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“We help you organize the world’s
iInformation and make It universally
accessible and useful.”
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Disney

“We create fantasies—
a place where dreams
come true and America
still works the way it's

supposed to” ° 2
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McDonalds

"To provide the fast food customer food prepared in the
same high-quality manner world-wide that is tasty,
reasonably-priced & delivered consistently in a low-key
décor and friendly atmosphere.”

Key Market: The fast food customer world-wide

Contribution: tasty and reasonably-priced food prepared in a high-
quality manner

Distinction: delivered consistently (world-wide) in a low-key décor
and friendly atmosphere.
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Product Price
Variety List price
Quality Discounts
Design Allowances
Features Payment period
Brand name Credit terms
Packaging
Services
Target .
customers o U)
N
Intended w 4+
positioning . O
Promotion Place o %
Advertising Channels z (D
Personal selling Coverage -
Sales promotion Assortments i E
Public relations Locations
Inventory
Transportation
Logistics
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Marketing ROI




Marketing ROJ

 Return on marketing investment (Marketing ROI)
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