CH.1 – MANANGING PROFITABLE CUSTOMER RELATIONSHIPS
The Marketing Process (5 Steps)
1- Understand Customer Needs

a) Consumer Needs, Wants & Demands

b) Marketing Offers

c) Customer Value & Satisfaction

d) Exchanges & Relationships

e) Markets

2- Designing A Customer-Driven Marketing Strategy

a) Selecting Customers To Serve

b) Choosing A Value Proposition

c) Marketing Management Orientation

3- Preparing A Marketing Plan & Program

a) Outline
b) Program

c) Marketing Mix

4- Building Customer Relationships

a) C.R.M (Relationship Building Blocks + C.R Levels & Tools)

b) The Changing Nature of C.R (Carefully Selected, Long-Term + Directly)

c) Partner R.M (Inside + Outside)

5- Capturing Value From Customers

a) Creating Customer Loyalty & Retention

b) Growing-Share of Customers

c) Building C.E (What is it, Right Relations w/ Right Clients (Potential Profitability)

The New Marketing Landscape

a) Digital Age

b) Internet

c) Rapid Globalization

d) Call For More Ethics & Social Responsibility

e) Growth for Non-Profit Organizations

CH.2- COMPANY MARKETING STRATEGY
Strategic Planning (4 Steps)
1- Defining  A Market-Oriented Mission
a) Mission Statement (Purpose, Should Be, Avoid)
2- Setting Company Objectives

3- Designing The Biz Portfolio

a)  Analyze Current Biz Portfolio (Portfolio Analysis, SBU, Evaluate SBU + Matrix)

b)  Shape Future Portfolio By Developing Strategies For Growth & Downsizing (Product/Market Expansion Grid + Downsizing)

4- Planning Marketing & Other Functional Strategies

a) Partnering With Other Company Departments

b) Partnering With Others In The Marketing System

Marketing Strategy & The Marketing Mix

1- Customer-Center Marketing Strategy (Segmenting, Targeting, Positioning)

2- Developing The Marketing Mix
3- Managing The Marketing Effort (Analysis, Planning & Implementing, Department Organization, Control & Environment)
Measuring & Managing Return On Marketing

1- Return On Marketing (R.O.I ( Brand Awareness, Sales, Market Share)
2- Improve Customer Value + Satisfaction
CH.3 – THE MARKETING ENVIRONMENTS

The Company’s Microenvironment
1- The Company

a) Managers

b) Finance Manager

c) R&D

2- Suppliers

3- Marketing Intermediaries

a) Help Company To Promote, Sell & Distributes Its Products

4- Customers

a) Consumer, Business, Government & International Markets

5- Competitors

6- Publics
a) Group That Has An Actual Or Potential Interest/Impact On The Firm’s Ability To Achieve Its Objectives

b) Financial, Media, Government, Citizen-Action, Local, General & Internal

The Company’s Macroenvironment

1- Demographic Forces (Population & 6 Pocket Syndrome ( China)
a) Changing Age Structure of The Canadian Population (Baby-Boomers, Generations X & Y)
b) Changing Canadian Households (“Crowded Nest” Syndrome)
c) Geographic Shifts In Population (Interprovincial Moves, Migration Towards Metropolitan & SOHO)
d) Better Educated & More White-Collar Population

e) Increasing Diversity (Salad Bowls ( Montreal, Toronto & Vancouver)
2- Economic Forces

a) Changes In Income (Income Distribution)
b) Changing Consumer Spending Patterns

3- Natural Forces

a) Shortage On Natural Resources & Raw Materials
4- Technological Forces

5- Political Forces

a) Legislation Regulation Business

b) Increased Emphasis On Ethics & Socially Responsible Actions

6- Cultural Forces

a) Persistence of Cultural Values

b) Shift In Secondary Cultural Values

Responding To The Marketing Environment
1- Must React & Adapt

2- Avoid Threats & Take Advantage of Opportunities

3- Proactive Stance

CH.5 – MANAGING MARKETING INFORMATION
Assessing Marketing Information

Developing Marketing Information

1- Internal Data

2- Marketing Intelligence

Marketing Research Process (4 Steps)
1- Defining  The Problem & Research Objectives
a) Exploratory, Descriptive & Casual Research
2- Developing Research Plan
a) Gathering Secondary Data

b) Primary Data Collection (Research Approach, Contact Method, Sampling Plan, Research Instruments)

