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                                 What is Marketing?
Organizational function and a set of processes that subject to constraints, attempt to establish a mutually satisfying product exchange relationships between two interested parties.

               Product exchange relationships

                     F                 Augmented
    A              actual
Core








                Marketing view of a product 

                                                Installation 

                                                Packaging 


Core

  delivery            Quality                                         Features        Warranty
and credit


                                  Brand Name


                                  After-sale service




Does marketing satisfy needs?
Does marketing create needs?

Sept 13 2012

Evolution of business
Production Pre 1945
Demand > Supply
Sales 1945 – Mid 1960’s
Supply </ Demand
Marketing Orientation 1960’s – early 1970’s
Supply and demand
Marketing Concept 1970’s – 1990’s

The marketing Concept
Identify and satisfy customer needs while making a profit (gives competitive edge)
Super-orinate goal  profit maximization; all divisions of organization working together to satisfy customer needs and still make profit.

Marketing Realties of today 
Info clutter
Declining brand loyalty
Need for knowledge
Globalization
Internet based customization

Ignorance premium  people used to charge more because people use to be loyal to brand

Attracting and Retaining customers 
Forming strong customer bonds
Adding financial benefit
Frequent programs
Adding structural ties
Long term contracts

Relationship Marketing  technology
what is it driving into?
Technology
Need for real time MR
Need for knowledge ( not information)
Need for communication

                                           Company 
Technology

           internal marketing                      external marketing



              employees                                      customers
                                  interactive marketing

Strategic Marketing 
2 types

Corporate marketing strategy
Environmental analysis (SWOT)
Industry outlook … where is the industry going ?

Corporate goals and values
Standards and behaviour
Leadership
Integrity
CSR

Corporate Vision and Mission
What is the business/ perspective?
Value to customers?
What do we aspire to be?

Corporate:
 Positioning  how we want to be seen by stakeholders
common positions: 
trustworthy
popular
caring
traditional
practical
 Branding  active campaign to establish awareness
 Image  how we want to be seen by others

Corporate growth through new market development
Better products, lower prices
Larger customer base
Reduce dependence
**right hand ring**

The Business Portfolio: SBU’s ( strategic business unit)  a unit that can be somewhat managed independently from other divisions since it markets a specific product
Single business or many related
Own competitors

                          Pepsico


Pepsi    Lays   Tropicana  Quaker   Gatorade 

Boston Consulting Group Matrix  (pg 50 for image)
Most popular portfolio anaylsis
Relative market share (horizontal axis)
% of market accounted for by a specific entity + establish a product’s strength in particular market
Market Growth Rate (vertical axis)
Annual rate of growth of specific market, where the product competes

Large circles higher sales levels
Stars upper left, high growth, high market share product
Usually require high investments
When market growth declines , they become cash cows
Cash Cows lower left
Low growth markets, but high in market share products
Funds stars
Question Marks upper right
High growth market, but low market share
Intensive products that require significant resources
They then become cash cows or dropped
Dogs lower right
Should be dropped unless boosts sales of another product or for competitive purposes

Levels of planning
Strategic
Preformed by top management
Focus on overall goals
Emphasis on current market situation
Tactical
Preformed by middle managers
Focus on specific brand
Emphasis on specific marketing tactics

The marketing Mix
4 P’s 
product
placement
promotion
price
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product vs. brand
brand is a psychological concept
product is something put together
product does something, brand represents something

A brand  a name, term, symbol or element that identifies a product and sets them apart from the competition
branding elements
name
URLs
logos
symbols (Nike symbol)
characters
slogan

why are brand names important ?
identifies product
organizes accounting
signifies quality 
secure price premium

brand identification
brand (Nike symbol)
brand name (Nike)
trade mark
generic name (brand name that is so well known, people use it to describe the category ex-Kleenex, Google)
individual brand (multiple products in the same category but different brand names)
private brand (brand owned by retailers, wholesalers and manufacturers ex- sears Kenmore Canadian tiremaster craft)
total control over the brand
disadvantage  have to establish the brand, expensive
national brand (manufacturer’s brand) (not owned by the retailer)
packaging
physical protection
promotes product
reusable 

Brands should be protected

Brand Portfolio
enhances market coverage
many brands + products, tons of employees, global
compete at multiple levels in different markets
marketing efficiencies (shared factories)
keep brands exclusive and separated ( ritz carelton is owned by Marriott) 

brand meaning
helps differentiate product --------  competitive advantage

unique identity ---------------------
stands out
brand = product + personality

brand value
when you have established brand name, people will buy the brand at any given price

brand personality and animism
using animals  no scandals, cheaper, no drugs, lower expectations

Coke     vs.       Pepsi
authentic          youth
American          new generation

A great product is only the first step

Brand risk and resilience
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Categories of new products  
New to the world
New product lines
Additions
Improvements
Repositioning’s
Cost reductions 

Innovation : a product that consumers perceive to be new and different from existing products
Remain competitive
Keep up with new technology
Follow consumer preferences
Replace dying products
Diversify
Understanding innovations (3types)
Continuous innovation
Modification of existing product, that sets a brand apart from others e.g. microwave version of KD
Adaptations of product, colour changing
Dynamically continuous innovation
Change in an existing product that requires moderate amount of learning or behaviour change e.g. VCR  DVD
Discontinuous Innovation
Totally new product that creates major changes, most amount of learning on the consumer e.g. the computer

Why do products fail?
Not well designed
Incorrectly positioned in the market
Development costs are too high
High competition
Market size is over estimated
Companies get arrogant
To patriotic 
Lobbying by competitors

Developing new products about 1-2 products out of 100 end up in commercialization stage
Idea generation
Idea screening
Concept development
Marketing strategy
Business analysis
          prototype development
Product development
Marketing
Commercialization
Test marketing is outdated 
Now too costly
Not as accurate
Better way of doing it

Diffusion of innovation 
Innovators 
First segment, adopt new product 
Early adapters
Those who adopt an innovation in early stages but later on than the innovators
Early majority
Those whose adoption of a new product signals a general acceptance of the innovation 
Late majority
Willing to try new products when there is little or no risk associated with the purchase
Laggards
Last consumers to adopt an innovation e.g. people now buying DVD players

Consumer adoption process  (exam question) 
How do you spend up process, avoid predicament 
Awareness
Interest
Evaluation
Trial
Adoption
How quickly do you adapt to new products?
Does your adaptation depend on the product?
What influences how quickly you adapt?

