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a.- The Basis of Marketing
How can we define marketing exactly? One will find a lot of definitions but we can say that it is
“putting the right product in the right place, at the right price, at the right time”. It seems simple
but in fact a lot of research and hard work was necessary to arrive to this conclusion. So these
are the four factors that we have to consider when selling a new product.
Using the marketing mix technique (combining these 4 elements) is a good way to help ensure
that ‘putting the right product in the right place,…’ will happen. So we are talking about the 4
P’s of marketing: Price, Product, Promotion, and Place.
The 4 P's are a great place to start planning for the product or to evaluate an existing product
offering. We present here the evolution of the 4 P’s into the 7 P’s:

THE SEVEN P’S
People
Retaining clients has to do with building relationships and relationships have to do with people.
If brands want to retain their customers, they must treat the consumer as a person, not as a
simple consumer. To achieve this, it is important that the people who represent the brand know
how to treat the customer well.

Product
We consider the product as the tangible or intangible good that the customer will demand or
need. At this point, one has to understand the product life or one's product/service to make a
plan for the various strategies and their unique challenges. One has 4 phases that one has to
analyze and revise: introduction, growth, maturity and renewal or decline. In each on these
phases, the strategy will be different. For example, in maturity phase, competition is very high
between competitors.
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Place
We pose a question in this part: how will the product be delivered to the customer? Distribution
is one of the most important elements. For example, for Nespresso, having their own shops of
coffee has been one of the keys of their success. So the placement strategy will help assess what
channel suits product best.

Price
The customer gives a value to the product/service we are selling. So the price has to match to
this value and try to approach these two elements. If a product is priced higher or lower than its
perceived value, then it will not sell. This is the reason why it is very important to analyze how a
customer sees what one is selling. So one needs to think about this and about one's costs
because the difference between the price and unit costs of the product is the margin.

Promotion
The promotion of a product is radically different if it is addressed to consumers who are already
customers of the brand or if it is aimed at potential customers. In the first case, the brand already
knows its customer and knows the reasons why it makes use of its products and services. For
this reason, one must use this data to send personalized and context-sensitive information.

Processes
To retain their customers brands must pay close attention to processes, monitoring social
media, conducting customer satisfaction interviews and betting on automation marketing. It is
a question of processing the data provided by the client to convert them into actions that
contribute to consumer loyalty.

Positioning
If one wants to retain one's customer, the brand must be clear about who it is and communicate
their personality in a clear and repeated way to the consumer. The positioning of a brand is
revealed in its actions, the people it contracts, the products and services it provides, the prices
of its products and services, the discounts it applies, the place and the promotions it chooses to
give itself to know and in the processes that put into practice.
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DEVELOPING A MARKETING MIX
A marketing manager has to be intuitive and creative. But, probably one will have a lot of doubts
at the beginning. So here are some steps that one has to follow to start the implementation of
one's marketing mix strategy, using the 7 P’s.
1: Defining Unique Selling Proposition
The first step that one has to take is to define one's unique selling proposition. One has to think
what one's product has to offer, and then, define this unique proposition. Through customer
surveys or focus groups, there needs to be an identification of how important this USP is to the
consumer and whether they are intrigued by the offering. One has to be sure that the key
features of the product or service are clearly understood by the customers.

2: Understanding the Consumer
In Module 4 we have studied the customer analysis to help us understand their mind. The
product can be focused by identifying who will purchase it. All other elements of the marketing
mix follow from this understanding. Who is the customer? What do they need? What is the value
of the product to them? This understanding will ensure that the product offering is relevant and
targeted.

3: Understanding the Competition
In Porter’s Forces we have made a first analysis of competition, so we have some information.
Prices, discounts and special offers will be determined sometimes by the competitors or the
industry.

4: Evaluating Placement Options
At this stage, one will need to evaluate placement options to understand where the customer is
most likely to make a purchase and what are the costs associated with using this channel. Using
multiple channels (more than one) is a way to be sure that one's target is wider and more
customers have access to one's product/service.

5: Developing Communication / Promotion strategy
Advertising, social networks, online or offline campaigns, etc. Is the moment to determine how
one wants the customer know one's product.
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6: Cross-check of the Marketing Mix
One has to revise the 7 P’s and make sure that all the parts are working fine and together.

Activity 1
Plan a marketing mix strategy for your product/idea and discuss it with your mates
(that now are your customers).

b.- Customer analysis: empathy map
Even if we have analyzed competitors, industry, costs and all the areas of our business, we
cannot forget the main force of our business: our customers. We cannot underestimate the
importance of customer analysis. Yet several organisations miss this important point.
Each customer will have an impact in our profit, so the easiest way to increase profits and do
better business is to carry out customer analysis.
You will have realised that in a lot of tools that we have used, the customer is the first step.
Determining the target customer is, sometimes, the first question. Thus to determine one's
target, one needs to know one's customers. There are several basic questions to be asked about
demography to analyse a customer. Some of these questions are:
-

Customer demographic profile: gender, age and location are basic data that one will
have to collect from one's customers or potential customers. For example, one can use
marketing tools like Facebook in a concrete region (city, province, etc.), segment by age,
gender, etc.

