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Marketing Quotes :
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“Marketing is not the art of finding clever ways to dispose
of what you make. It is the art of creating genuine
customer value.”

Philip Kotler
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What is Marketing?
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Marketing is
engaging
customers
and
managing
profitable
customer
ETHG i - | relationships.
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: Kotler & Keller 2016 : ,5 5 ,Ll5' LSS &y g5

Marketing is a social and managerial process by which
individuals and groups obtain what they need and want
through creating and exchanging value.
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Marketing

(5 .~ Definition of Marketing

LG . : Marketing is the activity, set of institutions, and
/- processes for creating, communicating, delivering,
| and exchanging offerings that have value for
customers, clients, partners, and society at large.
(Approved 2017)
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Marketing

Definition of Marketing

Marketing is the activity, set of institutions, and
processes for creating, communicating, delivering,

and exchanging offerings that have value for
customers, clients, partners, and society at large.
(Approved 2017)
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B2C — Business to Consumer
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B2B — Business to Business
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Marketing is the whole business seen from the customer’s point of view.
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Customer value is a customer’s perceived preference for
and evaluation of product attributes, attribute

performances, and consequences arising from use that
facilitate achieving the customer’s goals.
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A value proposition describes the benefits customers

can expect from a product or service and how it helps
them get a job done, relieve pains, or create gains.
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VALUE PROPOSITION
Describes the benefits customers can expect from your
products and services.
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A value proposition is a simple statement that summarizes
why a customer would choose your product or service.
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Satisfaction is the feeling of pleasure or disappointment

resulting from comparing perceived performance with
expectations.
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¢’ Market

A group of potential buyers wilth
shared characteristics and needs.
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¢ * Market
A group of potential buyers wilth Market is a set of actual and potential buyers of

shared characteristics and needs.

a product or service.

8‘/§ (Kotler & Keller, 2016)
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Marketing1.0 Marketing 2.0 Marketing 3.0 Marketing 4.0 Marketing 5.0

Product- Customer- Values- Digital + Technology
Oriented Oriented Driven Human-Centric  for Humanity
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Selling focuses on the needs of the seller; marketing focuses on the
needs of the buyer.
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Fundamental Differences
between Selling and Marketing
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Modern marketing is collaborative, integrated, and
cross-functional.
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Soft Skills

Customer-Centric Thinking ;gowe g i ,S&5
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