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VAIJE

IME VAJE

Ustvarite meSanico trZenjskih storitev

UCNI CIUI

Pridobili boste znanja s podro€ja trzenja: PodjetniSke
veSCine, trZzenje in komuniciranje

Znanje o trzenju: Digitalna pismenost,

Specifini ucni cilji:
1. Spoznali boste proces trZzenja in raziskali SirSi
pomen trZenja.
2. Sestavili boste marketinSko kombinacijo, ki je
klju€na pri razvoju lastnega izdelka ali storitve, in razvili
spretnosti kritiCnega razmisljanja.
3. Spoznali boste trg, na katerem boste predstavili
svoj izdelek/storitev, kar bo pripomoglo k boljSemu
razumevanju vaSih edinstvenih prodajnih ponudb.
4, TrZenjska meSanica je le zaCetek izvajanja trzne
strategije. Odgovori na ta vpraSanja vam bodo omogodili,
da ugotovite, kaj zahteva va$ naCrt trZenjske strategije.

TRAJANJE

Priblizno 2 uri

OPIS

NaCela trZenja, pogosto znana kot marketinSka nacela, so
sprejeti marketinSki koncepti, ki jih podjetja uporabljajo za
oblikovanje uspeSnih marketinSkih strategij. Na teh vodilnih
idejah pogosto temelji naSa strategija. Z uporabo naCel
trzenja lahko uCinkovito promoviramo izdelke ali storitve.
Pogosto ga imenujemo marketinSka meSanica in ga lahko
najdemo kot 4P ali 7P, odvisno od tega, ali gre ustrezno za
izdelek ali storitev.

Na podlagi svojih Zelja boste oblikovali marketinSko
meSanico nami$ljenega izdelka/storitve. Nasveti: Ce Ze
imate izdelek ali storitev, ju lahko uporabite kot primer za
izvedbo trZnega miksa.
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What is our product?
Quality & value, Branding &
imaginery, User experience,

Features, Warranties

What is the value & price
of our product?

How will people discover
our products?

How/Where do people
purchase our product?

Messaging, Search Marketing,
Social media, Advertisement,

Strategy, List price,
Discounts, Payments
methods, Free elements,
Credit terms

Website, Marketplaces (e.g.
Amazon, eBay), Retail
experience, International
expoerts, Wholessale,
Resellers

Direct Marketing,
Partnerships, Offline
marketing, Word of Mouth

Price

7Ps Marketing Mix

Physical

evidence
What should our

Who do we hire and how environment be like?

should we act?

How do we deliver our

i 7
product consistently? Offices/stores, Packaging,

Equipment/facilities,
Recommendations, Interior
design, Music&sounds, Staff
appearance, website visits,

Employess, Founders,
Culture & image, Customer
service, Training

Standadisation,
Measurement, Delivery,
Complaint handling,
Response time, R&D

PODPORNA ORODJA
(videoposnetki, povezave,
strani itd.)

TrZzenjska meSanica velja za enega najbolj temeljnih okvirov
na podro€ju trZzenja. V naslednjem videoposnetku so
analizirani 4P za oblikovanje ali analizo vaSe trZenjske
strategije.
https://www.youtube.com/watch?v=g_gEOfOUePw

V naslednjem videoposnetku pa je predstavljenih 7 P trZenja
v storitvenih podjetjih: Izdelek, cena, kraj, promocija, ljudje,
fizi€ni dokazi in proces. S primeri omogoCa vpogled v
uporabo 7P.
https://www.youtube.com/watch?v=ij39z2P_aQl

Bibliografija

Armstrong, G. & Kotler, P. (2016). Marketing: an
introduction. Pearson

Barone, A. (2023, May 15). Marketing Strategy: What it is,
How it works, How to create one. Investopedia.
https://www.investopedia.com/terms/m/marketing-strategy

.asp#:~:text=A%20marketing%20strategy%20refers%20to,an
d%200ther%20high%2Dlevel%20elements

