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· CHAPTER 1

· MARKETING: CREATING AND CAPTURING CUSTOMER VALUE

· Marketing Process

· Definition of Marketing

· Social and Managerial Process by which Companies Create Value for Customers and Build Strong Customer Relationships to Capture Value from Customers in Return

· Marketing Process 

· A series of actions and operations that gradually generate changes towards a particular result (INPUT – OUTPUT)

· Understanding the Market

· Research Consumers and Marketplace

· Manage Marketing Information and Customer Data

· Design a Customer Driven Strategy

· Select Customers to Serve (Segmentation/Targeting)

· Decide on a Value Proposition (Positioning) – Core Need

· Construct a Marketing Program

· Product and Service Design

· Pricing: Create Real Value

· Distribution: Manage Supply and Demand Chains

· Proposition: Communicate Value Proposition

· Build Profitable Relationships (Consumer Delight)

· Customer Relationship Management (Consumers)

· Partner Relationship Management (Marketing Partners)

· Capture Value from Customers

· Create Satisfied, Loyal Customers

· Capture Customer Lifetime Value

· Increase Share of Market and Share of Customer

· Understanding the Marketplace (Needs/Wants)

· Needs

· State of Felt Deprivation

· Maslow’s Hierarchy of Needs (   )

· Physiological (Hunger, Thirst)

· Safety (Security, Protection)

· Social (Feelings of Belonging, Love)

· Esteem (Self-Esteem, Recognition, Status)

· Self-Actualized (Self-Development, Realization)

· Core Need

· Satisfied by a Product/Service

· Additional Needs (Build upon the Core Need)

· Development of Product Lines (Cross Income)

· Wants

· The form of Needs as Shaped by Culture and the Individual’s Personality
· Demands (Needs and Wants combined with Buying Power) 

· Perceived Value

· Perceived Benefit - Perceived Cost

· Benefit (Design, Personal Image, Function)

· Cost (Price, Effort Needed, Time Consumption, Frustrations – Psychic Cost)

· Can be Manipulated by Advertisement

· Market Offerings
· Combination of Products, Services, Information, and Experiences

· Consists of Services, Activities, People, Places, Information 

· Consumer Satisfaction
· Set the right level of expectations (not too high, not too low)
· How Much Perceived differs from Expected Performance

· Level of Satisfaction

· Perceived Level – Expected Level

· + (Consumer is Satisfied) – (Consumer is Dissatisfied)

· Designing a Customer-Driven Marketing Strategy***
· Marketing Management
· Art and science of choosing target markets and building profitable relationships with them

· What customer will we serve?

· How can we best serve these customers?

· Market Segmentation Refers to dividing the markets into segments

· Target Market Refers to which segments to go after

· Demarketing Is marketing to reduce demand temporarily or permanently; the aim is not to destroy demand but to reduce or shift it
· Product Concept is the idea that consumers will favor products that offer the most quality, performance, and features. 

· Selling Concept is the idea that consumers will not buy enough of the firm’s products unless it undertakes a large scale selling and promotion effort
· Profits through sales volume

· Marketing Concept 

· Profits through customer satisfaction

· Societal Marketing  is the idea that company should make good marketing decisions by considering consumers’ wants, the company’s requirements, consumers’ long-term interests, and society’s long-run interests
· Building Customer Relationships

· Customer Relationship Management (CRM)
· Levels
· Basic Relationship
· Full Partnership
· CHAPTER 2

· COMPANY AND MARKETING STRATEGY
· Company Wide Strategic Planning

· Assumption **

· Company has Multiple Markets/Diverse Products

· Strategic Planning

· Develop and Maintain a “Strategic Fit” (Goals/Opportunities)

· Steps

· 1) Defining the Company Mission

· Company’s Purpose – Satisfying Customer Needs

· Acts as an Invisible Hand (Guides People)

· 2) Setting Company Objectives and Goals (Corporate)

