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Business core
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Five parts of every business

• Every business must

 Create something of value

 That people want or need

 For price they are willing to pay

 In quality that meets their expectations

 And still bring enough profit for owners to 
continue operation

Source: based on Kaufman (2012)



Brainstorming

• Companies profit from the fact that people

 Want to own

 Want to belong

 Want to learn

 Want to be safe

 Want to feel

Can you think of

business examples

belonging to 

categories on the left?

Source: based on Kaufman (2012)



Market assesment
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What to consider when assessing
a market

1. Urgency– how much people want the product or
service

2. Market size – how many people are potential buyers

3. Price potential – what is the maximum price?

4. Customer acquisition cost – how much will I pay?

5. Cost of product / service production

6. Uniqueness of offer
Source: based on Kaufman (2012)



What to consider when assessing
a market

7. Speed to market? – can my product be ready in a 

month or a year?

8. Up-front investment – money needed before

company operation

9. Upsell potential– what other products can I sell?

10. Evergreen potential? – What is my product life

cycle?

Source: based on Kaufman (2012)



Excercise – market assesment

1. Agency that sells experiences and events

2. Fast food in the city center

3. Mobile application for payments in restaurants

4. Aircraft manufacturer Airbus

Source: author



Communication of value to 

the right market
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Tools of trade

ATL

• TV

• Radio

• Internet (display)

• Print

• Outdoor

BTL

• Direct marketing

• Point of sale

• Sales promotion, 
sampling

• Public relations

• Internet (blogging)

• Events

• Loyalty programs
Can you tell the main difference?

Source: author



Television advertising

• Reaches broad audience

• Delivers the message using audio, video and
text

• Is expensive, but gives credibility to business

• Performance is vaguely measured (rather for
brand building than performance)

Source: author



Television advertising

Source: ads from adsoftheworld.com

http://adsoftheworld.com/media/tv/virgin_mobile_do_it_for_the_data
http://adsoftheworld.com/media/tv/microsoft_girls_do_science
http://adsoftheworld.com/media/tv/hm_modern_essentials


Radio advertising

• Reaches broad or local audience

• Quite cheap in comparison to TV

• Can make good use of audio branding (e.g. 
jingles)

• T-Mobile jingle
https://www.youtube.com/watch?v=bPB-
2RwqH0U

Source: author

https://www.youtube.com/watch?v=bPB-2RwqH0U


Internet advertising

• Laser targeted audience

• Perfect measurability

• Buying ads per click or per 1 000 impressions

• Viral potential

Source: author



What you can
measure,

you can also
manage
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VISITORS = MONEY
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How to generate visits?
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Search engines / paid

Search engines / organic
Display / content network

E-mailing

Links

Social networks

Offline channels

Internet advertising

Source: author



Internet advertising

Source: amazon.com



Internet advertising

What to measure?

• Number of clicks

• Number of visits

• Click-through rate (CTR)

• Cost per Click (CPC)

• Cost per Mile (CPT / CPM)

• Number of conversions

• Value of 1 conversion
Source: author



Internet advertising

How to measure?

• Google Analytics

• Google AdWords

• Reports from media agency (RTB)

• Other analytical tools
Source: author



Internet advertising

Source: author



Internet advertising

Source: author



Internet advertising
Source: 9gag.com



Internet advertising

Source: Moz.com



Print advertising

• Can be quite expensive (depending on the
media)

• Good to generate desire and sales as a result

• Effective tool for brand building

• Better targeting than TV or radio ads

Source: author
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Outdoor advertising

• Billboards – reaching local audience

• Use of non-traditional media

• Guerilla marketing

Source: author
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Direct marketing

• Often uses data from CRM

– Name, interests, age

• Is suitable to target local audience

– e.g. Supermarkets

• Drives call to action

Source: author
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Public relations

• Spreading information among people

• Often uses press coverage

• Nowadays also social networks

Source: author
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Internet - blogging

• Builds trust

• Educates your audience

• Helps to grow brand equity

• Can generate direct sales

Source: author
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When you picked a service / prod. 

1. What is the value for customers?

2. What will be the target group and pricing?

3. What message will you communicate?

4. What is your goal to be reached using the
message?

5. What will you measure?

Source: author
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