Chapter IV

Marketing and Society
Marketing causes prices to be higher due to the 3 factors:
· high cost of distribution(intermediaries charge prices beyond the value of their service, resellers justify it by saying that intermediaries do the job that otherwise would have to be done by manufactures or consumers, and markups reflect services that consumers want themselves(e.g. larger stores, longer opening hours))

· high ad and promotion cost (e.g. pills of the heavily promoted brand are sold for higher price then same pills of the generic brand; packaging adds psychological value to the product rather then functional; Marketers justify themselves by saying that brand name give buyers assurance of quality)


· excessive markups  (pills that cost 0,50 cents are sold for $2, high charges for funeral services and for auto repairs)

Deceptive Practices
Deceptive practices lead consumers to believe they will get more value than they actually do. ( falls into 3 groups: pricing, promotion and packaging)
-deceptive pricing: falsey advertising “factory” or “wholesale” prices
-deceptive promotion: misinterpreting products features or performance or making customers come to the store for a bargain and then say that it’s out of stock
-deceptive packaging: exaggerating package content, using misleading labels or describing size in misleading terms

High pressure selling 
When sales people push consumers to buy a product
Shoddy, Harmful, or Unsafe products
Product safety: sleeping pills may put you to sleep but can cause allergic reaction, depression or addiction.
Planned Obsolescence (устарелый)
Companies make their product in the way it becomes obsolete before they actually need replacement. By using materials or components that will brake, rot sooner than they should
Example: cars, clothing (constantly changing fashion, introduction of a new iphone)
Poor service to disadvantage consumers
National chain stores avoid poor neighborhoods
Insurance companies charge higher premiums to people with bad credit score, same with bank and higher interest rate
Subprime mortgages vs fixed rate

Marketing impact on society as a whole
-False wants and too much materialism, housleholds spend more than they earn on things that they do not really need to impress people around.
- Too few social goods
overselling of private goods at the expense of public goods. For example increase in auto owners (private good) requires more highways, traffic control, parking spaces. 
· Cultural pollution (billboards, commercials everywhere) 
Marketing impact on other businesses:

Can harm other companies and reduce competition (acquisition of competitors, marketing practices that create barriers to entry, unfair competitive marketing practices)
Firms are harmed and competition is reduced when companies expand by buying out their competitors (FIDO and Rogers)
On the other hand competition can be good b/c it can lead to lower cost and lower prices;
Unfair practices: set prices below cost threaten to cut off business with suppliers, or discourage buying competitors, product; predatory  pricing

CHAPTER I
Marketing is managing profitable customer relationships, main goal is to attract new customers and keep old ones satisfied; satisfying customer needs in a socially responsible and ethical manner.
Marketing Process: 
1) Needs (basic), wants (shaped by society) and demands(backed by buying power wants become demands)
2) market offerings (products, services, experiences)
3) value and satisfaction
4) exchanges and relationships (retain customers and grow their business with the company)
5) markets (set of potential and actual buyers of a product)
*Marketing myopia –focusing on product itself more than on its benefits; when sellers forget that product is only a tool to solve a consumer problem

Designing a customer driven marketing strategy
-selecting customers to serve ( divide market into segement, and seleting which one/s to go after) 
*demarketing during peak usage period companies try to reduce # of customers or shift demand, for example reduce power usage

· value proposition (how the company will serve targeted customers? How to differentiate its product and position itself in the market) Value proposition – set of benefits and values it promises to deliver
e.g BMW promises “the ultimate driving machine”

Marketing Management orientation
Five concepts to design and carry out marketing strategies:
1) Production ( product should be available and highly affordable=> focus on distribution efficency)
2) Product (should offer the most in quality, performance and innovation=> making continuous product improvements)
3) Selling (in order to sell product must undertake heavy promotion and selling=>practiced with unsought goods (insurances, give blood)
*inside out perspective( focuses on produc, sales and profit
4) Marketing ( achieving organizational goals depends on knowing the needs and wants of target markets and delivering desired satisfaction better than competitors do=> customer centered approach, find right product for your customer)
*outside in perspective – focusing on customers, generate profits by creating lasting customer relationships
5) Societal marketing (is a firm that satisfies immediate customer wants always doing whats the best in the long-run) Mark strategy should deliver value to customers in a way that it maintains or improves both consumer’s and societal well being

Marketing Mix: 4Ps 
Product (value proposition)
Price (how much)
Place  (how it will be available)
Promotion (persuade to buy)
The firm must blend this 4ps into a marketing program
Building Customer Relationships
1. Understanding the marketplace and customer needs
2. Designing a customer driven mark strategy
3. Constructing 
4. Building profitable customer relationships
CRM – customer relationship management (managing detailed info about each customer, to max customer loyalty)

Relationship Building blocks
-Customer  Perceived Value (customer evaluates differences between all the benefits and all the costs of a market offering relative to those of competing offers)
- Customer Satisfaction
depends on product’s perceived performance relative to buyer’s expectations
Customer Relationship Levels and Tools
-basic relationship ( relationship through brand-building ads, promotion) e.g P&G
- full partnerships ( in markets with a few customers and high margins) e.g P&G and Walmart 
- frequency mark program – rewards customers who buy frequently or in large amounts
- club marketing program – offers special benefits to members and create member communities e.g  Harley Davidson

