Chapter 1

Marketing Process
1. Understanding the Marketplace and Customer Needs
· Hierarchy of needs
· Physiological needs  safety needs  social needs  esteem needs  self-actualization needs
· Need – a state of felt deprivation
· Want – the form of human needs take as shaped by culture and individual personality
· Demands – wants which are backed by buying power
· Market offerings – some combination of products, services, information, or experiences offered to a market to satisfy a need or want
· Marketing myopia – focusing only on existing wants and losing sight of underlying consumer needs
· Customer value and satisfaction expectations
· Customers – value and satisfactions
· Marketers – set the right level of expectations, not too high, not too low
· Exchange – the act of obtaining a desired object from someone by offering something in return
· Markets – the set of actual and potential buyers of a product
· Suppliers  company  marketing intermediary  consumers  company
· Suppliers  competitors  marketing intermediaries  consumers 
· Major environmental forces are suppliers and consumers
2. Design Customer-driven strategy
· Marketing Management – the art and science of choosing…
· Market segmentation – refers to dividing the markets into segments of customers
· Target marketing – refers to which segments to go after
· Demarketing – marketing to reduce demand temporarily or permanently; the aim is not to destroy demand but to reduce or shift it
· Value proposition – the set of benefits or values a company promises to deliver to customers to satisfy their needs
· 5 Marketing Management orientations (from least customer focused to most)
· Production concept – the idea that consumers will favor products that are available or highly affordable
· Product concept – the idea that consumers will favor products that offer the most quality, performance, and features. Organization should therefore devote its energy to making continuous product improvements
· Selling concept – the idea that consumers will not buy enough of the firm’s products unless it undertakes a large scale selling and promotion effort

· Marketing concept – the idea that achieving organizational goals depends on knowing the needs and wants of the target markets and delivering the desired satisfactions better than competitors do
· Societal marketing – concept is the idea that a company should make good marketing decisions by considering consumers’ wants, the company’s requirements, consumers’ long term interests, and society’s long-run interests
3. Constructing integrated marketing plan
· The marketing mix is the set of tools (four p’s) the firm used to implement its marketing strategy
· Product
· Price
· Promotion
· Place
· Integrated marketing program – 
4. Building customer relationships
· The overall process of building and maintaining profitable customer…
· Customer-perceived value
· The difference between total customer benefits and total customer cost
· Customer satisfaction
· The extent to which a product’s perceived performance matches or exceeds a buyer’s expectations
· Relating with more carefully selected customers uses selective relationship management to target fewer, more profitable customers
· Relating more deeply and interactively by incorporating more interactive two way relationships through blogs, websites, online communities, and social networks
· Partner Relationship management – involves working closely with partners in other company departments and outside the company to jointly bring greater value to customers
5. Capture value from customers
· Customer lifetime value is the value of the entire stream of purchases that the customer would make over a lifetime of patronage
· Share of customer – the portion of the customers’ purchasing that a company gets in its product categories
· Customer equity – the total combined customer lifetime value
· Refer to chart in book “butterflies true friends”

What is marketing?
Understand the marketplace and customer needs and wants  design a customer-driven strategy  construct an integrated marketing plan that delivers value  build profitable customer relationships  capture value from customers

The New Marketing Landscape
· Challenges
· The digital age
· Rapid globalization
· Ethics and social responsibility
· Not-for-profit marketing