Ellering, N. (2022, August 19). What are the principles of
marketing ? Overview of 7Ps, value principles, & activity
principles. CoSchedule.
https://coschedule.com/marketing/principles-of-marketing#
what-are-the-7-principles-of-marketing--the-7-ps-of-marketi
ng-mix
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https://www.youtube.com/watch?v=g_gEOf0UePw
https://www.youtube.com/watch?v=ij39z2P_aQI
https://www.investopedia.com/terms/m/marketing-strategy.asp#:~:text=A%20marketing%20strategy%20refers%20to,and%20other%20high%2Dlevel%20elements
https://www.investopedia.com/terms/m/marketing-strategy.asp#:~:text=A%20marketing%20strategy%20refers%20to,and%20other%20high%2Dlevel%20elements
https://www.investopedia.com/terms/m/marketing-strategy.asp#:~:text=A%20marketing%20strategy%20refers%20to,and%20other%20high%2Dlevel%20elements
https://coschedule.com/marketing/principles-of-marketing#what-are-the-7-principles-of-marketing--the-7-ps-of-marketing-mix
https://coschedule.com/marketing/principles-of-marketing#what-are-the-7-principles-of-marketing--the-7-ps-of-marketing-mix
https://coschedule.com/marketing/principles-of-marketing#what-are-the-7-principles-of-marketing--the-7-ps-of-marketing-mix

Santander Universidades. (2023, February 23). The 7Ps: how
have the 4Ps of the marketing mix involved?. Santander.
https://www.becas-santander.com/en/blog/the-7-ps.html#e

rror=login_required&state=2ee8dee6-a811-4133-8af2-24c8
483ec9c3

Priloga:

What is our product?
Quality & value, Branding &
imaginery, User experience,

Features, Warranties

What is the value & price
of our product?

Strategy, List price,
Discounts, Payments
methods, Free elements,
Credit terms

How will people discover
our products?

Messaging, Search Marketing,
Social media, Advertisement,
Direct Marketing,
Partnerships, Offline
marketing, Word of Mouth

How/Where do people
purchase our product?

Website, Marketplaces (e.g.
Amazon, eBay), Retail
experience, International
expoerts, Wholessale,
Resellers

Price

7Ps Marketing Mix

Physical

evidence
What should our
environment be like?

Who do we hire and how
should we act?

How do we deliver our

i ?
product consistently? Offices/stores, Packaging,

Equipment/facilities,
Recommendations, Interior
design, Music&sounds, Staff
appearance, website visits,

Testimonials/reviews

Employess, Founders,
Culture & image, Customer
service, Training

Standadisation,
Measurement, Delivery,
Complaint handling,
Response time, R&D
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Ustvarite vizualni diagram prodajnega procesa

UCNI CILI

Pridobili boste spretnosti vodenja prodaje: podjetniSke
spretnosti, komunikacijo in mreZenje ter pogajanja

Znanje o upravljanju prodaje: Pridobili boste pismenost,
sposobnost prevzemanja tveganja.

Specifiéni u€ni cilji:

1. Razumevanje prodajnega procesa: spoznali boste zaporedne
faze prodajnega procesa, vklju€no z ustvarjanjem priloZnosti,
iskanjem potencialnih strank, kvalifikacijo, predstavitvijo,
premagovanjem ugovorov, zakljuCkom in nadaljnjim
spremljanjem. To znanje vam bo zagotovilo temeljno razumevanje
strukture prodajnih dejavnosti.

2. Opredelitev toCk odloCanja: Z dejavnostjo na diagramu poteka
boste opredelili klju€ne toCke odloCanja v prodajnem procesu.
NaucCili se boste prepoznati, kje se sprejemajo klju€ne odloCitve,
na primer, ali naj nadaljujete z iskanjem potencialnih strank, kako
obravnavati ugovore ali kdaj zakljuCiti prodajo. Ta spretnost je
dragocena za sprejemanje premiSljenih odloCitev med resniCnimi
prodajnimi interakcijami.

3. Digitalna pismenost: UdeleZenci bodo z uporabo spletnih orodij
ali predlog za izdelavo diagrama prodajnega procesa izboljSali
svojo digitalno pismenost. S to prakti¢no izkuSnjo z digitalnimi
orodji se bodo seznanili s postopkom digitalnega ustvarjanja
vizualnih vsebin, kar je dragocena veS€ina v danaSnjem
poslovnem okolju, ki ga poganja tehnologija.

