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Published in 2010, by Elsevier Publishers the book brings a concept that
came about through consultants of a marketing consultancy company
in Southeast Asia . In creating this thought, they invited the "Marketing
Pope," Philip Kotler, to assist in developing the idea.

This is how Marketing 3.0 came about, considered as a marketing
focused entirely on values and with focus on making the world a better
place.

So, in these next topics, we will cover what characterizes Marketing 3.0
and how this concept became popular.

Main ideias of the book

Throughout the 3 parts divided into 10 chapters of this book, we
can understand the following concepts:

° Understand the main trends that shape Marketing 3.0;

° How the company can disseminate its guidelines
internally and externally;

° Understand the best ways to apply these ideas in
practice.

And now that we've done an introduction, let's get down to
business.

For whom is this book suitable?

| bring this book to everyone who wants to adapt to today's market changes and understand how to revolutionize
their company's marketing by bringing better results and greater impact on society.
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Overview of the book

Part | — Trends

What is Marketing 3.0?

Over the years, Marketing has adopted different styles and
objectives, adapting to the realities of the market and society.
Marketing 1.0 was essentially focused on selling the product. Driven
by the Industrial Revolution, it aimed to develop new products.
Marketing 2.0 brings the consumer to this equation, leveraged by Marketing is a race
information technology, focusing on product differentiation and its without afinishing line
positioning.

This is where Marketing 3.0 emerges, a new concept that has as main
targeting the consumer not only as a buyer of the product, but as a
complete individual, with, as the authors say, heart, mind and spirit.
In other words, all characteristics are taken into account.

Thus, this "new marketing" is characterized as collaborative, cultural and spiritual.

It is collaborative, because companies come to understand that, together, they are stronger and that actions
together will generate greater results.

It is cultural because it considers that the culture of each population and each place is important for the
performance and success of marketing.

And it is spiritual because it analyzes and reflects values for the consumer market and brings the importance of the
company's mission, vision and values to incorporate human well-being as a goal.

Marketing + Strategy

Considering this definition of Marketing 3.0, the company's main focus needs to be to win consumer hope. For this,
the area of marketing is not only the area that convinces the consumer to buy, but rather part of the strategy of the
organization and its characteristics that become reflections of the mission, vision and values of the company.

This photo represents the Value-Based Matrix, and it is responsible for uniting the characteristics of Marketing 3.0
with the strategic guidelines. As a result, we perceive how each guideline relates and how each relationship brings
different aspects to be used in marketing, such as providing satisfaction, making a difference, achieving profitability
and sustainability.

Identity, Integrity and Image
Parallel to this, another thought arises. To put it best, | quote from the book: "Marketing, at its peak, will be a

consonance of three concepts: identity, integrity, and image. Marketing means clearly defining your identity and
strengthening it with authentic integrity to build a strong image. "
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In the 3 I's model, | define these three concepts that are essential for marketing, as the market becomes
increasingly competitive and increasingly demanding consumers.

The brand identity means how the company is positioned in the minds of consumers. Considering the desires and
needs of the market, the identity must be unique, in order to stand out from the competition.

Let's think of an example. I'll make you a request: think in a soft drink.

Most likely, the first soft drink that comes in your head is Coca-Cola. This happens because Coca-Cola already has
a very well defined and prominent identity in the market. So when we think of soft drink, we tend to think of
Coca-Cola.

Integrity has to do with keeping promises. That is, if your brand positioned itself in the market in a way, offered
something different and completely innovative and did not comply, it failed to show its integrity. A brand with
integrity will be committed to delivering what has been promised and gaining the confidence of the consumer.
And the image is to delight the consumer. Passing an image that fits the perceptions of the buyers, the company
will be treading the way to conquer them. Therefore, the product must, through its image, establish a
relationship with the consumer.

Thus, we see that these 3 I's address the three characteristics of Marketing 3.0 (mind, heart and spirit) that allow
us to strengthen the connection with the customer and, along with alignment with strategic guidelines, will allow
marketing to achieve new goals and bring better results.