Check webct marketing myopia











































Lecture 2 – Principles of Marketing

Company and Marketing Strategy
· Objectives
· Explain companywide strategic planning and its 4 steps
· Discuss how to design business portfolios and develop growth strategies
· Explain marketing’s role in strategic planning and how marketing works with its partners to create and deliver customer value
· Describe elements of a customer-driven marketing strategy and mix the forces that influence it
· List the marketing management functions
Strategic Planning
· The process of developing and maintaining a strategic fit between the organization’s goals and capabilities and its changing marketing opportunities
· The mission statement is the organization’s purpose, what it wants to accomplish in the larger environment
· Market-oriented mission statement defines the business in terms of satisfying basic customer needs
· A clear mission statement acts as an “invisible hand” that guides people in the organization
· Business objectives
· Build profitable customer relationships
· Invest in research
· Improve profits
· Marketing objectives
· Increase market share
· Create local partnerships
· Increase promotion
· Designing the business portfolio
· The business portfolio is the collection of business and products that make up the company
· Portfolio analysis is a major activity in strategic planning whereby management evaluates the products and businesses that make up the company
· The best business portfolio is the one that best fits the company’s strengths and weaknesses to opportunities in the environment
· Strategic business unit (sbu) is a unit of the company that has separate mission and objectives that can be planned separately from other company business
· Strategic planning
· Identify key businesses (strategic business units, or SBUs) tht make up the company
· Assess the attractiveness of its various SBUs
· Decide how much support each SBU deserves
· Problems with matrix approaches
· Difficulty in defining SBUs and measuring market share and growth
· Time consuming
· Expensive
· Focus is on current businesses, not future planning ***
· Product/market expansion grid
· Market penetration is a growth strategy increasing sales to current market segments without changing the product
· Market development is a growth strategy that identifies and develops new market segments for current products
· Product development is a growth strategy that offers new modified products to existing market segments
· Diversification is a growth strategy through starting up acquiring businesses outside the company’s current products and markets
· Downsizing is the reduction of the business portfolio by eliminating products or business units that are not profitable or that no longer fit the company’s overall strategy
· Value chain is a series of departments that carry out value-creating activities to design, produce, market, deliver, and support a firm’s products
· Value delivery network is made up of the company, suppliers, distributers, and ultimately customers who partner with each other to improve performance of the entire system

































Lecture 3 

Developing an Integrated Marketing Mix
· Product
· Variety, quality, design, features, brand name, packaging, services
· Price
· List price, discounts, allowances, payment period, credit terms, channels
· Promotion
· Advertising, personal selling, sales promotion, public relations
· Place
· Channels, coverage, assortments, locations, inventory, transportation, logistics

Managing the marketing effort
· SWOT analysis
· Strengths, weaknesses, opportunities, threats
· Marketing plans include: 
· Executive summary, etc.
· Implementation
· Process that turns strategies into marketing actions that accomplish strategic marketing
· Control
· Involves evaluating the results of marketing strategies and plans and taking corrective action
· Return on Marketing investment: (marketing roi) the net return from a marketing investment divided by the costs of the marketing investment. 
· FORMULA to calculate return on investment
· (Marketing gain-cost)/cost * 100
· bringshare website
· Marketing metric dashboards
· Extremely useful for monitoring your marketing efforts, but only as good as the quality of your input data
Chapter 2 Case
· Trap-ease America
· Invented new mousetrap which doesn’t use poison or crush mouse, is much more humane 
· Things that I want to know
· What is the size of the mousetrap market?
· Who buys mousetraps?
· What kinds do they buy?
· What prices are charged for various types?
· How are mousetraps typically sold?
· What needs do current mousetraps fill?
· What needs do current mousetraps not fill?
· How do consumers typically deal with their mouse problems?
· Answering these questions will give marketers a better “feel” for the challenges facing them
· Has Martha identified the best target market for trap-ease? What other segments might the firm target?
· Describe the current marketing mix for trap-ease. Do you see any problems with this mix?
· Product: the product traps a mouse and keeps its alive until it is released or suffocated
· Price: 5 to 10 times more expensive than traditional traps
· Promotion: trade show appearances and limited advertising
· Place: distribution through national chains