4. Spretnosti vizualne predstavitve: Z izdelavo vizualnega
diagrama prodajnega procesa boste razvili spretnosti vizualnega
predstavljanja kompleksnih procesov. Naudili se boste uporabljati
simbole, oblike in puSCice za jasen in organiziran prikaz vsakega
koraka, s Cimer boste izboljSali svojo sposobnost u€inkovitega
sporoCanja informacij.

TRAJANIJE

8 ur ali ve€, odvisno od stopnje zapletenosti podjetja.

OPIS

Ustvarite vizualni diagram prodajnega procesa, ki ponazarja
korake v prodajnem procesu, od pridobivanja potencialnih kupcev
do zakljuCka prodaje. To lahko storite na papirju, z listki ali s
spletnim orodjem ali predlogo. Diagram poteka pomaga razumeti
zaporedne faze, klju€na dejanja in toCke odloCanja v prodajnem
procesu.
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Sample Sales & Marketing Process Flow

Legend
e MQL = Marketing Qualfied Lead
- - sarmsm Qe

sed/Lost -

Sample Sales & Marketing Process Flowchart from Marketo

Vir slike: Vir: Diagram prodajnega procesa: Vse, kar morate vedeti:
Zen Flowchart: Vse, kar morate vedeti, avtor: Zen Flowchart

PODPORNA ORODJA
(videoposnetki, povezave,
PPTS itd.)

BrezplaCne predloge diagramov poteka lahko najdete na
platformah, kot so Template.net, ZenFlowchart, Canva, ali pa
uporabite program Office.

Videoposnetki:
Kako dosedCi vse v Zivljenju, Ce se nauCite prodajati. | Rana

Kordahi | TEDxCQU

Bibliografija

EN: 11 Sales Tips for Beginners

EN: Sales Process Flowchart: All You Need to Know

EN: Book review by Anum Hussain about Jill Konrath book "SNAP
Selling"

ES: 10 libros recomendados para mujeres emprendedoras (10
recommended books for women entrepreneurs)
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https://www.zenflowchart.com/guides/sales-process-flowchart-all-you-need-to-know
https://www.zenflowchart.com/guides/sales-process-flowchart-all-you-need-to-know
https://www-template-net.webpkgcache.com/doc/-/s/www.template.net/editable/sales-flowchart
https://www.zenflowchart.com/guides/sales-process-flowchart-all-you-need-to-know
https://www.canva.com/learn/flowchart-design-tips/
https://youtu.be/lKedDUV8MO0
https://youtu.be/lKedDUV8MO0
https://www.liveagent.com/blog/sales-tips-for-beginners/
https://www.zenflowchart.com/guides/sales-process-flowchart-all-you-need-to-know
https://blog.hubspot.com/sales/snap-selling-summary
https://blog.hubspot.com/sales/snap-selling-summary
https://www.planetadelibros.com/blog/actualidad/15/nuestros-tops/11/articulo/libros-recomendados-para-mujeres-emprendedoras/17

NALOGE

Ime naloge:

RaziSdCite trajnostna partnerstva in ustvarite vzor€no tablo.

Opis naloge

RaziSCite koncept trajnostnih partnerstev, njihov pomen za vaSe
podjetje in primere uspeSnih partnerstev na tem podrocju.

Ustvarite vzoréno tablo (na papirju ali digitalno, na primer s
programsko opremo Miro) .

Razumevanje naloge
(gledanje ali branje o
nalogi)

Preberite Clanke, oglejte si videoposnetke ali preucite Studije
primerov, povezane s trajnostnimi partnerstvi za mala podjetja,
in zamisli prilagodite za lastno uporabo.

Ne pozabite: slabi zgledi so lahko tudi vodilo, kako tega NE smete
storiti.

Izvajanje naloge

Povzemite klju€ne toCke in zberite primere uspeSnih trajnostnih
partnerstev, da boste bolje razumeli koncept, nato pa ustvarite
svojo tablo, na kateri si boste predstavljali, kaj Zelite doseCi.

Bibliografija

Orodje:

Miro je spletna platforma za sodelovalno tablo, ki udeleZzencem
omogocCa sodelovanje v realnem Casu. Ustvarite lahko virtualne
prostore za scenarije igranja vlog, kjer lahko udeleZenci z
besedilom, slikami in samolepilnimi listi€i uprizarjajo in
razpravljajo o svojih interakcijah.

