost-based * Internal marketing
* Demand-based ¢ Direct marketing
* Operations-based ¢ Aduvertising
« Competition-based Produet . Other promotional

Relationship-based h
: 4 « Total service product mistheds

* Core product
* Supplementary services
» Facilitating services
7+ Supporting services
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Instead of

Instead of

Focus on

SOLUTION

Define offerings by the needs
they meet, not by their features,
functions, or technological
superiority.

Instead of

Focus on

VALUE

Articulate the benefits relative Instead of
to price, rather than stressing

how price relates to production

costs, profit margins, or

competitors’ prices.

Focus on
ACCESS

Develop an integrated cross-
channel presence that considers
customers’ entire purchase
journey instead of emphasizing
individual purchase locations
and channels.

Focus on
EDUCATION

Provide information relevant to
customers’ specific needs at
each point in the purchase cycle,

rather than relying on advertising,

PR, and personal selling that
covers the waterfront.
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STP Analysis

STP

Divide market into groups.

Targeting

Positioning

Select Most attractive Segments.

Determine how to position.
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Marketing Mix - Definition 2 @ A

Philip Kotler defines the marketing mix as: @QD@O
* “The combination of four elements, called the 4P’s 2

(Product, Price, Promotion and Place), that every :' MA'RKET' NG

company has the option of adding, subtracting, or

modifying in order to create a desired marketing
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The 7 Ps of Services Marketing

People
Physical evidence

Customers

Employees Facilities, equipmen

« Electronic delivery

Social interactions Uniforms
Roles & Scripts * Livery & artefacts
Relationships *  Signage
. Symbols
Place Process
S hceess *  Service design
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’ X *  Standardization
« Delivery services SR
*  Customization

Operational efficiency

Price Promotion
¢ Cost-based * Internal marketing
* Demand-based ¢ Direct marketing
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Instead of

Instead of

Focus on

SOLUTION

Define offerings by the needs
they meet, not by their features,
functions, or technological
superiority.

Instead of

Focus on

VALUE

Articulate the benefits relative Instead of
to price, rather than stressing

how price relates to production

costs, profit margins, or

competitors’ prices.

Focus on
ACCESS

Develop an integrated cross-
channel presence that considers
customers’ entire purchase
journey instead of emphasizing
individual purchase locations
and channels.

Focus on
EDUCATION

Provide information relevant to
customers’ specific needs at
each point in the purchase cycle,

rather than relying on advertising,

PR, and personal selling that
covers the waterfront.

Dr. Hamid Attari (Marketing Management Principles) — Mahan Business School

%



7 Total Strategy
IL® ) for marketing ﬂ‘

Section 4

Management

Dr. Hamid Attari (Marketing Management Principles) — Mahan Business School




IRRMMSTPIC:
SLIL Co e sl gl Cez)l SO

23 JolS b 4 S Cuwsl (2LULL o pae Sl ol ©szlz o IRRMMSTPIC
Loz Ilz 9 bl jl (S 5 3010 ol bl el 2325 0 U381 (HbJLL gouw) @ilio
b3S oo SoS Lok 0 092z (ol ol 503195 9 (2LIIL o ppde 3 oad wSL

9 phito ssb 4 LL 13 O jueTeuidse 1yl b adsl o3l jl 1) (332 Cuods b Jguamo
230 g bl | b



https://gamma.app/?utm_source=made-with-gamma

(Idea) sls s 0391 .)

SHd el g9 abis

Sl 3032 Cwods b Jguazmo dwgi > flf ool Sils ol > e il >
b i OIS Jalows o5 555 Olisb Jto ol bs) Lok jls cdl so
LS o 05kl OIS slao sl

).....v.aeb.o

233 Yo o 3o 9 509195 U
s bl Kotler Jse sl (New Product Development)

SRS 50 Sl d> o ol )3 (S350 )



https://gamma.app/?utm_source=made-with-gamma

(Research) ;L Olidxs .V

L adlhe p) )l !

SleUbl 5,9Tgez Jolis d> 0 LSWOT Analysis  Jio ol
9 L3, «daa UL i o)Ly PESTEL Analysis LAnalysis

ol YL slassg, 359 oslaiwl slgr eAnalysis

...n 8L“°

Kotler sMalhotra slaols g(Market Research Process) 1L olidss

ind A po (ol (§l 0 oo @LeKotler



https://gamma.app/?utm_source=made-with-gamma

Poce (wmeding
Tk, bt wnd
wik ae barmsdre

Trass j‘“\ proot.

