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, The business enterprise has two—and only
two—basic functions: marketing and
innovation.

Marketing and innovation produce results;
all the rest are costs.”

Peter Drucker



Marketing

The essence is to find a balance between the interests of the customer and
the enterprise.

A set of activities designed to anticipate, identify, stimulate and satisfy
customer needs;

better than our competitors;

with reasonable costs.



USP — Unique Selling Proposition

® Determines what is unique your brand or product
® What other brands / products do not have

® Is used in marketing communication



ESP — Emotional Selling Proposition

® Brand value based on emotions and ideas
® Often the purchase is based on the emotional aspects

® With intelligent and appropriate combination of rational and emotional
benefits that we provide our customers, we can achieve a reason why
they prefer us over the competition



The ultimate goal of marketing is customer satisfaction

Lots of of entrepreneurs satisfy their own ego ...
... and their own needs.

However, if they are the same as customer’s, why not then? ©



Focusing on product vs. customer

Focus On product
Begins with... technology

The product is perceived core
as

The communication specifications
emphasizes

Source: NIUSSEN, E.J. (2014)

On customer
customer
means to satisfy the needs

atributes, which bring benefits to
the customer



We do not sell products, but solutions

Our customers do not care what our product is and what it is best at
They are interested in what will be the benefit and utility fot them
The product is only means to achieve that result

Emotions that are associated with the product, can also be the benefit

Customer does not care how fast the train is, but how short or long will
the travel be



The customer does not need a drill,
but a hole in the wall




The customer buys certain skill




Marketing communication

® Advertising

® Public Relations
® Sales promotion
® Direct marketing
® Personal sales
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Marketing

A complex set of activities and business

philosophy

|s done even before the development of

the product
Demands upfront investments

The assumption is to uncover the right
market

Creates conditions for sale

Strong analytical thinking

Sees the big picture and the
possibilities

Strategic thinking several years ahead
Produces what the customer wants
Focuses on customer needs

Marketing vs Sales

Sales
Set of conrete activities

Can be done while the product exists

Generates cash flow
Works with market already defined

Creates sale as such
Excellent negotiation skills
Fast orientation in given problem

Quick decision making
Sells what the company produced
Focuses on the needs of the company
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What is sales?

® Transaction (something for something)
® We need to gain client’s trust first

® And also we need to find ,,common ground for negotiation
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An entrepreneur is a salesman 24/7.
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,1imid salesman has skinny kids."

- Zig Ziglar
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Lead

¢® A potential customer

° We should have an idea, what our potential customer looks like
(e.g. age, income, etc.)

® The best leads are generated from recommendations from
previous customers
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How leads are generated online?

Udaje o osobég, ktera uzavira pojisténi

Typ pojistnika: * | Fyzickd osoba . 7
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M&sta = .Ne_]prve zadejte PSC '
Email: = 7

Pojistnik je drzitel: = '@ 2N ?
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Bonusy za bezeskodny priubéh
Kolik mésicd platite . 2
povinné rugeni: |
Pocet Skodnych uddlosti: ?

: !O +| Souhlasim s podminkami portalu Usetfeno.cz =

Spocitat cenu >



The AIDA Model

¢ Attention
= Interest
® Desire

® Action
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The customer Is our boss

® We should choose them wisely
® We need to assess his / her purchase power

¢* Will we be able to deal with this customer in the long run? (i.e.
additional service)

®  Our portfolio of customers should be cleared by Pareto’s rule
80:20
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How to determine the price?
¢® Methods

® Replacement cost
®  How much would it cost to make an exact copy?

® Market comparison
®  For how much money are similar products sold?

° DCF / NPV (Net Present Value)
®  Only products with recurring payments

®  Price determined by value to a certain customer
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What about lowering the price?

® Makes sense when we sell a commodity
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Luxury products

¢ Part of added value is in their high price




,Sales begins when the customer says NO.*
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Usual barriers to purchase

> It costs too much
e It won’t work
> It won’t work for ME

> It is too difficult
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Reactivation
¢ Selling to customers that already bought from us

® ltis ideal to have a permission to contact them again with out
offer

® Subscription is an example of reactivation

30



How to lead a business meeting
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1. Define your goals

¢ What is the purpose of the meeting?
® What do | offer to my partner?
® What has value for him / her ?