Chapter 4

Sustainable marketing
· Marketing needs of consumers while preserving the ability of future generations o meet their needs
Social criticisms of marketing
· Complaint: 
· Prices are too high due to high costs of:
· Distribution
· Advertising and promotion
· Excessive mark-ups
· Response:
· Intermediaries are important and offer value
· Advertising informs buyers of availability and merits of a brand
· Consumer’s don’t understand the cost of doing business
· Complaint: 
· Companies use deceptive practices that lead customers to believe they will get more value than they actually do. These practices fall into three categories:
· Deceptive pricing
· Deceptive promotion
· Deceptive packaging
· Greenwashing: making companies seem like they are more environmentally friendly than they actually are
· Marketers response:
· Support legislation to protect consumers from deceptive practices
· Guidelines to prevent “green washing” (competition bureau)
· Complaint:
· Salespeople use high-pressure selling that persuade people to buy goods that they had no intention of buying
· Response:
· Most selling involves building long-term relationships and valued customers. High-pressure or deceptive selling can damage these relationships
· Complaint:
· Products have poor quality, provide little benefit, and can be harmful
· Response:
· Good marketers realize there is no value in marketing shoddy, harmful, or unsafe products
· Complaint
· Produces cause their products to become obsolete and change consumers’ concepts of acceptable styles to encourage more and earlier buying
· Response:
· Planned obsolesce is really the result of competitive market forces leading to ever-improving goods and services
· Customers like style changes and want the latest innovations
· Complaint:
· Marketers serve disadvantaged customers poorly. Some retail companies “redline” poor neighborhoods and avoid placing stores there
· Response:
· The people are poor, etc
· 






































Consumer actions to promote sustainable marketing
· Consumerism is the organized movement of citizens and government agencies to improve the rights and power of buyers in relation to sellers
· Environmental sustainability is getting profits while helping to save the planet
· Corporate Marketing ethics: 

Chapter 3
· The marketing environment: includes the actors and forces outside marketing that affect marketing management’s ability to build and maintain successful relationships with customers
· The marketer should conduct a SWOT analysis, by which it evaluates the company’s strengths (s), weaknesses (w), opportunities (o), and threats (t)
· The goal is to match the company’s stren
· Microenvironment: actors or elements in an organization's immediate area of operations that affect its performance and decision making freedom. These factors include competitors, customers, distribution channels, suppliers, and the general public
· Know definition of publics for the exam
· Publics: any group that has an actual or potential interest in or impact on an organizations ability to achieve its objectives
· Suppliers
· Provide the resources to produce goods and services
· Treated as partners to provide customer value
· Types of marketing intermediaries
· Resellers
· Physical distribution firms
· Marketing services agencies
· Financial intermediaries
· 5 types of customer markets
· Consumer
· Business
· Reseller
· Government
· International
· Competitors
· Firms must gain strategic advantage by positioning their offerings against a competitors’ offerings
· Macroenvironment: larger societal forces that affect the microenvironment – demographic, economic, natural, technological, political and cultural forces
· Demographic environment
· Generation X includes people born between 1965 and 1976
· High parental divorce rates
· Cautious economic outlook
· Less materialistic
· Family comes first
· Lag behind on retirement savings
· Millennials (gen y or echo boomers) include those born between 1977 and 2000
· Confortable with technology
· Includes: tween (8-12), teens (13-19), young adults (20’s)
· Marketers are becoming more diverse
· International 
· National 
· Includes:
· Ethnicity
· Gay and lesbian
· Disabled
· Natural Environment: involves the natural resources that are needed as inputs by marketers or that are affected by marketing activities
· Trends:
· Shortages of raw materials
· Increased pollution
· Increased government intervention
· Environmental sustainable strategies
· Political environment: consists of laws, government agencies, and pressure groups that influence or limit various organizations and individuals in a given society
· Economic environment: consists of factors that affect consumer purchasing power and spending patterns
· Economic environment
· Changes in income
· Value marketing involves ways to offer financially cautious buyers
· Cultural environment: consists of institutions and other forces that affect a society’s basic values, perceptions, and behaviors
· Core beliefs and values: are persistent and are passed on from parents to children and are reinforces by schools, churches, businesses, and government
· Secondary beliefs and values: ..
·   
· DEPESTS
· Demographic
· Environment
· Political
· Economic
· Social
· Technological