3- Implementing The Research Plan
a) Collecting, Processing & Analyzing The Info
b) Check For Accuracy & Completeness & Code It
4- Interpreting & Reporting Findings
a) Present Important Findings That Are Useful In The Major Decisions Faded By Management

Analyzing Marketing Information
1- Models
C.R.M
1- Data Warehouse

Distributing & Using Marketing Information

1- Performance Reports, Intelligence Updates, Reports On The Results Of Research Studies
2- Data Warehouse (Intranet)

3- Extranet For Key Customers

Other Marketing Information Considerations
1- Non-Profit Organization

2- International Marketing Research
3- Public Policy & Ethics In Marketing Research (Consumer Privacy & Misuse Research Findings)

CH.6 – CONSUMER MARKETS & CONSUMER BEHAVIOUR
Model Of Consumer Behaviour

1- Marketing & Other Stimuli
a) Marketing (4 Ps)
b) Other (Economic, Technological, Cultural & Political)
2- Buyer’s Black Box
a) Buyer Characteristics
b) Buyer Decision Process
3- Buyer Responses
a) Product Choice, Brand Choice, Dealer Choice, Purchase Timing & Purchase Amount
Characteristic Affecting Consumer Behaviour
1- Cultural Factors
a) Culture
b) Subculture (Life Experiences + Situations)
c) Social Class
2- Social Factors
a) Groups (Reference Groups)
b) Family
c) Roles & Status
3- Personal Factors
a) Age & Life Cycle Stage
b) Occupation
c) Economic Situation
d) Lifestyle
4- Psychological Factors
a) Motivations

b) Perception (Attention, Distortion & Retention)

c) Maslow’s Hierarchy of Needs
5- Beliefs & Attitudes
Types of Buying Decision Behaviours

1- Complex Buying Behaviour
a) Expensive, Risky Product
b) High-Involvement + Significant Difference Between Brands
2- Dissonance-Reducing Buying Behaviour
a) Expensive, Risky Products
b) High-Involvement & Few Differences Between Brands
3- Habitual Buying Behaviour
a) Ad Repetition
b) Low-Involvement + Few Differences Between Brands
4- Variety-Seeking Buying Behaviour
a) Brand Switching
b) Low-Involvement + Significant Brand Differences
The Buyer Decision Process (5 Steps)
1- Need Recognition
2- Information Search
a) Search Information, Personal Sources, Commercial Sources, Public Sources & Experiential Sources
3- Evaluate Alternatives
a) Careful Calculations + Logical Thinking
4- Purchase Decision
a) Attitudes of Others
b) Unexpected Situational Factors
5- Post-Purchase Behaviour
The Buyer Decision Process For New Product (4 Steps)
1- Adoption Process
a) Awareness (Attention), Interest, Evaluation, Trial, Adoption (Action)
2- Individual Differences In Innovativeness
a) Innovators, Early Adopters, Early Majority, Late Majority & Lagers
3- Influence Of Product Characteristics On Rate Of Adoption
a) Relative Advantage, Compatibility, Complexity, Divisibility & Communicability
4- Consumer Behaviour Across International Border
CH.8 – SEGMENTING, TARGETING & POSITIONING
Market Segmentation
1- Segmenting Consumer Markets

a) Geographic Segmentation

b) Demographic Segmentation

c) Psychographic Segmentation

d) Behavioural Segmentation

2- Segmenting Business Markets (Same As Consumer Markets)
3- Segmenting International Markets (Same As Consumer Markets + New Challenges)
4- Segmenting Markets Effectively

a) Measurable (Size)

b) Differentiable (Market & Non-Market)

c) Accessible (Reach & Serve)

d) Actionable (Attracting & Serving0

e) Substantial (Profits)

