My own notes
CHAPTER 9
Designing Customer-Driven Strategy

Product and service Decisions
· made at three levels
· individual product decisions
· product line decisions
· product mix decisions
· Individual product decisions - product attributes, branding, packaging, labeling, product support services
· Product attributes – product quality, product features, product style and design
· Product quality(two dimensions) – level(performance quality), consistency(conformance quality)
· Product features – competitive tools to differentiating a product
· Product style and design – style(aesthetic quality), design(aesthetic quality and contribute to a product’s usefulness )
· Branding  
· a name, sign, design, term, symbol or combination of these that identifies the product or service of a seller or group of sellers and differentiates them from those of competitors.
· Helps segmenting market
· Says quality and consistence
· Packaging  
· attract attention, describing product, making the sales
· promotional medium
· best chance to influence buyers in competitive environment

· Labeling
· Identifies product/brand, describes several things about product(contents, safety information, who made it,.)
· Promote brand, supports positioning, connect with customers
· Can be used to mislead customers, fail to describe important ingredients, fail to include needed safety warnings (Has federal an provincial level laws)
· Product Support Services
· Part of product strategy 
· Can be major or minor part of the total offering
· Assess quality of current services and to obtain ideas for new one
· Product Line Decisions – 
· Product line – a group of products that are closely related because they function in a similar manner, are sold to the same group of customers, are marketed through the same type of outlets or fall within given prices ranges	
· Line is too short if adding items increases profit
· Line is too long if dropping items increases profit
· Influenced by company’s resources and objectives(Cross-selling, upselling, prevent against economic swing)
· Two ways to expand product line – line filling and line stretching
· Line filling – adding more items within the present range of the line(reaching for extra profits, plugging hole, to use excess capacity, to be a leading full-line company)
· New items should be noticeably different from existing ones to prevent confusion and cannibalization
· Line stretching – lengthening product line beyond current range - downward, upward or both ways
· Stretch downward to prevent new comer, respond to competitors’ attack on upper end, for faster growth 
· Stretch upward to add prestige, for faster growth rate/higher margin 
· Stretch both directions – to cover different segments(risk of trade down)
· Product Mix Decisions 
· Product mix – The set of all product lines and items that a particular seller offers for sale
· Have four dimensions – width, length, depth, consistency
· Width – Number of different product lines a company carries
· Length – Total number of items the company carries within its product lines
· Depths – Number of versions offered of each product in the line
· Consistency – How closely related the various product lines are in end use, in production requirements, in distribution channels, or in some other way

Branding Strategy : Building Strong Brands
· Enduring, powerful assets that must be carefully developed and managed
· Brand Equity
· The differential effect that knowing the brand name has on customer response to the product or its marketing (or) The value premium that a company realizes from a product with a recognizable name as compared to its generic equivalent.
· Key element in the company’s relationship with consumers
· Represent consumers’ perception and feelings about a product and its performance
· Measure of the brand’s ability to capture consumer preference and loyalty
· Positive brand equity – consumer reacts more favorably than generic/unbranded versions of the same product
· Negative brand equity – consumer reacts less favorably than generic/unbranded versions of the same product
· Strength measure along four consumer perception dimensions
· Differentiation – What makes the brand stand out
· Relevance – how it meets consumers needs
· Knowledge – how much consumer know about the brand
· Esteem – How highly it is regarded and respected
· Brand valuation – process of estimating the total financial value of a brand
· Advantage of high brand equity – more bargaining power, can easily extend brand/launch line, defense against fierce price competition

· Building Strong Brands – brand positioning, brand name selection, brand sponsorship, brand development 
· Brand Positioning 
· Company can position brands at any of three levels
· Attributes – fit(diaper), least desirable level
· Benefits – Associating name with desirable benefit (better)
· Beliefs&Values – Engage customers on deep, emotional level
· Should establish a brand’s mission and a vision of what the brand must be and do
·  A brand is a promise of what the company will deliver consistently (Features, benefits, services, experiences)
· Brand-Name Selection
· Begins with careful review of the product and its benefits, the target market, and proposed marketing strategies 
· Desirable qualities – 
· suggest benefits and qualities
· easy to pronounce, recognize, remember
· distinctive 
· extendable
· translate easily into foreign languages
· capable of registration and legal protection
· Brand Sponsorship  
· four options – product is launched as national brand/manufacturers’ brand, private brand/store brand, licensed brand, co-brand a product
· National Brand – a brand created and owned by a manufacturer of a product or service
· Store Brand – a brand created and owned by a reseller of a product or service
· Licensing – license names or symbols previously created by other manufacturers, names of well-known celebrities or characters from popular movies and book
· Co-branding – the practice of using the established brand names of two different companies on the same product
· One company license another company’s well-known brand
· Advantages – broader consumer appeal and greater brand equity(each brand dominates in a different category), allows a company to expand its brand into a category that might be difficult to enter alone
· Brand Development – four choices – line extensions, brand extensions multibrands or new brands
· Line Extension – extending existing brand name to new forms, colour, sizes, ingredients or flavours of an existing product category
· Risk – confusion, and cannibalization
· Brand Extension – Extending an existing brand name to new product categories
· Advantage – instant recognition, faster acceptance, save high ad costs
· Risk – may confuse/harm the image of main brand
· Multibrands – way of introducing additional brands in same category
· Advantage – lock up shelf space, establish different features&appeals  to different buying motives
· Risk – each might obtain small market share and hence none may be profitable, resource heavy
· New Brands – happens when existing brand name is waning or when entering new category and existing brand names aren’t appropriate for it
· Risk – spreading company’s resources too thin
· Megabrand – weeding out weaker/slow growth brands and focusing marketing dollars only on brands that can achieve 1st and 2nd marketshare positions with good growth in their product categories