· 3) Designing the Business Portfolio

· Collection of Businesses and Products

· Portfolio Analysis 

· Evaluate such Businesses and Products

· Identify Strategic Business Units (SBUs)

· Unit with Separate Mission

· Assign Strategic Roles to SBUs (BCG)

· Build (Increase Market Share HH)

· Hold (Preserve Market Share LH)

· Harvest (Increase ST Cash Flow LH)

· Digest (Sell or Liquidate LL)

· 4) Planning Marketing and Other Strategies 

· Growth/Downsizing Strategies

· Downsizing (Eliminating Products)

· Product/Market Expansion Grid

· Market Penetration (Existing P/M)

· Market Development (New Markets, EP)

· Product Development (New Products, EM)

· Diversification (New Markets and Products)

· Value Delivery Network

· Company, Suppliers, Distributors, Customer

· Marketing Mix

· Developing an Integrated Marketing Mix

· Set of Controllable/Tactical Marketing Tools used to Get Desired Response from Target Market

· Four P’s

· Product

· Price

· Place

· Promotion

· Managing Marketing Effort

· Analysis (SWOT)

· Streghts, Weaknesses, Opportunities, Threats

· Planning (Develop Plans)

· Implementation (Implement Plans)

· Control (Measure/Evaluate Results, Take Corrective Action)

· Marketing Return on Investment

· Net Return from Marketing Investment/Cost of Investment

· 1) Question Mark = high growth rate & low market share

When it (Oasis) started operating in Rajasthan, the market growth rate for mobile services was very high (like it still is) but since the operators just begun their operations it was having low market share.

2) Star = high growth rate & high market share

Soon, Oasis captured a good market share and since the market growth rate was still high, it smoothly went to the 'Star' category

3) Cash cow - low market growth rate & high market share

Now since today the growth rate in mobile service market is still high Oasis (now airtel) is in STAR stage of the matrix
Let us assume that - (1) after 5 years the market growth rate will decline as most of the people will have mobile phones and (2) government does not allow more operators in the state so Airtel (earlier Oasis) enjoys a large market share.
in this case when the market growth rate will be low and the market share of Airtel will be high - then Airtel will be in cash cow stage.

(4) Dog - Low market growth rate & low market share

Just like pagers went out of business when mobile phones came, it is also possible that after sometime we might have a technology that replaces mobile phones.
In that case for Airtel, the market growth rate will decline further and it will also loose its market share to the new technology, so obviously, with lesser market share and low market growth rate Airtel might end up as 'dog' in the matrix.


· CHAPTER 3
· Macro-Environment

· Demographics 
· Size

· Age

· Location

· Gender

· Race

· Occupation

· Density

· Culture (values, behaviors, perceptions)
· Core values are transferred from one generation to another

· Economic

· Technological

· Political (laws, patents)
· Natural

· Micro-Environment

· The company
· Top management

· Finance

· R&D

· Purchasing

· Operations

· Accounting

· Suppliers

· Provide resources to produce good and services

· Treated as partner to provide customer value

· Market intermediaries

· Resellers 

· Consumers

· Businesses

· Competitors

· Firms must position their offerings (G&S) against competitors’ offerings
· Publics
· Customers

· CHAPTER 5

· MARKETING INFORMATION TO GAIN CUSTOMER INSIGHT
· Important for Exam!
· Objectives

· Importance of Information

· Marketing Information Systems

· Marketing Research Process

· Marketing Information Systems

· Assessing Information Needs 
· Analyzing and Using Information

· Developing Needed Information

· Internal Databases

· Collected from Within the Company

· Marketing Intelligence

· Collection and Analysis of Information

· Proactive Approach with Market Environment

· Competitive Information

· Many Sources

· Marketing Research

· Marketing Research

· Design, Collection, Analysis and Reporting of Data

· Process

· Defining the Problem and Objectives

· Developing Research Plan (Information Collection)