Target Marketing

1- Evaluating Market Segments
a) Growth + Size
b) Attractiveness
c) Objectives + Resources
2- Selecting Target Market Segment
a) Undifferentiated

b) Differentiated

c) Concentrated (Niche)

d) Micromarketing (Local Marketing)

3- Choosing A Target Marketing Strategy
a) Depends on (Resources, Product Availability, Variability, Competitors, Product Life- Cycle)
4- Socially Responsible Target Marketing
a) Harmful Products
b) Internet (Privacy)
Positioning For Competitive Advantage

1- Positioning Maps
a) Consumer’s Perception Of Firm’s Brands Vs. Competitor’s Brand
2- Choosing A Positioning Strategy
a) Identifying Possible Competitive Advantage
b) Choosing The Right Competitive Advantage
c) Selling An Overall Position Strategy (Value Proposition)
M-M, M-S, M-L, S-L, L-ML
d) Developing  A Position Statement
3- Communicating & Developing The Chosen Position
a) Concrete Actions, Not Just Talk

CH.9 – PRODUCT, SERVICES & BRANDING STRATEGIES

What Is A Product
1- Product, Services & Experiences

2- Levels of Product & Services

a) Benefit Products, Actual Products & Augmented Products

3- Product & Service Classifications

a) Convenience Products

b) Shopping Products

c) Specialty Products

d) Unsought Products

Business Products

Organizations, Persons, Places & Ideas

1- Organization Marketing
2- Corporate Image Advertising (Publics)
3- Person Marketing
4- Place Marketing
5- Ideals (Social Ideas ( Health, Fast-Food, Alcoholism)
Product & Service Decisions

1- Individual Product & Service Decisions
a) Product & Service Attributes (Product Quality, Features, Style & Design)
2- Branding (Packaging, Labelling & Product Support Services)
3- Product-Line Decisions
a) Products Line Length (Line Stretching + Line Filling)
4- Product-Mix Decisions
a) Assortments
b) Product-Mix Width, Length, Depth & Consistency
Branding Strategy: Building Strong Brands

1- Brand Equity
2- Building Strong Brands
a) Brand Positioning
b) Brand Name Selection
c) Brand Sponsorship (Manufacture vs. Private, Licensing, Co-Branding)
d) Brand Development (Grid)
3- Managing Brands
Services Marketing

1- Nature & Characteristics Of A Service
2- Marketing Strategies For Service Firms
a) The Service-Profit Chain
b) Managing Service Differentiation, Quality & Productivity
Additional Product Considerations

1- Product Decisions & Social Responsibility
2- International Product & Services Marketing
CH. 10 – NEW PRODUCT DEVELOPMENT & LIFE-CYCLE STRATEGIES
New-Product Development Strategy (8 Steps)
1- Idea Generation (Incremental OR Discontinuous)
a) Internal / External Sources

2- Idea-Screening
a) Spot Good Ones + Drop Bad Ones
b) Write-Up

c) New Product Committee Evaluation

3- Concept Development & Testing
a) Concept Development
b) Concept Testing (Testing With Target Groups)
4- Marketing Strategy Development
a) Describes Target Market, Planned Product-Positioning, Sales, Market Share & Profit Goals
b) Outlines Price, Distribution & Marketing Budget
c) Marketing Mix Strategy
5- Business Analysis
a) Review of The Sales, Costs & Profit Projections
6- Product Development
a) R&D or Engineer Develops The Product Into A Physical Product
7- Test Marketing
a) Standard Test Markets (Costly & Timely, Competitors Can Monitor)
b) Controlled Test Markets (IRI ( Behaviour Scan)
c) Stimulated Test Markets (Lab ( Telephone Call Later)

8- Commercializing (Introducing New Products Into The Market)
a) Timing
b) Where To Launch
Organizing For New-Product Development
1- Sequential Product Development

