Marketing Midterm Review Notes – Lectures 1-6
Lecture 1
Marketing – “the organizational function and a set of processes that subject to constraints, attempts to establish mutually satisfying product exchange relationships between any two interested parties.”
Interested parties: places, properties, organizations, information, ideas, goods, services, experiences, events, persons
Product exchange relationships: 

Marketing View of a Product:

Needs:  difference between a consumer’s actual and some ideal or desired state
Wants:  desire to satisfy needs in ways that are influenced by culture and society
Benefits: outcome sought by a consumer that motivates buying behaviour
Needs: 
· Stated needs
· Real needs
· Unstated needs
· Secret needs


Evolution of Business: Marketing missions pre-1945 to Today

Evolution in marketing thought:  production  product  selling  marketing
The Marketing Concept:  identify and satisfy customer needs while making a profit
Marketing realities of today:
· Information clutter
· Declining brand loyalty 
· Consumer cynicism
· Need for knowledge
· Internet based customization
· Globalization
Business Today:  Relationship building
· Super-fast marketing – Motorola, TD Bank, Levi-Strauss
· Super-value marketing
· Guarantee marketing – warranty, service contracts, extraordinary guarantees
· Network marketing
· Synergistic marketing
· Marketing engineering
· Upside down/crowd marketing
Most admired companies:  Home Depot, Walmart, FedEx, Toyota, Loblaws, Starbucks, Apple
Consumer satisfaction  Consumer relationship
Investment in products  Investment in customers
Market segmentation  Customer analysis
Short-term profit max. Long-term wealth max.
A 5% increase in customer retention can significantly increase profitability:  25% on bank deposits, 85% on car servicing.
A 2% rise in customer retention has the same effect on profitability as a 10% reduction in overheads.

Attracting and Retaining Customers:
· Forming strong customer bonds – listen to the customer voice, create superior offering, reward employees
· Adding financial benefits – frequency programs
· Adding structural ties – long-term contracts, lower price for higher volume, long-term service
What is driving relationship marketing?
· Technology
· Need for real-time marketing research
· Need for real-time dialogue with clients
· Need for integrating marketing with design and manufacturing
· Need for integrated communications
· Need for knowledge
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CORPORATE MARKETING STRATEGY
1. Industry Outlook – where is the industry going?
Key factors: recent trends, developments, forces; experience, gut feel, inspiration and role
2. Corporate Goals and Values – a corporations institutional standards of behaviour
Importance: building corporate brand, source credibility, leadership, public relations, crisis management
3. Corporate Vision and Mission – within industry outlook; mission statement
Defining the corporate mission:  what is our business? What is of value to the customer? What do we aspire to become
4. Corporate Positioning/Image/Branding
Positioning – how we want to be seen by stakeholders in terms of what we do
Ex. Trustworthy, caring, innovative, traditional, practical
Image – how we want to be seen in terms of what kind, ex. Are we a premium, value, or economy player, cutting edge vs. trailing edge
Branding – an active campaign to establish an awareness of the corporation, its name, its desired positioning and image, and to create positive affect for the corporation
5. Corporate Growth Through New Market Development
· Global firms offering better products or lower prices
· Company discovers that some foreign markets present higher profit opportunities than the domestic market
· The company needs a larger customer base to achieve economies of scale
· The company wants to reduce its dependence on any one market
· The company’s customers are going abroad and need servicing
Product Market Expansion Grid
	
	Existing Products
	New Products

	Existing Markets
	Market Penetration
	Product Development

	New Markets
	Market Development
	Diversification



6.  (
High
)The Business Portfolio: Strategic Business Units (SBUs) – single business that can be planned for separately with its own competitors and managers
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[bookmark: _GoBack]Levels of planning: 
· Strategic planning
	Performed by top management
	Focus on firms overall objectives and strategy 
· Tactical Planning
	Performed by middle managers
	Focus on specific brand or SBU
	Details specific marketing tactics (merchandise, pricing, advertising etc)


The marketing mix: 

1. Product – quality, features, options, style, brand name, packaging, size, warranty, returns 
2. Price- list price, discounts, allowances, payment period, credit terms 
3. Promotion- advertising, personal selling, sales, promotion publicity
4.  Place- channels, coverage, locations, inventory, transport 



Marketing strategy questions: 
-Who are our customers?
-What does our target market want?
-Can you provide what they want? 
-Scan the environment? 
-The right marketing mix? 
-Risks/contingencies 
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Culture adaptive, value laden, cumulative, learned

Cultural dimensions
-space, colours, symbols, time, values, norms, customs 

How do we acquire values? 
· Enculturation
	Process of learning the value systems of one’s own culture 
· Acculturation
	Process of learning the value syste of another culture. 
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Why marketers’ research: 
· to help make decisions
· to gain knowledge and understanding
· for political purposes
· to increase comfort - you may already know but want to make sure
· to be more successful 

Ex. cigarette packed changed to have warnings gorier and larger 

Sources of information: 
Primary and secondary research
Primary internal data, government sources, commercial sources 

