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

- Seth Godini
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What is Marketing?

FCERIDOBIS (5%) ROV
Marketing is the process of understanding customer
needs and promoting products or services to satisfy
those needs profitably.
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Know Your Customer!
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Brand Building
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Marketing Mix
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Price

Product

What do you
sell?

Marketing Mix of a Go
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l Place

How much the
Customer pays?
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Where does the
Product available?

*Physical Stores
*Online Channels
*Distribution

Network

*Features *Pricing Strategy
*Quality (Cost Plus,
*Design Competitive,
*Packaging Psychological)
*Discounts
*Payment Options
8
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Promotions

How does Customers
know about product?

*Advertising
*Digital Marketing
*Promotions
*Influencers
*Word of Mouth
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Promotions * Modern 3
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Promotions
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* Youth oriented
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* Energetic and Fast
Driven
CGIBIOOB )
55)HE

I\ EISS
Media 5005

———a—

~.

Product &$3=:2acs G ,@: ,

* Sweet Vanilla dt¥@) 6
- | *Unique Taste 59668 6ascs . 3
" ] «Carbonated 66308 (©eas =55) i

gagme ronl IEIDS I gt
’ .'i‘,

gl | ARE /T R ”4”1 >
~ 1 Cream Soda |

4 P’s

vi ol

~ -/
s .'\
ol

Price ®@

* Lower than Coca-
Cola
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People
GROESY

Who are involved in

Processes
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How is the service

Physical Evidence
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What Customers can see to Trust
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providing the service? delivered? g Brand? 21316 659668 dsdrescs
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* Theme Park
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* Disney Shows
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* Magical Exp.
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* Training 35)9m®

* Courtesy
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* Premium
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I Online Booking
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* Emotional
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* Story Driven
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i Landscaping
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Product &3=)8x¢s ; Price ®@ ! Place ¢ Promotlons SO
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DIGITAL
MARKETING




9/17/2026

i
Dlgltal Marketing
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Promoting products online ~ Tools
using digital channels like  N.hupspot, Sprout Socia
websites, social media,
email, and search engines to
connect with customers,
build awareness, and drive *Design — Canva, Visme
sales. * Analytics — Google, Meta

 «SEO - 'Ahyrefs, SEMrush

*Social — Hootsuite, Buffer

Digital Marketing Strategies for
Entrepreneurs

Strong Online Creative and Sponsored Ads |
Presence : Consistent % ¢ Boosting

Facebook Content B towards TG
Instagram Brand Identity | [(ERACKSCIUEI0E
TikTok e Short b ¢ Lleads
LinkedIn Powerful \
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