2- Simultaneous Product Development

Product Life-Cycle Strategies (5 Stages)
1- Product Development

2- Introduction

a) Profits Are Low/Negative

b) High Distribution, Low Sales, High Promotion Expenses

c) Competitors Only Have Basic Version

3- Growth

a) Sales Grow + Late Adopters Begin To Buy + Profits Increases
b) Improves Quality & Adds New Features/Models + New Competitors Enter

4- Mature (Longest Stage)
a) Sales Decrease

b) Looks For New Markets

5- Declining

a) Sales Fall

b) Weak Products A
c) Costly
CH.11 – PRICING
Today’s New Pricing Environment
1- Fixed Price Policies (19th Century)
2- Dynamic Pricing (20th Century)
3- Only Source Of Revenue
4- Most Flexible (Changed Quickly) & Pricing Competition Is #1 Problem
Factors To Consider When Setting Prices

1- Internal Factors Affecting Pricing
a) Marketing Objectives (General/Specific Objectives)
b) Marketing Mix Strategy
c) Cost (Types of Cost, Different Levels Of Productions, Function Of Production Experience)
d) Product Considerations (Marketing Skimming & Market Penetration Pricing)
e) Organization Considerations
2- External Factors Affecting Pricing
a) The Nature Of Market & Demand
b) Competitor
c) Other External Factors
General Pricing Approaches

1- Cost-Based Pricing
a) Break-Even Analysis
2- Value-Based Pricing (Cost/Value-Based Pricing)
a) Value-Pricing (EDLP)
Price-Adjustment Strategies

1- Discount & Allowance Pricing

2- Segmented Pricing

3- Psychological Pricing

4- Promotional Pricing

5- Geographic/International Pricing (F.O.B-Origin, Uniform-Delivered, Zone & F.O.B-Destination)

Price Changes

1- Initiating Price Changes
a) Initiating Price Cuts (Follow The Leader)

b) Initiating Price Increases (Cost In Inflation + Over Demand)

c) Buyer Reaction To Price Changes (Negative/Positive)

d) Competitors Reactions To Price Changes (May Mean Anything)

2- Responding To Price Changes
a) Reduce Price
b) Raise Perceived Quality
c) Improve Quality & Increase Price
d) Launch Low-Price Fighting Brands
Public Policy & Pricing

1- Price Fixing

2- Price Discrimination

3- Deceptive Pricing

4- Ethical Issues In Pricing

CH.12 – DISTRIBUTION CHANNELS & SUPPLY CHAIN MANAGEMENT

Supply Chain & The Value Delivery Network

1- Consists Of Upstream & Downstream Partners

2- Markets Also Use Communication Channels To Inform And Relate To Customers

The Nature & Importance Of Distribution Channels

1- How Channel Members Add Value
a) Use of Intermediaries Results From Their Greater Efficiency In Making Goods Available To Target Market
b) Reduce Work That Must Be Done By Producers
c) Perform Some Key Functions (Contacts, Grading, Assembling, Packaging & Bulk-Breaking)
d) Transportation & Storing
e) Manages Two Way Flows (Information, Negotiation, Financing & Risk-Taking)
2- Number of Channel Levels
a) Direct Marketing Channel

b) Indirect Marketing Channel

c) All Channels Are Connected By Flows (Ownership, Physical, Payment, Info & Promotion)

