
Intyo d actsan to1warketing

D e.finitî* n af Markeilng
t* Drl Phiiip Kotier defînes marketing as followi.ng: " a süiense and art of exploring, creafing, anddelivering ter satis$ the meeers of a target rmarket { eonsumers} at a pro{it. . ..o Marketing refers to the activities designed by a company to attrut, eomect and convince cûnsumers to r.

parshase its product or service.

h{arketirug Mix

It is a n:arketing concept that refers to a set of variables and resources used by a rompany for creating anetTccti.ve maarl«*Éing plan to prûmote a good cr a service in the markct.

T'he {Ps af lï§ayketing *fer:

.lNhat are the 4ps o{ S4arker[ng

tr-Froduet: It refers to a good or servic* being offered by a company. ït should rneet a ce'fain need ofüilnsu$rers. ït can lre either a Tangihle good or an intangible service.
À'\'l-rrlee: ts the cosf consu-mers pay for a prod.uct.it depends cn cost of producûion,and promotion, supplyand {emand, competitors,price .".etc"

I

3^Place: refers to pointCI of sale. It is the locations of distribution ar sirnply the markct where the productis sold

3-Prorn*tion: the aefivities to nrake tiie pro{uct or the seruice knorvn to consumers. ït can includeadvex"tising, pÀ.ess reports, s o,cia} needi* nrarkJting...

The importanee of the dFs:

The carirbination of the four ps helps
aad taatics (marketing plans).

ÿuest§oras

to create effective and sü*cessfur marksting strategies

1- what is tire the sirnplest de{inition of marketing?

?-what is tlie main ob.jective of rnarketing?

3-whc is the first economist who brought trre term ,'Marketing 
mix,,?

4-wha$ are the main criteriathat the rnarketer rnust take into consideration before identifying the final
yr iL,Ç I

fi ert n e th e following co ÿtcepîs

Brand' supply and demand. social mediâ marketing, promotion
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companies
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Defin ition of Marketinq I

I

Marketing is a group of operations or activities that work todiscover customers 'desires and deverop a group of products orservices that satisfy their desires and achieve profits for theorganization within an appropriate period of time. Marketing canbe defined as the art of seiling, but sares are part of theprocess.

The im ortance of marketin
- Through marketing we know what are the most importantdesires of the buyer.

- Knowing the products and services that are widery traded inthe market.

- Find out what is the customer's satisfaction with the offeredgoods and products.

- submit a report to the business owner or seiler about thequality of his goods and services and the customer,ssatisfaction with the prices provided through market opinions.
- l\flarketing assists in providing fuil support in pranning theproduction process at various stages.

Marketin Success Re iremen ts:
Achieving marketing success depends on the foilowingrequirements :

- Being aware of customer needs constanfly.
- understand the mission and basic goars of the facirity.
- Monitor changes in the environment affecting marketing.
- Designing marketing plans.

- Focus on the ingredients in the marketing mix.
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fJrH:i"i:il:nce 
between the inrerests of society, the facirity,

Ma rke in Pro erties I

I

Marketing has many characteristics, the most important ofwhich are:

Marketing is one of the renewed and evorving activities:This is evidenced by the deveropr"ni of methoos Ër marketingsome types of commodities that were marketed using ordmethods in the past that are no ronger used today.
Distribution systems are characterized by competitivemarketing: because of the reriance on severar modern,contemporary, and renewabre marketing methods to promotespecific products and services, and to demonstrate theirdistinction from other atternative and competing products.
Marketing interest to peopte during the imprementation ofits functions: the services and goool must meet the needs ofpeopre, through buying and iefling them by rerying onmarketing them in ways acceptabre to Ürem, ,ni even thoughpeople are important erements in the marketing process, thisprocess cannot be judged by moral standards, The productsthat people need are provided to them by various means ofmarketing.

The dominance of sma, enterprises in marketing: wheremost of these institutions depend on the employment of a smallnumber of emproyees, and the number does not exceed fivepeople and the majority of them are owners.
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IVlarketinq Strate a
a

l\,arketing depends in the preparation of its pran on a strategythat integrates with the strategy appried in the facirity.
The marketing strategy incrudes formurating the enterprise,smission , anaryzing coÀpetition and attitude, knowing goars andstrategies, ,r9 rearizing and distributing products. Themarketing strategy is formurated according to the foilowing

' Message preparation: is to crarify the purpose of thefacility's existence, which depenos on achieving a certainthing, such as providing terecommunications ."-ri""., carmanufacturing, or designing computer games. Themessage may change. depending on the em"rg"nc" ofnew circumstances and conditions rerated t";Ë;arket.
' swoT Anarysis: rt is one of the strategic toors that herpsto analyze the capabirities of the facirity by recognizing itsweaknesses and strengths, and knowing the nature of itsexternar environment that contributes to understanding thenature of threats and opportunities.
' Knowing The Goars: they are message_based goars thatmust be converted into rear actions, and herp achieve therequired accomprishments within a specific schedure oftime. Goars must be rearistic and correcfly express theexternar and internar environments, thân in"y wiilcontribute to supporting the administration to achievesuccess in implementing the marketing strategy.o Defining strategy: is the entitÿs cnàice of the appropriatemarketing strategy that contributes to reaching its goars.o lmplementation of The strategy: rt is the process thatrelies on th: 

