BUSI 2204 A Basic Marketing Fall 2013
Sep 10th 1st lecture
Professor: Dr Les Melamed 
Office: Room 919, Floor 9 Dunton Tower 
Office Hours: Tuesdays 1:15 p.m. – 2:15 p.m. Class: 2:35 p.m. – 5:25 p.m. Tuesdays
 Phone Number: 613-520-2600 Extension TBD 
Location: Check university schedule
 Email: Leslie.Melamed@carleton.ca 
Teaching Assistant: TBD 
Teaching Assistant E-mail: TBD
Grading
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	Written case analysis
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	One-pagers
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5

	Site Visit report
	15

	Mid-term test
	25

	Final exam
	25

	Participation and Attendance
	10

	Total
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	100


· Marketing decision has financial implications
· Decision criteria (price
· Tiger woods sex addict
· Perez money spending
[bookmark: _GoBack]Participation
____________________________________________________


· What is marketing anyways
· Marketing is a set of organizational practices to plan for and present an organizations or services in ways that build effective costumer relationships
· Marketing decision has financial implications

· Marketing is not
i. Just about buyers, sellers exchanging money for good/services
ii. About making a profit (ex. Advertisement of blood donation)

· Marketers must address the ethical implications of their actions on society in general
· Marketing exchange of value
i. Fundamental purpose of marketing is to create value for both firm and customer
ii. Value is essence (what u get for what u give)
iii. Firms offer customers something in excess of what other suppliers/competitors offers
iv. Firms must understand how each aspect product service creates value for customers

Marketing (ex. Apple, Samsung) 
· Marketing occurs in many settings
· Marketing helps create value
· Marketing is about satisfying customer needs and wants
· Marketing entails an exchange of value between parties
· Marketing requires product price place and promotion decisions
· Marketing can be performed by both individuals and organization

Production sales marketing value based marketing

Marketing mix: the four P’s
· Product: the thing itself Includes brand size quality features packaging warranty
· Promotion: the communication activities of marketing
· Used to inform, persuade and remind of potential buyers
· Used to influence their opinions or elicit a response

· Price: is everything the buyer gives up in exchange for the product. (Ex. Time money energy)

· Place: all activities necessary to get the product to the right costumer when that costumer wants it
Target market
· Product
· Creating value
· Product/service
· Brand
· Size
· Quality
· Features
· Packaging warranty
· Promotion
· Communicating value
· Advertising
· Sales promotion
· Personal selling
· Public relations
· Direct marketing
· Electronic media
· Price
· Transacting value
· List price
· Discounts
· Allowances
· Costs
· Payment period
· Credit terms
· Place
· Delivering value
· Marketing channels
· Distribution intensity
· Locations: retailers, online
· Supply chain
· Logistics


Marketing shaped by external forces
· Consumer
· Company 
· Competition
· Corporate partners
· Culture
· Demographics
· Social
· Technology
· Economic
· Political/legal

Marketing strategy
· Define the mission
(ex heart and stroke foundation, volunteer-based health charity, reduce heart strokes)
· Analyze the situation
· Identify opportunities
· Implement the marketing mix (4 P’s)
· Evaluate performance
Planning phase


i. Business mission and objective
ii. Situation analysis (SWOT)
iii. Identify opportunities (segmentation, targeting, positioning)Strategic assesment

iv. Implement marketing mix (product, price, place, promotion
v. Evaluate performance using marketing metricsEvaluate



The strategic marketing process
· After strategic assessment decide;
· How resources need to be allocated
· How plans 

Tools for developing marketing strategy 
· SWOT analysis
· Internal to the organization
· Good: Strength (ex. manufacturing capability brand name distribution)
· Bad: Weakness (ex. cost structure sales force prices)

· External to the organization
· Good: Opportunity (ex technology, free trade)
· Bad: Threat: ex strong competitor, change in consumer interest

· BCG analysis (Boston consulting group portfolio analysis)

· Market product analysis
· Current products
· Current markets: market penetration
· New markets: market development
· New products
· Current markets: product development
· New markets: product diversification
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