Chapter 5
· Consumer insights are:
· Fresh and deep insights into customer needs and wants
· Difficult to obtain
· Not obvious
· Customer’s unsure of their behavior
· Not derived from more information but better information and more effective use of existing information
· Marketing information systems (MIS): consists of people and procedures for:
· Assessing the information needs
· Developing needed information
· Helping decision makers use the info for customers
· Internal databases are electronic collections of consumer and market information obtained from data sources within the company network
· Information collected from different sources within the company, and stored within..
· CRM consists of sophisticated software and analytical tools that integrate customer information from all sources, analyze it in depth, and apply the results to build stronger customer relationships
· Marketing intelligence is the systematic collection and analysis of publicly available information about consumers, competitors, and developments in the marketplace
· Marketing research is the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization
· Marketing research process
· Helps to know what you are looking for
· 3 types of marketing research
· Exploratory research
· Descriptive research
· Casual research
· Secondary data consists of info that already exists somewhere, having been collected for another purpose
· Primary data consists of info gathered for the special research plan
· Sample is a segment of the population selected for marketing research to represent the population as a whole
· Who is to be studied
· How many people should be studied?
· How should the people be chosen?
· Observational research involve gathering primary data by observing relevant people, actions, and situations
· Ethnographic research involves sending trained observers to watch and interact with consumers in their natural environment
· Survey research is the most widley used method and is best for descriptive information – knowledge, attitudes, preferences, and buying behavior
· Flexible
· People can be unable or unwilling to answer
· Gives misleading or pleasing answers
· Privacy concerns
· Experimental research is best for gathering casual information – cause and effect relationships
· Requires many controls
· Focus groups
· Six to 10 people with a trained moderator
· Challenges
· Expensive
· Difficult to generalize from small groups
· Consumers not always open and honest
· Neuromarketing
· Analyze your brain






Chapter 6

The buyer decision process
· Occurs when the buyer recognizes a problem or need triggered by:
· Internal stimuli
· External stimuli
· Personal sources – family and friends
· Commercial sources – advertising, internet
· Public sources – mass media, consumer organizations
· Experiential sources – handling, examining, using the product
Charateristics affecting consumer behavior
· Word of mouth influence and buzz marketing
· Opinion leaders are people within a reference group who exert social influence on others
· Also call influential or leading adopters
· Marketers identify them to use as brand ambassadors
· Online social networks are online communities where people socialize or exchange information and opinions
· Include blogs, social networking sites (facebook), virtual worlds (second life)
The buyer decision process
· How the consumers process information to arrive at brand choices
· From a marketers perspective it is important to highlight the features that are your products strengths in the information stage; if those features also benefit the consumer here is where your product will stand out
· The act by the consumer to buy the most preferred product or service
· The purchase decision can be affected by:
· Attitudes of others
· Unexpected situational factors
· The satisfaction or dissatisfaction that the consumer feels about the purchase
· Customer satisfaction is a key to building profitable relationships with consumers – to keeping and ….
· The larger the gap between expectation and performance, the greater 
The Buying Decision Process for New Products
· Adoption process is the mental process an individual goes through from first learning about an innovation to final regular use
· Stages include:
· Awareness
· Interest
· Evaluation
·  
·  
· People differ greatly in their readiness to try new products. In each product area, there are “consumption pioneers” and early adopters


