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What iIs MARKETING?
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PHILIP KOTLER
19111999

TheFatherof Modern Marketing
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Excercisel: TheCompanieswe Love

Thereare 20 ofcompanieselow. Rankthem (individually):

HOW MUCH WOULD | MISS THEM IF THEY WOULD LEAVE MY COUNTRY

TELEWIZJA POLSKA

& Apple [Jgazeta

YEORCIA.PL

o
(“j“’ TOYOTA
w1 H Google
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THE ANCIENT DAYS
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MAYFLOWER William Halsall




MITSUI STORE

cash sales at fixed prices673

declineof zaurt 1895
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THE 18th CENTURY

BIRTH OF CONSUMPTIONISM, WHOLESALE,
FASHION JOURNALISM, MASS MARKETING,
ECONOMY OF SCALE, INFLUENCERS
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LA BELLE EPOQUE

MARKETING FOR THE MASSES

IMPRIMERIES LEMERCIER, PARIS. |
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THE MARKETING AGE

EVOLUTION OF DEFINITIONS
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Excercise2: TheCompanieswe Love

Thereare 20 ofcompanieselow. Rankthem (individually):

WHERE WOULD YOU PREFER TO WORK (OR YOUR SON/DAUGHTER)?

TIVEP]

TELEWIZJA POLSKA

& Apple [Jgazeta

YEORCIA.PL

TOYOIA
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PRODUCTION ORIENTED MARKE

FOCUS ON MANUFACTURI
ECONOMY OF SCA

L Ok (R A U T S O
MARKETING SHOWS EXISTANCE OF PR
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THE GREAT DEPRESSION

THE UNEMPLOYMENT

SELLING ORIENT
MARKETING

AGGRESSIVE SELL|
DOOR TO DOOR SA
FOCUS ON TRANSACTION (NO RELAT
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A MIX OF INGREDIENTS (4P)

1940-70

A e/ kzs () \ DE'V'E,

PRODUCT: Q J’LO‘ ./ I product

What the business offers for salguality, features,

benefits, style, design, branding, packaging, warranties, T J “EW?P the

guarantees, life cycles marketing
T YA | I e A T P o mix

PRICE:

Allaboutthe money: pricing, discounpolicy, N W | ey promotion
special offer pricing, credit payment or credit =3 )
terms, loyalty programs<

PLACE:

Deliveringour products:direct or indirect channels to
market, geographical distribution, territorial coverage,
retail outlet, market location, catalogues, inventory,
logistics, and order fulfillment"

PROMOTION:

The marketing communication used to make the offer
known to potential customers and persuade them to

investigate it further advertising, public relationsnedia,
definitionsof targetgroups<
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Excercise3: The 4PPerspective

DESCRIBE THE FOLLOWING COMPANIES FROM 4P PERSPECTIVE.

MAKE COMPARISION. PREPARE FOR SHORT PRESENTATION.

reserveo BOSS

HUGO BOS S

InPost

l out of the box
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PEOPLE: The Marketl ﬂg M X OXFRD
Human factors who participate in service =

delivery. servicepersonnel who represent the

company's values to custometsteractions

between customeréANDemployees and

customers. P“’d“”
Staff recruitmenttraining, uniforms, scripting, PLM

queuing managing waits x
PROCESS: T ‘ Q '

The procedures, mechanisms and flow of \
activities by which service is deliveted
standardizationvs customizationdiagnosindail-
points, critical incidents and system failures

Physical
Evidence

PHYSICAL EVIDENCE:

The environment in which service occuf$ie space where
customers and service personnel interdcirniture,

A N EW M IX (7 P) equipment, accessunctionality, efficiencysymbols,

signagecolorsinterior design
1980-90
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CUSTOMER:

The consumer refers to the person or group tha
will acquire the product. This aspect of the mod
focuses on fulfilling the wants or needs of the
consumer

CUSTOMER:

Cost refers to what is exchanged in return for th
product. Cost also refete what consumer must
sacrifice to attain the produc(fime or money).