Managing Brands 
· Brand’s positioning must be continuously communicated to consumers
· Brands are maintained by brand experience
· Put care into managing touch points 
· Internal brand building (help employees understand and be enthusiastic about the brand promise)
· Periodically audit brands’ strength and weaknesses(deliver value? Properly positioned? touch points support brand’s positioning? Manager understand what brand means to consumers? Received proper, sustained support?)

Characteristics of Service
· Intangibility, Inseparability, variability, and perishability
· Intangibility
· A major characteristic of services – they cannot be seen, touch, felt, heard, or smelled before they are bought
· Buyers draw conclusion about quality from things they can see (People, price, place, equipment, communication)
· Provider’s task is to make service tangible in one or more ways and send the right signals about the quality – Evidence management
· Service Inseparability
· They are produced and consumed at the same time and cannot be separated from their providers
· Provider-customer interaction is a special feature
· Service Variability
· The quality may vary greatly, depending on who provides them and when, where and how.
· Service Perishability 
· They cannot be stored for later sale or use.

Marketing Strategies for Service Firms
· The Service-Profit Chain
· The chain that links service firm profits with employee and customer satisfaction – consists of 5 links
· Internal service quality – superior employee selection and training, quality work environment, and strong support for those dealing with customers 
· Satisfied and productive service employees – more satisfied, loyal, and hardworking employees
· Greater Service Value – more effective and efficient customer-value creation and service delivery
· Satisfied and loyal customers – satisfied customers who remain loyal, repeat purchase, and refer other customers
· Healthy service profits and growth – Superior service firm performance
· Requires internal marketing and interactive marketing (in addition to 4P’s. Triangle Figure 9.6)
· Internal Marketing 
· Orienting and motivating customer-contact employees and support service people to work as a team to provide customer satisfaction
· Must precede external marketing
· Interactive Marketing
· Training service employees in the fine art of interacting with customers to satisfy their needs

Managing Service Differentiation
· Differentiated offer 
· such as innovative features – frequent flyer program)
· Differentiated delivery 
· Having more able and reliable customer-contact people
· Developing a superior physical environment in which service is delivered
· Differentiated image
· Through symbols and branding (e.g McDonald’s golden arches)
Managing Service Quality
· Harder to define and judge than product quality
· Customer retention is the best measure of quality (Depends on how consistently it delivers value to them)
· Vary depending on interactions between employees and customers
· Take steps to recover from service mistakes when they occur
· Empower front-line service employees

Managing Service Productivity
· Can train current employees better or hire harder/more skillful worker
· Giving up some quality and increase quantity of service
· Use technology
· Risk – pushing productivity so hard reduces quality, industrializing service reduce ability to innovative in longer-run


CHAPTER 10
New Product Development Strategy
· Acquisition – by buying a whole company, a patent, or a license to produce someone else’s product
· Firms own new-product development efforts (through its own R&D efforts)