Channel Behaviour & Organization

1- Channel Behaviour
a) Each Channel Depends On Others
b) Each Channel Plays A Specialized Role
c) Each Channel Should Work Together Smoothly ( Success
d) Horizontal Conflicts (Same Level of The Channel)
e) Vertical Conflicts (Between Different Levels of The Channel)
2- Vertical Marketing System (VMS)
a) Corporate VMS
b) Contractual VMS
c) Administrative VMS
3- Horizontal Marketing System
a) Two Companies Joining Together (Wal-Mart & MacDonald’s)
4- Multichannel Distribution Systems
5- Changing Channel Organizations
a) Disintermediation
Channel Design Decisions
1- Analyzing Consumer Needs

a) Location
b) Add-On Services

c) Change Over Time

2- Setting Channel Objectives

a) Segments

b) Nature of The Company

c) Environmental Factors

3- Identifying Major Alternatives

a) Types of Intermediaries

b) Number of Marketing Intermediaries (Intensive, Exclusive & Selective Distribution)

c) Responsibilities of Channel Member

4- Evaluating The Major Alternatives

a) Economic Criteria

b) Control Issues

c) Adaptive Criteria

5- Designing International Distribution Channels

a) Complex

b) Scattered & Inefficient

Channel Management Decisions

1- Selecting Channel Members
2- Managing & Motivating Channel Members
3- Evaluating Channel Members
Public Policy & Distribution Decisions

1- C.M.A.C.E Covers Some Ethical Issues
2- A.M.A (Exclusive Dealing/Territories, Tying Agreements, Dealer’s Right, Source of Supply)
Marketing Logistics & Supply Chain Management

1- Nature & Importance of Marketing Logistics
a) Planning, Implementing & Controlling The Physical Flow
b) Marketing Logistics Involves (Outbound, Inbound & Reverse Distribution)
2- Goals of The Logistic System
a) No Logistics System Can Both Maximize Customer Service &  Minimize Distribution Costs
b) Maximize Profits, Not Sales
3- Major Logistic Functions
a) Warehousing
b) Inventory Management
c) Transportation
d) Logistics Information Systems
e) Cross-Functional Teamwork Inside The Company (Assigned To Many Different Units)

CH. 14 – INTEGRATED MARKETING COMMUNICATION STRATEGY

Integrated Marketing Communication Environment

1- The Changing Communication Environment

a) Developing Focused Marketing Programs

b) Vast Improvements In Technology (Also Provides New Avenues)

c) Marketing Fragmentation (Media Fragmentation)
2- The Need For Integrated Marketing Communications
A View of The Communication Process (9 Stages)
1- Sender
2- Encoding
3- Message
4- Media
5- Decoding
6- Receiver
7- Responses
8- Feedback
9- Noise
Steps In Developing Effective Communication (6 Steps)
1- Identifying The Target Audience
2- Determining The Communication Objectives
a) Needs To Know Where The Consumers Stand & What Stage It Needs To Be Moved
b) Awareness, Knowledge, Liking, Preference, Convincing & Purchase
3- Designing A Message
a) Should Get Attention, Hold Interest, Arouse Desire & Obtain Action (A.I.D.A)
b) Message Content (Theme ( Rational, Emotional & Moral)
c) Message Structure (Issues( Draw A Conclusion, Strong Arguments First or Last, One-Sided Or Two-Sided)
d) Message Format (Print, Radio & T.V)
4- Choosing Media
a) Personal Communication Channels (Create Marketing Program, Opinion Leaders or Buzz Marketing)
b) Non-personal Communication Channels
5- Selecting The Message Source
6- Collecting Feedback
a) Research Its Effects On The Target Audience
b) Measure Behaviour
Setting The Total Promotional Budget & Mix

1- Setting The Total Promotion Budget & Mix
a) Affordable Method

b) Percentage-of-Sales Method

c) Competitive-Parity Method

d) Objective & Task Method

2- Setting The Overall Communication Mix

a) The Nature of Each Promotion Tool (Advertising, Personal Selling, Sales Promotion, Public Relations & Direct Marketing)
b) Promotional Mix Strategies (Push/Pull Strategies)

3- Integrating The Promotion Mix
a) Analyze Trends (Internal / External)
b) Audit The Pockets of Communications Spending Throughout The Organization

c) Indentify All Contact Points For The Company & Its Brands

d) Team Up In Communications Planning

e) Create Compatible Themes, Tones & Quality Across All Communication Media

f) Create Performance Measures That Are Shared By All Communications Elements

g) Appoint A Director Responsible For The Company’s Persuasive Communications Effort