CONVENIENCE:

Where the product will be sold.ikePLACE in 4Ps

DIFFERENT VIEW (4C)

$T AAE OOl PEb

MARKETING MIX 4C - EXAMPLE OF APPLE

Community of fans

4P 4c N APPLE
PRODUCT CUSTOMER Marketing based on the need to have the
; products
Brand, range » Client: needs, Photos et videos from clients
expectations
PRICE cost Renowned for its high prices
; .
Pricn. dissount ‘ Eickier Legs expensive versions are starting to be
available
PROMOTION COMMUNITY Events (keynotes)
R rs
Promotion, publicity, ‘ Communauty, s

PR communication
PLACE CONVENIENCE Products distributed amongst shops and
distributors
Distribution point of Commodité d'achat : Customer service at no cost
sale ol et comment Recycling promotion

i (WY
COMMUNICATION:

LikePROMOTION in 4PCs luarkstwo-ways
(socialmedia andsurvey$




Excercised: The 7PPerspective

DESCRIBE THE FOLLOWING COMPANIES FROM 4P PERSPECTIVE.

e | - -Mobile-~
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(- J Stefan Schwarzkopf and

IS PURE PIE ’,5”/”’

Ivory makes more lather, faster

” +og rich, relaxi
Get into

than any other keading bath soap!

™ You get world-famous mildness,

X .
aod such a clean, fresh odor!

\lv\ﬁdlhllhll;l ary

19071997 g W

. w0
sap-pare, :x'g';!‘,imu‘nr_&or} 1

The Strategy of Desire (1960 é
20027 P
PSYCHOLOGIST W > '9.-);"""4/ ”/ff

= il Floats _
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ALFRED POLITZ
19021982

Life Study of Consumer Expenditures
t 1 , { beadraunters
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ALDUS PIUS B. FRANKLIN JOSIAH WEDGWOOD

printer catalogmaker potter

LESTER WUNDERMAN

19202019

1-y n n ¥ {Beidgdirect MakingAdvertisingPa
DIRECT MARKETING
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DAVID OGILVY

19131999

The Theory and Practice of Selling the AGA Cooker

Gallup,secretagent, CAMP X

p & ST
The oye patch was navar mantioned In the ad, but
used asa my proptog y

“You can see the lemon in Schweppes Bitter Lemon.
That's because Schweppes uses whole, fresh lemons.
Juice, pulp, peel, everything.”

a ¢ KuStomeris not amoron. Sheis your wifeg
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10°THINGS TO KNOW BEFQORE

STARTING A RETAIL STORE

STANLEY MARCUS

19052002

Goes toanyretail store andtells tchemwhat they shoulddo
BUSINESSMAN AND A INTELECTUALIST, ART. EXHIB.
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MARKETING
VS
SALES

THE ENDLESS WAR
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Mar‘keﬁnﬂ Sales

& Positioning R a3 : Revenue
&

aa Strategic . o Thinking style | L Tactical

@
@ Customers/IR/PR e o A%&Epﬂe

E Customers

9 &
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IF YOU DONT KNOW WHERE YOU ARE,
YOU WILL NEVER REACH YOY DESTINATION

001 PES® WOJIMOS.COM BEE



MISSION AND VISION

$T AAE OOl PEb

fr'.r;

Strategy

The steps we’ll
take to realize
our vision

@

Goals

How we track
and measure
our success

@)
Mission
Who we are and

what value we
provide

Vision
What we want
to become

Alibaba Group's mission is “to make it easy to do business anywhere.”

Amazon: “Our vision is to be Earth's most customer-centric company.”
JetBlue: "To inspire humanity - both in the air and on the ground.”

Phillips: “Improving people’s lives through meaningful innovation.”

Sony: “To be a company that inspires and fulfills your curiosity.”

TED: “Spread ideas.”

The United Nations: "The maintenance of international peace and security.”
Tripadvisor: “To help people around the world plan and have the perfect trip.”
Walmart: "We save people money so they can live better.”

Workday: “To put people at the center of enterprise software.”




DEFINING A MISSION

Purpose and values: The mission should clearly define the purpose of the organization and the values that
It should answer why the company exists and what values it represents.

Inspiring and motivating: The mission should be inspiring and motivating for both employees and customers
should express the company's passion, commitment, and ambitions, encouraging action.

Specific and clear: be specific and clear, allowing everyone to easily understand what the company does

Realistic and achievable: The mission should be realistic and achievable, taking into account the company's
capabilities and limitations. It should not be mere empty words but be based on solid foundations and feasib
accomplish.