New Product Development Process
· Understand consumers, markets and competitors
· 8 steps in process - Idea Generation, Idea screening, Concept Development and testing, Marketing strategy and development, Business Analysis, Product development, Test marketing, Commercialization
· Idea Generation – systematic search for a new product idea. Internal idea sources, External idea sources
· Internal sources
· Formal research and development
· Can pick the brains of employees (executives to salespeople)
· External sources
· Distributors, suppliers, competitors, other sources
· Distributors can pass along information about consumer problems and new-product possibilities
· Suppliers can tell new concepts, techniques, and materials 
· Watching competitors ads, see how their product works, analyze sales, decide whether to bring out of their own
· Other sources – trade magazines, shows, seminars, government agencies
· Consultancies and design firms 
· Online collaborative communities
· Customer questions and complaints
· By actively solicit ideas from customers and turn customers into creators
· Idea Screening 
· Screening new product ideas to spot good ideas and drop poor ones 
· R-W-W(Real, win, worth it) – Frame work asks three questions – 
· Is there real need and desire for the product and will customer buy it?Clear product concept?Will it satisfy the market?
· Does it offer sustainable competitive advantage?Does the company have the resources to make the product a success?
· Is it worth doing? set the company’s overall growth strategy? Offer sufficient profit potential?
· Concept Development and Testing 
· Product concept is a detailed version of the idea stated in meaningful consumer terms. Product image is the way consumers perceive an actual or potential product
· Concept Testing – Testing new-product concepts with a group of target consumers to find out if the concepts have strong consumer appeal
· Marketing Strategy Development
· Designing an initial marketing strategy for a new product based on the product concept
· Strategy statement consists of three parts
· Describes the target market, value preposition, sales, market share, profit goals for first few years
· Describes product’s planned price, distribution, and marketing budget for the first year
· Describes the planned long-run sales, profit goals, and marketing mix strategy
· Business Analysis
· Reviews sales, costs, and profit projections for a new product to find out whether they satisfy the company’s objective.
· Estimate minimum and maximum sales to assess the range of risk (market surveys, history of similar products)
· Estimate costs and profits
· Use estimated sales and costs figures to analyze new product’s financial attractiveness
· Product Development
· Developing the product concept into physical product to ensure that the product idea can be turned into a workable market offering
· Requires larger investment
· R&D develops physical version that will satisfy and excite consumers and can be produced quickly and at budgeted costs
· Company can do product testing on their own or outsource
· Test Marketing
· The stage of new product development in which the product and marketing program are tested in realistic market settings.
· Gives marketer experience with marketing the product before full introduction
· Let company test the product and its entire marketing program – targeting/positioning strategy, advertising, distribution, pricing, branding, packaging, and budget levels
· Testing varies with each product
· Cost can be high, and takes time that may allow competitors to gain advantage
· Company may skip/do little test marketing if the developing/introducing costs are low or managers have confident in the product (eg. Simple line extension, copied of competitors product)
· Three approaches of test marketing
· Standard Test Markets 
· Company finds a small number of representative test cities, conduct full marketing campaign, and use store audits, consumer and distributor surveys and other measures to gauge performance
· Use them to forecast national sales/profits and fine tune
· Very costly, may take long time, risk of competitors interference/may develop defensive strategy/beats product
· Controlled Test Market
· Keeping track of selected shoppers buying pattern and stores’ shelf-placement, price, in-store promotion and carry out different testing such as sending special commercials to see responses
· Cost less than standard test market
· Can be complete much more quickly
· Because of limited number of controlled test market, may not be representative of the product’s market 


· Simulated Test Market
· Test group is shown variety of ads, and given money to shop in a simulated store
· Simulation provides measure of trial and the commercial’s effectiveness against competing commercials
· Cost much less, can be done within eight weeks, keep the product out of competitors’ view
· Small samples/simulated environment may not be accurate or reliable as larger, real-world tests

· Commercialization 
· Introducing a new product to the market
· Must decide on introduction timing – delay launch if possibility of cannibalization or economic downturn, push if competitors are planning to introduce similar product
· Must decide where to launch – single location, region, nation wide, international

Managing New-Product Development
· Successful new-product development requires a customer-centered, team-based, and systematic effort
· Customer-centered new-product development
· New-product development that focuses on finding new ways to solve customer problems and create more customer-satisfying experience	 
· Team-Based New-Product Development
· An approach to developing new products in which various company departments work closely together, overlapping the steps in the product development process to save time and increase effectiveness.
· Getting the right new product to the market faster
· Team works to resolve issues while it moves on (no bottle-neck like sequential approach)
· Disadvantage – creates more organizational tension and confusion
· Systematic New-Product Development
· New-product development should be holistic and systematic
· By use of innovation management system to collect, review, evaluate and manage new-product ideas

Product Life-Cycle Strategies
· The course of a product’s sales and profits over its lifetime. 
· Involves five distinct stages : product development, introduction, growth, maturity, and decline
· Development – Begins when the company finds and develops a new-product idea. Sales are zero, investment cost mount
· Introduction – Period of slow sales growth.  Profits are non-existence because of the heavy expenses of product introduction
· Growth – a period of rapid market acceptance and increasing profit
· Maturity – a period of slowdown in sales growth because the product has achieved acceptance by most potential buyers. Profits level off or decline from increased marketing outlays to defend competition
· Decline – a period of sales  fall off and profits drop
· PLC concept can describe a product class(gasoline powered automobiles, product form(SUV), brand(Ford Escape)
· Product class – longest life cycles, Product forms – have the standard PLC shape, Brand – life cycle can change quickly and much shorter
· Introduction Stage 
· Sales growth slow, may linger for many years before rapid growth
· Profit negative or low (low sales and high distribution and promotion expense)
· Market not ready for refinements, so produce basic versions
· Choose a launch strategy that is consistent with the intended product positioning 
· Growth State
· Enters when the product satisfies the market
· Sales will start climbing quickly 
· New competitors will enter the market
· Unit manufacturing costs fall, promotion costs are spread over larger volume and profit increase
· Face trade-off between high market share and high current profit (product improvement, promotion, and distribution)
· Maturity State
· Growth slow down and last longer
· Poses strong challenges by overcapacity
· Competition becomes fierce (marking down prices, increase advertising, promotion, upping product development budgets to find better version)
· Lead to drop in profit
· Modifying the market by tries to increase consumption (new users, new segments)
· Modifying the product (changing the quality, features, style or packaging (characteristics)) 
· Modifying the marketing mix (changing one or more elements of the mix)
· Decline State
· Sales decline (Speed may vary depending on the product)
· Reasons are tech advances, shift in tastes, and increased competition
· May reduce price further, may cut the promotion, may drop smaller segments and marginal trade channels
· Must decide whether to maintain, harvest, or drop declining products – by regularly reviewing sales, market shares, costs and profit trends
· Management may decide to maintain its brand without change
· May decide to reposition or reinvigorate the brand
· May decide to harvest – reducing various costs (plant and equipment, maintenance, R&D, advertising, sales force)
· May drop the product or sell it to another firm


