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What is marketing?

• „Marketing is the science and art of exploring, creating, and delivering value

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

unfulfilled needs and desires.

• It defines, measures and quantifies the size of the identified market and the 

profit potential. It pinpoints which segments the company is capable of serving 

best and it designs and promotes the appropriate products and 

services.“

– Philip Kotler



Marketing is MORE THAN just advertising

https://www.youtube.com/watch?v=heSudg-tfIk
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https://www.youtube.com/watch?v=heSudg-tfIk


How is marketing practised? [Marketing Mix (4P)]
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How is marketing practised? [Marketing Mix (4P)]
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Marketing process model
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Linear Communication Process (Shannon-Weaver’s Model)

http://en.wikipedia.org/wiki/Claude_Elwood_Shannon
http://en.wikipedia.org/wiki/Warren_Weaver

http://en.wikipedia.org/wiki/Shannon%E2%80%93Weaver_model

http://en.wikipedia.org/wiki/Claude_Elwood_Shannon
http://en.wikipedia.org/wiki/Warren_Weaver
http://en.wikipedia.org/wiki/Shannon%E2%80%93Weaver_model


Lasswell’s Communication Model

Question Element Analysis

Who? Communicator Control Analysis

Says What? Message Content Analysis

In Which Channel? Medium Media Analysis

To Whom? Audience Audience Analysis

With What Effect? Effect Effects Analysis
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http://www.shkaminski.com/Classes/Handouts/Communication%20Models.htm

http://www.shkaminski.com/Classes/Handouts/Communication Models.htm


Communication in Marketing



ATL vs. BTL

• Above the line – ATL

– massmedia (TV, radio, internet, print, outdoor, …)

– communication that is targeted to a wider spread of audience, and is not specific to individual 
consumers

– ATL advertising tries to reach out to the mass as consumer audience

– specific for brand-building advertising

• Below the line – BTL

– targets specific groups of people with focus

– personal selling, social media marketing, events, direct mail, telemarketing, exhibitions, …
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Marketing Mix vs. Communication (Promotion) Mix



The promotion mix

• Advertising is any paid form of non-personal 
presentation and promotion of ideas, goods or services 
by an identified sponsor.

– Broadcast

• TV, R

– Print

– Internet

– Outdoor (OOH – Out of Home)

– …



The promotion mix

• Sales promotion is the short-term incentive to 
encourage the purchase or sale of a product or service.

– Discounts

– Coupons

– Displays (POS/POP – Point of Sale/Purchase)

– Demonstrations (Sampling)

– …



The promotion mix

• Personal selling is the personal presentation by the 
firm’s sales force for the purpose of making sales and 
building customer relationships.

– Sales presentations

– Trade shows

– Door to door sales



The promotion mix

• Public relations involves building good relations with 
the company’s various publics by obtaining favourable 
publicity, building up a good corporate image and 
handling or heading off unfavourable rumours, stories 
and events.
– Press releases
– Sponsorships
– Special events (event management)



The promotion mix

• Direct marketing involves making direct connections
with carefully targeted individual consumers to both 
obtain an immediate response and cultivate lasting 
customer relationships—through the use of direct mail, 
telephone, direct-response television, e-mail and the 
Internet to communicate directly with specific 
consumers.
– Catalogue
– Telemarketing
– …



The need for integrated marketing communications

• Integrated marketing communications is the careful 
integration and coordination of a company’s many 
communications channels to deliver a clear, consistent 
and compelling message about an organisation and its 
products.



Integrated marketing communications



Traditional marketing communications
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Integrated Marketing Communications (IMC)
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PUSH vs. PULL (promotion) model
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Steps in developing effective marketing communication

– For a message to be effective, the sender’s encoding must mesh with the receiver’s decoding process.

– Best messages consist of words and other symbols that are familiar to the receiver.

– Marketers may not share their consumer’s field of experience but must understand the consumer’s field of 
experience.
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Identify the target audience

Determine the communication objectives

Design the message

Choose the media

Select the message source



Video

• Rory Sutherland: Lessons from an ad man

– http://www.ted.com/talks/rory_sutherland_life_lessons_from_an_a
d_man.html
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http://www.ted.com/talks/rory_sutherland_life_lessons_from_an_ad_man.html


Advertising – some basic milestones in history

Source of slides like this: https://www.slideshare.net/HubSpot/the-evolution-of-advertising-how-consumers-won-the-war-for-their-attention
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https://www.slideshare.net/HubSpot/the-evolution-of-advertising-how-consumers-won-the-war-for-their-attention
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Printed media
• 17th century

