ADM 2320 – Final Exam Review

Chapter 9

Core Concepts
Types of Products
· Specialty Products/Services – customers show a strong preference (Bike riders with the Trek Madone 6 Series)
· Shopping Products/Services – customers spend a fair amount of time comparing alternatives (kitchen appliances) 
· Convenience Products/Services – customers spend no time researching (bread, soup, etc)
· Unsought Products/Services – do not normally think about buying (life insurance)

Breadth - # of product lines
Depth - # of categories in product line

Change Product Mix Breadth
- # of different products offered
· Increase – capture new or evolving markets, increase sales, and compete in new venues
· Decrease – changing market conditions, internal strategic priorities

Change Product Line Depth
- Offering competing products in same category
· Increase – increase sales/profits
· Decrease – can ruin sales of current brands

Value of Branding (Brands…)
· Facilitate Purchasing
· Establish loyalty
· Protect from competition
· Reduce marketing costs
· Assets
· Impact market value

Branding Overview
Brand Equity
· Brand awareness – consumers prefer brands they already know
· Perceived value
· Brand associations
· Brand Loyalty – consumers less sensitive to price, marketing costs lower, firm insulated from competition

Brand Ownership Strategies
· Manufacturer or National Brand
· Store or Private Label – products developed by retailers
· Generic

Brand Name Strategies
· Corporate (Family) Brand
· Corporate and Product Line Brand
· Individual

Brand Dilution
· Evaluate fit
· Evaluate consumer perception of core brand, seek extensions with same attributes
· Refrain from extending brand name to too many products
· Extensions too distanced from original brand?

Cobranding 
· Attracting consumers of one brand to the other
Packaging
· Can help determine success of product
Product Labeling
· Info determined by regulations, certain terms convey meanings


Chapter 10

Core Concepts
Unique Characteristics Affecting Service
· Intangible
· Using cues, atmosphere, images
· Inseparable
· Product & consumption simultaneous
· Little time to test before buy
· Lower risk by offering warranties
· Inconsistent
· I.e. Service inconsistency
· Inventory (Perishable)
· I.e. once plane departs, unsold seats are lost revenue

Service Gap
· Knowledge gap
· Knowing what customers want
· Expectations based on knowledge and experience
· Vary depending on type of service & situation
· Standards gap
· Setting service standards
· For quality, developing systems to ensure high-quality service
· Delivery Gap
· Delivering service quality
· Reduce delivery gaps by…
· Empowering employees
· Providing support & incentives
· Use of technology
· Communication Gap
· Communicating service promise
· Manage customer expectations
· Promise only what you can deliver
· Communicate service expectations

Service Recovery
· Increase…
· Listen to customer
· Often customer just wants someone to listen
· Resolve problem quickly
· Provide fair solution




Chapter 11 

Key Concepts
Five C’s of Pricing
· Company Objectives
· Profit Orientation
· Maximize profits
· Sales Orientation
· Increasing sales (market share)
· Competitor Orientation
· Match price of competitors wish to be compared with
· Customer Orientation
· Matching price to customer expectations
· Customers
· Elastic (sensitive)/Inelastic (insensitive)
· Elasticity affected by…
· Cross-price elasticity – demand for one product generates demand for another
· Substitution
· Income Effect
· Customers less sensitive to price for necessities
· Costs
· Variable Costs
· Fixed Costs
· Total Costs
· Break-even point = fixed cost / earning per unit
· Competition
· Monopoly
· One firm controls market
· Ie. hydro ottawa
· Oligopolistic
· Several firm control market
· Ie. cable tv
· Monopolistic
· Several firms selling diff. products at diff. prices
· Many firms competing for customers ie. toys
· Pure
· Many firms selling items at same price
· Ie. soft drinks
· Channel members
· Manufacturers, wholesalers and retailers have diff. perspective on pricing

Pricing Strategies
· Cost-Based Methods
· Competitor-Based Methods
· Value-Based Methods
· Improvement value method – ie. new, improved laptop
· Cost of ownership method – ie. solar panels

New Product Pricing
· Price Skimming
· Start high price, lower over time
· Market Penetration Pricing
· Low price, higher units sold
· Helps firms build market share, but consumers must be price elastic