__________
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Decline Stage: Product Life-Cycle Strategy
Carrying a weak product can be costly to a firm. Companies must decide what to do with declining product.
· Maintain the brand without change in the hope that competitors will leave industry
· Harvest the product by reducing various costs and hoping that sales holdup
·  drop the product from the line
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Repositioning
Changing the value offered
· Trading up: adding value to the product (or line) through additional features or higher-quality materials.
· Trading down: reduction the number of features, quality, or price

*Trading down – when the raw materials prices goes up to keep the same profit margin, (smaller candy when sugar price goes up)
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Additional Product and service Considerations
· Product Decisions and social Responsibility
· Public policy and regulations regarding developing and dropping products, patents, quality, and safety
· International product and service marketing challenges
· Determining what products and services to introduce in which countries
· Standardization versus customization
· Packaging and labeling
· Customs, values, law


Chapter 14
Integrated Marketing
Communications Strategy

Focus : Communicating Customer Value: Integrated Marketing Communications Strategy
· Define 5 promotion mix tools for communicating customer value.
· Discuss the changing communications landscape and the need for integrated marketing communications
· Outline the communication process and the steps in developing effective marketing communications
· Explain the methods for setting the promotion budget and factors the affect the design of the promotion mix

Slide 2
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Super Bowl Ads
With ‘Little Vader’, Eminem, Supoer Bowl Ads Reach 230 million web views
Two weeks after the game, interest and views remain high
Advertising age. Acessed Feb 25 2011
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Mohr, J, et al. Marketing of High tech products and innovations. Prentice Hall, Upper Saddle River, N.J 2010
O’Reilly, Terry and Tennant, Mike. The age of persuasion: How marketing ate our culture. Toronto, Alfred A Knopf Canada, 2009
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· The promotion mix (marketing communications mix)
· the tools used to persuasively communicate customer value and build customer relationships
· Advertising
· Personal Selling
· Public Relations
· Sales Promotion
· Direct Marketing
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Advertising
· Advertising is any paid form of non-personal presentation and promotion of ideas, goods, or services by an identifies sponsor
· broadcast, print, internet, outdoor
· Advertising reaches masses of geographically dispersed buyers at a low cost per exposer, and it enables the seller to repeat a message many times
*broadcast – relatively difficult to access impact/not targeted/not differentiated*
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Personal Selling
· Personal Selling is the personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships 
· Sales presentations
· Trade shows
· Incentive programs

.Personal selling is the most effective method at certain stages of the buying process, particularly in building buyers’ preferences, convictions, actions, and developing customer relationships
*more targeted/differentiated/more expensive than ad”
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Public Relations
· Public relations: building good relations with vaiou s publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events
· Press releases	Sponsorships
· Special events	Web pages
· Public relations is a very believable form of promotion that includes new stories, features, sponsorships, and events
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Sales Promotion
· Sales promotion is the short-term incentives to encourage the purchase or sale of a product or service
· Discounts	Coupons
· Displays	Demonstrations
· Sales promotion includes coupons, contests, cants-off deals, and premiums that attract consumer attention and offer strong incentives to purchase, and can be used to dramatize product offers and to boost sagging sales
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Direct Marketing
· Direct marketing: making direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relationships
· Communicate directly with specific consumers
· Direct mail, telephone, email, the internet
· Catalogues
· Telemarketing
· Kiosks
*Recommend – DUHIGG HABIT TARGET*
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Integrated Marketing Communications (IMC)
· A consistent two-way dialogue between supplier and customer through all its communications channels
· Clear	Compelling
· Meet the information needs of customers
· A uniform message delivered through all company media (e.g., advertising, selling effort, direct mail, trade shows)
· Repeated exposure of the marketing messages through a variety of information sources to be effective
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Integrated Marketing Communications
· The Communications Landscape
· Consumers are better informed
· More communication
· Less mass marketing
· Changing communications technology
· Integrated marketing communications is the integration by the company of its communication channels to deliver a clear, consistent, and compelling message about the organization and its products
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Communication Process
Diagram in textbook
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Effective Marketing Communications
	Identify the target audience
	To whom will it be said?

	Determine the communication objectives
	Why are saying it?

	Setting the budget
	How much can we spend?

	Design the message
	What will be said?

	Choose the media
	Where will it be said?

