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What is Marketing Management?

Marketing management is the art and science of
choosing target markets and getting, keeping, and
growing customers through creating, delivering,
and communicating superior customer value.
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@ Blog Gestion de Projet

T1T0P DU MARKETING MIX

PRODUCT /JPRODUIT

Vérifier s'il correspond aux
attentes du marcheé

S
w

PRICE / PRIX

Choisir une stratégle de prix
et de marge, modalitées de
Palement, et promaotions

PLACE / DISTRIBUTION

Choisir les bons canaux de
distribution et leur étendue
seographique

PROMOTION /
COMMUNICATION

Choisir et communiquer autour
cdu message via les meéedias
tarditionnels et digitaux

-----

PURPLE COW / VACHE
POURPRE

Se différencier foncierement de
ses concurrents par l'offre,
I'image, service client, etc.

P

PEOPLE / RELATION CLIENTS

Concerne aussi bien la
relation client que la relation
employé

PROCESS / PARCOURS
CLIENT

Assurer une fluidité dans
ll'expérience client pour
favoriser 'engagement client

PHYSICAL EVIDENCE /
PERSUADER LE CLIENT
Rassurer le client avec des avis,
témoignages, "satisfait ou
remboursé’, etc.

PARTNERSHIP/
PARTENARIAT

Choisir une stratégie de
partenariat adequate

PERMISSION MARKETING /
ACCORD PREALABLE

Obtenir 'accord du
consommateur et &tre &
I'écoute






Prof. Philip Kotler has defined promotion as:
"Promotion includes all the activities the
company undertakes the communication

and promote its products to the target
market."
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. *Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an

Ad ve rti S i n g oi::al::::;s ::o“asod;st, print, internet, mobile

+Short-term incentives to encourage the purchase or sale of a product or service.

S a l e S P ro m Oti o n *Examples: discounts, displays, coupons, demonstrations

*Personal presentation by the firms sales force for the purpose of making sales and building

P e rs 0 n a I S e I I i n g .?x:t;!;:::f ::T:::::s'l‘;:taﬁons, trade shows, incentive programs

*Building good relations with the company’s various publics by obtaining favorable publicity,
building good corporate image, and handling or heading off unfavorable rumors, stories, and

Public Relations =

*Examples: press releases, sponsorships, events, web pages

*Direct connections with carefully targeted individual consumers to both obtain an immediate
response and cultivate lasting customer relationships.

*Examples: catalogs, direct-response TV, kiosks, the Internet, mobile marketing
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Integrated Marketing Compatinications

0 The concept of integrated marketing communication
(IMC) was introduced in the 1980s and has since
changed the way communicators and marketers interact
and conduct business. The American Marketing
Assoclation defines IMC as “a planning process
designed to assure that all brand contacts received by a
customer or prospect for a product, service, or
organization are relevant to that person and consistent
over time.”



https://www.ama.org/
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