Part Il - Strategy

Now that we understand the principles of Marketing 3.0, we will analyze how to include it in the company's
strategy from organizational guidelines (mission, vision and values) and how they relate to the stakeholders of
your company.

But first, let's understand what are these guidelines?

Mission: The goal of the mission is to summarize in a single sentence why your brand exists. Through it,
consumers will be able to understand what your business is and what you want to offer to the market.

Vision: Vision can be synthesized as the great goal of the organization. To better understand, think about the
following question: where does your company want to be in 3 years from now?

Values: Values are those characteristics that will guide the performance of the company's employees in order to
be always in line with the organizational culture and the brand's mission.

Now that we know these concepts, let's move on to understand how to combine marketing with guidelines in
order to win customers, employees, partners and shareholders.

Marketing is not the art of finding clever ways to dispose of what

you make. It is the art of creating genuine customer value
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Mission to Consumers

Kotler says making a mission is not easy. In order to have an effective
mission, it must have an impact and be innovative, differentiating
itself from other brands.

A well-made mission needs to be understood by the members of the

A good company offers
g pany ff company and by the clients, passing the desired message. Therefore,
excellent products and the book presents characteristics of an appropriate mission, which
services. A great company should be created based on an innovative practice, spread through
stories that thrill people and achieved through empowerment of the
also offers excellent consumer Peop gn emp

products and services but

also strives to make the ° Innovative Practices: Companies like Microsoft, Linkedin,
Facebook and Disney have innovative practices that have influenced
mission design. For this, having an open vision for innovations is
fundamental for new practices to be approached and, thus, your
brand has a competitive advantage in the market;

world a better place

° Captivating Stories: The best way to spread your mission is by telling stories that thrill your audience.
When your company tells a captivating story, consumers identify with it and, consequently, identify with its
mission;

° Consumer Empowerment: Now that you have an innovative mission and a history to spread it, the next
step is to empower the consumer. This means showing the client how important he is to the mission of the
company, that his opinion and participation is very important. For example, on Amazon, readers can write book
reviews and recommend them to other readers. This is an example of empowerment.

Putting these ideas together, know that the first step is to have a good and innovative mission. So your customers
will identify with your brand through the good stories that will be told and so they can “fight for you”, and interact
with your company, because, as the authors say, that's the secret to making a difference.

Values with employees

To have an efficient team aligned with the mission of your company you need to focus on having a well-defined
culture and shared values.

Shared values are those that make employees work according to the mission of the company. Having these values
defined and aligned with the usual behavior of employees, you will have a corporate culture formed, that is, the
values will be expressed in the daily life of the company.

Having a marketing of values to your employees is essential as well as having a marketing mission to your clients,
because valuing and giving autonomy to employees, they will be engaged with the company and, in line with the
mission, will seek to transform the lives of consumers.
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Values with channel partners

| mentioned earlier that Marketing 3.0 needs to be collaborative. So we realize the importance of channel
partners.

Channel partners are other companies, with their own guidelines, but they will contribute to your brand in order
to achieve better results.

These partners must have identity, purpose, guidelines and, in particular, values aligned with your organization,
so that you can develop together and collaborate to achieve your goals.

Vision with shareholders

Shareholders are very important in the strategic direction that your company is following. At this point, having a
well-structured vision that will convey your goals to these stakeholders is critical.

So it is up to marketing to communicate this vision, aligned with the mission and values, to the shareholders, so
that they understand the strategic directions planned.

And when we approach Marketing 3.0, there are aspects that vision must consider, as a way of achieving cost
reduction, increased revenue and growth value of brand, which are the main aspects required by shareholders.

In these aspects, we can mention the adoption of sustainable practices, as the current world is characterized by
increasing polarization and scarcity of resources, which makes sustainable trends guide the new decisions to be
made in the market.

Part Ill - Application

Now that we treat on the definition, trends and strategies of Marketing 3.0, the time has come to talk about the
applications and transformations that we seek with this new marketing model, which are: sociocultural
transformation, creating entrepreneurs and search for sustainability environmental.