Chapter 8
Market segmentation
· Involves dividing the market into smaller groups with distinct needs, characteristics, or behaviors that might require separate marketing strategies or mixes
· Multiple segmentation is used to identify smaller, better-defined target groups
· Geodemographic segmentation is an example of multivariable segmentation that divided groups into consumer lifestyle patterns
· Intermarket (cross-market) segmentation divides consumers into groups with similar needs….
· To be useful, segments must be:
· Measurable
· Accessible
· Substantial
· Differentiable
· Actionable 
Market Targeting
· Segment size and growth
· Structural attractiveness
· Level of competition
· Substitute products
· Power of buyers/suppliers
· Company objectives and resources
· Undifferentiated (mass) marketing targets the same whole market with one offer
· Focuses on common needs rather than on what is different
· Differentiated (segmented) marketing targets several different market segments and designs separate offers for each 
· Goal is to achieve higher sales and stronger position
· More expensive than undifferentiated marketing
· Choosing a target market
· Depends on:
· Company resources
· Product life cycle
· Competitors marketing strategies
· Differentiation is actually differentiating the market offering to create superior customer value
· Product positioning is the way the product is defined by consumers on important attributes – the place the product occupies in consumers’ minds relative to competing products
· Perceptions
· Impressions
· Feelings
· Perceptual positioning maps show consumer perceptions of their brands versus competing products on important buying dimensions
Differentiation and Positioning
· Value proposition is the full mix of benefits upon which a brand is positioned
Chapter 7
Business Markets
· Business buyer behavior refers to the buying behavior of the organizations that buy goods and services for use in production of other products and services that are sold, rented, or supplied to others
· Business buying process is the process where business buyers determine which products and services are needed to purchase, and the find, evaluate, and choose among alternative suppliers and brands
· Business markets contain fewer but larger buyers
· Business buyer demand is derived from final consumer demand
· Demand in many business markets is more inelastic than in consumer markets
· Demand in business fluctuates more, and more quickly 
· Business purchases involve more buyers
· Business buying involves a more professional purchasing effort
· Business buyers face more complex buying decisions
· The business buying process is more formalized
· Buyers and sellers must work together and build long-term relationships
Business buyer behavior
· Straight rebuy is a business buying situation in which the buyer routinely reorders something without any modifications
· Modified rebuy is a business situation in which the buyer wants to modify product specifications, prices, terms, or suppliers
· New task is a business situation in which the buyer purchases a product or service for the first time
· Systems (solutions) selling involves the purchase of a packaged solution from a single seller
· Ex: dell offers data storage and management solutions
· Users are those that will use the product or service
· Influencers help to define specifications and provide information for evaluating alternatives
· Buyers have formal authority to select the supplier and arrange terms of purchase
· Deciders have formal or informal power to select and approve final suppliers
· Gatekeepers control the flow of information
· Problem recognition occurs when someone in the company recognizes a problem or need
· General need description describes the characteristics and quantity of the needed item
· Supplier search is the stage of the business buying process in which the buyer tries to find the best vendors
· Proposal solicitation is the process of requesting proposals from qualified suppliers
· Supplier selection is the process when the buying center creates a list of desired supplier attributes and negotiates with preferred suppliers for favorable terms and conditions
· Performance review involves a critique of supplier performance to the purchase terms and the decision to continue, modify, or drop the arrangement
· E-procurement refers to purchasing through electronic connections between buyers and sellers – usually online
· Reverse auctions involve putting a purchasing request online and inviting suppliers to bid for the business
· Company buying sites can be set up to post buying needs and invite bids, negotiate terms, and place orders
· Extranet links can direct procurement accounts with suppliers
· Advantages
· Access to new suppliers
· Lower costs
· Speeds order processing and delivery
· Disadvantages
· Can erode relationships as buyers search for new suppliers 
· Security
Institutional and government markets
· Government markets are government units – federal, provincial, or territorial, and municipal – that purchase or rent good and services for carrying out the main functions of government
· Tend to favor domestic suppliers and require suppliers to submit bids and normally award to the lowest bidder
· Carefully monitored
· Good credit
· Non-economic factors
· Minority suppliers
· Depressed suppliers
· Small business
· 











