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Marketing is not the art of finding clever ways to
dispose of what you make . Marketing is the art of
creating genuine customer value . It is the art of
helping your customer become better off The
marketer's watchwords are quality service - and

value
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Marketing management is the art and science of

choosing target markets and getting keeping and
growing customers through creating delivering and

communicating superior customer value
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Marketing is the creative use of truth
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Every business is a service business. You are
not a chemical company. You are a chemical
services business.
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The good news is that Marketing takes an hour to

learn. The bad news Is that It takes a lifetime to
master
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The aim of selling is to satisfy a customer need; the
aim of marketing is to figure out his need
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Marketing is the ability to hit the mark
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The aim of marketing is to reduce the need for

selling
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Authentic marketing is not the art of selling what
you make but knowing what to make
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Marketers influence demand by making the
product appropriated, attractive , affordable, and
easily available to target consumers
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Marketing's job is never done . It's about perpetual
motion . We must continue to innovate every day
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The aim of marketing is to know and understand
the customer so well that the product or service fits
him/her and sells itself
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Marketing is too important to be left to the
marketing department
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Marketing and Innovation produce results, all the

rest are costs
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. Understanding the Market
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It s easier to make money in a mature industry than
a high-tech industry

Philip Kotler
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It iIs no longer enough to satisfy your customers.
You must delight them
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| don’t care what happened to your profits. Have you
Improved your share of the customer’s mind and
heart this year
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The only way to serve your company's interest is to
serve your customer’s interest
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All customers are important but some are more
Important than others
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Good customers are an asset which, when well
managed and served, will return a handsome
lifetime income stream for the company
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We are living in a world that is no longer facing a
shortage of goods, but a shortage of customers
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The best advertising is done by satisfied
customers
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Good marketers see consumers as complete
human beings with all the dimensions real people
have
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Good marketing makes the company look smart.
Great marketing makes the customer feel smart
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Don't find customers for your product. Find
products for your customers
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Every company should work hard to obsolete its
product line..before competitors do
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The hardest job is to tell a customer that your
competitor has the better product
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Marketing is the homework that we do before we
have a product
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Within five years, if you're in the same business you
are in now, you're going to be out of business
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The Research and Development department - not
the sales department - should be held accountable
for a product’s success
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Who should ultimately design the product? The
customer, of course
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If it takes three years to develop the product, itwon't
be the right product
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Every company needs two  marketing
departments, one that has mastered the tactics of
getting rid of today’s products and the other that has
mastered the strategy of imagining tomorrow’s
products

c60 Lamaol . Gugouill (o nd Al oLin @S pais JS
(a3 oVlg og Jl wilaiio (4o Yo 18l cullwl
aell vlhiio Juai gl fiwl

Philip Kotler




Today’s smart marketers don't sell products; they
sell benefit packages
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Marketing without data is like driving with your eyes
closed
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Companies pay too much attention to the cost of
doing something. They should worry more about the
cost of not doing it
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Thethree F's of service marketing - be fast, flexible,
and friendly
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Commodities are simply products waiting for a
redefinition
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With the advent of the internet, customers are able
to compare prices easily and this has raised the
Importance of pricing among the 4Ps. That being
said, branding Is still crucial. Customers will not
necessarily go for the cheapest brand. However,
they are more than likely to buy their preferred brand
from the retailer offering the lowest price
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Be a cause, not just a business. Have a higher
mission
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You should never go to battle before you've won the
war on paper
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| would rather improve my business every day than
depend on a breakthrough every year
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It's more important to do what is strategically right
than what is immediately profitable
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Marketing thinking is shifting from trying to
maximize the company's profit from each
transaction to maximize the long-run profit from
each relationship
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Marketing’'s future lies in database marketing
where we know enough about each customer to
make relevant and customized offers to each
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There is only one winning strategy. It is to carefully
define the target market and direct a superior
offering to that target market.”
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The future isn't ahead of us. It has already
happened
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Too often, business leaders confuse high current
growth with high long term performance. They may