· Implementing Research Plan (Collect/Analyze)

· Interpreting and Reporting the Findings

· Types

· Exploratory (Mostly Observation, key word ‘explore’)

· Managers often start with Exploratory( Causal or Descriptive

· Sources of Secondary Data is also used
· PMD

· GMID

· Observational Studies

· Ethnographic Research

· Consumers in “Natural Habitat”

· Descriptive (Describe a Population, Five “W”)

· Survey

· Flexible

· Respondent Errors/Unwilling

· Privacy Concerns

· Contact

· Mail, Online, Phone, Person

· Focus Groups (Moderator) 

· Causal (Effects of Changes – Causes)

· Experimentation

· Manipulate Variables, Observe Effects

· Control Extraneous Variables

· Useful for Action Recommendations

· Samples

· Simple Random (From Population) - P

· Stratified Random (From Different Groups) - P

· Clustered (From One Group) – P

· Convenience (Easiest Population Members) – NP 

· Quota (Prescribed Number of People) – NP 

· CHAPTER 6

· COMSUMER MARKETS AND CONSUMER BUYER BEHAVIOR

· Influencing Factors

· Cultural

· Culture

· Marketers have tried to Identify “Cultural Shifts”

· Canadian Social Values

· Balance between Individualism and Humanitarianism

· Tolerance of Diversity and Pluralism/Multiculturalism

· Secure Safety for All (Pensions, Health Care, UI)

· A Culture of Peace

· Subculture

· Regional, Ethnic, Founding Nations, Multilingual

· Social Class

· Lower (16), Working (38), Middle (44), Upper (3)

· Income, Occupation, Education, Wealth

· Social

· Reference Groups

· Membership Groups

· Aspiration Groups

· Online Social Networks

· Twitter, Facebook, Youtube, Linkedin

· Opinion Leaders (Influentials, Leading Adopters)

· Word of Mouth Influence – Buzz Marketing

· Family

· Most Important Consumer-Buying Organization

· Canadian Family Facts

· 70% of Women Work Outside the Home

· 40% of Food Shopping is Done by Men

· 20 Billion in Spending is Influenced by Children

· 300-400 Brand Names are Memorized by Children

· Roles and Status

· Personal

· Age and Life-Cycle Stage

· Youth, Starters, Builders, Accumulators, Preservers

· Occupation

· Economic Status

· Personal Income, Savings, Interest Rates

· Lifestyle

· Person’s Pattern of Living
· Measured with AIO (Activities, Interests, Opinions)

· Psychographic Segmentation

· Personality

· Choose Brands with Matching Personalities

· Key Brand Personality Traits (Brand Image)

· Sincerity (Down-to-Earth, Honest, Wholesome)

· Excitement (Daring, Spirited, Imaginative)

· Competence (Reliable, Intelligent, Successful)

· Sophistication (Upper Class, Charming)

· Ruggedness (Outdoorsy, Tough)

· Psychological

· Motivation

· Perception

· People Select, Organize and Interpret Information to form a Meaningful Picture of the World

· Selective Attention

· Screen Out Most Exposed Information 

· Selective Distortion

· Interpreting Information based on Beliefs

· Selective Retention 

· Remembering Information based on Beliefs

· Learning

· Beliefs and Attitudes

· Beliefs may be Positive, Negative or Neutral

· Beliefs are Variable based on the Situation

· May be Contradictory or Inaccurate

· Overall Brand Evaluation

· Feelings of Liking or Disliking a Brand

· Intention to Buy the Brand

· Action (Purchase, Delay Purchase, Etc.)