Chapter 9
What is an offering?
· Product is anything that can be offered in a market for attention, acquisition, use, or consumption that might satisfy a need or want
· Services are any activity or benefit that one party can offer to another that is essentially intangible and does not result in the ownership of anything
· Experiences represent what buying the product or service will do for the customer
Product and Services Decisions
· Brand is the name, term, sign, or design – or a combination of these - that identifies the maker or seller of a product or service
· Brand equity is the differential effect that the brand name has on consumer response to the product and its marketing
· Copying “trade dress” – designing products, packaging, labels, etc. to visually mimic popular brands in the hopes of confusing the consumer
· “Zombie” brands – reviving dead or dormant brands that still have significant brand equity in consumer minds
Brand Marketing
· Organization marketing consists of activities undertaken to create, maintain, or change attitudes and behavior of target consumer or publics toward an organization
· Person marketing consists of activities undertaken to create, maintain, or change attitudes and behavior of target consumers toward particular people
· Place marketing consists of activities undertaken to create, maintain, or change attitudes …
· Social marketing is the use of commercial marketing concepts and tools in programs designed to influence individuals’ behavior to improve their well-being and that of society
Brand Strategy: Building Strong Brands
· Brand represents the consumer’s perceptions and feelings about a product and its performance. It is the company’s promise to deliver a specific set of feature, benefits, services, and experiences consistently to the buyers
· Brand strategy decisions include:
· Product attributes
· Product benefits
· Product beliefs and values
· National brands (manufacturer’s brands) are created by the manufacturer
· Store brand (private brands) are brands created and owned by a reseller of a product or service
· Licensing uses previously created names or symbols for a fee
· Co-branding is the practice of using the established brand names of two different companies on the same product
· Line extension involves extending an existing brand name to new forms, colours, sizes, ingredients, or flavors of an existing product category
· Brand extension involves extending an existing brand name to new product categories
· Multibrands are additional brands introduced in the same product category
· New brands are brands created when entering a new product category for which none of the current brand names are appropriate
Branding pitfalls
· Perceived incongruity
· Brand your extending doesn’t match up with parent brand
· Over-saturation erodes credibility
What is a product?
· Convenience product 
· Shopping products are consumer products and services that the customer compares carefully on suitability, quality, price, and style
· Furniture
· Cars
· Appliances
· Specialty products are consumer products and services with unique characteristics or brand identification for which a significant group of buyers is willing to make a special purchase effort
· Medical services
· Unsought products are consumer products that the consumer does not know about or knows about but does not normally think of buying
· Life insurance
· Funeral services
· Blood donations
· Industrial products are products purchased for further processing or for use in conducting a business 
· Classified by the purpose for which the product is purchased
· Materials and parts
· Capital
· Raw materials
· Capital items are industrial products that aid in the buyer’s production or operations
· Materials and parts include raw materials and manufactured materials and parts usually sold directly to industrial users
· Suppliers and services include operating supplies, repair and maintenance items, and business services
Product and Service Decisions
· Product and service attributes  branding  packaging  labeling  product support services
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Chapter 12
Supply chains and the value delivery network
· Supply chain “make and sell” view includes the firm’s raw materials, productive inputs, and factory capacity
· Demand chain “sense and respond” view suggests that planning starts with the needs of the target customer, and the firm ….
· Value delivery network is the firm’s suppliers, distributors, and ultimately customers who partner with each other to improve the performance of the entire system
· Upstream partners include the raw material suppliers, components, parts, information, finances, and expertise to create a product or service
· Downstream partners…
· Marketing (distribution) channels are sets of independent organizations that help make a product or service available for use or consumption by the consumer or business user
· Intermediaries offer producers greater efficiency in making goods available to target markets. Through their contacts, experience, specialization, and scale of operations, intermediaries usually offer the firm more that it can achieve on its own.
The Nature and importance of marketing channels
· From an economic view, intermediaries transform ..
· Channel levels are layers of intermediaries that perform some work in bringing the product and its ownership closer to the final buyer
· Direct marketing channel refers to a marketing channel that has no intermediary levels
· Indirect marketing channels contain one or more intermediary levels
Channel behavior and organization
· Marketing channel consists of firms that have partnered for their common good with each member playing a special role
· Channel conflict refers to disagreement over goals, roles, and rewards by channel members
· Horizontal conflict – conflict on the same level of the channel
· Vertical conflict – conflict between multiple levels
· Conventional distribution systems consist of one or more independent producers, wholesalers, and retailers. Each separate business seeks to maximize its own profits, even at the expense of 
· Vertical marketing system (VMSs) provide channel leadership and consist of products, wholesalers, and retailers acting as a unified system
· One channel member owns the others, has contracts with them, or has so much power that they must all cooperate
· Corporate vertical marketing system
· Contractual vertical marketing system
· Administered vertical marketing systems
· Contractual vertical marketing system consists of independent firms at different levels of production and distribution who join together through contracts to obtain more economies or sales impact that each could achieve alone. The most common form is the franchise organization
· Administered vertical marketing system has a few dominant channel members without common ownership. Leadership comes from size and power
· Horizontal marketing systems are when two or more companies at one level join together to follow a new marketing opportunity. Companies combine financial, production, or marketing resources to accomplish more than any one company could alone
· Disintermediation occurs when product or service producers cut out intermediaries and go directly to final buyers, or when radically new types of channel intermediaries displace traditional ones





























