Marketing Notes – Chapter 1
Marketing: a set of business practices designed to plan for and present an organization’s products or services in ways that build effective customer relationships
· It’s about satisfying customers needs and wants
· Entails a value of exchange
Marketing Mix: product, price, place and promotion, the control label set of activities that a firm uses to respond to the wants of it’s target market
· PRODUCT (creating value)
· Creates value by developing a variety of offerings
· Goods: items that can be physically touched
· Services: intangible customer benefits that are produced by people or machines and cannot be separated from the producer
· Ideas: include thoughts, opinions, philosophies and intellectual concepts.
· PRICE (transacting value)
· Everything has a price, but is not always monetary
· Price: the overall sacrifice a consumer is willing to make – money, time, energy to acquire a specific product or service
· Marketers must determine the price of a product carefully on the basis of the potential buyer’s belief about it’s value
· PLACE (delivering value)
· Describes all the activities necessary to get the product from the manufacturer or producer right to the customer, when they want it
· Place decisions are concerned with developing an efficient system for merchandise to be distributed in the right quantities, to the right locations, at the right time and in the most efficient way possible
· Sales and profits suffer when customers are disappointed
· PROMOTION (communicating value)
· it is communication by a marketer that informs, persuades, and reminds potential buyers about a product or service to influence their opinions or elicit a response
Marketing Helps Create Value
Product Orientation
· Companies that focus on developing and distributing innovative products with little concern about whether the products best satisfy customers needs
· Start out by thinking about what they build, then try to sell it, rather than starting with an understanding of the customers needs

Sales Orientation
· View marketing as a selling function where companies try to sell as many of their products as possible rather than focus on making products consumers really want
· They believe that if consumers try their products, they will like them
Marketing Orientation
· Start out by focusing on what consumers want and need before they design, make or attempt to sell their products or services
· Marketer’s role is to understand and respond to the needs of consumers and to do everything possible to satisfy them
Value-Based Orientation
· Definition: focuses on providing customers with benefits that far exceed the cost of acquiring and using a product or service while providing reasonable return to the firm
· Give their customers greater value than their competitors
· The challenge for firms is to find out what customers are looking for and to attempt to provide those goods and services but still make a profit 
· Value: reflects the relationship of benefits to costs or what the consumer gets for what he/she gives
Relational Orientation
· A method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long term relationship
· The profitability of the relationship is what matters, not how much money is made during each transaction
Transactional Orientation
· Regards the buyer-seller relationship as a seires of individual transactions, so anything that happens before or after the transaction is of little importance
Customer Relationship Management (CRM)
· A business philosophy and set of strategies, programs, and systems that focus on identifying and building loyalty among the firms’ most valued customers
Why is Marketing Important?
· Expands firm’s global presence
· Pervasive across the organization
· Pervasive across the supply chain
· Makes life easier
· Provides career opportunities
· Enriches society
· Can be entrepreneurial
· 
Marketing Notes- Chapter 2
Marketing Plan
· Planning phase: Where marketing executives and other top managers define the mission and objectives of the business and evaluate the situation by assessing how various players, both inside and outside the organization affect the firm’s potential for success.
· Implementation phase: where marketing managers identify and evaluate different opportunities by engaging in a process known as segmentation, targeting and positioning. They then develop and implement the marketing mix by using the four P’s
· Control phase: the part of the strategic marketing planning process when managers evaluate the performance of the marketing strategy and take any necessary corrective actions
Step 1 – Define the Business Mission and Objectives
· Mission Statement: a broad description of a firm’s objectives and the scope of activities it plans to undertake – attempts to answer two main questions 1. What type of business is it? 2. What does it need to do to accomplish its goals and objectives
· Another key goal or objective often embedded in a mission statement is how the firm is building a sustainable competitive advantage.