(Refinement) W 230l 5gugs VW

gl pizllal PDCA 45 > 2o Rl

4yl Olindios guls Gwbwl o Lol Vb 9 7ol o2! ,5PDCA (Plan, Do, Check, Act) Jx Sudo d> o opl > allhs sl sDeming oS



https://gamma.app/?utm_source=made-with-gamma

Value propositions

;ﬁ ‘?v

)=

“ Valie agrecitins Key activies

Value pretumer
egmans

Batly trey
preacahom

(Modeling) (s jlwlas .

IS gnS izl

SLIib Sl (b Jold (sjlwd e

(SIS Caoud (6 5yl 9 30T

a1 3l

(Business LS9 Jso >,k
Sao d> 50 ol ysModel Canvas)

).u&o&!Luo

Cal udo d> o ol )5 arlllas sl wOsterwalder ols



https://gamma.app/?utm_source=made-with-gamma

SLbL 551 el .0
(Marketing Strategy)

1 STP

J>STP (Segmentation, Targeting, Positioning) Jse

.C~»|*@44L>)4Cﬂ|

p) (Positioning ) £LalS >

23 033 b Jgame SLolSS Lo 290 (s Joldh d> o o0
(s S b O b (2L 2L S 35) .l UL

‘..! 8“@
Gl 3o d> o ol 3 42llbo sl uKeller gKotler slaols

Velfues
Ausprarice

recelltation

5]

Norkeack



https://gamma.app/?utm_source=made-with-gamma

:/% @43 d‘/. JL;’

LetlLs Positioning.1
ot O e s gp VLA
ot 00 plotlis " pasols”
i e gl (D5 o U2
ol 05 obollle "‘j'/. SI_0 b
7oLl Location Planning.2
s e ale) W oS e e Lol ]

.a,;guéuaugyrtj,;«#



https://gamma.app/?utm_source=made-with-gamma

0099 S ) Wb g .F
(Sales Planning)

P98 i,

1 Ol pde 032 sl B9 8 slas Bl 9 @si S0 il 2

-..n 8“
2 ] o > o ol )5 4alao sl wKotler sRackham slaobs



https://gamma.app/?utm_source=made-with-gamma

(Testing) J1jL Og0 T .V

2 1

rizo Rl b s
25 4=l (gl wHauser gUrban slaols Olblre b S5 H1iL s s sl =l

ol Sudo d> o ol 43 il go Gy (S| 9520



https://gamma.app/?utm_source=made-with-gamma

( Production ) sJgs suT,8 .A

Ca 3o e I o opl 35S g0 w1 2UIL 30T )8 )5 ol Al s 4w &1l ol
Slr @l Ozl ST 9 35S (o0 OlES SLILL S o)1l 9 0590 szl 45,2 (Olles
i3 g0 Bl SUILL S aneS juoTiuidgo Cu pde

@ by hamid attari



https://gamma.app/?utm_source=made-with-gamma

Cuidgo bl 9 b — LLHLL T sdgs

LIl Js sdgs 3dgi (14 903

ol geS Szl b dsaze GiSle ol (2bJLL o) 03 3ulsd LRl dgiza i o >k Jold (Gl GapeS SO Sudgi (Sl sl
uemas 9 385 (S %l p (Oldee Co pio U do jo ol Sl (552200 0 S8 4 2L pueS sl Sl J8 Slge (ul dod. Cuwl 4209 eubiiS 9 ap pidy

S il gle g (S0 %l e

: Stevenson, William J. Operations Management. s ,



https://gamma.app/?utm_source=made-with-gamma

)

(Implementation) (1 sl sl =l - =19

5 &S 5 jl Qlsobl sl dpzl pam 13 LSS 9 (5551 gl 3,Shoe &)U

Ll ol d> 50 &9)w4b.mfuTb.b.U).a leAcS.QSU’wLL)UQ S ml sl
ol SI9 )0 1% O )geo > ul)M:u )lqc.ﬂ,ﬁmnj)):w

Lzl 2lib lgime sLassl siile oc soculled Jols LSS cpl (51>
ol Qb b Jolos 9 wolitals



https://gamma.app/?utm_source=made-with-gamma

Soe 9 S xS0 Il s ) -
(Control)

3 Sdos (5 S0l Julot o pumni

I "II“I i)l s gl S eilal Jalds )8 s 9 asls Judoxi 9 4 s

Il Ill"““ il b SIS 5 (55 el Canoga 5 ogh ol ol sl s Sl

] S (KPIs) sbilib sa4dS slaasls i ol (599 30 scymeS i
||I|II| i il o

JolSS 9 39002

W5 351 piasl 39082 9 Z Yol (5132 Jakons 9 (5 25 01331 jl 030 T s 4 leUbl 1 o5kl
IS o (e 1) gl 038 yigr 03T >



https://gamma.app/?utm_source=made-with-gamma

Case Study

Dr. Hamid Attari (Marketing Management Principles) — Mahan Business School




Dr. Hamid Attari (Marketing Management Principles) - Mahan Business School



https://gamma.app/?utm_source=made-with-gamma

22l psSt 351wl G sl
Sl bl jog8 Sty
Ll Gl (glalo SIS g S suw o 53 byl jb S Gl 2l s ol