Socially Responsible Marketing Communication

1- Advertising Sales & Promotions
2- Personal Selling
CH.15 - ADVERTISING, SALES PROMOTION & PUBLIC RELATIONS

Advertising

1- Setting Advertising Objectives

a) Based On Past Experience About Target Markets, Positioning & Marketing Mix

b) Classified By Primary  Purpose (Inform, Persuade & Remind)
2- Setting The Advertising Budget

a) Often Depends On Its Stage In The Product-Life Cycle

b) Market-Share

c) Judgment + Qualitative Analysis
3- Developing Advertising Strategy

a) Messages + Selecting Advertising Media

b) Creating The Advertising Message (Needs To Gain Attention)
c) Breaking Through The Clutter (Viewers Avoiding Commercials + DVR, TiVo)

d) Message Strategy (Customer Benefits, Meaningful, Believable, Distinctive)

e) Message Execution (Slice of Life, Lifestyle Fantasy, Mood or Image, Musical, Personality Symbol, Technical Expertise, Scientific Evidence & Testimonial / Endorsement) ( CHOOSE TONE
f) Selecting Advertising Media (Reach, Frequency & Impact, Major Media Types, Media Vehicles & Media Timing)

4- Evaluating Advertising

a) Communication Effort (Copy Testing Before  & After)
b) Sales Effects (Experiment, Compare Past Sales With Past Advertising Expenses)
5- Other Advertising Considerations

a) Organizing For Advertising (Advertising Agencies ( Specialized)

b) International Advertising Decisions (Standardizations & Drawbacks)

Sales Promotion

1- Rapid Growth of Sales Promotion
a) Used By Organizations, Resellers, Distributors, Wholesalers & Retailers
b) Promotional Clutter
2- Sales Promotion Objectives
a) Increase Short-Term Sales or Help Long-Term Market Share
b) Trade Promotions
c) Sales Forces
d) Customer Relationships
3- Major Sales Promotion Tools
a) Consumer Promotion Tools
b) Trade Promotion Tools
c) Business Promotion Tools (Sales Contest)
4- Developing the Sales Promotion Program
a) Size, Conditions, Length
b) Evaluation ( Through Consumer Research
Public Relations

1- The Role & Impact of Public Relations

a) Press Relations/Agency, Product Publicity, Public Affairs & Lobbying

b) Investor Relations, Development

2- Major Public Relations Tools

a) Speeches

b) Special Events

CH.16 – PERSONAL SELLING & DIRECT MARTKETING

Personal Selling

1- The Nature of Personal Selling

a) Salespeople Listen To Customers

2- The Role of The Sales Forces

a) Involves Two-Ways, Personal Communication Between Salespeople & Individual Customers

b) Serves Critical Link Between Customers & Firms

Managing The Sales Force

1- Designing Sales Force Strategy & Structure
a) Sales Force Structures (Territorial, Product, Customer or Complex Sales Forces)
b) Sales Force Size (Most Productive & Expensive Assets)
c) Other Sales Force Strategy & Structure Issues (Outside/Inside Sales Force & Team Selling)
2- Recruiting & Selecting Salespeople
a) Human Resource May Recruit From Salespeople. Customers, Other Companies
b) Poor Selecting is Costly (Salespeople Quits, Finding & Training New Prospects & The Loss of Sales)
c) A Good Salesperson Has 4 Talents (Intrinsic Motivation, A Disciplined Work Style, Ability To Close A Sale & To Build Relationships With Customers)
d) All Salespeople Have One Thing In Common; An Unrelenting Drive To Excel
3- Training Salespeople
a) Providing Continuous Sales Training Via Seminars, Sales Meeting & The Internet
b) Have Several Goals (Objectives, Competitor’s Strategies, Buying Habits, Buying Motives)
4- Compensating Salespeople

a) Fixed Amount (Salary ( Stable Income)

b) Variable Amount (Commission/Bonuses ( Rewards)

c) Expenses (Repay For Job-Related Expenses ( Undertake Needed & Desirable Selling Efforts)

d) Fringe Benefits (Vacation Pay, Sick/Accident Benefits, Pensions, Life Insurance ( Job Security + Satisfaction)