Chapter 13 – Retailing and Wholesaling
Wholesaling
· Includes all activities involved in selling goods and services to those buying for resale or business use
· Selling and promoting involves the wholesaler’s sales force helping the manufacturer reach many smaller customers at lower cost
· Buying assortment building involves the selection of items and building of assortments needed by their customers, saving the customers work
· Bulk breaking involves the wholesaler buying in larger quantities and breaking into smaller lots for its customers
· Warehousing involves the wholesaler holding inventory, reducing its customers’ inventory cost and risk
· Transportation involves the wholesaler providing quick delivery due to its proximity to the buyer
· Financing involves the wholesaler providing credit and financing suppliers by ordering earlier and paying on time
· Risk bearing involves the wholesaler absorbing risk by taking title and bearing the cost of theft, damage, spoilage, and obsolescence
· Market information involves the wholesaler providing information to suppliers and customers about competitors, new products, and price developments
· Management services and advice involves wholesalers helping retailers train their sales clerks, improve store layouts, and set up accounting and inventory control systems
· Types of wholesalers
· Merchant wholesalers
· The largest group of wholesalers and include:
· Full-service wholesalers who provide a full set of services
· Limited service wholesalers who provide few services and speciali
· Brokers
· Wholesalers who do not take title or goods and whose function is to bring buyers and sellers together and assist in negotiation
· Agents
· Wholesalers who represent 
· Manufacturers’ sales branches and offices
· A form of wholesaling by sellers themselves rather than through independent wholesalers
· Marketing mix decisions
· Product
· Focus on more-profitable products and find a mix of services most valued by target customers
· Price
· Cut margins on some lines to win important new customers or get special price breaks from suppliers to turn into an increase in supplier sales
· Promotion
· Need to develop an overall promotion strategy and make greater use of supplier promotion materials and programs
· Place
· Choose locations, facilities, and web locations carefully
· Challenges
· Resistance to price increases
· Lack of suppliers
· Changing customer needs
· Adding value by increasing efficiency and effectiveness































