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JAK PRODAVAT MIXERY



MARKETINGOVY MIXER VERSUS MIX




2.499 K¢ 1.690 K¢ 950 K¢ 4.490 K¢










360° INTEGROVANA KOMUNIKACE
Vyuziva mix nastroju,
které oslovuji zakaznika
ve 360 stupnich,
jednotnym sdéelenim.




VICE O KONCEPTU PR360 NA

WWW.PR360.CZ



http://www.pr360.cz/

LESENSKYCZ

PROC MIXER A NE MIX?
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360 KOMUNIKACE m

MARKETINGOVY MIX 4P




ssowowmac|usmuscs
MARKETINGOVY MIX 4C / 4E

The 4P's The 4C's The 4E's

Product xperience
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360 KOMUNIKACE m

ATL—- ABOVE THE LINE
Nadlinkovd komunikace — TV, radio, média (tisk)

BTL— BELLOW THE LINE
Podlinkova komunikace — prakticky vSe ostatni

TTL—THROUGH LINE
Komunikace skrze linku

Integrovana marketingova komunikace - integrované kampané
Inbound marketing

360-stupnova komunikace

Multichannel marketing
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KOMUNIKACNI MODEL AIDA(S) — SEE THINK DO CARE

— Pozornost: Cilem prvni faze je ziskat
pozornost

— Zajem: DalSim krokem je vzbudit zajem

— Touha: Nasledné je nutné vyvolat touhou,
pripadné zvysit pocit potreby

— Akce: Cilovym krokem je zajistit akci
(napriklad nakup)

— Spokojenost: Pavodni model AIDA
byl doplnén o post-sell aktivity podporujici
spokojenost




Consumer journey

stage

Priority

Audience
segment

Message(s)

What we want
people to think
in this phase

KPI(s)

Digital
targeting
& ad formats

SEE

THINK

DO

CARE

(Anyone that could buy from
you)
Example: People that will own
a car at some point in their life

[INSERT TOP-LEVEL
MESSAGE]

e.g. Understand that Bank X
exists and that it provides car
insurances

Awareness

TBD by channel
(targeting often so called
“similar audiences”)

(Anyone starting to
consider buying from your
industry)
Example: People starting
to consider buying a new
car

[INSERT MESSAGING
THAT MAKES THE USP'S
TANGIBLE..]

e.g. Understand that there
is no fee the first year
when buying a new car

(Anyone starting to
consider buying from your
industry)
Example: People starting
to consider buying a used
car

[INSERT MESSAGING
THAT MAKES THE USP’S
TANGIBLE..]

e.g. Understand that you
have the lowest
deductible in the market

Branded searches and direct traffic to site

TBD by channel
(targeting often
remarketing lists)

TBD by channel
(targeting often
remarketing lists)

(Anyone looking to buy from
you now)
Example: People comparing
car insurance options

[INSERT URGENCY-TO-ACT
MESSAGE]

e.g. Understand that if you
order within 24h you get 3 free
car washes

Sales

TBD by channel
(targeting often remarketing
lists and direct search engine

targeting)

(Your existing customers)

[INSERT RETENTION/UPSELL
MESSAGE]

e.g. Understand that Bank X
has been voted best car
insurance by users for 3rd
year in a row

Retention/Churn

TBD by channel
(targeting often CRM system)
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PUSH / PULL STRATEGIE

Cilem Push marketingu je ,tlacit” zakazniky k akci, nejcastéji ke koupi. Jde o jednosmérnou
komunikaci, pfi které firma pUsobi na zakazniky pomoci nevyzadanych informaci. Témi mze byt
(bannerova) reklama, letdk, direct marketing apod.

Push marketing se tedy nejcastéji vyuziva pri uvadéni novych produktd na trh, kdy chceme, aby
zakaznici produkt zaregistrovali a chtéli jej vlastnit. Push marketing se ale vyuziva také pri budovani
znacky. Cilem je zakaznika informovat, podnitit k akci nebo zvbysit povédomi.

Strategie Pull marketingu je oboustranna. Hlavnim aktérem je sam zakaznik, ktery se chova aktivné.
Neni jen konzumentem reklamy, uvédomeéle vyhledava informace o produktu. Druhy krok je na
strané firmy. Pro zajisténi tohoto kroku ale musi firma predem podniknout akce, aby zajistila, ze ji
zakaznik najde, dohleda snadno informace a na zakladé nich se rozhodne pro nakup.







JAK PRODAVAT MIXERY
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LESENSKYCZ

CO SI ZAPAMATOVAT?



360° INTEGROVANA KOMUNIKACE?

Vzpomente si na mixér ©




DEKUJEME ZA
POZORNOST

LESENSKY.CZ @ 2018