Changing nature of customer relationship
Companies want to build more lasting, more direct relationships with their customers
· selective relationship management (best buy example)
· companies want to relate to customer in deeper, meaningful way ( through social media) e.g Nike example, running events, sales people keep track of customers records
Partner relationship management
-partners inside the company (firms are linking all departments together)
-marketing partners outside the firm (how marketers connect with their suppliers: distributors, retailers) supply chain- from raw materials to final products

Capturing Value form Customers:
Good customer relationship= satisfied customer=> creates loyalty and positive word of mouth 
Loosing a customer= loosing more than 1 sale
*customer lifetime value
-growing share of customer e.g banks wants to increase share of wallet (cross-sell) 
- building customer budget 
*customer equity is the total combined customer lifetime values of all of the company’s current and potential customers, more loyal the customer is better is for the company
- building right relationships with right customers



CAHPTER 3
THE MARKETING ENVIRONMENT

Marketing environment- actors and forces outside marketing that affect marketing’s management ability to build relationships with target customers.
Marketing environment:
-macro environment (larger societal force)
	- demographic (baby boomers, millenials, generation X)
	- economic (industrial economies(rich markets), subsistence economies ( consume most of their industrial and agricultural output), developing economies (India)* changes in income, spending patterns: as income increases the % spent on food declines,% on housing remains constant (except gas, electricity which decreases)and % devoted to savings increase)
	- natural (shortage of raw materials, pollution level (disposal of chemicals), government intervention)
	-technological
	- political (laws, gov’t agencies, legislations) Laws are generated to protect businesses from each other, promote fair competition, protect consumers from unfair business practices, protect interest of society
	- cultural



- microenvironment (actors close to company that affect its ability to serve the customers):
	-the company (taking all departments into account, marketing dept, financial, r&d, operations, accounting) should work in harmony all together
	- suppliers (provide resource needed by the company)
	- marketing intermediaries (help company promote, sell and distribute its product: resellers(distribution channel firms that help company to find customers(wholesalers, retailers), physical distribution firms( help to stock goods and move to diff destinations), marketing agencies and financial intermediaries(banks, insurance companies, help finance, evaluate risks) 
	- competitors (companies must gain strategic advantage  by positioning their product or services strongly against competitors in the consumer’s minds)
	- publics (any group that has an interest in impact on organization’s ability to achieve it’s objectives (financial publics (influence obtaining funds (banks, investment houses), media publics (news, radio, tv, newspapers, magazines), citizen-action (consumer organizations, environmental groups), gov’t (product safety, consumers rights, law and regulations), local publics (neighborhood residents, community orgs), general public (public’s image of the company), internal publics( workers, managers of the company)
	- customers (consumer market (individuals and households), business market (buy goods and services for further processing) reseller markets( buy goods and services to resell it after), gov’t markets (buy goods and services to produce public services), international markets (foreign buyers)




Competitive Strategies
-enterpreneurial marketing ( do not need to spend millions on ads)
-formulated marketing (as small companies achieve success they tend to move towards formal marketing)
- intrepreneurial marketing (companies need to refresh their strategies, get out there)
Basic competitive strategies by Porter:

Market leaders
Market Followers
Market Challengers
Market Nichers


CHAPTER II
STRATEGIC PLANNING AND MARKETING PROCESS

Strategic planning a plan for long-run survival, taking in account specific situation, opportunities, objectives and resources
1. Mission
Mission statement- a purpose of organization  should be clearly stated ( what is our business, who is the customer, what should our business do?)

2. Set company’s objectives and goals
Each manager should have objectives and be responsible for them
Designing Business portfolio
Business portfolio- collection of products and businesses that company has
Company needs no analyze its portfolio in order to decide which product/business needs to be downsized or which requires investment(growth)
*SBU strategic business unit – key business that make up the company
*Boston Consulting Group approach:
	-STAR (high-growth, high share business products)
	- Cash Cow(low growth, but established in the market produce a lot of profit)
	- ? (low share business unit that requires a lot of investement and  managers should think which can become a star and which one can be phased out)
	- Dogs (low growth, low share, generate enough to maintain itself but do not promise large amounts of $$$)

Developing strategies for growth and downsizing
Marketers need to identify, evaluate and select market opportunities:
· Product/market expansion grid:
1) Market penetration (opening outlets in a specific geographic area and then support it with advertising)
2) Market development identifying and developing new markets for its product
3) Product development – offering modified or new products to current market (e.g Tim Hortons introduced bagels, sandwiches, wraps to show that it is more than just doughnut shop)
4) Diversification  (can buy business outside of its current market)
5) Downsizing abandon product or market (when company enters market without proper research and it doesn’t work)

*Value chain- chain of all departments in the company, firm’s success depends on how well all departments coordinate with each other.
Marketing strategy- marketing logic by which company hopes to create customer value and achieve profitable relationships:
-segmentation and targeting (who it will serve)
- differentiation and positioning (how it will serve them)

Marketing Mix or 4Ps
Product (variety, quality, design, features, brand name, packaging, services)
Price (list price,discounts, allowances, payment period)
Place (location, assortment, channels, coverage, transportations, logistics)
Promotion (advertising, personal selling, sales promotion, pr)


	Market segmentation;
Dividing market into groups of buyers base on demographic, behavioral, geographic and psychographic factors. Market segment it is a group of consumers who respond in the same way to marketing efforts of the company. (e.g consumers who want the biggest car regardless the price, or consumers who care mainly about price)
Market targeting:
When company evaluates each of suitable segment and decides which one is/are the best to enter. 

