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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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(r' Blog Gestion de Projet

T10P DU MARKETING MIX

PRODUCT /JPRODUIT

weérifier s'il correspond aux
attentes du marche

PRICE / PRIX

Choisir une stratégie de prix
et de marge, modalités de
paiement, et promotions

PLACE / DISTRIBUTION

Choisir les bons canaux de
distribution et leur tendue
scographigue

PROMOTION /
COMMUNICATION

Choisir et communiguer autour
du message wia les medias
tarditionnels et digitaux

PURPLE COW / WwACHE
POURPRE

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

O

e

PEOPLE / RELATION CLIENTS

Concerne aussi bien la
relation client que la relation
employe

PROCESS / PARCOURS
CLIENT

Assurer une fluiditée dans
l'expeéerience client pour
favoriser I'engagement client

PHY SICAL EVIDENCE /
PERSUADER LE CLIENT
Rassurer le client avec des awvis,
témoignages, "satisfait ou
rembourse’, etc.

PARTHNERSHIPY
PARTENARILAT

Choisir une stratégie de
partenariat adéequate

PERMISSION MARKETING /
ACCORD PREALABLE

O btenir 'accord du
consommmateur et étre a
l'éecoute







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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Advertising

Sales Promotion

Personal Selling

Public Relations

| *Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an

identified sponsor.
sExamples: broadcast, print, internet, mobile

=Short-term incentives to encourage the purchase or sale of a product or service.
=Examples: discounts, displays, coupons, demonstrations

*Personal presentation by the firms sales force for the purpose of making sales and building
customer relationships.
sExamples: sales presentations, trade shows, incentive programs

y *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
events.

*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.

sExamples: catalogs, direct-response TV, kiosks, the Internet, mobile marketing
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Integrated Marketing Communications

2 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 Association 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.”

0 el Bl g Gauiill™ 1ol e AlalSiall 48 gunil) VLAtV Ca s
e 5l 5 dadiall il sleall Ao arlax] S AY) A&y guill 3 geall 48
”.M‘



https://www.ama.org/
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