Psychological Factors Affecting Pricing
· Reference Pricing
· Internal / External referencing
· Everyday Low Pricing
· Saves search cost of finding lowest price
· High/Low Pricing
· Provides thrill of chase for lowest price
· Odd Prices (.99)
· May suggest good deal, low quality, etc.
· Price-Quality Relationship
· Using price as indicator of quality

Pricing Tactics
· B2B Tactics
· Seasonal Discounts
· Get buyers to purchase early
· Cash Discounts
· Discount for early payment
· Allowances
· Advertising 
· Listing
· Quantity Discounts
· Cost less to sell more (manufacturer)
· Uniform Delivered vs. Geographic Pricing
· Impact of shipping cost
· Consumer Tactics
· Price Lining
· Establish price floor/ceiling, set prices inbetween
· Easy comparison
· Price Bundling
· Combination of products
· Encourages sale of slow-moving items
· Leader Pricing
· Entice consumer with popular item
· Consumer Price Reductions
· Markdowns
· Quantity Discounts
· Seasonal Discounts
· Coupons and Rebates

· Deceptive or Illegal Price Advertising
· Deceptive reference prices
· Loss leader pricing
· Bait and Switch
· Predatory pricing
· Price set low to drive competitor out
· Price discrimination
· Price fixing
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Key Concepts
Distribution Components
· Supply Chain
· Sequence of firms required to create/deliver goods to final consumer
· Logistics Management
· Flow of raw materials & finished goods from point of origin to final consumption
· Distribution Channel
· Companies that transfer ownership of goods from producer to consumer at point of consumption

Functions Preformed by Intermediaries
· Transactional
· Buying
· Risk taking
· Promotion
· Selling
· Logistical
· Physical distribution
· Storing
· Facilitating
· Gather information
· Financing

Channel Structure
· Direct Distribution
· Manufacturer  Consumer
· Indirect Distribution
· Manufacturer  Retailer  Consumer
· Manufacturer  Wholesaler  Retailer  Consumer
· Multichannel Distribution
· I.e. Hallmark - has company owned stores, uses catalogues and also sells through retailers

Distribution Intensity
· Intensive
· I.e. soft drinks
· Exclusive
· I.e. luxury goods
· Selective
· I.e. medicine


Vertical Marketing Systems
· Independent or conventional supply chain
· Contractual
· Administered
· Corporate
· Cooperation naturally greater

Marketing Flow Material
· Flow 1 (Customer to Store) 
· Scan a UPC code for milk
· Flow 2 (Store to Buyer) 
· Walmart Trainyards tells Corporate Walmart they need more milk
· Flow 3 (Buyer to Manufacturer) 
· Corporate Walmart tells the manufacturer they need more milk
· Flow 4 (Store to Manufacturer) 
· Walmart Trainyards tells the manufacturer they need more milk)
· Flow 5 (Store to Distribution Centre) 
· the store communicates with the distribution center about delivery times
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Key Concepts
Types of Retailers
· Food retailers
· General merchandise retailers
· Department stores
· Discount
· Specialty
· Drugstores
· Category specialists
· Off-Price retailers

 General merchandise retailers
· Department
· Broad variety, deep assortment
· Discount
· Broad variety, low price
· Specialty
· Limited merchandise, small store
· Drugstores
· Pharmaceuticals
· Category specialists
· Discount with narrow/deep assortment
· Off-Price retailers
· Inconsistent assortment, low price

Wheel of Retailing
1. Outlet starts with low prices, low margins, low status
 time passes, outlet adds services
2. Outlet now has higher prices, higher margins, higher status
 outlet adds more services
3. Outlet now has still higher prices, still higher margins, still higher status
4. New form of outlet enters retailing environment with characteristics of Step 1

Channels for Selling to Customers
· Store Channel
· Browsing
· Touching and feeling products
· Personal service
· Cash and credit payment
· Entertainment and social interaction
· Instant gratification
· Risk reduction
· Kiosk Channel
· Broader selection
· Access to items online that are out of stock in store
· Access to wish lists and gift registries
· Access to loyalty program information
· Catalogue Channel
· Convenience
· Information
· Safety
· Internet Channel
· Broader Selection
· More information to evaluate merchandise
· Personalization
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Key Concepts
The Communication Process
· The Sender (Firm)
· Transmitter encodes message
· Communication channel (Media)
· Receiver (Consumer) decodes message
· Noise from environment & feedback interfering (purchase, complaint, etc.)