Types of research: 
· Exploratory research: explains an idea before doing actual research (explore ideas) 
· Descriptive research: surveys, interviews, mystery shopping. Defines how things exist at a present time and gives you a prediction. 
· Casual research: cause and effect relationship ex. Relationship between X (independent) and Y (dependent), people’s height(x) and income (y)

Statistical analysis most common in market research 
Factor analysisall factors that affect sales 
Cluster analysisgroups of people, segmentations- common characteristics within a group
Discriminatedifferences in behaviour/characteristics between groups of people EX. Men and women 


Survey research: 
-people lie on surveys, make up things

Random sampling anyone, equal chance 
Stratified sampling divide sample into categories and then take a random sample ex. women over 40 *more common then random sampling 
Block samplingdifferent samples for every zone for example 

3problems: 
Generalization/ external validity: non response bias: low response rate
Sampling error: wrong people being included, not the target market 
Measurement error:  the way the question is asked/ worded.  EX: do you go to church? 

Proctor and gamble tremor seeding panel creating waves in market
Alpha-popskids that are opinion leaders and provide info and ideas 
Data mining looking at all kinds of relationship EX. Wal-Mart, best buy

Spurious correlations/patterns in data:
 EX. Observe someone brushing their teeth at night for 100 days, one day you cant see them but are sure that they will do the same thing. 
-Wrongful conclusion- brushing teeth cures insomnia
-incorrect causal relationship 

Mechanical observation research: how people perform tasks 
Proxemics study of special arrangements 
Kinesics body language, body in action 

Projective technique: instant coffee 
Post-war women entering labour force, husbands didn’t like the flavours of the Instant coffee. Product was a failure 
1954: new marketing technique  
A: traditional coffee  vivid picture of women, big house, 3-4 kids, ideal family 
B: instant coffee not ideal family, working women, horrible

*New campagne introduced “life style advertising” showing good housewives and sales skyrocketed
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UCS:  unconditional, stimulus     UCR: unconditional response	
^
I
CS: conditional, stimulus   CR: Conditional response
EX: dog bell food commercial 

EX: UCS women UCS good feeling
^
I
     CS car CS good feeling    Therefore car stimulates good feeling
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Maslow’s hierarchy of needs
1. Self actualization (self fulfilment)
2. Personal (prestige, status, ego)
3. Social (love friendship, belonging)
4. Safety (security, shelter)
5. Physiological (water, food, sleep, sex)

Socio cultural influences 
· Personal influence (opinion leaders, word of mouth)
· Reference groups
· Family influence 
· Social class
· Subcultures 

Decision making process:
1. Activation
2. research & evaluation
3. Intention
4. decision
5. consumption
6. outcome

Decision making process: 
· Extensive problem solving
-high risk, high involvement, much information needed, infrequently purchased EX. a house
· Limited problem solving
-concept utilization EX. buying a new TV
· Routine response behaviour
-low involvement, low risk, inexpensive, little info needed, frequently purchased EX. Milk, cigarettes



Step 1: Problem recognition 
-The trigger that prompts a consumer to seek a product or service 

Step 2: Information research
-seek facts to make a reasonable decision
-may use variety of sources (EX. Ask a friend) 

Step 3: Alternative evaluation 
-narrow down choices
-use evaluation criteria to compare competing alternative 

Step 4: Purchase decision
-select product that best suits wants and needs
-choice may be complicated and involve difficult tradeoffs
-consumer may use heuristic `rules of thumb` to simplify decision (EX. Brand loyalty, country of origin)

Step 5: Post-purchase behaviour
-Reflects on how good choice was
-feels satisfied or dissatisfied 
-may influence future behaviour 

Cognitive deshenence Assure the consumer that they have done the right thing by purchasing their product  EX. Wal-Mart- returns policy
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Branding
A brand is a name, a term, a symbol, or any other unique element of a product that identifies ones firms’ product and sets them apart from the competition.

Brand identification: 
Brands, brand name, trade mark, generic name, individual brand, private brand, national brand, packaging

Private brands better control over the product
National brands manufactures brand. Belongs to company that manufactured the product

Roles of brands:
· identify maker
· simplify product handling
· organize accounting
· offer legal protection
· signify quality
· create barriers to entry
· serve as a competitive advantage 
· secure price premium 
*make sure that it is easy to recognize, pronounce and understand 
*importance of packaging: Packaging promotionprotectionreuse of packaging

Companies now rely less on humans/celebrities for advertisement and more on animals, mascots etc
EX. Jessica Simpson is a spokes person for pizza hut, but she is allergic to most of the ingredients that are in a pizza.   

Brand personality
· Authenticity
· Youth
EX. Starbucks used to call themselves the third place ``home, office, Starbucks`` Now they are losing their authenticity 
-baristas don’t know the customers names
-they do not make conversation
-most people grab their coffee to go
-massive demand
*Starbucks is stuck because they cannot leave the demand to go to authenticity or they will lose growth









Core benefit of service


Packaging, Quality, Features, Brand Name


Installation, Delivery and Credit, After-sale Service, Warranty









Pre-1945
Demand > Supply
Production


1945-mid1960s
Supply=> Demand
Sales


Mid1960s-early1970s
Supply > Demand
Marketing orientation


1970s-1990s
Marketing Concept
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