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What is Marketing?
 wf,úlrKh hkq l=ulao@

Marketing is the process of understanding customer
needs and promoting products or services to satisfy
those needs profitably.
wf,úlrKh hkq mdßfNda.sl wjYH;d yÿkdf.k" tu wjYH;d
,dNodhS f,i ;Dma;su;a lsÍu i|yd NdKav fyda fiajd m%j¾Okh 
lsÍfï l%shdj,shhs¡

Know Your Customer!
Tfí mdßfNda.slhd y÷kd .kakæ

Target 
Group?

b,lal.; 
lKavdhu@

Problems & 
Pain Points?

mdßfNda.slhkag
;sfhk .eg¨
iy ÿIalr;d@

Demands 
and 

Expectations
b,ä u iy 
wfmalaIdjka

Solution by 
Your 

Business?
 Tfí

jHdmdrfhka
,efnk úi÷u@
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Brand Building  
ikakï kduh f.dvke.Su

Clarity
meyeÈ,slu

Trust
úYajdih

Consistency
 ix.;nj

Personality
wkkH;dj

Marketing Mix
 wf,úlrK ñY%h
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 NdKavhl wf,úlrK ñY%h - “4 P’s”

 ksIamdÈ;h ñ, ia:dkh  m%j¾Okh

Tn úl=Kkafka
l=ulao@

mdßfNda.slhd fldmuK
uqo,la f.jkjdo@

ksIamdokh ,nd.; 
yelafla fld;ekskao@

mdßfNda.slhska ksIamdokh
.ek oek.kafka flfiao@

• úfYaIdx.
• .=Kd;aulNdjh
•  fudaia;rh $ 
fmkqu

•  weiqreïlrKh

•  ñ, kshu lsÍfï
Wmdhud¾.h ^msßjeh tl;= 
lsÍfï l%uh" ;rÕldÍ ñ," 
udkisl;ajhg n,mdk ñ,&

• jÜgï
•  f.ùï l%u

•  fN!;sl fj<|ie,a
•  ud¾..;
•  fnodyeÍfï cd,h

• oekaùïlrKh
• äðg,a wf,úlrKh
•  m%j¾Ok jevigyka
•  n,mEï lrkakka $ 
fmd<Ujkakka

•  láka lg hk m%pdrKh

Marketing Mix of a Good  - “4 P’s”

Product Price Place Promotions
What do you 

sell?
How much the 

Customer pays?
Where does the 

Product available?
How does Customers 
know about product?

•Features
•Quality
•Design
•Packaging

•Pricing Strategy 
(Cost Plus, 
Competitive, 
Psychological)

•Discounts
•Payment Options

•Physical Stores
•Online Channels
•Distribution 
Network

•Advertising
•Digital Marketing
•Promotions
•Influencers
•Word of Mouth
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Product  ksIamdÈ;h

Price  ñ,

Place  ia:dkh

Promotions  
m%j¾Okh

• Modern  kùk
• Standard iïu;
• Minimalist ir,

• Low wvq ñ,
• Discounts jÜgï
• Customers to 

deliver and 
assemble 
mdßfNda.slhska
úiskau f.k hdu
iy iúlr .ekSu

• Large Stores out of Cities
k.rfhka msg msysá úYd, fj<|ie,a

• Online Sales 
wka;¾cd,h ;=,ska wf,úh

• Social Media  
iudc udOH

• Word of Mouth 
láka lg hk 
m%pdrKh

• Minimalist 
Advertising 
wju fudaia;r iys; 
oekaùïlrKh

IKEA
4 P’s
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• Sweet Vanilla jeks,d ri
• Unique Taste iqúfYaIS rih
• Carbonated ldfndfkagâ ^.Eia iys;&

• Lower than Coca-
Cola
fldld-flda,d j,g
jvd wvq ñ,

• Affordable  
oeßh yels ñ,

• School Canteen mdi,a wdmkYd,d
• Grocery Shops is,a,r lv 
• Super Markets iqmsß fj<|ie,a

• Youth oriented
;reK mrmqr b,lal
lr.;a

• Energetic and Fast 
Driven 
WfoHda.su;a iy
l%shdYS,S

• Mass 
Media  ckudOH

Cream Soda
4 P’s

Product  ksIamdÈ;h

Price  ñ,

Place  ia:dkh

Promotions   
m%j¾Okh
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Marketing Mix of a Service  fiajdjl wf,úlrK ñY%Kh - “7 P’s”
4 P’s in Goods plus below 3 ^NdKav i|yd jk 4 P’s j,g wu;rj my; 3&