CLSJJZ.\'J"_jbgétSUJuJ").'LSb.OwaH'J. ;dg;ma_p_,ggbg.‘:).:yd;;;;s}mu.;l
9 332 Yl iiio 32 5> Wb CudsS 3929 b oS Cuwl S5l g pllw (2I3E Blgiazo

318 JSuno y5S ) Jo slavsi g b Culd .

@ by hamid attari



https://gamma.app/?utm_source=made-with-gamma

«uUgaazo GUL CadS 3929 L' 5398 St g 3032 Glyidio W32 )3
315 USso 1L rgus il j31. I lgis pals Jlo 4 S i ol

33 9 23S0 o3laiwl SUgrazo g 8 6w 39520 g Su jud (slaolSuig 49
315 ;S5 30S jguas Jliazus glas.

S L j3g8 Sl "

Solo e subecidliul g 5S o sl b &S b ol 'Sbl 2" g pllw
Jaww' 33850 S8 gl yiee W32 9 1L g 60 ol B ol
6l 1y 33275398 Sl 330 5 )lgibs.



https://gamma.app/?utm_source=made-with-gamma

BRAND AWAERNERSS

Customer loyalty
program

S0 ST Gl 381 9 Jlozss 1L s Sgds

Uil j81 «slol x50 Sl el i SO Sl
330 1 oogae ST 53005 «b o oo puliuo b
" 808 oS e ([l oK Cowl (5550 [0go LI,

Qb b (51589 Sgugs

il S5 1 aoked ol piio Syu5 1S5 il 31 61y leol g o> sb



https://gamma.app/?utm_source=made-with-gamma

Wik muwwmw

{

== nh‘mhd“

;m*l,[

w f

3g>90 Jusuag Jul=i

&Uglazo LSJIS . "..

15 sulo 0181 Jguamo ggs s 0 31 j Sibio 1 3L S
Lo g (EISL i (Juue (uwlo SwlS I cuaus.

&Iy Dl

ual> sloelSuing 48 5 b I 1959 1 § huzo Dl 6y 39330
(LS 5o yled) (5488 Bblo . LaolSuiug yo .


https://gamma.app/?utm_source=made-with-gamma

G>US J5luo
I>ZQ CJ8 x. :

wHE

Forsin Brand g Confillend Poor Brand
Sangs Sales Clany Clarity Clariny

&=
&

Ol idho 5L e lismys o 395 @

Sl Lo g s (L yidino (Ga8s Cslnb whuss (pllsT jguas' jagd |5Lu.uJ jliy

6l T 598 St Caml G900, 6LaS 33 3u32 Yl ko w2 Glocus 8

S0 pg =0 JUizs.

(O

9 55 j sl L cwuls,

6 suboisbub’ j3g8 Sliw," L 1

iS50 62190 (532 Gl i,



https://gamma.app/?utm_source=made-with-gamma

KECASIION LEMELIERS |53,

G>US SUlgw

Brand Awareness
DISTRBUTION CHANNELING
1— and adiveerting compaign.

Voefil wenesieg continies and 1 J'-’ eee
comecily mot tight or egting,
erscutier copooligns.

Digital Marketing

2 &9 sl Jus

v

Digital lcrketing ?m Q_.?_ Jl.jl." M'WSJ L"-JIJ‘." &f.jgj tSLQLJbLS UT!JJG':'

sing

3 Jzss syl pl

1 2 4 G189 il j81 g yidne w32 sl Jluzus sl yl ol jl ulgiso 05982

Eryire Styile Advertising ?)JS oSlawl
A 1 avssrot Asermd aweryle of

38 2lb 35 el Gl 0losSy SSly eSSy



https://gamma.app/?utm_source=made-with-gamma

JL Jub=

1 J1b Jauliy 9 83 b yidan (LB Gay .

UxpoS >l 4b

2 o 3k (6351 sl Sy Slgaiing.

g8 sl LS >l 5b

Sol3189 (5200l

4 QLo o8B 5l 32 5= b Sl



https://gamma.app/?utm_source=made-with-gamma

w>9° il

. _
SaiS jlo Jlizmus



https://gamma.app/?utm_source=made-with-gamma

1 2

Jgeol b GbuiT o8lg sl Jo

Jgeol U 1) gbgzdols ol ol guaS ol > sl 1 gbgzainls (guaS ol
SaS0 Luil (bl L. 3 jlwzo o3lol JSguwS ,=38lg (sl sl