-

Customer buying behavior: one has to analyse what the customer will buy from us and
what factors are making them buy one's products. Also one has to pay attention on the
products that customers buy from competition, top competitors, the features most
demanded by customers, etc. Think basically on the need that one is satisfying (basic
needs, social needs, etc.). Even if one has on the best marketing consultant on one's
team, these will be the questions he/she will ask. Moreover, these questions can be very
important if one is from a small business environment.

-

New vs returning customers: success of one's business is related with the analysis of
new vs returning customers. Imagine that one's customers don’t return to one's
business. That would mean one has a problem and one will have to study why the
customer don’t come back.

One can have different targets or kinds of customers, so this analysis must be repeated for each
category that one has identified.
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Uses of customer analysis
Identifying WHO is one's best customer: 80% of one's business will come from 20% of one's
customers, so it is important that one categorizes one's customer. Who is it?
Planning out retention plans for one's new customers: one has to develop a way to convert
one's first time customers into returning customers. Customer analysis can give one the key to
achieve this big goal.
Inducing further buying from one's existing customers: if I’m able to know my customers very
well, it will be easier for me to offer other kinds of products to them. It is this way that I can
increase my sales.
Improving customer service: giving a better after sales service to the customer is another way
to distinguish our business from the competition.
Effective campaign planning: if one knows the habits of one's customers and their demographic
profile, it would be easier for one to plan marketing campaigns. It is in this way that one can
increase one's market share.
Increasing overall profitability: one must not forget that a business is established to generate
profit. Overall profitability as well as wellbeing of the organisation increases once its customers
are satisfied and customer satisfaction will happen only through customer analysis.
It doesn’t matter if one is a small, medium or a large enterprise. Customer analysis is essential
for all kinds of companies. The better customer analysis one does, the more one is in touch with
one's customers.
One can use the empathy map to analyze one's customer: what he thinks, what he says, what
he sees, etc.
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Here you have an example:

Activity 2
Develop an empathy map of your customer or potential customer. What conclusions can you
reach?
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c.- Online vs Offline Marketing Actions
When one speaks of marketing, first of all one needs to know that there are two big promotional
strategies: online and offline. There are many differences between these two kinds of
promotion, so one can decide on which one will concentrate. There are businesses that combine
the two strategies, but it depends on one's product/service.

Online Marketing
In online marketing, we use some elements such as banners, articles, videos, images, flash
animations or mailing to catch the attention of potential customer. So we have the power to
decide what is the target we want to reach by using the right site or social network. There are
many ways in which this can be done to get traffic for business through online marketing
principles.
Online marketing Media includes:
·

Website/Blog

·

Social Media

·

Email Marketing

·

Search Engine Marketing

·

Content marketing

·

Video Blogging

·

Online classifieds

Offline Marketing
In offline marketing, we try to put our brand in the mind of consumers, but we use other kind
of techniques. We are referring to more traditional media like radio, television, etc. Another
kind of offline marketing is starting to get more and more popular: the offline marketing born
to be online marketing.
For example, there are marketing actions in the street that, in fact, are made to film a beautiful
video like a spot, and upload it to YouTube or different channels. Some of them are very near to
the concept of “guerrilla marketing”. So you would spend less money than with a TV spot, for
example, and your results can be better.
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Case of study 1
Take a look at these pictures. Are this actions online or offline? Do you think
you have to spend big amounts to implement these strategies? Can you think
about any different action?
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Offline marketing Media includes:
·

Television

·

Radio

·

Brochure

·

Flyers

·

Banners

·

News papers

·

Pamphlets

·

Posters

Differences Online vs Offline
Online

Offline

Business Driver

Relevance to customer

Number of communications

Moment

Immediately

Needs contact with customer

Cost

Low compared with the Some medias have high rates
profitability

Target

Worldwide

Specific area

In order to achieve success in one's business, sometimes one will have to combine these two
strategies. One must make sure one understands one's customer, when he/she thinks about
buying one's kind of product/service, and then plan one's communication strategy.
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d.- Social networks
Facebook: a tool to promote
Facebook is very popular and is continually increasing the range of age of its users. One can
create a specific page of Facebook of one's business and start publishing ads.