Videoposnetki:

Tedx "Skrite priloZnosti podnebnih ukrepov za Zenske", Zineb
Sqalli

Vokalni podcast Laine Raveendran Greene Kako so Zenske kljuc

do gospodarske blaginje
Sklad za cilje trajnostnega razvoja, "Pot do miru - zakaj so cilji

trajnostnega razvoja dobri za podjetja"” (1h25 m)

Nadaljnje branje:

SL blog Researchgate, pdf za prenos, The importance of
sustainability engagement in small businesses supplier
collaboration, avtorji: Juhnani Ukko, Minna Saunila, Mina Nasiri,
Tero Rantala

Clanek ESP na spletni strani UNCTAD "Acelerando el desarrollo
sostenible con empresas familiares"
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https://miro.com/it/
https://www.youtube.com/watch?v=P6jll4ALcYk
https://www.youtube.com/watch?v=bUSMPLPMASM&t=2s
https://www.youtube.com/watch?v=bUSMPLPMASM&t=2s
https://www.youtube.com/watch?v=ArgrXsomJVg&t=150s
https://www.youtube.com/watch?v=ArgrXsomJVg&t=150s
https://www.researchgate.net/publication/352891422_The_importance_of_sustainability_engagement_in_small_businesses_supplier_collaboration
https://www.researchgate.net/publication/352891422_The_importance_of_sustainability_engagement_in_small_businesses_supplier_collaboration
https://www.researchgate.net/publication/352891422_The_importance_of_sustainability_engagement_in_small_businesses_supplier_collaboration
https://unctad.org/es/news/acelerando-el-desarrollo-sostenible-con-empresas-familiares
https://unctad.org/es/news/acelerando-el-desarrollo-sostenible-con-empresas-familiares

SL NemsSko zvezno ministrstvo za okolje, varstvo narave, gradnjo
in jedrsko varnost, prenosljiv pdf, "Vodnik po korakih za
trajnostno upravljanje dobavne verige".

SPA blog Pacto mundial Red espafiola "Pasos para integrar la
sostenibilidad de tu empresa"

SPA blog Greenglobe "10 consejos para lograr una empresa mas
sostenible", ki ga je napisal Javier Pedraza

Ime naloge:

Prepoznajte svoje konkurente

Opis naloge

VaSa ciljna skupina bi morala zaCutiti, ali va$ izdelek ali vaSe
podjetje bolje ustreza njenim potrebam in vrednotam kot drugi
predlogi na tem podroCju.

Da bi vam to uspelo, morate zbrati podatke o morebitnih
konkurentih. To vam bo omogoCilo, da boste svoje podjetje
razlikovali od antagonizma svoje panoge.

Razumevanje naloge
(gledanje ali branje o
nalogi)

Za izvedbo analize konkurence se morate osredotoCiti na vse
vrste konkurentov (novi udeleZenci na trgu, majhna podjetja,
neposredna ali posredna) ter njihove prednosti in slabosti.
Njihovo komunikacijo, blagovno znamko, ponudbo, strategijo,
vsebino in kanale razSirjanja informacij morate primerjati z
vaSimi z organizirano raziskavo, ki jo zaCrtajo klju€na vpraSanja.
Na voljo vam bo predloga, ki vam bo v pomo¢€ pri izvedbi naloge.

Za pomoC pri tej analizi so na voljo tudi spletna orodja: na
primer SpyFu za zbiranje podatkov o spletnih raziskavah o vaSih
konkurentih ali Rival IQ za ugotavljanje, kako dobro gre vaSi
platformi druZbenih medijev v primerjavi z drugimi v panogi.

V YouTubu lahko preberete ve€ informacij, lankov in si ogledate
videoposnetke, ki vam bodo omogoCili vpogled v analizo
konkurentov.

Primer: Oglejte si ta videoposnetek v YouTubu

Izvajanje naloge

Spodnja predloga vsebuje klju€na vpraSanja in podroc€ja, ki jih
morate upoStevati pri analizi konkurence.

