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Marketing Definitions: 

Marketing is the process of creating value, satisfying customer needs, and building strong 
relationships. 

• CIM: Managing processes to profitably satisfy customer requirements. 

• AMA: Creating and exchanging value with customers. 

• Kotler & Armstrong: Building strong customer relationships. 

ةیوق تاقلاع ءانبو ،ءلامعلا تاجایتحا ةیبلتو ،ةمیقلا قلخ ةیلمع وھ :قیوستلا  

 Marketing Functions: قیوستلا     :                                                                                 فئاظو    

• Market monitoring: Track trends and competitors                                      نیسفانملاو تاھاجتلاا عبتت :قوسلا دصر 

• Strategic planning: Set marketing goals                                                     قیوستلا فادھأ دیدحت :يجیتارتسلاا طیطختلا 

• Targeting & positioning: Select and serve target market           ھتمدخو فدھتسملا قوسلا رایتخا :عضومتلاو فادھتسلاا 

• Brand management: Build and maintain brand                        اھیلع ظافحلاو ةیراجتلا ةملاعلا ءانب :ةیراجتلا ةملاعلا ةرادإ

• Consumer proposition: Deliver customer value                            لیمعلل ةفاضم ةمیق میدقت :كلھتسملل ةمیقلا ضرع 
 

Example: Offering free shipping to attract customers. 
 
 

 Marketing Process: قیوستلا                      :                                                                            ةیلمع    

1. Market analysis: Understand customers and competitors                    نیسفانملاو ءلامعلا مھف :قوسلا لیلحت 

2. Strategy selection: Segment, target, and position              عقوملاو ،فدھلا دیدحتو ،قوسلا میسقت :ةیجیتارتسلاا رایتخا 

3. Offering formulation: Product, price, and distribution                    عیزوتلاو ،رعسلاو ،جتنملا :ضرعلا ةغایص 

4. Implementation & evaluation: Launch and improve                                 نیسحتلاو قلاطلإا :مییقتلاو ذیفنتلا 

Example: Updating a product based on customer feedback. 
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Marketing Environment: قیوستلا                                                                                      :                            ةئیب    

1- Micro Environment focus on groups of stakeholders in an organization.   ةحلصملا باحصأ ىلع زكرت :ةرغصملا ةئیبلا 

1. Customers: Five types:  

• Consumer markets: (individuals buying for personal use) 
• Business markets: (companies buying for operations) 
• Reseller markets: (buying to sell at a profit) 
• Government markets: (purchases by public institutions) 
• International markets: (buyers in other countries) 
 
2. Marketing Intermediaries: distributors, retailers, or marketing consultants. 

3. Suppliers: Provide raw materials and resources. Example: KSA as an oil supplier. 

4. Competitors: Direct competitors: with similar goods. Substitutes: alternative. New entrants: 
competitors 
 

5. Publics: Groups influencing or interested in the organization’s ability to achieve goals. 
Example: TV. 
 
 
 
2- Macro Environment is the external factors that affect the business operation based on seven 
factors, called STEEPLE                                                            لماوع ةعبس ىلع ءًانب ةیراجتلا تایلمعلا ىلع رثؤت يتلا ةیجراخلا لماوعلا يھ :ةیلكلا ةئیبلا 
 

1. Social factors: Societal changes. like, age. 

2. Technological factors: New innovations provide advantages. like, 3D machines. 

3. Economic factors: Economic conditions like, Economic growth. 

4. Environmental factors: like, recycling products can lead to innovation. 

5. Political factors: Political changes affect trade and operations like government rules. 

6. Legal factors: Regulations impact business like Data Protection Act 1998). 

7. Ethical factors: (beliefs, values) in the business. like, social responsibility. 
 
 
Apple STEEPLE example: Social: raising use of social media. Technology: high quality camera. 

Economic: emerge new industries. Environment: recycle devices. Political: 52% of sales outside 

America. Legal: software license agreements. Ethical: prevent using bad words. 
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Competitive Advantage:     تایجیتارتسلاا قسنتو  ،حابرلأا  نسحتو  ،ءلاولا  ينبت ،  نیسفانملا نم  ربكأ  ةمیق  میدقت  ينعت :ةیسفانتلا  ةزیملا    

It means deliver greater value than competitors. Importance: builds loyalty, improves profits, 
and aligns strategies. 
 

Porter’s Three Strategies: 

1. Cost Leadership: Be the lowest-cost provider. Example: Walmart’s low prices. 

2. Differentiation: Offer unique products. Example: Apple uses differentiation. 

3. Focus: Specialize in a niche market. Example: Rolex serving luxury watch buyers. 
 

Focus Variants: 

a. Cost: Low-cost solutions for a niche. 
b. Differentiation: Unique products for a targeted audience. 
 
 
 
Ansoff Growth Matrix:                                                  قاوسلأاو تاجتنملا  لیلحت  للاخ  نم  ومنلا  صرف  ددحت :  فوسنأ ةفوفصم   

Ansoff Matrix identifies growth opportunities by analyzing products and markets. 
 
1. Market Penetration (Existing Product – Existing Market):                         ( يلاحلا قوسلا  يلاحلا -  جتنملا  قوسلا ( قارتخا    

Strategy: Increase sales in current markets.  Objective: Gain larger market share. 
Example: Coca-Cola uses promotions to boost sales in established markets. 
 

2. Market Development (Existing Product – New Market): )دیدجلا                       قوسلا  يلاحلا -  جتنملا  قوسلا ( ریوطت    

Strategy: Introduce existing products to new markets.  Objective: Expand the customer base. 
Example: Netflix expands streaming to new countries. 
 

3. Product Development (New Product – Existing Market):                                ( مئاق قوس  دیدج -  جتنم  تاجتنملا ( ریوطت    

Strategy: Create new products for current markets.  Objective: Meet changing customer needs with 
innovation. Example: Apple launches new iPhone versions for existing customers. 
 

4. Diversification (New Product – New Market): )ةدیدج                                                                   قوس  دیدج -  جتنم  عیونتلا (   

Strategy: Enter new markets with new products.  Objective: Spread risk through diversification. 
Example: Coca-Cola enters the bottled water market. 
 