¢ What will | want in exchange?

32
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2. Prepare ahead

® Will the meeting be rather formal or informal?
®* Where will the meeting take place?

® What do | know about my partner?

33
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3. Prepare psychically

® Mindset ,l am OK, you are OK*
® The deal will be mutually beneficial
* If we close the deal, it's a win-win situation

®* If not, we both lose

34
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4. Arrive on time

¢ Arrive to the meeting on time, or rather few minutes earlier
® |If some beverage is offered, have one (you demonstrate self-confidence)

® Water = shorter meeting, coffee = meeting will be longer

35
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5. Ask and listen

® What does our partner want and need?
® What proplems does he / she want to solve?
® How can | help with it?

® Ideally summarize what your partner said and then talk

36
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6. Arrange next steps

® Ideally close the deal during the meeting
® Sometimes this is not possible (e.g. we have difficult product)

®* What will follow after the meeting?
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Communication of value to the right
market




Tools of trade

ATL

°* TV + Direct marketing

®* Radio « Point of sale

® Internet (display) « Sales promotion, sampling
® Print « Public relations

® Qutdoor  Internet (blogging)

« Events
« Loyalty programs

Can you tell the main difference?
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Television advertising

® Reaches broad audience
® Delivers the message using audio, video and text
® |s expensive, but gives credibility to business

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

40



fph.vse.cz




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-2RwgHQOU
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Internet advertising

® Laser targeted audience
® Perfect measurability
® Buying ads per click or per 1 000 impressions

® Viral potential
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What you can
measure,

you can also
manage
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Internet advertising
How to generate visits?

Search engines / paid

Search engines / organic
Display / content network

E-mailin
9 Social networks

L i n kS Offline channels
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Roman Originals

Roman Women's Lace Detail Bodycon Dress Royal Blue

* 20 customer reviews

Price: £50.00
Size:

Select [v| size Chart | Fit: As expected (92%) ~

» FREE UK delivery
» Lace Detail Bodycon Dress
= 68% Viscose 27% Polyamide 5% Elastane
= Dry Clean Only
» Fastening: Zip
* |Inner Material: Lining: Polyamide
» Lace Detail Bodycon Dress
¥ Show More



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
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Internet advertising
What to measure?

T-shirt — price 600 CZK
Margin 50 %
Value of 1 conversion = 300 CZK

1 out of 3 visitors buy our website
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Internet advertising

How to measure?

« Google Analytics

« Google AdWords
« Reports from media agency(RTB)

« Other analytical tools
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Internet advertising

oogle webdesign praha
3

Internet Obrazky Mapy MNakupy Videa Vice = Vyhledavaci nastroje

PPC

=ni dat z wwwi.g

Ffiblizny potet vysledkd: 770 000 (0,47 s)

Profesionalni www stranky - AtWeby.cz
www.artweby.cz/ -

Originalni grafika a individualni pfistup. Web precizné na zakazku.

9 Budape3tska 3, Praha 10 - 601 389 224

Design webovych stranek - pixelfield.cz
www_pixelfield cz/ ~

Grafika webu Zitd na miru Vagim potfebam, kontaktujte nas.
wysokd kvalita - osobni pfistup
Reference - Kontakt

Potrebujete www stranky? - proholding.cz
www_proholding.cz/ =
Wytvofime pro WVas kompletni feSeni na kli€. VyZadejte si nasi nabidkul

Zajistime tvorbu webl a webovych stranek - webdesign Praha
www.whitehat cz’webdesign-praha/ ~

Profesionalni tvarba www stranek. Vytvofime vam moderni webové stranky, které vam
pomiZou ziskat nové navEtédwniky. Webdesign na miru od WhiteHat cz!