take unwise risks in their effort to maximize short run
profits
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If you can’t measure it, you can’t improve it
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Peter Drucker
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The best marketing strategy ever: care
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Low paid salesmen are expensive. High paid
salesmen are cheap
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Marketing and selling are almost opposites.
Hard-sell marketing is a contradiction
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The sales department isn't the whole
company, but the whole company better be
the sales department
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If the marketer does a good job of identifying
consumer needs, developing appropriate
products, and pricing, distributing, and
promoting them effectively, these goods will
sell very easily
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People don't buy what you do, they buy why
youdo it
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You can't sell anything if you can't tell
anything
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Marketing is no longer about the stuff that
you make, but about the stories you tell
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Content builds relationships. Relationships

are built on trust.

rust drives revenue
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It your content isn't driving conversation,
you're doing it wrong
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Content is anything that adds value to the
reader's life
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Content is the atomic particle of all digital
marketing
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Either write something worth reading or do
something worth writing about
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SEO is not something you do anymore. It's
what happens when you do everything else
right
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The art of marketing is the art of brand
building. If you are not a brand, you are a
commodity. Then price is everything and the
low-cost producer is the only winner
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Making promises and keeping them iIs a
great way to build a brand

d_eil) d aijhh Laule hlanllgagcgll a 1267 ()
dyylaj dodle clil]

u".l.la.cd,_m_z.uu.lml : D

7 Dr_AhmedAjina @ dr_ahmedajina



dy il ealodlellg digall

lind clio\lc

Jonah Sachs
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Brand is just a perception, and perception will

match reality over time
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If you want to be interesting, be interested
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It's not creative unless it sells
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+«Customer Experience
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Every business is a service business. Does
your service put a smile on the customer's

face ?
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Philip Kotler
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I've learned that people will forget what you

said, people will forget what you did, but

people will never forget how you made them

feel
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Maya Angelou
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Competitive advantage is a company’s
ability to perform in one or more ways that
competitors cannot or will not match
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Philip Kotler
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If you do not have a competitive advantage
do not compete
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Jack Welsh
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Statistics suggest that when customers
complain, business owners and managers
ought to get excited about it. The complaining
customer represents a huge opportunity for
more business
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‘.‘Entrepreneurship
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“New ideas are sometimes found in the most
granular details of a problem where few others
bother to look
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Nate Silver
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If you do what you've always done, you'll get
what you've always gotten
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Tony Robbins
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Failure is simply the opportunity to begin
again, this time more intelligently

(g o o calldnpaspao go Juuall
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Henry Ford
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Urging protectionismto save your business is
a sure way to lose it
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Philip Kotler
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The cost of doing wrong is less than cost of
doing nothing
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Seth Godin
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It has become increasingly important for
marketing professionals to speak the
language of the CFO. A financial background
allows marketers to better quantify the
anticipated impact of any campaign, which in
turn aids in greater buy-in
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Philip Kotler
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If you can differentiate a dead chicken, you
can differentiate anything
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Philip Kotler
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There is no such thing as a commodity. It is
simply a product waiting to be differentiated
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Philip Kotler
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Good quality is cheap ; cheap goods are
costly
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Philip Kotler
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Great Execution is the Ultimate Differentiator
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Margaret Molloy
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Build something 100 people Ilove, not
something 1 million people kind of like
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Brian Chesky
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Our job is to wake up the consumers. If we
become predictable, that's not waking them
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anlhag (Y Elao aloei Loy quill Jauwl

Philip Kotler
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If you can't explainitto a 6 -year old, youdon't
know it yourself

clgiLw b ojac Jakhnt el o). gl wi ol 13
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Albert Einstein
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Simplicity is the keynote of all true elegance
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Coco Chanel
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Sometimes the questions are complicated
and the answers are simple
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Dr. Seuss
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Success s not the key to happiness.
Happiness Is the key to success. If you love
what you are doing, you will be successful
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Dr. Seuss
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Companies need fewer bosses and more
self-managers
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Philip Kotler
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Most companies cannot resist throwing good
money after bad
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Philip Kotler
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Philip Kotler




Mohammed Mustafa
Digital marketing & Graphic Design
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PhD Marketing - Dual MSc Marketing CIM - CAM SMM
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