Step 2 – Conduct a Situation Analysis
· Situation Analysis: is the second step in the marketing plan – uses a SWOT analysis that assesses both the internal environment with regard to its strengths, weaknesses and the external environment in terms of its opportunities and threats
· Also includes the examination of market trends, customer analysis and competitive analysis
· Additionally, the firms should assess the opportunities and uncertainties of the market-place due to changes in cultural, demographic, social, technological, economic and political forces
Step 3 – Identify and Evaluate Opportunities by Using STP
· STP: the processes of segmentation, targeting and positioning that firms use to identify and evaluate opportunities for increasing sales and profits

· Segmentation: the process of dividing the market into distinct groups of customers, where each individual group has similar needs, wants or characteristics – who therefore might appreciate products or services geared especially for them in similar ways
· Market Segment: a group of consumers who respond similarly to a firm’s marketing efforts
· Firms may also segment consumers based on benefits sought or social cultural factors. 

· Targeting: the process of evaluating the attractiveness of various segments and then deciding which to pursue as a market
· Firms typically are most successful when they focus on those opportunities that build on their strengths relative to those of their competition

· Positioning: involves the process of defining the marketing mix variables so that target customers have a clear, distinct, desirable understanding of what the product does or represents in comparison with competing products
· It is what consumers think and feel about a brand or product
Step 4 – Implement Marketing Mix and Allocate Resources
· Each element of the four P’s must be fully integrated to achieve a coherent strategy
· Product and value creation
· Price and value for money
· Place and value delivery
Step 5 – Evaluate Performance by Using Marketing Mix
· Who is accountable for performance
· Performance objectives and metrics
· Financial performance metrics
· Social responsibility performance metrics
Strategic Planning is NOT Sequential
Portfolio Analysis
· Management evaluates the firm’s various products and business and allocates resources according to which products are expected to be the most profitable for the firm in the future
· Typically performance at the strategic business unit or product line level
· SBU: a division of the company that can be managed somewhat independently from other divisions since it markets a specific set of products to a clearly defined group of customers
· Product Line: a group of products that consumers may use together or perceive as similar in some way

Stars
· Occur in high growth markets and high market share products
· Require a heavy resource investment
· As market growth slows, stars will migrate from heavy generators of resource and become cash cows
Cash Cows
· Are in low-growth markets but are high-market share products
· Already receive heavy investments to develop their high market share, they have excess resources that can be spun off to those products that need it
Question Marks
· Appear in high-markets but have relatively low market shares
· They are often the most managerially intensive products
· They require significant resources to maintain and potentially their market share
Dogs
· In low-growth markets and have relatively low market shares
· They generate enough resources to sustain themselves, dogs are not destined for stardom and should be phased out unless they are needed to complement or boost the sales of another product or for competitive purposes
Growth Strategies
Market Penetration
· Market penetration strategy is a growth strategy that employs the existing marketing mix and focus the firm’s efforts on existing customers
· Requires greater marketing efforts
Market Development
· Market development strategy is a growth strategy that employs the existing marketing offering to reach new market segments, whether domestic or international or segments not currently served by the firm
· International risks are generally more risky than domestic ones
Product Development
· Product development strategy is a growth strategy that offers a new product or service to a firm’s current target market


Diversification
· Diversification strategy is a growth strategy whereby a firm introduces a new product or service to a market segment that it does not currently serve
Building a Sustainable Competitive Advantage
Definition: something the firm can persistently do better than its competitors that is not easily copied and thus can be maintained over a long period of time
Customer Excellence
· Focuses on retaining loyal customers and excellent customer service
Operational Excellence
· Focuses on retaining loyal customers and excellent customer service
Product Excellence
· Having products with high perceived value and effective branding and positioning
Locational Excellence
· Having a good physical location and internet presence

