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What is Marketing...??

Selling?

Advertising?
Promotions? ‘
Making products available in stores?
Maintaining inventories?

"t'che, plus much more!
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Marketing = ?

< Marketing is the sum of all activities |
sales outlet. After that sales takes EWB;,&
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= Marketing is all about creating a pull, sales is all about
push. =
= Marketing is all about manze ;:;:-;;': hg the four P’s
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The 4 Ps & 4Cs
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Difference Between - Sales & Marketing ?

Marketing
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Core Concepts of Marketing

Based on :
Needs, Wants ‘D‘es‘*ﬁ"e"s;f"f” "




Strategic Marketing

Strategic marketing management is concemed with
how we will create value for the customer

Asks two main que‘,stions*

~ What is the 6’1""9”3(1‘ f tio uﬁ 7?* a
particular time? stom r Va

~ What are Itsp maz _ C __
achieved? — how will this
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Strategic Planning
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Strategic Planning is the managerla r.'cess of
creating and maintaining a fit betw en the
organization’s ob;ectIV&s @ res |

evolving market opportu i




The Marketing Process

Marketing Strategy

Target Market
Strategy

. : Evaluation, Control
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