– 1605 – „Relation aller fürnemmen und gedenckwürdigen Historien“

• Strasbourg (France) (Holy Roman Empire)

• Johann Carolus

– 1631 – french newspapers Gazette de France (La Gazette)

– 1665 – british newspapers Oxford Gazette

– 1690 – american newspapers

• Publick Occurrences Both Forreign and Domestick

– only one issue

– 1704 – american newspapers The Boston News-Letter

• real estate advertisement (Oyster Bay, Long Island)

– „At Oyster-bay on Long-Island in the Province of N.York, 
There is a very good Fulling-Mill, to be Let or Sold, as also 
a Plantation, having on it a large new Brick house, and 
another good house by it for a Kitchin & work house, with 
a Barn, Stable, etc. a young Orchard, and 20 Acres clear 
Land. The Mill is to be Let with or without the Plantation: 
Enquire of Mr. William Bradford Printer in N.York, and 
know further“
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Telegraph
• 1844 – telegraph invention; telegram from Washington to Baltimore (Samuel Morse)

– 1864 − first known „spam“ (via telegraph)

• http://www.computerhistory.org/revolution/the-web/20/392/2172
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http://www.computerhistory.org/revolution/the-web/20/392/2172


Ad Agencies
• 1850 – Volney B. Palmer

– first ad agency USA (Philadelphia)

– „space broker“

• 1869 – N. W. Ayer & Son (Philadelphia, USA)

– „full-service“ agency

• planning, making, realisation of ad campaigns
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• 19th century

– Thomas J. Barratt („father of modern advertising“)

• Pears Soap

– first registred brand

– slogans

» „Matchless for the complexion.“ a „Good morning. Have you used Pears' 
soap?“

• „Tastes change, fashions change and the advertiser has to change with them. An 
idea that was effective a generation ago would fall flat, stale, and unprofitable if 
presented to the public today. Not that the idea of today is always better than the 
older idea, but it is different - it hits the present taste.“ (1907)
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20th century
• industrialization

– mass production

• Bonsack machine – mass production of cigarettes

• population growth

• mass marketing

• Edward Bernays (Sigmund Freud’s nephew)

– founder of Public Relations

» „If we understand the mechanism and motives of the group mind, is it not 
possible to control and regiment the masses according to our will without 
their knowing about it? The recent practice of propaganda has proved that 
it is possible, at least up to a certain point and within certain limits.“  
[http://en.wikipedia.org/wiki/Propaganda_(book)]

» Easter Parade, 1929

• Torches of Freedom
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https://www.youtube.com/watch?v=_4zbNJmtbGo
http://en.wikipedia.org/wiki/Propaganda_(book)


Sexual appeal in media
• Woodbury Soap Company

– J. Walter Thompson Co., Woodbury Soap, 
„The skin you love to touch“, 1911.

• ad made by a woman

– „These advertising women, in writing ads 
that provided a narrow definition of 
women’s lives—a definition confining 
women to home and market—secured their 
own independence, financial and 
otherwise.“

• Jennifer Scanlon, Inarticulate Longings: The 
Ladies’ Home Journal, Gender and the 
Promises of Consumer Culture. (New York: 
Routledge, 1995), 193.
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I. a II. World War
• PSA (public service announcements)

– public service advertising

– non-commercial advertising

– public interest advertising

– cause marketing

– social marketing

• The War Advertising Council (Ad Council today)

– http://www.adcouncil.org/
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http://www.adcouncil.org/


http://www.npr.org/2012/08/29/160265990/first-radio-commercial-hit-airwaves-90-years-ago
http://www.npr.org/2012/08/29/160265990/first-radio-commercial-hit-airwaves-90-years-ago
























https://www.youtube.com/watch?v=8JenAyMmZ68
https://www.youtube.com/watch?v=8JenAyMmZ68














https://www.youtube.com/watch?v=D9Uh6uKkAY4
https://www.youtube.com/watch?v=D9Uh6uKkAY4






https://www.youtube.com/watch?v=1VM2eLhvsSM
https://www.youtube.com/watch?v=1VM2eLhvsSM


















https://www.youtube.com/watch?v=2zfqw8nhUwA
https://www.youtube.com/watch?v=2zfqw8nhUwA












































Today’s Social Media Landscape looks like THIS
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Video (TED): Barry Schwartz − Paradox of Choice
• http://www.ted.com/talks/barry_schwartz_on_the_paradox_of_choice?language=cs
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http://en.wikipedia.org/wiki/The_Paradox_of_Choice

http://www.ted.com/talks/barry_schwartz_on_the_paradox_of_choice?language=cs
http://en.wikipedia.org/wiki/The_Paradox_of_Choice

