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What is Marketing? (It's Not Just Advertising)

» Definition: Marketing is the strategic process of creating, communicating,
delivering, and exchanging offerings that have value for customers, clients,
partners, and society at large.

» The Goal: To make selling superfluous. The aim is to know and understand the
customer so well that the product or service fits them and sells itself.

= Key Pillars:

» Strategy: Who are you talking to and why?¢
= Content & Messaging: What will you say?
= Channels: Where will you say ite

» Measurement: How do you know it's workinge




The Foundation: The Marketing Mix (The 4 Ps)

A fundamental framework for planning your marketing strategy.
1. Product: What you are selling. Its features, design, quality, and branding.
» Question: What need does it fulfillg
2. Price: How much you charge. This affects perception and determines your revenue.

» Question: What is its perceived value?

3. Place: How and where customers can buy your product (distribution).
» Question: Where are your customers looking for your solution?

4. Promotion: How you communicate and raise awareness (advertising, social media).
» Question: What message will resonate with them?

In Tech: The "Product" is often a digital service, "Place" is an app store or website, and
"Promotion" is heavily digital.




The Heart of Marketing: Customer-Centricity

The most important slide in this presentation.

The Shift:

» Old Way: "Here is our product. Let's find people to sell it to." (Product-Out)

= New Way: "Who is our customer, and what do they need? Let's build and
message a product for them." (Market-In)

How to Achieve This:

= Create Buyer Personas: Semi-fictional representations of your ideal customers
based on data and research. Give them a name, goals, and pain points.

= Example Persona: "Techie Tina, a 28-year-old project manager who values
efficiency and is frustrated with clunky software. She discovers new tools
through tech blogs and peer recommendations.”



The Customer Journey: A Map of the Mind

Marketing must guide a potential customer through three key stages:
1. Awareness Stage:
» Customer's Mindset: "| have a problem." They experience a symptom.

= Marketing Goal: Educate and attract. Create content that identifies their
problem (Blog posts, SEO, social media videos).

2. Consideration Stage:

» Customer's Mindset: "I'm looking for solutions." They have defined their problem
and are researching options.

» Marketing Goal: Build trust and differentiate. Provide comparisons, case studies,
and webinars.

3. Decision Stage:
» Customer's Mindset: "I'm ready to choose a solution.”

» Marketing Goal: Convert. Offer free trials, demos, discounts, and clear calls-to-
action (e.g., "Buy Now," "Sign Up").




Crafting Your Message: Positioning & Value
Proposition

Positioning: How you want your target market to perceive you in
relation to competitors.

» formula: "For [target customer], who [need/opportunity], our
[product] is [category] that [key benefit] unlike [primary
alternative].”

Unique Value Proposition (UVP): A clear statement describing the
unigue benefit you offer.

» |t answers: "Why should | buy from you and not someone else¢”

» Example (Slack): "Slack replaces email inside your company. It's a
single place for messaging, tools, and files."



Digital Marketing Channels: The Modern
Toolkit

= Owned Channels (You control them):
1. Website/Blog: Your home base. Essential for SEO and credibility.

2. Email List: Your most valuable asset. Direct communication with engaged
people.

3. Social Media Profiles: Build community and brand personality.

= Earned Channels (Others talk about you):
1. Public Relations (PR): Press coverage, reviews.
2. Social Shares & Virality: Word-of-mouth amplified.
3. SEO (Organic Search): Ranking on Google for free.
= Paid Channels (You pay for placement):
1. Search Ads (Google Ads): Appear at the top of search results.
2. Social Media Ads (Metaq, LinkedIn, TikTok): Highly targeted based on user data.

3. Display Ads: Banners on websites.




Content Marketing: The Art of Atiraction

» Principle: Create and distribute valuable, relevant
content to attract and retain a clearly defined
audience.

= |{'s about providing value before asking for a sale.

=» Content Formats by Stage:
» Awareness: Blog posts, "How-10" videos, infographics, podcasts.

» Consideration: Case studies, whitepapers, product comparison
guides.

» Decision: Free frials, demos, testimonials, coupons.




Search Engine Optimization (SEO)

The practice of increasing the quantity and quality of traffic to your website
through organic search engine resulis.

Two Main Types:

1. On-Page SEO: Optimizing elements on your website.

» Content quality, keyword usage, page ftitles, meta descriptions.

2. Off-Page SEO: Building your website's reputation across the web.
» Getting other reputable websites to link back to yours (backlinks).

Why it matters: It's a primary source of long-term, sustainable traffic. It's an
answer engine; people use it to solve problems.




Social Media Marketing: Strategy Over Posts

Don't just post randomly. Have a purpose for each platform.
» Facebook: Community building, paid advertising, customer service.
» |[nstagram: Brand aesthetics, storytelling, influencer partnerships.

= LinkedIn: B2B networking, professional content, brand authority.

» TikTok: Viral trends, authentic engagement, young demographics.

» Twitter (X): Real-fime news, customer conversations, brand voice.

Key Metric: Engagement (likes, comments, shares) over follower count.




Email Marketing: The Workhorse

Email has the highest ROI of any marketing channel.
It's about permission and relevance.

= Build a List: Offer a lead magnet (e.g., a free ebook,
discount code) in exchange for an email address.

» Nurture Leads: Send a welcome series and educational
content to build frust.

» Drive Conversions: Send promotional offers, new
product announcements, and personalized
recommendations.



Data & Analytics: You Can't Manage What
You Don't Measure

Marketing without data is just guessing.

Key Performance Indicators (KPIs) to Track:

1. Website Traffic: Total visitors, sources (e.g., social, search).

2. Conversion Rate: The percentage of visitors who take a desired action (e.g., sign up,
buy).

Customer Acquisition Cost (CAC): How much it costs to acquire a new customer.

4. Return on Investment (ROI): The revenue generated for every dollar spent on
marketing.

5. Email Open Rate & Click-Through Rate (CTR): Engagement with your emails.

Tool: Google Analytics is essential.



The Marketing Funnel & Metrics
» A visual representation of the
¥

customer journey with key metrics

at each stage. . » .
Website Visitors, Impressions
Leads, Email Sign-ups
» Your job is to optimize each stage 3
of the funnel to improve the flow
Customers, Sales Revenue




Creating a Simple Marketing Plan

= A one-page plan to guide your efforts:

1.

Business Goal: What do you want to achieve? (e.g., "Acquire 100 new
customers").

2. Target Audience: Who are you talking to¢ (Refer to your Persona).

3. Key Message: What is your UVP?

4. Channels & Tactics: Where and how will you reach them? (e.g.,

"Content Marketing: 2 blog posts/week on SEO topics.").

Budget: How much will you spend?

6. Measurement: How will you frack success? (e.g., "Track website sign-ups

from blog posts.").



Key Takeaway & Q&A

Marketing is a system, not a series of random acts.

1. Start with your customer.
Guide them on a journey.

Communicate a clear value.
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Use the right channels.

5. And measure everything to improve.

Your brand is what people say about you when you're not in the room.
Good marketing ensures they say the right things.