Loading data for http:/fwww.whitehat.cz/webdesign-praha/

WEB DESIGN PRAHA
www design-praha.cz/ =
Webdesign, webova grafika, tvorba WWW stranek, redakénich systémd a eshopi,

redesign, sprava webu a SEO v Praze a okoli. Osobni pristup.
Loading data for http://www.design-praha.cz/

Giant interactive s.r.o. | Dokonaly webdesign Vasich stranek
www.giant.cz/ ~
Predni internetova agentura v oblasti webdesignu a internetového marketingu. JiZ

ﬁiiiii E'rﬂEnEl hrapa m P T

6]
Profi web za 9.800 K&

www.suitu.cz/ -
Profesionalni webové stranky za
skvélou cenu jen do 28. dnoral

Profesionalni webdesign?
www.inpage.cz/ ~

Vytvofime Vam web dle pfedstavy!
Specializujeme se na moderni weby

Web design od profiku
www_pixelmate.czzweb-design ~
Podivejte se na nae portfolio.
S web designem mame zkuZenostil
@ Capkova 244/14, Praha

736 142778

Webdesign pro narotné
www.unikum.cziweb-page-design ~
774 646 349

Vymyslime vam moderni graficky
web design, kterym se odlidite.

9 Bubenska 1, Praha 7

Design webu
www.gradesi.cz/design-webu ~
Chcete originalni a poutawy web?
Vytvofime ho i pro vasi spoleénost.
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Internet advertising
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Internet advertising
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Internet advertising

i Hot Trending Fresh TV NSFW GIF Postar Game More Q l:'" m
G 23n| wFoliow 3+ Sledovar o
Vhen | walk into McDonalds with $10 to spend [> %

®) 800110800 AAAAUTO

Subscribe to 9GAG

Email address

Featured




Internet advertising

News/Media/PR
Blogs + Blogging T T Research/White Papers
Comment Marketing

— INBOUND MARKETING! _____ goeey
m______._-) (AKA all the “free” traffic sources)

Direct/Referring Links

Podcasting

Social Bookmarking ; Word of Mouth

Type-In Traffic

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
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BORIE chair
Birch, Gobo white.

$5 Sjaach

Happy Valentine’s Day. ’
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Outdoor advertising

¢ Billboards — reaching local audience
® Use of non-traditional media

® Guerilla marketing
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WHY IS IT SO HARD
TO SEE BLACK AND BLUE

1 your need lielp o ave ahle fo Belpuoomiacs i o 5



www.valkswagen.hu

DIT-WAT] [}

Volkswagen wishes you a happy International Women’s Day.

Das Auto.
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Internet - blogging

® Builds trust
¢ Educates your audience
® Helps to grow brand equity

¢ (Can generate direct sales
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Building a brand

Value Propositions: What's compelling about the proposition? Why do
customers buy, use?




"Your brdand is what people say
dbout you when 3au're not n

the roowm."

- Jeff Bezos
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Philosohpy

Corporate ldentity

Story ([ USP Name |Mission

Claim

Positioning




Why brand is important
To differentiate our product from others
To assert our position in relation to competitors
To be memorable

To manage associations and expectations that customers will ascribe to
our products



Entrepreneurial philosophy
® Why do we do things this way?
® How do we approach and handle the customer relationship?
® Is our goal to make immediate sale or to build long term relationship?
® What processes do we have in our company?

® When a customer reaches to our customer support, what is the reaction
time?



Corporate Identity

ELEMENTS OF

BRAND
IDENTITY

Source: designandi.co.uk




Logo

WHAT MAKES A GOOD LOGO?

(the quick dirty venn diagram of the brand identity design)

RELEVANT VERSATILE

ICONIC

Source:
webdesignerdepot.com



Logo

Relevant = should clearly describe what we do, what is our core
business

Iconic = should be significant and easy to remember

Versatile = we should be able to use the logo in various situations and in
several color schemes

The key to great logo is to prepare good brief for the graphic designer (!)
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Logo

MULTIPURPOSE
CARGO TERI;IIH_AL
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Claim

Reflects our company’s mission
Should strengthen our brand

Usually written or spoken

Overused classic: ,brand (any) — more than...”



Claim

Skoda — Simply Clever / Volkswagen — Das auto
Toyota — Today. Tomorrow. Toyota.

L'Oreéal — Because I'm worth it

Nokia — Connecting People

Nike — Just do it!
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