Integrated Marketing Tools
· Advertising
· Personal Selling
· Use of salesman
· More expensive but can add value
· Sales Promotions
· Can be aimed at both end-users and channel members
· Direct Marketing
· 4 defining characteristics
· Targeted
· Motivates action
· Measurable
· Can provide info for marketing database
· (I.e. Direct mail/email, catalogues, direct response TV, kiosks)
· Public Relations
· “Free” media attention
· Cost of other media grown, PR becoming more important
· Electronic Media
· Blog
· Online Game
· Text Messaging
· Social Media

Steps in Planning an IMC Campaign
1. Identify Target Audience
2. Set Objectives
a. Push Strategy – using marketing channels to ‘push’ product through to sales channels
b. Pull Strategy – interest created in target audience who then demand product
3. Determine Budget
4. Convey Message
5. Evaluate and Select Media
a. Mass and Niche Media
b. Choosing the Right Medium
c. Determining the Advertising Schedule
i. Continuous – soda, Flighting – seasonal goods, 
Pulsing – need to increase advertising during periods of high/low demand 
6. Create Communication
7. Assess Impact

Budgeting Methods
· Objective and Task
· Competitive Parity
· Percentage-of-Sales
· Affordable Budgeting

Conveying Messages
· The Message
· The Appeal
· Emotional Appeal
· Rational Appeal
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Core Concepts
AIDA
· Awareness
· Gain attention of consumer
· Interest
· 
· Desire
· Take consumer from ‘liking’ to ‘wanting’
· Action
· Lagged Effect – delayed response to marketing campaign 

Advertising Objectives
· Informative
· Educate consumers on product
· Early stages of product life cycle
· Persuasive 
· Motivate consumers to take action
· Growth and early maturity stages of product life cycle (competition most intense)
· May be used in later stages to reposition brand
· Reminder
· Remind or prompt re-purchase
· After product gains awareness

Focus of Advertisements
· Product-Focused
· Institutional

Consumer Sales Promotion
· Coupons
· Deal
· Premium
· Contest
· Sweepstakes
· Sampling
· Loyalty Program
· Point-of-Purchase Display
· Rebates
· Product Placement

Types of Trade Sale Promotions
· Discounts and Allowances
· Co-operative Advertising
· Sales Force Training 

Personal Selling Process
1. Generate and Qualify Leads
· Cold calling, telemarketing
2. Preapproach
· Set goals for what’s to be accomplished
3. Sales Presentation and Overcoming Objectives
4. Closing the Sale
5. Follow-Up

B2B Buying Process
1. Need Recognition
2. Product Specification
3. RFP Process
4. Proposal Analysis and Supplier Selection
5. Order Specification
6. Performance Assessment

Impact of Technology on Personal Selling
· Instant access to customers
· Training more effective
· Less time order tracking
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Core Concepts
Components of a Country Market Assessment
· Political/Legal
- Do any legal restrictions complicate entering the market? 
· Tariff
· Quota
· Boycott
· Exchange Control
· Trade Agreement
· Economic Analysis
- What is the state of the nation’s economy?
· General economic environment
· Market size and population growth
· Real income
· Socio-Cultural Analysis
- How do cultural factors affect business opportunities?
· Power Distance – accept social inequality
· Uncertainty Avoidance – relies on orderliness
· Individualism – dependence on groups
· Masculinity – dominant values are male-oriented
· Time Orientation – short VS long-term orientation 
· Technology and Infrastructure
- To what degree do consumers in the market use technological innovations?
· Transportation
· Distribution channel
· Communication
· Commerce

Economic Analysis
[bookmark: _GoBack]- Whether market offers firm an attractive target
· General Economic Environment
· Real Income
· Market Size & Population Growth

Trade Agreements
· European Union
· North American Free Trade Agreement
· Central American free Trade Agreement
· Mercosur
· Association of Southeast Asian Nations

Global Entry Strategies
· Exporting
· Franchising
· Strategic Alliance
· Joint Venture
· Direct Investment
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