5- Supervising Sales People

a) Helps Them Identify Targets & Setting Call Norms

b) Supervisors Must Motivate Salespeople

c) Sales Quota

d) Positive Incentives (Sales Meeting, Sales Contest & Other Rewards)

6- Evaluating Sales People

a) Requires Good Feedback

b) Sales/Call Reports

c) Personal Observation + From Customer Surveys
The Personal Selling Process - Steps In The Selling Process (7 Steps)
1- Prospecting & Qualifying

a) Referrals, Telephone, Direct-Mail

b) Screen-Out Bad From Good

2- Pre-approach

a) Set Call Objectives

b) Decide On The Best Approach

3- Approach

a) Know How To Meet & Greet The Customer & Get The Relationship To A Good Start

b) Appearance, Opening Line (Positive + Personal), Follow-up Remarks

c) Listen To Customers

4- Presentation & Demonstration
a) Present Product “Story” To The Buyer

b) Present Benefits of Product

5- Handling Objectives

a) Use Positive Approach, Seek-Out Hidden Objectives

b) Special Training Skills

6- Closing

a) Know How To Recognize A Closing Signal (Physical Actions, Comments or Questions)

b) Ask For Order, Review Point of Agreement, Ask Which Model

c) Special Reason To Close (Low-Price, Extra Quantity at $0)

7- Follow-Up

a) Delivery Time, Purchase Terms

b) Schedule A Call-Up (Initial Order, Installation, Instruction or Service)

Direct Marketing

1- The New-Direct Marketing Model
a) Use Direct Marketing As A Supplementary Channel
b) Selling Through The Internet
2- Benefits & Growth of Direct Marketing
a) For Buyers ( Convenient, Private, Easy To Use & 24/7
b) Access To Customers That They Could Not Reach From Other Channel
3- Customer Databases & Direct Marketing
a) In B2B (Past Volumes, Prices, Key Contacts, Competitive Suppliers & Estimate Spending)

b) In B2C (Demographics, Psychographics, Buying Behaviour)

4- Forms of Direct Marketing
a) Tele-Marketing (Outbound/Inbound)
b) Direct-Mail Marketing
c) Catalogue Marketing (Also Via Online)

d) Direct-Response Television Marketing (Infomercials)

e) Kiosk Marketing

5- Integrated Direct Marketing
a) Using Multimedia & Multistage Campaigns
b) Direct-Mail (Outbound Tele-Marketing (Face-To-Face Sales Call (Continuation Communication
6- Public Policy & Ethical Issues In Direct Marketing
a) Irritation, Unfairness, Deception & Fraud
b) Invasion of Privacy (Sweepstakes, Credit-Card Application, Magazine Subscription)
c) Personal Information Protection & Electronic Documents Acts (Consent, Limitations, Accuracy & Right To Access)
CH. 18 – THE GLOBAL MARKETPLACE
Global Marketing In The Twenty-first Century
1- Few Firms Are Now Safe From Foreign Competition
2- Firms That Stay Home/Domestic Might Lose Their Chances To Other Markets But Also Risk Losing Their Home Market

Looking At The Global Marketing Environment
1- The International Trade System
a) Tariffs, Quotas, Boycott/Embargo, Exchange Control & Nontariff Trade Barriers
b) The World Trade Organization & GATT
c) Regional Free Trade Zones (EU, NAFTA, MESOCUR)
2- Economic Environment
a) Industrial Structure (Subsistence, Raw Material Exporting, Industrializing, Industrial)
b) Income Distribution
3- Political-Legal Environment
a) Attitudes Towards International Buying
b) Government Bureaucracy
c) Political Stability
d) Monetary Regulations
e) Countertrade (Barter, Compensation & Counter-purchase)
4- Cultural Environment
a) The Impact of Culture On Marketing Strategy 
· A Set of Dimensions (Power Distance, Uncertainty Audience, Future Orientation, Humane Orientation, Collectivism, Assertiveness & Performance Orientation)
· Business Norms Vary Country to Country
b) The Impact of Marketing Strategy on Cultures (Standardization)
Deciding Whether To Go International
1- Opening Domestically Is Easier & Safer
2- Small Companies Must Monitor International Businesses
3- Weight Several Risks & Answer Many Questions