Chapter 11
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
Factors to consider when setting prices
· Understanding how much value consumers place on the benefits they receive from the product and setting a price that captures that value
· Value-based pricing
· Uses 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
· Cost-based pricing is product driven
· Good-value pricing
· Offers the right combination of quality and good service to fair price
· Existing brands are being redesigned to offer more quality for a given price or the same quality for less price
· Good value is not the same as low price
· Everyday low pricing involves charging a constant everyday low price with few or no temporary price discounts
· High-low pricing involves charging higher prices on an everyday bases 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 building pricing power
· Pricing power is the ability to escape price competition and to justify higher prices and margins without losing market share
· Cost-based pricing involves setting prices based on the costs for producing, distributing, and selling the product plus a fair rate of return…
· Fixed costs are the costs that do not vary with production or sales levels
· Rent
· Heat
· Interest
· Executive salaries
· Variable costs are the costs that vary with the level of production
· Packaging
· Raw materials
· Total costs are the sum of all fixed and variable costs for any given level of production
· Average cots is the cost associated with a given level of output
· Experience or learning curve is when average cost falls as production increases because fixed costs are spread over more units
· 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
· Break even pricing is the price at which total costs are equal to total revenue and there is no profit
· Target profit pricing is the price at which the firm will break even or make the profit it’s seeking
· Customer perceptions of value set the upper limit for prices, and costs set the lower limit
· Companies must consider internal and external factors when setting prices
· Target costing starts with an ideal selling price based on consumer value considerations and then targets costs that will ensure that the price is met
· Organizational considerations include:
· Who sets the price
· Who can influence the price
· Before setting prices, the marketer must understand the relationship between price and demand for its products
· Under pure competition, the market consists of many buyers and sellers trading in a uniform commodity
· Under monopolistic competition, the market consists of many buyers and sellers who trade over a range of prices
· Under oligopolistic competition, the market consists of a few sellers who are highly sensitive to each other’s pricing and marketing strategies
· Under pure monopoly, the market consists of one seller
· The demand curve shows the number of units the market will buy in a given period at different prices
· Normally, demand and price are inversely related
· Higher price = lower demand
· For prestige (luxury goods), higher prices can equal higher demand when consumers perceive higher prices as higher quality
· 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 e 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
· Product line pricing takes into account the cost differences between products in the line, customer evaluation of their features, and competitors’ prices
· Optional-product pricing takes into account optional or accessory products along with the main product
· Captive-product pricing involves products that must be used along with the main product
· Two-part pricing involves breaking the price into:
· Fixed fee
· Variable usage fee
· By-product pricing refers to products with little or no value produced as a result of the main product. Producers will seek little or no profit other than the cost to cover storage and delivery
· Product bundle pricing combines several products at a reduced price
· Discount and allowance pricing reduces prices to reward customer responses such as paying early or promoting the product
· Discounts are straight reductions in price on purchases during a stated period of time
· Allowance is promotional money paid by manufacturers to retailers in return for an..
· Segmented pricing is used when a company sells a product at two or more prices even though the difference is not based on cost
· Types of segmented pricing are:
· Customer segment pricing is when different customers pay different prices for the same product or service
· Product-form segment pricing is when different versions of the product are priced differently but not according to differences in cost
· Location pricing is when the product sold in different geographic areas is priced differently even though the cost is the same
· Time pricing varies by the season, the month, the day, and even the hour
· Psychological pricing occurs when sellers consider the psychology of prices and not simply the economics
· Reference prices are prices that buyers carry in their minds and refer to when looking at a given product
· Noting current prices
· Remembering past prices
· Assessing the buying situations
· Promotional pricing is when prices are temporarily priced below list price or cost to increase demand 
· Loss leaders
· Special event pricing
· Cash rebates
· Low-interest financing
· Longer warranties
· Free maintenance
· Geographical pricing is used for customers in different parts of the country or the world
· FOB-origin pricing
· Uniformed-delivered pricing
· Zone pricing
· Basing-point pricing
· Freight-absorption pricing




Chapter 11 – Pricing
Price Changes
· Price cuts occur due to: 
· Excess capacity
· Increase market share
· Price increase from:
· Cost inflation
· Over-demand
· Lack of supply
· Buyer reactions:
· Price increases
· Product is “hot”
· Company greed
· Price cuts
· New models will be available
· Models are not selling well
· Quality issues
· Price fixing: sellers must set prices without talking to competitors
· Predatory pricing: selling below cost with the intention of punishing a competitor or gaining higher long-term profits by putting competitors out of business
· Retail (or resale) price maintenance is when a manufacturer requires a dealer to charge a specific retail price for its products
· Deceptive pricing occurs when 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 results when firms employ pricing methods that make it difficult for consumers to understand what price they are really paying













Chapter 14 – Integrated Marketing Communications Strategy
The Promotion Mix
· Advertising is any paid form of non-personal presentation and promotion of ideas, goods, or services by an identified sponsor
· Broadcast
· Print
· Internet
· Outdoor
· Sales promotion is the short-term incentives to encourage the purchase or sale of a product or service
· Discounts
· Coupons
· Displays
· Demonstrations
· 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
· Press release
· Sponsorships
· Special events
· Web pages
· 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
· Direct Marketing involves making direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relationships – through the use of direct mail, telephone, direct-response television, e-mail, and the internet to communicate directly with specific consumers
· Catalogues
· Telemarketing
· 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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