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Philip Kotler defined marketing as : The science and art of exploring, creating, and

delivering value to satisfy the needs of target market at a profit. Marketing identifies

unfulfilled needs and desire.
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Role of marketing in Business Jle¥) & gl ;0.2

Identifying Customer Needs and Wants .gilie g Dleall Cilaliial paan —

Creating and Delivering Value dwall sy sla —

Brand Building and Awareness g duegilly 4)laill Adlal) el —

Driving Sales and Revenue &lafyyly Glanall 38 —

Market Segmentation, Targeting, and <,ally calagia¥ly Bgudl )8 —
Positioning (STP)

Building Customer Relationships and Loyalty :Yglls Dl cilide b —

Product Development and Innovation i)y cilamiall pedai —

Supporting Other Business Functions (g,a¥1 JlaelY) casllag acd —
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Customer Value= total customer benefits —total customer cost

total customer benefits total customer cost
Personnel benefit Monetary cost
Product benefit Psychic cost
Service benefit Energy cost
Image benefit Time cost




(o) sai Aaglia clusally LAY Clalis) dilad e 5 adlind) 3asedl)
Dkialy claiiall myl ddlee dngi el LS Aadlial) Jle¥) (pibe paady
Aadlially Aaleiall duil) i paal) £ e 8 paloss « Bloa) Joaal dciliall Gk gl dun) )
b sedll L OSlgiadl ey ae Gl S dagall Jaas Lee cohydll @iiliag
Grsedll e das s ClBle Hlals aSha] P e gell S8 e B3 ) L Cangy
Goouill b’ 5 Capad dpalad Jalse D pe oadilpal) Greedll Jeliy L

.C's R) ji "‘_,,Ag'}bl.u\)[\

CUSIOMEers

competition

waailiall

(Sl