. 
use of programs that contribute to theapplication of the marketinj strategy. ro,. exampre, if thenature of the company oefends oi'technorogy, it shourduse research specialized in development and collect dataon technology.
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Marketin Ethics :

tVlarketing must be distinguished by having a set of importantethics, including:

Explain the risks that may arise from using the service orproduct.
- Avoid using false and deceptive ads.- Iot using products to inftuence and exploit customers.' Ensure fairness whire dearing with suppriers

customers. and

Marketinq Goa ls:
Marketing seeks to achieve several goats specific to the facility,the most important of which are:
Profit-Making: rt is the main goar of enterprises seeking toincrease their income and profits, and the ,.oi" of marketing inreaching these profits is through achieving an appropriatevolume of sares that contribute io obtaining profits by takingadvantage of 

.avairabre opportunities, using new methods inmarketing, and searching for more Zones are profitabre withinthe market.

continued Growth: is the rore of marketing in promoting andsupporting the growth of the organization by increasing its saresin an incrementar manner, i.e. àchieving a greater rate of sarescompared to the previous rates, ,no this contributes toincreasing the establishment's share within the market orsupporting its participation in new markets.
Maintaining survivar: rt is one of the primary goars ofmarketing, as the entitÿs continued survivat and maintenance ofits activities within the market is one of the most important jobsthat all the units of the facility - including the marketing unitmust seek to imprement. The vitar activity of marketing mustalso be recognized, which wiil contribute to maintaining the
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continuity of the facirity by imprementing the foilowing twofunctions:

Organizing systems specialized in marketing information:These are systems that record, process, and coilect informationabout the market, and then transfer it to the facirity managementin a timely manner.

pes of Marketinq :

Marketing through website optimization in search enginesand this type is the most important :

This type of marketing is very important in this field and searchengines are considered the art of increasing the appearance ofyour website in the first resutts of the searclrengine prg"r.
Like the Googte search engine, this is done by targeting specificwords on your website, so your site appears in the first rankwhen searching for the fielcl of services ftrat your site provides.
Marketing through social media :

This type of marketing is more effective and widespread thanothers because it communicates with a rarge group lf users ofdifferent ages, groups and countries.

It is an opportunity to incre
advertisements funded on
Facebook .

Email Marketing :

The continuous search for new marketing opportunities, byincreasing the entity's market share, or by seiling it to highryprofitable marketing products.

ase the volume of users through
social networking sites such as

using e-mait in marketing, as it reaches the target groups in theform of newsretters or new offers via the emairs of these peopre.
Marketing for using participatory programs.
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The e-marketing here is for the participation programs that areseen and used by many pioneers of social networking sites.
Marketing through websites :

Marketing is using websites that speciari ze in specific servicesand these sites are characterized by the rarge size of theirusers, such as brogs, forums, directory sites and ctassified ads.
Mobile Marketing :

Marketing using the ratest types of etectronic marketing, mobireapplications are one of the lârgest types of etectronic marketing,due to the increase in the number of smart phone users aroundthe world and atso the speed of access to information in atimely manner

t



lV'larketing Strategy

What ls a Marketing Strategy?

A marketing strategy refers to a business's overall game plan

for reaching prospective consumers and turning them into

customers of the products or services the business provides.

A marketing strategy contains the company's value

proposition, key brand messaging, data on target customer

demographics, and other high-level elements.

Marketing Strategies vs. Marketing Plans

The marketing strategy informs the marketing plan, which is a

document that details the specific types of marketing

activities a company conducts and contains timetables for
rolling out various marketing initiatives.

Marketing strategies should ideally have longer lifespans than

individual marketing plans because they contain value

propositions and other key elements of a company's brand,

which generally hold consistent over the long haul. ln other
words, marketing strategies cover big-picture messaging,

while marketing plans delineate the logistical details of
specific campaigns. 

u

Academics continue to debate the precise meaning of
marketing strategy, therefore multiple definitions exist. The
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following quotes help crystallize the nuances of (modern)

marketing strategy:

. "The sole purpose of marketing is to sell more to more
people, more often and at higher prices." (SergioZyman,

marketing executive and former Coca-Cola and JC Penney

ma rketer)

. "Marketing is no longer about the stuff that you make,

but about the stories you tell." (Seth Godin, former business

executive, a nd entrepreneu r)

. "The aim of marketing is to know and understand the
customer so well the product or service fits him and sells

itself." (Peter Drucker, credited as founding modern

management)

o "Marketing's job is never done. lt's about perpetual

motion. We must continue to innovate every day." (former

vice chair and chief mar.keting officer, GE)

o "Take two ideas and put them together to make one new
idea. After all, what is a Snuggie but the rnutation of a blanket

and a robe?" (Jim Kukral, speaker and author of "Attention!")

The Creation of Marketing Strategy

A carefully-cultivated marketing strategy should be

fundamentally rooted in a company's value proposition,

which summarizes the competitive advantage a company

holds over rival businesses. For example, walmart is widely
known as a discount retailer with "everyday low prices,"
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