	Select the message source
	Who will say it?

	Deliver the message
	Say it

	Track progress
	How well was it done?
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Setting Communication Objectives
Marketers want a purchase response that results from a consumer decision-making process that includes the buyer-readiness stages :
· Awareness
· Knowledge
· Liking
· Preference
· Conviction
· Purchase
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AIDA Model
· Get Attention
· Hold Interest
· Arouse Desire
· Obtain Action
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Designing a Message
Message content is an appeal or theme that will produce the desired response:
· Rational appeal relates to the audience’s self-interest
· Emotional appeal is an attempt to stir up positive or negative emotions to motivate a purchase
· Moral appeal is directed at the audience’s sense of right and proper
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Message Structure:
· Draw a conclusion, or leave it to the audience?
· Put forth the strongest arguments first or last?
· Present a one or two-sided argument?
Message Format:
· Every detail of the ad, from the colour of the print ad to the body language of a TV commercial requires planning to communicate the right message
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Choosing Media:Personal Communications(1)
Allows personal addressing and feedback
· Two or more people communicating directly with each other: Face to face; Phone; Mail; E-mail; internet chat
Word-of-mouth influence is personal communication about a product between target buyers and neighbours, friends, family member, and associates
Personal communications are difficult to control as independent experts and word-of-mouth influence overtake the company message
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Choosing Media: Personal Communications (2)
· Opinion leaders are people within a reference group who, because of their special skills, knowledge, personality, or other characteristics; exerts social influence on others
· Buzz marketing involves cultivating opinion leaders and getting them to spread information about a product or service to others in their communities
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Non-Personal Communication Channels
Non-personal communication is media that carry messages without personal contact or feedback, including major media, atmospheres, and events that affect the buyer directly
· Major media include print, broadcast, display, and online media
Atmospheres - are designed environments that create or reinforce the buyer’s leanings toward buying a products
Events –
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Selecting the message source
The message’s impact on the target audience is affected by how the audience views the communicator
· celebtrities e.g
· Athletes
· Entertainers
· Professional, e.g
· Health care providers
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Collecting Feedback
Involves the communicator understanding the effect on the target audience by measuring behavior resulting from the message
· How many people bought a product?
· How many people talked about it with others?
· How many people visited the store?
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Setting the Total Promotion Budget(1)
· Top Down
· Affordable budget method sets the budget at an affordable level
· Ignores the effects of promotion on sales
· Percentage of sales method sets the budget at a certain percentage of current or forecasted sales or unit sales price
· Easy to use and helps management think about the relationship between promotion, selling price, and profit per unit
· Wrongly views sales as the cause rather than the result of promotion
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Top-down (continued)
· Competitive-parity method sets the budget to match competitor outlays
· Represents collective wisdom of the industry and precents promotion wars
· Except: companies differ greatly, each has its own special promotion needs, and there is no practical evidence suggesting it successfully prevents promotions wars
Bottom-up
· Objective-and-task method sets the budget based on what the firm wants to accomplish with promotion and includes:
· Defining specific objectives
· Determining tasks to achieve the objectives
· Estimating costs of performing tasks
· Forces management to spell out assumptions about the relationship between dollars spent and promotion results, but difficult to use
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Push vs. Pull
Push strategy is a promotion strategy that calls for using the sales force and trade promotion to push the product through channels. The producer promotes the product to channel members who in turn promote it to final consumers
*mfg->retailer->cust(such as drug sold through doctor to patient)*
Pull strategy is a promotion strategy that calls for spending a lot on advertising and consumer promotion to induce final consumers to buy the product, creating a demand vacuum that “pulls” the product through the channel.
*manu market drugs to patients*
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Diagram in text book – push vs pull
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Socially Responsible Marketing Communicating
· Communicate openly and honestly with consumers and resellers
· Avoid deceptive or false advertising
· Avoid bait-and-switch advertising (advertised cheap one and sell expensive one)
· Conform to all federal, state, and local regulations
· Follow rules of “fair competition”
· Do not offer bribes
· Do not attempt to obtain competitors’ trade secrets
· Do not disparage competitors or their products


Advertising an Public Relations
Advertising
· Advertising is any paid form of non-personal presentation and promotion of ideas, goods, or services by an identified sponsor
· An advertising objective
· task; target audience; specific period of time
· Objectives are classified by primary purpose
· Inform
· Persuade
· Remind

Developing Effective Marketing Communications – e.g. Advertising
Identify the target audience	To whom will it be said?
Determine the communication objectives	why are you saying it?
Setting the budget	How much can we spend?
Design the message	Wha will be said?
Choose the media	Where will it be said
Select the … (In previous lecture)

Types of Advertising
· Informative
· When introducing a new product category; the objective is to build primary demand
· Comparative
· Advertising directly or indirectly compares the brand with one or more other brands
· Persuasive
· Advertising is important with increased competition to build selective demand
· Reminder advertising
· Is important with mature products to help maintain customer relationships and keep customers thinking about the product
[Details ex
Informative Advertising
Persuasive Ad
Reminder Ad see in textbook]