Sociocultural Transformation

The great motivation in opening a new business almost always involves generating profit. Based on this, the
concept of Marketing 3.0, shows that companies tend to become mechanisms of social transformation.

Thus, when moving to the level of Marketing 3.0, a brand must not only aim at profit, but also carry out actions
that promote changes in our society, demonstrating that the company is concerned about public, cultural and
social problems, and that it seeks to change this with the tools at your fingertips.

It is a capital mistake to theorize before one has data.—Sir

Arthur Conan Doyle
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In this way, sociocultural transformation becomes part of the
company's philosophy, culture and strategy, showing that it has been
aligned with the main objective of this new marketing: the focus on
the human being.

Creating Entrepreneurs

Inequality is one of the biggest problems that plagues the modern
world. While wealth is concentrated in the hands of a few, poverty
spreads through the lives of many.

It is in this scenario that a new characteristic of modern marketing
comes in: stimulating business creation and entrepreneurship in low direction,we are likely to
income populations, with social objectives, but that generate profit end up where we are
and allow the development of the lowest layer of society.

For these new ventures marketing needs to be direct so that they can headed
develop and obtain better results, so a social business, as the authors
treat it, must segment the market, position the brand and define a
marketing mix focused on the development of these small and

if we do not change our

poverty reduction.

Search for Environmental Sustainability

In a reality where environmental problems grow every day, being responsible with the impacts that your company
generates is a competitive advantage.

Companies need to act as innovators, investors and propagators, creating new sustainable ideas, investing in the
development of new attitudes and propagating the thought of environmental sustainability.

A company does not need to occupy these three roles, but it can occupy one of them, acting in conjunction with
others acting in other roles. In this way, the brands will be creating the "green market", where the market seeks
profit, but in a responsible way, without harming the environment.
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What other authors say about it?

In the book True North, author Bill George says that authentic leaders must be smart and capable. But more than
that, they need special internal qualities: principles, ideals, values and morals.

In the book Launch, author Jeff Walker presents a guide on how to sell products on the internet, considering all
the challenges and difficulties of doing an efficient digital marketing.

In This Is Marketing,author Seth Godin points out that the effective marketing begins with the identification of
needs and intrinsic desires of the people. Usually, they are related to different emotional aspirations, like
adventure, connection, freedom, tranquility and strength.

Okay, but how can | apply this in my life?

Now that we understand about this new concept, it's time for action! And the authors present the "10 Creeds of
Marketing 3.0," which will help you put these ideas into practice!

1. Get loyalty from your customers and have respect for your competitors;

2. Be alert and prepared for change. Do not be resistant to change and if you have the opportunity to
change: change!

Create your identity and establish your reputation;

Target your customers, each one is different and you must reach first who will be most impacted;

Have a fair price, which reflects the benefit you are offering;

Let your customers find you with ease.

Conquer new customers and maintain a good relationship with the current ones;

Your company should serve the customer, and your products should impact people's lives;

Focus on continuous improvement, always strive to evolve your processes daily;

LNV RW

10. Collect as much information as possible, learn to learn, consider all variables, and make smart decisions.

By following these commandments, your company will be able to have a well structured marketing, focused on
the human being and aligned with the brand strategy, leveraging its results.

If you liked this book, visit our complete collection with hundreds of Pocketbooks
of the greatest successes in the areas of management, marketing and sales,

v leadership, strategy, personal development and entrepreneurship!
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The content presented above reflects the vision and critical analysis of our team of copywriters, respecting the fundamentals of intellectual property in Brazil (Article 8, item 1).

No part of the book is being copied. They are unique and exclusive content, always giving credits to the authors and indicating the link to purchase the complete work. Voitto respects the
copyright code in accordance with the provisions of Brazilian law, Law 9.610 / 98.

This content is the exclusive property of Voitto and is protected by the Copyright Law in its Articles 46, |, (a) and 47, because this is not a reproduction and also does not imply any discredit, on the
contrary, the moral right is protected and, as pointed out earlier, the reader receives a link to acquire the work. Reproduction of this material without the permission of the company is prohibited.
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