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What Is Marketing ?
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What Is Marketing ?

Marketing is
engaging
customers and
managing profitable
customer
relationships.
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What Is a PLAN ?
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Marketing Funnel AIDA Model

Attention
® —— Awareness

Interest
®—— Interest

Desire

VAction

®—— Decision

e—— Action
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Penetrated customer
(customers already buying
such an offering)

Target customer
(customers being targeted)

Available customer
(customers interested in, with
enough income for, and with

access to offering)

Potential customer
(all customers who may be
interested in an offering)
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market's total sales that is earned by a particular
company over a specified time period. y
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® FIGURE | 2.1
Steps in Strategic
Planning

Like the marketing
strategy, the broader
company strategy must
be customer focused.

CHAPTER 2 | Company and Marketing Strategy

Business unit, product,

Corporate level and market level

Defining
the company
mission

Planning marketing
and other functional

Designing
the business

Setting company
objectives
and goals

portfolio strategies

\

Company-wide strategic planning
guides marketing strategy and planning.
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ANATOMY
{&IASTE &

BROUGHT TO YOU BY OCTOCOG

BRIOCHE ROLL

From Salem's own AJ King Bakery.

CARAMELIZED ONIONS

Perfectly cooked.

CHEESE

Melted, hand-sliced America.

40z PATTY

Special blend of brisket/tail/chuck.

ANOTHER PATTY i

A
More cheese, too. Getting serious. 2 B Yl T
B
SAUCE

Traditional mayonnaise.

PICKLES

House-magde spicy dills.

PHOTOGRAPHY & DESIGN BY OCTOCOG MARKETING & DESIGN. COPY BY CHRIS'QK!

Counter Salem - The’urger
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