Advertising budgets
The advertising budget is the dollars and other resources allocated to an advertising program
· Factors to consider when setting the budget:
· Product life-cycle stage
· New products require larger budgets
· Mature brands require lower budgets
· Market share
· Building or taking market share requires larger budgets
· Markets with heavy competition or high advertising clutter require larger budgets
· Undifferentiated brands require larger budgets 
· Affordability – an iterative process

Creating the advertising Message
· YouTube videos
· Brand website contests
· Positives
· Low expense
· New creative ideas 
· Fresh perspective on brand
· Boost consumer involvement


Selecting Advertising Media
Selecting media vehicles involves decisions presenting the media effectively and efficiently to the target customer and must consider the message’s:
· Impact
· Effectiveness
· Cost

Selecting Advertising Media
When deciding on media timing, the planner must consider:
· Seasonality
· Pattern of the advertising
· Continuity: scheduling within a given period
· Pulsing: scheduling unevenly within a given period

Advertising measurement
· Reach is a measure of the percentage of people in the target market who are exposed to the ad campaign during a given period of time
· Frequency is a measure of how many times the average person in the target market is exposed to the message
· Impact is the qualitative value of a message exposure through a given medium

Advertising Effectiveness and Return on Advertising Investment
· Return on advertising investments the net return on advertising investment divided by the costs of the advertising investment
· Communication effects indicate whether the ad and media are communicating the ad message well and should be tested before or after the ad runs
· Sales and profit effects compare past sales and profits with past expenditures or thorough experiments


Public Relations
Public relations involves building good relations with the company’s various publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events
· Public relations is used to promote product, people, ideas, and activities

Public Relations
Public relations department functions include :
· Press relations or press agency
· Product publicity
· Public affairs
· Lobbying
· Investor relations
· Development

Public Relations toolbox
News		Speeches	Special Events
Av Material	Written Materials Corporate identity materials 	Public service Activities
Social Networking	Internet	Mobile Tour Marketing	Buzz Marketing

Trade Shows
· Trade shows – exhibits and demonstrates products and services in a public venue with personal interaction
· Consumer trade shows
· B-2-B trade shows
· In-house (Sales force and customer)

Functions of Trade shows
(look in textbox)

Pricing
Chapter Eleven
-“ What is price?” and the importance of pricing.
- The important factors affecting pricing decisions, e.g. 
	- customer perceptions of value; company and product costs; other internal and external factors.
The major strategies for pricing new products.
Finding a set of prices that maximized the profits from the total product mix
Price adjustment for market segment and situation
Initating and responding to price changes

What is a price?
· Price is the amount of money charged for a product or service. It is the sum of all the values that consumers exchange for the benefits of having or using a product or service
· Price is the only element in the marketing mix that produces revenue,; all other elements represent costs
Revenue = Price * Quantity

Why is price important?
· Price drives
· Demand
· Revenues
· Revenue = Price * Volume
· Costs
· Profits
· Profit = total revenues – total costs
· Perceptions of Value to the customer
· Customer Satisfaction


Price floor and ceiling
· Price ceiling
· Customer perceptions of value
· No demand above this price
· Price floor / minimum price
· Product costs: Price floor
· No profits below this price

· Prices are set between these two limits, depending on e.g
· Marketing strategy and mix
· Nature of the market and demand
· Time scale/Time frame	

Two approaches to pricing
	Cost-based pricing
	Value-based pricing

	Design a good product
	Assess customer needs and value perceptions

	Determine product costs
	Set target price to match customer perceived value

	Set price based on costs
	Determine costs that can be incurred

	Convince buyers of product’s value
	Design product to deliver the desired value at the target price



Value-based Pricing
· Value-based pricing uses the buyers’ perceptions of value, not the sellers’ cost, as the key to pricing. Price is considered before the marketing program is set.
· Value-based pricing is customer driven
· Good value is not the same as low price
· Good-value pricing offers the right combination of quality and good service to fair price
· Pricing power is the ability to escape price competition and to justify higher prices and margins without losing market share

Value-based Pricing Strategies
· Everyday low pricing(EDLP) involves charging a constant everyday low price with few or no temporary price discounts
· High-low pricing involves charging higher prices on an everyday basis but running frequent promotions to lower prices temporarily on selected items
· Value-added pricing attaches value-added features and services to differentiate offers, support higher prices, and build pricing power

Price What the market will bear!
· Ottawa Senators
· Charge premium prices for popular games; up to 40%
· Discount less popular ones
· Leafs – no premium pricing
· Canadians – some premium pricing
· Why the differences.

