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article with a good introductory style. (September 2012)

Marketing is the process of communicating the value of a product or semvice to
customers. Marketing can sometimes be interpreted as the art of selling products,
but selling is only a small fraction of marketing.

From a societal point of view, marketing is the link between a society's maternal
requirements and its economic patterns of response. Marketing satisfy these needs
and wants through exchange processes and building long term relationships. The
process of communicating the value of a product or semice through positioning to
customers. Marketing can be looked at as an organizational function and a set of
processes for creating, delivering and communicating value to customers, and
managing customer relationships in ways that benefit the organization and its
shareholders. Marketing is the science of choosing target markets through market
analysis and market segmentation, as well as understanding consumer buying
behavior and providing supernor customer value.

There are five competing concepts under which organizations can choose to operate
their business; the production concept, the product concept, the selling concept, the
marketing concept, and the holistic marketing concept. The four components of
holistic marketing are relationship marketing, internal marketing, integrated
marketing, and socially responsive marketing. The set of engagements necessary for
successful marketing management includes, capturing marketing insights,
connecting with customers, building strong brands, shaping the market offerings,
delivering and communicating value, creating long-term growth, and developing
marketing strategies and plans-“:
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1 Marketing concepts

Key concepts

Product marketing - Pricing - Distribution -

Service - Retail - Brand management -
Account-based marketing - Ethics -

Effectiveness - Research - Segmentation -

Strategy - Activation - Management -
Dominance - Marketing operations

Promotional contents

Advertizing - Branding - Underwriting spot -

Direct marketing - Personal sales -
Product placement - Publicity -
Sales promotion - Sex in advertizing -
Lovalty marketing - Mobile marketing -
Premiums - Prizes

Promaotional media

Printing - Publication - Broadcasting -
Clut-of-home advertizing - Internet -
Point of zale - Merchandise -
Digital marketing - In-game advertizing -
Product demenstration - Word-of-mouth -
Brand ambas=sador - Drip marketing -
Yizsual merchandising
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MARKETING...

connects your brand
with your customers



A BRAND...

is the emotional experience
and response you provide
tO customers



CUSTOMERS...

are the internal
and external advocates
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REDUCE DEFECTION
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INCREASE IN PROFITS







A MARKETING
FRAMEWORK...




BRAND POSITION

STRATEGY
EXECUTION
MEASUREMENT



Define: Your Brand Position

Mission Vision Values
USP\RSP
WHQO + Pain Points

Benefits (3)

Strategy

Execution + Tactics

Measurement




HOW TO
GET THERE...




STRATEGIC
GROWTH PLAN

THE MARKETING
BLUEPRINT






1. Mission

2. Vision

3. Values

4. WHO

5. Benetfits (3)

6. Growth Goals (Revenue/Profit/

/. RSP/USP

~mployees)



GETTING CLEAR
ON YOUR PROMISE




A BRAND PROMISE SHOULD:

1. Matter to your customers

2. Present you as meaningfully ditfferent
than your competitors

3. Be worthy of your maniacal and
complete devotion...otherwise, it's
an empty slogan






EMPTY PROMISES









JUST REMEMBER...






A REALISTIC PLAN:

THE MARKETING
BLUEPRINT




Tactics




MARKETING IS A PROCESS:
KINESIS MARKETING BLUEPRINT OANNUAL MARKETING THEME
© DEFINE YOUR BRAND.

INITIATIVE .ﬂ:l INITIATIVE #2 INITIATIVE # EXAMPLE INITIATIVE Know who you are (and who you aren't)
and what makes you remarkable.

CLIENT APPRECIATION PROGRAM

© WHO IS YOUR
IDEAL AUDIENCE?

LED BY ALISON

v It v lendev. 3/31/13 1t .
Create client outveach Calende /31/1 Alison Get crystal clear on your best fit
Implement four cliewt touches pev veav. 12/31/12  wWendy customers, centers of influences,
#, # #
INITIATIVE 4 INITIATIVE 5 INITIATIVE Client PecAvack mechanism. 3/31/1%3  Alison and referrers.

Suvvey top five clients using Net

¢/30/13  sh
Promoter Scove at client awmiversavy. Shoe e c RA FT A T H E M E .

Focus on one core concept that will
bring you the greatest results in the
— next 12 months.

DEFINE INITIATIVES
YOUR CORPORATE VALUES -o FOR THE YEAR.

Develop areas of focus to move your
MISSION Theme forward. Each initiative has vis-
I ible SMART goals with actionable tasks.
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2 YEARS = $42MM



$28MM PENDING
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2010
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2011



THANK YOU!

Shawn@Kinesislnc.com
@shawnbusse






