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Marketing Management

Marketing Pyramid

Increased Profits

Social Advertis

Brand Collateral | Brochures | Website
Landing Pages | SEO | Video
E-commerce | Online Listings

Social Media

Brand Messaging | Brand Story
Tagline | Logo | Visual Branding
Colors Fonts | Brand Voicing
Mission Statement | Photography
Brand Standards

Target Audience | Research
Product/Service Mix | Budget
Competitive Analysis
Sales Goals | Pricing
Buyer Personas | Positioning
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Marketing Analysis (5Cs)
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N133tA31EMgNAT (Customer Analysis)

Marketing Management

Multiple customer

Data sources »
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N133tATIENAWYS (Competitor Analysis)
COMPETITOR ANALYSIS
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Marketing Strategy
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TYPES OF
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Market Segmentation (N13UUSEIUNAIN)

GEOGRAPHIC
0

The most common form of market

segmentation, wherein companies
segment the market by attacking a
restricted geographic area.

PRICE

Price segmentation is common
and widely practiced. Variation

in household incomes creates an
opportunity for segmenting some
markets along a price dimension.
The automobile industry is an
example.

OCCASION
BASED

People tend to behave differently,
and think differently, at different
times or occasions. For example,
dietary habits and preferences
vary by occasion: Friday night
diner is different from lunch during
the week.

MARKET SEGMENTATION

. DISTRIBUTION

Different channels of distribution
for different markets. i.e.: A
company selling a product to mass
retailers under one brand name,
and to up-scale merchants under
another brand name.

@PSYCHOGRAPHIC

Lifestyle segmentation based upon
multivariate analyses of consumer
attitudes, values, behaviors,
emotions, perceptions, beliefs,

and interests.
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Niche Marketing

Mass Marketing
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Marketing Mixes | Channels - Social Media Pyramid

CYBER® SOCIAL MEDIA PYRAMID

GROUP 5: SHINING A LIGHT ON YOURSELF

(AKA SELF
GROUP 3: CURATE OONTBW Like: Fats, Ois & Sweets (Use Sparngly)
Senvings (Recommendex] Frequency):

Like: Milk, Po..mn/ F:sh Beans&Eggs

Senvings (Recommended Frequency): . 10ut of every 10 posts

23 0ut of every 10 posts OK to do, but not too often! Don't forget about

Content may be i"»ﬂl'i',:. but contant curation your Spec fic calls 1o action or they won't be fruitful!

15 Queen

) GROUP 6: A PICTURE SAYS 1,000 WORDS
Like: Milk, Cheese & Yogun
i o~ Sesvings (Recommended Frequency):
GROUP 2: SHINE A LIGHT ON OTHERS [ B il el
Like: Fruits & Vegatables Nt dihs A ottt i o i
Servings (Recommended Frequency) : peihris v Vonda AL
2-3outo¢wery10posts @ ff 1 . Take F Ir mobiie
ake al of f Uy ot | Twitter

putitinto ot h»-»f-; rFe

approciate
recognizing

potential fans

this becau
;' '.‘_. ' r

and followers.

GROUP 1: DIRECT ENGAGEMENT

wé

Like: Bread, Cered & Pasta
Senvings (Recommendad Frequency);

(e < —
.’:_‘-' I Ey ‘ u n “ 3 - 4 out of every 10 posts
== Make sure you're in a two-way

. \ A tir wnwatt searnrnles et eartiy s
LONWVETSaiQn Wil peopie CONSLanay

SUMMARY: Choose from Grioups 1-5 and mix it up. Soon ou will be fully

engaging people easily and naturally, without thinking! Just like eating!

lwww.CyberPR.com|
| Follous: |
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Marketing Management Value Proposition Canvas

Value Proposition Customer Profile

Gain creators

Products

: t r
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Marketing Management Business Model Canvas

key activities value customer

proposition relationships
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