B 1 Financira Evropska unija. IzraZzena stalis¢a in mnenja so izklju¢no staliS§¢a in mnenja avtorjev in ne odrazajo nujno
BOSS ) stalis¢ in mnenj Evropske unije ali Izvajalske agencije za izobrazevanje in kulturo (EACEA). Niti Evropska unija niti
e EACEA ne moreta biti odgovorna zanje. 2022-1-SE01-KA220-ADU-000087596



https://www.bmuv.de/fileadmin/Daten_BMU/Pools/Broschueren/nachhaltige_lieferkette_en_bf.pdf
https://www.bmuv.de/fileadmin/Daten_BMU/Pools/Broschueren/nachhaltige_lieferkette_en_bf.pdf
https://www.pactomundial.org/noticia/como-ser-una-empresa-sostenible/
https://www.pactomundial.org/noticia/como-ser-una-empresa-sostenible/
https://www.greenglobe.es/10-consejos-para-lograr-una-empresa-mas-sostenible/
https://www.greenglobe.es/10-consejos-para-lograr-una-empresa-mas-sostenible/
https://www.spyfu.com/
https://www.rivaliq.com/
https://www.youtube.com/watch?v=C91utiNU0cI

(+

ow are they engaging
their audiences and
getting interactivity?
Are they using groups,

pages, forums?

~

What is their
strategy/business
model? What is their
key objective? What
tactics are they using?

\_________/

What is their "unique
selling point"?

How are they marketing
to their customers
through different stages
of the sales-cyrcle?

Marketing competitive analysis

Branding

What is their tag line,
brand look, and feel,
messaging, tone?

How are they using
content to attract,
nurture, convert, and
get repeat customers?
Video, blogs,
whitepapers, case
studies, posts,

\ articles,etc /

Advel ng

Where are they
advertising and what is
their traffic and spend

for this channel?

How do they rank for )
keywords? Where are
they driving traffic to...
blogs, web or landing
pages?

Proposition

What are they offering
to solve their
customers' pain or
problem?

Channels

Where are they
promoting their
business? Where are
they generating leads
from?

) S

What networks are they
using and how big is
their reach and
engagement?

Campaig

Who are they targeting,
what is their key
message and call to
action?

What events are they hosting, sponsoring, or exhibiting at? Events or
conferences - online or in-person events or both?

Marketing competi

-
-

Branding

Advertising

ve analysis

Proposition

Channels

|
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Bibliografija

SpyFu za zbiranje podatkov o spletnih raziskavah o vaSih
konkurentih

Rival 1Q, s katerim boste izvedeli, kako uspeSna je vaSa
platforma druZabnih medijev v primerjavi z drugimi v panogi.

McGruer. D, (2020). Dynamic Digital Marketing. Willey

Shewan, D. (2022, September 3). How to do a SWOT analysis
(with examples and free template!). Wordstream.
https://www.wordstream.com/blog/ws/2017/12/20/swot-analy
sis
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https://www.spyfu.com/
https://www.rivaliq.com/
https://www.wordstream.com/blog/ws/2017/12/20/swot-analysis
https://www.wordstream.com/blog/ws/2017/12/20/swot-analysis

Priloga:

Marketing competitive analysis

(

How are they engaging\
their audiences and
getting interactivity?

Are they using groups,

pages, forums?
N\ J

What is their
strategy/business
model? What is their
key objective? What
tactics are they using?

Branding

What is their tag line,
brand look, and feel,
messaging, tone?

\___/

What is their "unique
selling point"?

How are they marketing
to their customers
through different stages
of the sales-cyrcle?

How are they using
content to attract,
nurture, convert, and
get repeat customers?
Video, blogs,
whitepapers, case
studies, posts,

\___/

\ articles,etc. /

Advertising

Where are they
advertising and what is
their traffic and spend

for this channel?

How do they rank for
keywords? Where are
they driving traffic to...
blogs, web or landing
pages?

\__/

Proposition

What are they offering
to solve their
customers' pain or
problem?

Where are they
promoting their
business? Where are
they generating leads
from?

\__/

What networks are they
using and how big is
their reach and
engagement?

Campaigns

Who are they targeting,
what is their key
message and call to
action?

\_/

What events are they hosting, sponsoring, or exhibiting at? Events or
conferences - online or in-person events or both?
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Marketing competitive analysis

Branding Proposition

B B

\__________/
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