Marketing Notes – Chapter 3
Microenvironmental Factors
· Company Capabilities
· The first factor that affects the consumer is the firm itself
· Successful marketing firms focus their efforts on satisfying customer needs that match their core competencies
· Competition
· Critical that marketers understand their firm’s competitors
· Affects consumers in the microenvironmental
· Greater the competition means more choices for consumers, which influences their buying decisions
· Competitive Intelligence: used by firms to correct and synthesize information about their position with respect to their rivals; enables companies to anticipate changes in the marketplace rather than merely react to them
· CI allows companies to anticipate changes in the marketplace rather than merely react to them
· Page 90 for strategies to gather CI ***
· Corporate Partners
· Few firms operate in isolation
· Ex: automobile manufactures collaborate with suppliers all over the world to produce and market their automobiles successfully
Macroenvironmental Factors
· Definition: aspects of the external environment – culture, demographics, social trends, technological advances, economic situation and political/legal environment- that affect companies

· Culture: the shared meanings, morals, beliefs, values and customs of a group of people
· Transmitted by words, literature and institutions, culture gets passed down from generation to generation and learned over time
· The challenge for marketers is to have products and services identifiable by and relevant to a particular group of people
· Two dimensions that should be taken into account 1. Culture of a country 2. That of a region within a country
· Country Culture: entails easy-to-spot visible nuances that are particular to a country such as dress, symbols, ceremonies, language, colours and food preferences and more subtle aspects which are trickier to identify
· In marketing, the pictures and copy are the same, the only thing that changes is the language
· Regional Subcultures: the region in which people live in a particular country affects the way they react to different cultural rituals or even how 
· they refer to a particular product category
Demographics
· Characteristics of human populations and segments especially those used to identify consumer markets such as age, gender, income, race, ethnicity and education
· Demographics thus provide an easily understood “snapshot” of the typical consumer in a specific target market
· Generation Cohorts: a group of people of the same generation – typically have similar purchase behaviours because they have shared experiences and are in the same stage of life 

· Tweens: Generational cohort of people who are not quite teenagers but are not young children either (ages 9-12) they’re in between
· 3 out of 4 Canadian tweens make shopping decisions with their parents
· Generation Y: generational cohort of people between the ages of 13 and 32, the biggest cohort since the original postwar baby boom
· Also called millennial or the echo boom generation, represent over 7 million Canadians or 21% of the populations
· Grew up in a more media intensive and brand conscious era than their parents
· They are sceptical about what they hear in media
· How the gen Y is entering the workplace, it is becoming apparent than its members have different expectations and requirements than those of other cohorts
· Generation X: generational cohort of people between the ages of 36 and 47
· They represent 5 million Canadians or about 15 %
· They grew more knowledgeable about products and more risk avers than other generational cohorts
· They are less interested in status products than older generations, not because they can’t afford luxury brands but because they just don’t see the point
· Baby Boomers: generational cohort of people born after WWII, are between the ages of 48 and 66
· Represent largest cohort of Canadians and 30% of the population
· 1. They are individualistic 2. Leisure time is a high priority to them 3. They believe they will also be able to take care of themselves 4.  They have an obsession with maintaining their youth 5. They’ll always love rock ‘n’ roll
· Seniors: North America’s fastest – growing generational cohort; people aged 65 and older
· Make up Canadian’s fastest growing group
· 4.3 million and 13.7 % of the population
· between 2006 and 2026 they are projected to go from the previous statistic to 8 million and 21.2 %
· they’re loyal and willing to spend more and demand hassle-free shopping
· Income, education, gender and ethnicity also play huge factors in each group.
Social Trends
· Greener Consumers
· Green Marketing: involves a strategic effort by firms to supply customers with environmentally friendly merchandise
· Marketing to Children
· Privacy Concerns
· The Time Poor Society 
· All on pages 101-103
Technological Advances: technological changes that have contributed to the improvement of the value of both products and services in the past few decades
· Marketers will be affected by virtually all major technological advances, regardless of fields of applications from clean technology to biotechnology, nanotechnology, medical technology and so on
Economic Situation: economic changes that affect the way consumers buy merchandise and spend money
· Inflation: refers to the persistent increase in the prices of goods and services
· Foreign Currency Fluctuations: changes in the value of a country’s currency relative to the currency of another country; can influence consumer spending
· Interest Rates: represent the cost of borrowing money
· Recession: a period of economic downturn when the economic growth of the country is negative for at least a couple of consecutive quarters
Political/Legal Environment: comprises political parties, government organizations and legislation and laws that promote or inhibit trade and marketing activities
Marketing Notes – Chapter 4
Microenvironmental Factors
· Company Capabilities
· The first factor that affects the consumer is the firm itself
· Successful marketing firms focus their efforts on satisfying customer needs that match their core competencies
· Competition
· Critical that marketers understand their firm’s competitors
· Affects consumers in the microenvironmental
· Greater the competition means more choices for consumers, which influences their buying decisions
· Competitive Intelligence: used by firms to correct and synthesize information about their position with respect to their rivals; enables companies to anticipate changes in the marketplace rather than merely react to them
· CI allows companies to anticipate changes in the marketplace rather than merely react to them
· Page 90 for strategies to gather CI ***
· Corporate Partners
· Few firms operate in isolation
· Ex: automobile manufactures collaborate with suppliers all over the world to produce and market their automobiles successfully
Macroenvironmental Factors
· Definition: aspects of the external environment – culture, demographics, social trends, technological advances, economic situation and political/legal environment- that affect companies