Influences on rate of adoption
Relative advantage (clear and obvious) 
Difference between new product and existing alternative ways to satisfy same needs
Compatibility
The fit between new product and people’s habits
Complexity
Ease of understanding
Trialibility
The risk of trying a new product can be reduced if it can be bought in stages
Communicability (word-of-mouth)
Is the product visible to others, can it be described?

Five dimensions of quality service (services are intangible, no inventory)
Tangibles 5
Appearance of physical facilities, equipment
Reliability 1
Ability to preform
Responsiveness 2
Willingness to help customers
Assurance 3
Knowledge of customers
Empathy 4
Caring and individual attention 
Order of importance for all kinds of companies
Reliability is the most important (usually)
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there is a gap between management perception of the customer needs and personal needs
e.g. apple genius: everyone excepts them to solve all them problems
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know your customer
beyond demographics
survey techniques
qualitative techniques panels, observations
quantitative  correlation, cause and effect 
question conventional wisdom
don’t make assumptions

create meaning and value
product is not just a product
competing on lowest price is a cop-out
create an experience
synergize

chapter 1,2,3,4,5,7,8,9,10  *ignore chapter6

week 1
marketing is not selling
marketing creates mutually satisfying product exchange relationships
marketing view what is a product
where are we now in marketing? Relationships, technology, knowledge and dialogue
week2
marketing strategy (2types)
corporate marketing strategy
vision, mission, SBU analysis, corporate positioning and branding, GE and BCG approach to portfolio analysis
product level strategy
segmentation, targeting, positioning, 4p’s 
marketing myopia 
week3
environmental analysis (uncontrollable variables)
legal (Sherman, clayton, competition act)
purpose of competition act
problems with Sherman act: monopolies
why are monopolies tolerated
technological:3 miracles + TFP
changing demographics of Canada
cultural environment
what is culture
cultural dimensions 
week4
marketing research
primary and secondary research
descriptive research
casual methods (interaction effect, causality, spurious relationships)
new research technologies
intergroup differences
consumer panels
week5
consumer behaviours
different models
decision making process
targeting, segmentation and positioning
importance of psychographic segmentation and variables
positioning maps and determinant attributes
Cohiba case study
trademark act
week6
branding and products
importance of brands and brand equity
different brand terms
product mix, line and width of mix
new products
introduction process
why products fail
NPV Phillips and integrated marketing
Factors influencing the adoption process
GF instant coffee
Week 7
Service quality
What is quality
Dimensions of quality
Quality gaps
Sergeant major dog food
Good case analysis
Analysis of case study

Midterm exam: format !
Date and place: October 30 (in class) start exactly at 1pm
30% of final mark

section 1
answer and of 3 of 4 questions
each worth 5%
section 2
30 multiple choice
each worth .5 
total of 15%

manage time carefully

discuss marketing meaning of product
explain GE approach to portfolio analysis 
why do products fail
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pricing approaches

value of product is in the eye’s of the beholder
read pricing terms
cash discount
trade discount
promotional allowance
promotional pricing
psychological pricing
bait and switch
uniform delivered price
zone pricing
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VERSIONING: at any time people are willing to pay more for a product


Vertical marketing system (3 types)
Corporate VMS (sears)
Contractual VMS
Wholesaler sponsored voluntary chains
Retailer cooperatives (e.g. associated grocers)
Franchise organizations
Manufacturer sponsored retailer franchise system
Manufacturer sponsored wholesaler franchise system
Service-firm sponsored franchise system
Administrative
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JND: just noticeable difference
A company evolving over the years
Measured in physical units
Implications for quality, sizing, packaging, labeling, pricing and advertising

Examples of distribution

M--------------------------------------------->C
M----------------------------------------R--->C
M-------W-------------------------------R--->C
M-------W---------------------J---------R--->C

M-manufacturer W-wholesaler J-jobber R-retailer C-consumer

Channel Functions
Time utility … when they want  (umbrella during storm)
Place Utility … where they want (hotdog vendor at stadium)
Break Bulk … quantities they want

Channel design strategy
Exclusive
Selling through a single outlet in a region
Selective
Selling through limited # of outlets
Intensive
Selling through all outlets 

Channel dynamics and conflict
Different roles at each channel
Unclear role and responsibilities 
Goal incompatibility

Sources of value  (they all work together)
Content (knowledge)
Context (environment)
Infrastructure (delivery or backbone)

Retailing mix
Retail pricing
Store location
Retail communication
Merchandise
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Fear appeals
Middle level fear is better
Too much fear is not a good thing
Source credibility is important
Social fear is much more effective
Especially with kids
Repetition is required 


Humor
Attracts attention
Reduces comprehension
Distracts from central message
Enhances source credibility 

Sex
Does sex sell?


ADVERTISING AND SOCIAL MEDIA
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