Best practices on Facebook Ads
Before one begins publishing ads, one must remember these easy tips to make more one's
campaign more effective:
1. Determine your objectives before you start. One has to know the objective of one's
Facebook ad before one makes decisions about budget and target. This will allow one
to make more effective ads for more concrete results. Each action made by one's
audience on one's Facebook ad costs money, so one must make sure one has solid
objectives before making those investments.
2. Be specific in your target audience. We have seen how to determine targets in the
Canvas Model. One has just to think twice, confirm this target and design the ad to this
target.
3. Rotate your ads regularly. One has to avoid ad fatigue on one's customers because if
one bores customers clicking rates will start to fall.
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Instagram: to generate engagement
Through the mural of your Instagram profile you can give a conceptual image of what you are,
your unique concept product, your brand, your philosophy, etc. You transmit your brand
through pics and photos, so you have to take care of aesthetic.
The search by #hashtags will help you to take a good position, if you make a good use of them.
Propose interaction to your customers, make questions, quiz, promotions... don’t be afraid,
remember that Instagram is created to generate engagement.
You can create, like in Facebook, specific ads with propose target (based on you followers age,
gender, etc.) or a target that you determine. So it is very powerful too to promote.

Case of study 2
Visit Instagram profile of these brands:
- Pompeiibrand
- Happysocks
- Lushcosmetics
What common factors do you see in these accounts?
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Twitter: to create Brand
Success of Twitter is based in its speed and immediacy. Also the possibility of create viral
contents, is one of the most interesting features of Twitter. You could use Twitter, mainly for
activities like:
-

Inform your community

-

Share content interesting for you, (mentioning the origin of the information) and aligned
with values and interests of our brand

-

Talk, listen and communicate directly with your community. Your followers have to see
a minimum human factor under your Twitter account.

-

Manage your brand reputation

-

Dynamizes events

-

Make promotion of your offers

-

Control tweets where people mention you

So Twitter is like having an office of customer attention around the world, one can get feedback
of them. One can follow too these tips:
1. Do research before engaging customers
2. Determine organizational goals
3. Utilize either a branded or personal profile
4. Build Twitter equity and credibility
5. Track metrics and conversation trends
6. Don’t go overboard; less structure is better
7. Listen and observe before engaging
8. Be authentic and believable
9. Track, measure, and iterate
10. Don’t just strategize: execute!
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Linkedin; the social network for connect
It is the most popular professional social network. One can create account for one's business or
a personal profile, with one’s education, training, languages, etc. Having a business profile in
Linkedin is a good way to communicate and to make that other professionals know about one’s
business.
Some tips for Linkedin:
1. Make a findable and visually appealing profile
2. Using LinkedIn profile to showcase everything that doesn’t fit on one’s resume
3. When one has a profile one is ready to show the world, strategically connect with others
4. Once one has got a valuable network, snoop
5. Stay active on Linkedin

Activity 3
Define, depending of your business idea, the strategy that you could follow in each
social network (you can see videos or additional content).
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e.- Advantages of eCommerce
When we talk about eCommerce we are talking about a big phenomenon that has changed
customers' behaviour. People now buy products without touching them and postal companies
are able to send packages all over the world. What does this mean? Here you have some
advantages of eCommerce:

1.- Overcoming Geographical Limitations
Physical stores limit one to a specific geographical area whereas with an eCommerce website
the whole world is a potential market.

2.- Lower Costs
If one has lower costs because one does not have a physical structure one's prices will be lower
too. So it is a positive cycle (though you have to consider delivery costs).

3.- Locate the Product Quicker
Remember customer preferences and shopping lists to facilitate repeat purchase or use some
techniques to make the process of shopping easier for the customer.

4.- Eliminate Travel Time and Cost
It is not necessary for customers to travel to visit a store, you have all the information and
products available from home.

5.- Provide Comparison Shopping
With eCommerce, it is easier to compare before purchasing. There are a lot of online services
that allow customers to browse multiple eCommerce merchants and find the best prices.

6.- Provide Abundant Information
In a physical store, the information that you can have is limited whereas in eCommerce you have
a lot of information at the same moment of purchasing. ECommerce websites can make
additional information easily available to customers. Most of this information is provided by
vendors and does not cost anything to create or maintain.
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7.- Create Targeted Communication
One can use the information that customer provides in the registration form or profile to create
targeted communication: to know what to offer to each kind of customer.

8.- Remain Open All the Time
Store timings are now 24/7/365. It is like an “always open shop”.

Activity 4
Research on the internet and find different marketplaces that allow you to create
an eCommerce website.
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 SELF-ASSESSMENT
1. To know the expectations and motivations of the clients in the target group
of our business, we can use the technique of:
a. Empathy Map.
b. Value proposition.
c. Argument developer.
2. Using the "Empathy Map" technique with our clients allows us to:
a. Know more our customer
b. Differentiation of our business/service from competition.
c. Both options are correct, and with it also the possibility to improve our
offer.
3. Which is the social network more used by young people around the world?
a. Facebook
b. Instagram
c. Twitter
4. Which is the main professional social network, more habitual to generate
contacts and professional relations?
a. Facebook
b. Linkedin
c. Twitter
5. 7 Ps of marketing are…
a. People, popularity, Place, Price, Promotion, Processes, Positioning
b. People, Product, Place, Price, Promotion, Problems to solve, Positioning
c. People, Product, Place, Price, Promotion, Processes, Positioning

1-a; 2-c; 3-b; 4-b; 5-c
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