· Culture: the shared meanings, morals, beliefs, values and customs of a group of people
· Transmitted by words, literature and institutions, culture gets passed down from generation to generation and learned over time
· The challenge for marketers is to have products and services identifiable by and relevant to a particular group of people
· Two dimensions that should be taken into account 1. Culture of a country 2. That of a region within a country
· Country Culture: entails easy-to-spot visible nuances that are particular to a country such as dress, symbols, ceremonies, language, colours and food preferences and more subtle aspects which are trickier to identify
· In marketing, the pictures and copy are the same, the only thing that changes is the language
· Regional Subcultures: the region in which people live in a particular country affects the way they react to different cultural rituals or even how 
· they refer to a particular product category
Demographics
· Characteristics of human populations and segments especially those used to identify consumer markets such as age, gender, income, race, ethnicity and education
· Demographics thus provide an easily understood “snapshot” of the typical consumer in a specific target market
· Generation Cohorts: a group of people of the same generation – typically have similar purchase behaviours because they have shared experiences and are in the same stage of life 

· Tweens: Generational cohort of people who are not quite teenagers but are not young children either (ages 9-12) they’re in between
· 3 out of 4 Canadian tweens make shopping decisions with their parents
· Generation Y: generational cohort of people between the ages of 13 and 32, the biggest cohort since the original postwar baby boom
· Also called millennial or the echo boom generation, represent over 7 million Canadians or 21% of the populations
· Grew up in a more media intensive and brand conscious era than their parents
· They are sceptical about what they hear in media
· How the gen Y is entering the workplace, it is becoming apparent than its members have different expectations and requirements than those of other cohorts
· Generation X: generational cohort of people between the ages of 36 and 47
· They represent 5 million Canadians or about 15 %
· They grew more knowledgeable about products and more risk avers than other generational cohorts
· They are less interested in status products than older generations, not because they can’t afford luxury brands but because they just don’t see the point
· Baby Boomers: generational cohort of people born after WWII, are between the ages of 48 and 66
· Represent largest cohort of Canadians and 30% of the population
· 1. They are individualistic 2. Leisure time is a high priority to them 3. They believe they will also be able to take care of themselves 4.  They have an obsession with maintaining their youth 5. They’ll always love rock ‘n’ roll
· Seniors: North America’s fastest – growing generational cohort; people aged 65 and older
· Make up Canadian’s fastest growing group
· 4.3 million and 13.7 % of the population
· between 2006 and 2026 they are projected to go from the previous statistic to 8 million and 21.2 %
· they’re loyal and willing to spend more and demand hassle-free shopping
· Income, education, gender and ethnicity also play huge factors in each group.
Social Trends
· Greener Consumers
· Green Marketing: involves a strategic effort by firms to supply customers with environmentally friendly merchandise
· Marketing to Children
· Privacy Concerns
· The Time Poor Society 
· All on pages 101-103
Technological Advances: technological changes that have contributed to the improvement of the value of both products and services in the past few decades
· Marketers will be affected by virtually all major technological advances, regardless of fields of applications from clean technology to biotechnology, nanotechnology, medical technology and so on