Market differentiation and Positioning
*position is a place a product occupies in consumer’s mind comparing to the same/similar product of competitors. Positioning is making sure that product occupies a clear, distinctive and desirable place in target customer’s mind. 
*differentiation-  effective positioning begins with this. Company’s entire marketing program must support it’s position in the market.
 

4CS
Customer solution
Customer cost
Conveniece
Communication

Managing marketing process:
· Analysis *SWOT (strengths, weaknesses, opportunities and threats)
· Planning
· Implementation
· Control

CHAPTER 8
MARKET SEGMENTATION, TARGETING AND POSITIONING

1.Market Segmentation
	-Geographic (nations, regions, provinces etc)
	-Demographic (age, gender, family size, education, occupation,income, religion, ethnic orgins etc).
	- Psychographic (divides buyers into different social groups based on social class, lifestyle or personality chracteristics)
	- behavvoural (divides buyers into groups based on their knowledge, attitudes, uses or responses to a product: 1) group according to occasions when buyer get the idea to buy product 2)benefit thought – finding major benefits people look for in the product 3) user status (first time users, non users, ex-users) 4) usage rate (light, medium and heavy product users) 5)loyalty status )
To be useful market segments must be:
1. Measurable (for example hard to measure left handed people in the USA)
2. Accessible (can be effectively reached and served)
3. Substantial ( large and profitable enough to serve)
4. Differentiable (segment is distinguishable and responds differently to different marketing programs)
5. Actionable ( effective program can be designed for attracting and serving the segment)
HOW COMPANIES EVALUATE AND SELECT WHICH SEGMENT TO SERVE

3 factors (size, growth, structural attractiveness, company objectives and resources)

Undifferentiated marketing (or mass marketing)
Focuses on what is common rather on what is different 
Ignore market segments and target the whole market

Differentiated Marketing 
Firm decides to target several market segments and design separate offer for each
Concentrated marketing or niche marketing
A strategy when firm goes for a large share of one or a few segments or niches

Micromarketing
Tailoring each product and marketing programs to suit the tastes of specific individuals and locations. It includes local marketing ( tailoring brands and promotions to the needs of local customer groups such as cities, neighborhoods) and individual marketing (tailoring products and mark programs to the needs and preferences of individual customers)
When company is chosing a marketing strategy it needs to consider company resources, product variability , product life-cycle stage, market variability and consider competitor’s marketing strategies


DIFFERENTIATION AND POSITIONING
A company should develop a unique selling position  for each brand and stick to it
Important 
Distinctive
Superior
Communicable
Preemptive competitors cant easily copy the difference
Affordable
Profitable

Positioning strategies
· More for more (apple)
· More for the same ( offering comparable quality but at a lower price)
· Same for less (walmart)
· Less for much less (hotels which do not have pool, restaurants etc but charge less)
·  More for less 
Example of positioning statement : To busy, mobile professionals who need to always be in the loop, BB is a wireless connectivity solution that gives you an easier , more reliable way to stay connected to data, people ad resources while on the go.


CHAPTER VI
CONSUMER MARKET AND CONSUMER BEHAVIOR

Factors affecting consumer behavior:
- Cultural (culture, subculture, social class)
 subculture (groups of people with shared value systems based on common life experiences and situations)
- Personal factors (age, life-cycle stage, occupation, economic situation, lifestyle, personality and self-concept)
- Psychological factors (motivation, perception, learning, beliefs and attitudes)

Types of buying behavior
· Complex buying behavior (high involmetn ex. Computer)
· Dissonance reducing behavior (high involment)
· Habitual behavior ( low involvment, ex. Salt)
· Variety seeking (brand switching occurs for the sake of variety)

Stages in the adoption of a product process:
· awareness
· interest
· evaluation
· trial
· adoption

CHAPTER V
MARKETING RESEARCH AND INFORMATION SYSTEM


Customer insight- fresh understandings of customers and the marketplace derived from marketing information that becomes the basis for creating customer value and relationships

Developing marketing info:
· internal data (electronic collections of consumer and market information obtained from data sources within the company’s network)
· marketing intelligence is the systematic analysis of publicly available info about consumers, competitors, and developments in the market place.  The goal is to make strategic decisions 

Marketing research process:
1. defining the problem and research objectives
2. developing the research plan for collecting information
3. implementing the research plan – collecting and analyzing data
4. interpreting and reporting findings
Research approaches – surveys, observations, experiments


CHAPTER IX
Product and Services Strategy
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