Cost Issues : The pricing floor
· Fixed costs are the costs that do not vary with production or sales level
· Variable costs are the costs that vary with the level of production
· Total costs are the sum of the fixed and variable costs for any given level of production
· Average cost is the cost per unit associated with a given level of output
· Average costs drop as volume increases
· Average costs drop with experience
· Break-even price is the price at which total costs are equal to total revenue and there is not profit
Cost based Pricing
· Cost-plus pricing adds a standard markup to the cost of the product
· Benefits
· Sellers are certain about costs
· Prices are similar in industry and price competition is minimized
· Consumer’s feel it is fair
· Disadvantages
· Ignores demand and competitor prices
· Target profit pricing is the price at which the firm will break even or make the profit it’s seeking

Nov 16
Nature of the Competitive Market
Pure competition: the market consists of many buyers and sellers trading in a uniform commodity, i.e. products are identical
Monopolistic competition: Limited price competition where products are differentiated
Oligopolistic competition: Small number of suppliers; highly sensitive to each other’s pricing and marketing strategies; price competition avoided.
Pure monopoly: Single supplier sets the prices; prices often government regulated

New-Product Pricing Strategies
· Market-skimming pricing is a strategy with high initial prices to skim maximum revenues from the segments willing to pay the high price
· Product quality and image must support the price
· Buyers must want the product at the price
· Costs of producing the product in small volume should not cancel the advantage of higher prices
· Competitors should not be able to enter the market easily


· Market-penetration pricing sets a low initial price in order to attract a large number of buyers and a large market share
· Price sensitive market
· Inverse relationship of production and distribution cost to sales growth
· Low prices must keep competition out of the market

Penetration, predatory and “bait and hook” pricing
· Penetration pricing: Setting a price lower than the likely longer-term price
· To gain acceptance in the market
· Increase or build market share or sales volume
· Break down existing brand loyalties
· Discourages competitive entry
· Creates the basis for standardization
· Disadvantages:
· May require more volume than available
· Sets price expectations in the market
· May create image problems for the supplier
· Predatory pricing: Penetration pricing becomes predatory when the price is set low to eliminate competition and create a monopoly. Hard to  tell

Price-Adjustment Strategies
· Segmented pricing: Sell a product at different prices even though the difference is not based on cost, e.g. are:
· Customer segment: different customers pay different prices for the same product or service.
· Product-form segment: different versions of the product are priced differently but not according to difference in cost.
· Location pricing: when the product sold in different geographic areas is priced differently even thought the cost is the same.
· Time pricing: price varies by the season, the month, the day, and even the hour
Why segmented pricing? Is it legal?

Psychological considerations in pricing
· Sellers need to consider the psychology of prices and not simply the economics, i.e. what prices say & do.
· Reference prices are prices that buyers carry in their minds and refer to when looking at a given product
· Nothing current prices
· Remembering past prices
· Assessing the buying situations

Public Policy and Pricing
Deceptive pricing: a seller states prices or price savings that mislead consumers or are not actually available to consumers
Scanner fraud: failure of the seller to enter current or sale prices into the computer system
Price confusion: firms employ pricing methods that make it difficult for consumers to understand what price they are really paying
Retail (or resale) price maintenance: when a manufacturer requires a dealer to change a specific retail price for its products
Price fixing: sellers must set prices without talking to competitors
Predatory pricing: selling below cost with the intention of punishing a competitor or graining higher long-term profits by putting competitors out of business






CHAP 13
Retailing
· Retailing includes all the activities in selling products or services directly to final consumers for their personal, non-business use
· Retailers are businesses whose sale come primarily from retailing

Major determinants of customers’ retail choices:
· Convenience
· Product Selection
· Fairness in Dealings
· Helpful Information
· Prices (value for money, terms of credit, special offers.)
· Image created for those visiting the store
· Shopping Atmosphere (E.g., comfort, safety, excitement, relaxation, sounds, smells)”

Typology of Retailers
· Amount of service
· Pricing strategy
· Ownership
· Product mixes
· Store location

Retailing: Amount of Service
Self-service retailers serve customers who are willing to perform their own “locate-compare-select” process to save money
Limited service retailers provide more sales assistance because they carry more shopping goods about which customers need information
Full service retailers have salespeople assist customers in every aspect of the shopping process

Retailing Pricing Strategies
Discount stores sell standard merchandise at lower prices by accepting lower margins and selling higher volume.
Independent off-price retailers either are owned and run by entrepreneurs or are divisions of larger retail corporations.
· Buy at less-than-regular wholesale prices and charge customers less than retail.
Factory outlets are producer-operated stores.
Warehouse clubs are large ware house-like facilities with few frills and offer ultra-low prices.

Wheel-of-retailing
· New types of retailing forms begin as low-margin, low-price, low-status operations, and challenge established retailers.
· As they succeed they upgrade their facilities and offer more services, increasing their costs and forcing them to increase prices, eventually becoming the retailers they replaced.