People  
mqoa.,hska

Processes
 l%shdj,Ska

Physical Evidence  
fN!;sl idlaIs

Who are involved in 
providing the service?
fiajdj iemhSug iïnkaO

jkafka ljqo@

How is the service 
delivered? 

fiajdj ,nd fokafka
flfiao@

What Customers can see to Trust 
Brand? jHdmdrh flfrys úYajdih

;eîug mdßfNda.slhskag oelsh yelafla
fudkjdo@

•Employees fiajlhska
•Salespeople 
wf,ú ksfhdað;hska

•Customer service
mdßfNda.sl fiajh

•Ordering weKjqï lsÍu
•Payments f.ùï
•Delivery fnodyeÍu
•Customer Support 
mdßfNda.sl iydh

•Store Design fj<|ie,a ie,iqu
•Packaging weiqreu
•Web Site fjí wvúh
•Reviews 
 mdßfNda.sl woyia iy iudf,dapk
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Product ksIamdÈ;h Price  ñ, Place  ia:dkh Promotions  m%j¾Okh

• Theme Park 
f;audjka u; mokï jQ 

• Disney Shows 
äiaks o¾Yk jdr

• Magical Exp.
udhdldÍ w;aoelSu

• Premium
by< ñ,

• Dynamic fjkia
jk ñ, .Kka

• Bundled tl;= 
l< meflac ñ,   

• Near Major 
Cities
m%Odk k.r
wdikakfha

• Global Loc. 
 f.da,Sh ia:dk

• Emotional
yeÕSïnr

• Story Driven 
l:d mokï lr.;a

• Movie Cross
 Ñ;%mg yryd m%j¾Okh

Disneyland 7 P’s
People  mqoa.,hska Processes l%shdj,Ska Phy. Evidence fN!;sl idlaIs

• Training mqyqKqj
• Courtesy

ldreKsl nj
• In Character

pß;hg wkqj yeisÍu

• Online Booking  
wka;¾cd,fhka fjka lsÍu

• Queue Control fmda,sï md,kh
• Clean and Safe

msßisÿ iy wdrlaIs;

• Landscaping
N=ñ w,xlrKh

• Music, Scents  ix.S;h" iqqj|
• Themed Architect. 

f;aud;aul .Dy ks¾udK Ys,amh
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• Luxury Spa
iqfLdamfNda.S fiajh
• Skin & Body Care 
iu iy YÍr i;aldr

• Premium 
by< ñ,
• Value Based 
Price jákdlu 
u; mokï jQ ñ,

• Franchise 
jr,;a fj<|ie,a
• DutyFree  ;Srenÿ
rys; fj<|ie,a
• Mall idmamq ixlS¾K

• Emotional  yeÕSïnr
• Story Telling l:d lSu
• Celebrity m%isoaO
mqoa.,hska fhdod .ekSu

Spa Ceylon 7 P’s

• Uniforms ks, we÷ï
• Trained  mqyqKq ,;a
• Calm and Polite 
Ydka; iy fi!uH

• Personal Consultation 
mqoa.,sl Wmfoia ,nd §u
• Packaging weiqreïlrKh
• Spa Treat. Protocols  
iamd i;aldr l%ufõo

• Elegant Interior & Exterior 
ukrï wNHka;r iy ndysr
fmkqu
• Spa Ambiance 
mßir jd;djrKh

Product ksIamdÈ;h Price  ñ, Place  ia:dkh Promotions  m%j¾Ok

People  mqoa.,hska Processes l%shdj,Ska Phy. Evidence fN!;sl idlaIs
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Digital Marketing
Promoting products online 
using digital channels like 
websites, social media, 
email, and search engines to 
connect with customers, 
build awareness, and drive 
sales.

Tools

•HubSpot, Sprout Social

•SEO – Ahrefs, SEMrush

•Social – Hootsuite, Buffer

•Design – Canva, Visme

•Analytics – Google, Meta

Digital Marketing Strategies for 
Entrepreneurs

Strong Online 
Presence 

• Facebook
• Instagram
• TikTok
• LinkedIn

Creative and 
Consistent 

Content 
• Brand Identity
• Short
• Powerful

Sponsored Ads
• Boosting 

towards TG
• Ad Campaigns
• Leads
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