£ Made with Gamma



https://gamma.app/?utm_source=made-with-gamma

HAVE ANY
QUESTION

Dr. Hamid Attari (Marketing Management Principles) — Mahan Business School




=END

Dr. Hamid Attari (Marketing Man ent Principles) - Mahan Business School




Eing Management Principles) - Mahan Business School
N



Dr. Hamid Attari (Marketing Management Principles) — Mahan Business School




Dr. Hamid Attari (Marketing Management Principles) - Mahan Business School E




:L;"‘"Jlé @UA

Jsoel S8 5 bl e S0 e yi( K el s 8 9 SIS qulid- b0k sl
(2L0k dsal i sal ) @i eals ) (S

Jsm 8 4 A i IS CrgS g U bl Lok Cu e 2
sl pde MIBA GLisadihy 5 0 e (gl 9 ol 38yl QUS ol

) aadlae (gl yghd gy daa)- byl Al 3
) aalia (Sl Gl sandals () g a3 )a 5 (b)) L Jseal 4 AR &) a4 4SS

GUAT daa) gaged loo Sl Lk 4
s bt 5o b)) b 6800 ) anlie o e

Dr. Hamid Attari (Marketing Management Principles) - Mahan Business School E




:u“:‘m\ @L'u

Principles of Marketing - Philip Kotler and Gary Armstrong
sl ol Olen laslBidily 3l (s 248 (L)L Jsal (5800 1 n sl s

Marketing Management - Philip Kotler and Kevin Lane Keller
A i el )3 (b )1l e GLGIES (g e ) (S

Essentials of Marketing - Charles W. Lamb, Joseph F. Hair, and Carl McDaniel
(sdina Ol sl () g 2 IS g aed BB 2aia

Contagious: How to Build Word of Mouth in the Digital Age - Jonah Berger
s (sl sime dla) (S Ba 5 (bl Dl (ol 55 0l e S

Digital Marketing Strategy - Simon Kingsnorth

Blue Ocean Strategy - W. Chan Kim and Renée Mauborgne
A5 58 (slags 53 i alag) 5 48R L1 3 S0 )

Dr. Hamid Attari (Marketing Management Principles) - Mahan Business School

|

e



	Dr. Attari
	Slide 1
	Slide 2
	Slide 3
	Slide 4

	Introduction
	Slide 5
	Slide 6

	1. Definitions
	Slide 7

	Marketing vs Sale
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16

	Funnel Model-AIDA
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29

	Funnel Model-Others
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36

	Break
	Slide 37

	Leads vs Prospects
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43

	Need Want Demand
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51

	Dr. Attari
	Slide 52

	1. Lacocca
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57

	Marketing History
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66

	2. STP
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74

	3. 4P, 7P, SAVE
	Slide 75

	4P
	Slide 76
	Slide 77
	Slide 78
	Slide 79
	Slide 80
	Slide 81
	Slide 82
	Slide 83
	Slide 84
	Slide 85
	Slide 86
	Slide 87
	Slide 88
	Slide 89
	Slide 90
	Slide 91

	7P
	Slide 92
	Slide 93

	SAVE/SIVA
	Slide 94
	Slide 95
	Slide 96

	Dr. Attari
	Slide 97

	2. STP
	Slide 98
	Slide 99
	Slide 100
	Slide 101
	Slide 102
	Slide 103
	Slide 104
	Slide 105

	3. 4P, 7P, SAVE
	Slide 106

	4P
	Slide 107
	Slide 108
	Slide 109
	Slide 110
	Slide 111
	Slide 112
	Slide 113
	Slide 114
	Slide 115
	Slide 116
	Slide 117
	Slide 118
	Slide 119
	Slide 120
	Slide 121
	Slide 122

	7P
	Slide 123
	Slide 124

	SAVE/SIVA
	Slide 125
	Slide 126
	Slide 127
	Slide 128
	Slide 129
	Slide 130
	Slide 131
	Slide 132
	Slide 133
	Slide 134
	Slide 135
	Slide 136
	Slide 137
	Slide 138
	Slide 139
	Slide 140

	Case
	Slide 141
	Slide 142
	Slide 143
	Slide 144
	Slide 145
	Slide 146
	Slide 147
	Slide 148
	Slide 149
	Slide 150
	Slide 151
	Slide 152
	Slide 153
	Slide 154

	End
	Slide 155
	Slide 156
	Slide 157
	Slide 158