Enduring and flexible: The mission should have a lasting nature but also be flexible, adapting to changing m
and business conditions.
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Excercise Preparea mission

WHAT WE DO (BUT NOT IN SHADOWS)

InPost ™ Allegro LPKP>

POLSKIE KOLEJE PANSTWOWE
Spotka Akcyjna
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A specific segment or group of people who are the intended recipients of a company's products or services.
The target audience is defined based on various demographic, behavioral, psychographic, or geographic cri
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- WHAT CHARACTERISTICS HOW DO | IDENTIFY MY
DEFINE YOUR AUDIENCE? TARGET AUDIENCE?
B h Age ~ Look to current

Location

~
customers
- Interests Check out your
competition
- Values
Analyse your
,. - Profession product/service
‘ + Marital status -s Create personas - b Al
. [ . . b
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Excercise Define target groups

WHAT WE DO (BUT NOT IN SHADOWS)

WESSAINT/AURENT

. %m
o
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Strengths: characteristics of the business or project that give it an advantage over others !

Weaknesses: characteristics that place the business or project at a disadvantage relative to others ’

Opportunities: elements in the environment that the business or project could exploit to its advantage |

Threats: elements in the environment that could cause trouble for the business or project \
* = /,‘\,.

£ &= L]

In

~ i e \

T _; Strengths Weaknesses r
OUR POSITION: SWOT '
E
T Y T N _"‘E : -
., w - Eg
N '
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1. IDENTIFY SWOT FACTORS
2. ESTIMATEHE WEIGHTED IMPAOWERTOTAL 100%)
3. ESTIMATEHEPOWER OF FACTOHR)(1

WEIGHTED SWOT

$T AAE OOl PEb



Logo, logotyp, sygnet

Al 232 2SaiG IANI FAOI yey T yF{1ASY 6aeéyvyoz2fSY FTANYe@Od 2 2¢
Al2320@L3 ol FLWA& o6t RNO& g&N}IT SYo
A Sygnet (znak graficzny)

sygnet logotyp

VIJION TIUST

zaufa) nasze) wizn

t

tagline
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Czyje to logo?
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Doctors |
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§ We make computers work for you.
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Za: zczuba.pl
PR
N

Witamy w NRD Graf do zadania z Co to jest??
tekstem
M K5 "Lednik” Margonin
MAED
" =
Logo klubu Korona Wannabe Berlin Jele® Samol ot ?
Ufo?
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®

Bufallo Sabres

Detroit Pistons

~

| YAFYl 2320

Za: zczuba.pl

Dallas Mavericks
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Za: zczuba.pl

Pittsbourgh Penguins Mamphis Grizzlies
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Za: designcow.net

Metro Goldwyn Mayer
Warner brothers

SER B H\‘T'l

1st Logo "Brain Shield" 2nd Logo "Vitaphone 3rd Logo "Zooming
(1923 - 1929) Shield" (1929 - 1936) Shield” (1936 - 1937)

WARNER BROS - SEVEN ARTS

Preseats

4th Logo "WB Shield" Sth Logo "Classic Shield” 6th Logo "WB-7"
(1937 - 1948) (1948 - 1967) (1967 - 1970)

7th Logo "The Kinney 8th Logo "WCI Shield” 9th Logo "The Big W"
Shield" (1970 - 1972) {(1972) (1972 - 1984)

10th Logo "The Shizld 11th Logo "CGlI
Returns” (1984-1998) Shield" (1995 - )




Apple Xerox

® b"\. L~
(1998) Current Logo
T
(1906) (1938) (1948) (1949) (1958)

XE ROX XER OX THE DOCL;EEI;’)I(‘ COMPANY

CORPORATION

(1961) (1968) (1994)
THE DOCUMENT COMPANY EAQ
XEROX ~ XEROX X€rox @,)
(2002) (2004) Current Logo
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Shell

(1900)
S Shell Shell
(1955) (1961) (1971) (1995) Current Logo
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BMW, Nike, Cannon

OO

(1923) (1936) (70's & 80’s) (1954) Current Logo
(1971) (1978) (1985) Current Logo

e
O ey

VB Y Canon Cano Canon

(1934) (1934) (1953) (1935) Current Logo
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IBM

(1888)

[B)VI IBM

(1947) (1956) (1972) Current Logo




Kodak

@ = 41 EE

(1907) (1935) (1960) (1971)

Kodak Kodak

(1987) (1996) Current Iag%eom)
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Microsoft, Volkswagen

MGBer LUEENC3N Microsoft

(1975) (1975) (1987)
-~ -~
Micresoftt Microsoft
WHERE DO YOU WANT TO GO TODAY? Yourpotential Ourpassion."
(1994) Current Logo

& % O

(1939) (Before WWII) (After WWII) Current(ls,i_gc%(;noo)



Firefox, LG

(2002) (2003)

GoldStar  “o._

(1958) Current ngm)
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Nokia, Walmart
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