Retailing Decisions: The Future
Non-store retailing: e.g. on-line
Retail convergence:  merging retailers and consumers; creating. Challenges for differentiation
Megaretailers : Selection, buying power
Retail technology: e.g. inventory, tracking customers
Global expansion
Retail stores as communities
The 4 Ps: Product; Price, Promotion, Place




Retailing technology
Growing importance of retail technology provides better
· Forecasts
· Inventory control
· Electronic ordering transfer of information
· Scanning, online transaction processing
· Improved merchandise handling systems, and 
· The ability to connect with customers

Wholesaling
Selling and promoting :  helping the manufacturer reach many smaller customers at lower cost
Buying assortment building  the selection of items and building of assortments needed by customers
Bulk breaking:  buying in larger quantity and breaking into smaller lots for its customers
Warehousing: holding inventory
Transportation
Financing of customers
Risk bearing :  taking title and bearing the cost of theft, damage, spoilage, and obsolescence
Market information

Some final retailing issues
· The Use of Integrated Mutichannel Retailing
· Embracing Technology and Using it Wisely
· Better Understanding of the Complex Canadian Shopper
· Demonstrating Corporate Social Responsibility and Going Green
· Providing a Satisfying Customer Experience
· Effective Use of Human Capital

Social Responsibility and Ethics: Sustainable Marketing
Chapter Four

Focus : Sustainable Marketing, Social Responsibility and ethics
· Define sustainable marketing and discuss its importance.
· Identify the major social criticisms of marketing.
· Define consumerism and environmentalism and explain how they affect marketing strategies.
· Describe the principles of sustainable marketing.
· Explain the role of ethics in marketing

Sustainable Marketing : Definitions
Sustainable Marketing : Meeting needs of consumers while preserving the ability of future generations to meet their needs
Consumerism: Organized movement of citizens and government agencies to improve the rights and power of buyers in relation to sellers
Environmentalism is an organized movement of concerned citizens, businesses, and government agencies to protect and improve people’s living environment

Social Criticisms of Marketing: Individual Consumers
Criticisms of marketing practices
· High Prices
· Deceptive practices (pricing, promotion, packaging)
· High pressure selling 
· Shoddy, harmful or unsafe products
· Planned obsolescence
· Poor service to disadvantaged customers
· What are acceptable limits



Social Criticisms of Marketing (2)
Society as a whole
· False wants and too much materialism
· Too few social goods
· Cultural “pollution”
Impact on competitors
· Acquisition of competitors
· Unfair competitive marketing practices
· What are acceptable limits?

Responses to Social Criticims of Marketing
· “Defensive” advertising / promotion by marketers
· Consumer protection legislation e.g. Competition Act.
· Industry self-regulation, e.g. Advertising Standards Canada
· Consumerism
· The organized movement of citizens and government agencies to improve the rights and power of buyers in relation to sellers
· Partly legislation and partly consumer pressure groups
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Discovering and satisfying customer needs
Discover and understand customer needs
Satisfy customer needs
Deliver value to customers by
Developing products that satisfy their needs
Delivering products to customers that provide value to them
Monitor the degree to which consumer needs are satisfied 
Monitor the environment (uncontrollable factors)
Measure changing customer needs
Begin again

Customer
Product	Place		Promotion	Price
Company	skills
Competition		Collaborators	Context


Defining the 4ps
· The 4Ps – Controllable marketing mix
· Product : Have the right product for the right market
· Place/ Distribution: Make the product available to the target market in the best way, i.e., channel management
· Promotion: Create awareness, interest, desire, and purchase behavior
· Price: Set sustainable prices to further organization objectives

The 5 C’s : Analysing customers and markets
The Customer,, e.g.
The target market, the customer segment of relevance, how customer’s behave, and what they want
Company Skills : e.g. company capabilities, manufacturing capacity and capability, finances, organization, image, brand name
Collaborators: Suppliers, partners and distributors, retailers
Uncontrollable, Environmental factors:
Competition, e.g. names, size, capabilities, likely course of action
Context : e.g. economic conditions, technology, culture social normal demographics politics

A marketing plan begins with a strategic assessment
Analysis and understanding of the market; The 5 C’s :
The Customer, , e.g.
The target market, the customer segment of relevance, customer wants and needs and behavior
Company skills: e.g. company capabilities, manufacturing capacity and capability, finances, organization, image, brand name
Collaborators: Suppliers, partners and distributors 

Products
Current		New
Current Markets		Market Penetration		Product Development
New Markets			Market Development	Product Diversification

Marketing Checklist
· Customer Segment : Marketing program and points of difference : Where and to whom will it be sold?
· Product : What is it?
· Features, benefits, form, size, etc.
· Price : How much will customers pay?
· Cost :
· Promotion : How will customers find out about it?
· Specify methods to inform and generate trial and why
· Place : Where will customers buy it?
· Types of suppliers / retailers and why
· Points of difference : How is it different from others?
· Why is it superior to the competition

Political Environment
· Political environment consists of laws, government agencies, and pressure groups that influence or limit various organizations and individuals in a given society
· Safeguards for investors : governance and the laws
· Legislation regulating business
· Changing government agency enforcement
· Increased emphasis on ethics
· Socially responsible behavior
· Cause-related marketing

Competitive forces
· Ease of Entry
· Barriers to Entry
· Power of Buyers and Suppliers
· Existing Competitors and Substitutes
· Small Business as Competitors
Look at Porter’s “5 forces”
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