Economic Situation: economic changes that affect the way consumers buy merchandise and spend money
· Inflation: refers to the persistent increase in the prices of goods and services
· Foreign Currency Fluctuations: changes in the value of a country’s currency relative to the currency of another country; can influence consumer spending
· Interest Rates: represent the cost of borrowing money
· Recession: a period of economic downturn when the economic growth of the country is negative for at least a couple of consecutive quarters
Political/Legal Environment: comprises political parties, government organizations and legislation and laws that promote or inhibit trade and marketing activities
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Who is part of B2B?
1. 1Manufactures/suppliers
2. Government (biggest buyer)
3. Retailers
4. Wholesalers
5. Distributors
6. Producers
7. Institutions
8. Prisons
Big Difference between B2B and B2C
· B2B are companies who buy products for their own use. They are organizational buyers, not individual buyers.
· B2C buy for themselves or someone else, for personal use

Characteristics of Business Markets
· Market Characteristics
· Often located in bigger cities
· B2B shopping buys in huge amounts of bulk
· Demand for product does not fluctuate as often as people think
· Do not change buying demands because of price but over time will find a way to put the price off to the buyer
· Does not react quickly to price changes
· Price changes do not affect the buying demand
· When they do change, it is big changes
· Product Characteristics
· Heavy emphasis on delivery time
· B2B is huge on delivery time
· If you don't deliver on time, you lose customers
· Product and delivery are what matter
· Offering finance is big
· Buying Process Characteristics
· They are more complex
· Very formalized and structured
· Reciprocal arrangements means you will buy their products if they buy your products
· Is it ethical to enter into a reciprocal arrangements? 
· No it is not ethical because it is excluding the competition and you are excluding the rest of the market. It is not illegal however, and some companies do engage in this act
· Marketing Mix Characteristics
· B2B is about being a good sales person

B2B Classification System
· North American Industrial Classification System
· We use this in marketing for segmentation purposes and for competitive analysis
· 
B2B Buying Process
1. Need recognition
a. Comes from the company itself or vendors who are marketing that product
2. Product Specification
a. Specify exactly what you want to buy
3. RFP Process
a. In most places, its not the lowest price that wins, it's the best value for the money
b. Requires a lot of information and very importation, as well as a lot of clarification
4. Proposal Analysis and Supplier Selection

Buying Center
· the amount of people used depend on the purchase being made
· The initiator
· The students asked the school to invest in flat screen computer monitors
· The influencers
· The IT people and vendors
· The Decider
· The Dean and a committee of 9 people
· The Buyer
· He has no power, he just fills the paper work out and sends it in
· The users
· Students
· The Gatekeeper
· One of the most important people
· In this case, he is the same person as the buyer
· Very powerful person because they control the information flow


Organizational Culture
1. Democratic
a. If people cannot agree 100 percent, majority wins
2. Autocratic
a. One person makes all the decisions without consulting others or caring what they want
3. Consensus
a. The opposite views will discuss until a mutual agreement is reached
4. Consultative
a. You consult everybody and ask them their opinions and views, but in the end the decider decides

Buying Situations
1. New Buy
a. Purchasing for he first time
2. Straight Rebuy
a. Buying additional products that have already been purchased
3. Modified Rebuy
a. Purchase a similar product but changing specifications
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