a) Learn The Preferences & Buyer Behaviour of Consumers?

b) Offer Competitive Attractive Products?

c) Adapt To Country’s Business Culture?

d) Mangers Have International Experience?

Deciding Which Markets To Enter

1- Defines Its International Objectives & Policies
2- Decide On Sales Volume Wanted
3- Most Firms Start Small
4- Market Size, Market Growth, Cost of Doing Business Abroad, Competitive Advantage & Risk Level
Deciding How To Enter The Market

1- Exporting
a) Export Surplus or Make An Active Commitment
b) Firm Start’s With Indirect Exporting
c) Less Investment & Less Risks
d) Direct Exporting (Distributors/Agents)
2- Joint-Venturing
a) Licensing
b) Contract Manufacturing
c) Management Contracting
d) Joint Ownership
e) Direct Investment
Deciding On The Global Marketing Program

1- Product

a) Straight Product Extension (Product/Promotion Don’t Change)

b) Product Adaptation (Adapt Product & Don’t Change Promotion)

c) Product Invention (Maintaining & Reintroducing

2- Promotion

a) Communication Adaptation (Adapt Promotion & Don’t Change Product)

b) Dual Adaptation (Adapt Product & Promotion)

c) Some Change Required To Adjust For Language & Minor Cultural Differences

d) Colors & Names May Change Too

3- Price

a) Price Escalation Due To Transportation, Tariffs & Distribution Cost
4- Distribution Channels

a) Channels Between Nations

b) Channels With Nations

c) Channels Vary Greatly Between Countries (Number of Intermediaries)

CH. 4 – MARKETING & SOCIETY: SOCIAL RESPONSIBILITY & MARKETING ETHICS

Social & Ethical Criticisms of Marketing

1- Marketing’s Impact on Individual Consumers
a) High Prices (High Costs of Distributions, Advertising & Promotion & Excessive Mark-Ups)
b) Deceptive Practices (Pricing, Promotion & Packaging)
c) High-Pressure Selling
d) Shoddy or Unsafe Products
e) Planned Obsolescence
f) Poor Service To Disadvantage Consumers
2- Marketing’s Impact on Society As A Whole
a) False Wants & Too Much Materialism
b) Too Few Social Goods (Private Goods At The Expense of Public Goods ( Cars & Highways)
c) Cultural Pollution
d) Too Much Political Power (Oil, Tobacco, Auto & Pharmaceutical Firms Lobbying Governments)
3- Marketing’s Impact on Other Businesses

a) Acquisitions of Companies

b) Competition Is Shrinking

Citizen & Public Actions To Regulate Marketing
1- Consumerism
a) Sellers Have Rights
b) Consumers Have Rights
2- Environmentalism
a) Pollution Prevention (Internal & Today)
b) Product Stewardship (External & Today)
c) New Environmental Technologies (Internal & Tomorrow)
d) Sustainable Vision (External & Tomorrow)
3- Public Actions To Regulate Marketing
a) Do-Not Call List Registry
Business Actions Towards Socially Responsible Marketing

1- Enlightened Marketing

a) Consumer-Oriented Marketing

b) Innovative Marketing

c) Customer-Value Marketing

d) Sense-of-Mission Marketing

e) Societal Marketing

2- Marketing Ethics

a) Companies Need To Develop Corporate Marketing Ethics Policies

b) Hold Ethic Workshops & Seminars

c) Set-Up Ethics Committees