· Buying Decision Behavior

· Consumer Involvement

· High Involvement Products are Expensive and Risky

· Perceived Differences of Available Alternatives

· Four Types of Buying Behavior

· Complex (HI and Significant Differences)

· Variety-Seeking (LI and Significant Differences)

· Dissonance-Reducing (HI and Few Differences)

· Habitual (LI and Few Differences)

· Consumer Decision Process for High Involvement Products

· Need Recognition -> 

· Information Search -> 

· Sources of Information

· Personal Sources (Family, Friends)

· Commercial Sources (Advertising, Internet)

· Public Sources (Mass Media)

· Experiential Sources (Handling, Using, Examining)

· Evaluation of Alternatives -> 

· Purchase Decision -> 

· Postpurchase Behavior/Evaluation

· Relationship between Expectations and Performance

· Larger the Gap the Greater the Dissatisfaction

· Cognitive Dissonance

· Consumer Satisfaction

· Buying Decision Process for New Products

· Adoption Process 

· Awareness -> Interest -> Evaluation-> Trial ->Adoption

· Differences in Innovativeness

· Innovators and Early Adopters “Consumption Pioneers”

· Early Majority and Late Majority (Middle 68%)

· Laggards

· Product Characteristics on Rate of Adoption

· Relative Advantage

· Degree of Innovation superiority over Existing 

· Compatibility

· Degree of Innovation fitting Values of Consumer

· Complexity

· Degree of Difficulty of the Innovation

· Divisibility

· Degree of Trial prior to Purchase

· Communicability

· Degree of Describing Innovation to Others

· Value from Existing Customers

· Customer Retention vs. Customer Acquisition

· 6-7 Time More Likely to Acquire New Customers

· 5 to 95% Increased Profits if Increased Customer Retention

· Customer Acquisition is Most Important Marketing Objective

· Followed by Customer Retention and Brand Awareness 

· New Customer Costs

· Cost of Advertising/Promotion

· Price Sensitivity

· Personal Selling

· Setting up New Accounts

· Profits Generated from Satisfied Customers 

· Reduced Price Sensitivity

· Reduced Switching to Competitors

· Increased Referrals

· Increased Repeat Purchases
· Age Compression

· Children getting older at a younger age

· Desire products of older generations

· CHAPTER 8 Focus for exam!
· CUSTOMER DRIVEN MARKETING STRATEGY

· Market Segmentation

· Dividing Market into Segments

· Geographic

· Region, Country, City, Density, Climate

· Demographic

· Age, Gender, Family Size, Income, Occupation, Education

· Religion, Ethnic Origin, Generation, Family Life Cycle 

· Psychographic

· Social Class, Life Style (AIO), Personality

· Behavioral

· Occasions, Benefits, User Status (20/80), User Rates (Heavy)

· Loyalty Status, Readiness Stage, Attitude towards Products

· Multiple Segmentation Variables

· Geodemographic Segmentation

· Divide Groups

· Consumer Lifestyle Patterns

· In Different Geographic Areas

· Segmenting International Markets

· Geographic Location

· Economic Factors

· Political-Legal Factors (Monetary Regulations, Government)

· Cultural Factors (Language, Religion, Values, Habits)

· Cross-Market (Intermarket)

· Divides Consumers into Same Group from Different Countries

· Ex: Chinese, Indian, Russian University Graduates

· Effective Segmentation

· Measurable (Size, Purchasing Power, Profiles)

· Accessible

· Substantial (Large, Profitable Enough to Serve)

· Actionable (Effective Programs for Attracting and Serving)

· Differentiable

· Targeting

· Choose Market Segment to Target

· Evaluation Attractiveness of Various Segments

· Size, Growth Rate, Profitability, Competitors, Buyers

· Select the Segments to be Served

· Target Marketing Strategies

· Undifferentiated Marketing (Mass Marketing)

· One Offering for Whole Market

· Focus on Common Needs

· Differentiated Marketing (Segmented Marketing)

· Separate Market Offerings to Different Segments

· More Expensive, Generates Higher Sales than Above

· Concentrated Marketing (Niche Marketing)

· Large Share of One (very few) Segments

· Build Expertise and Brand Identity

· Requires less Resources than Above

· Micromarketing (Local or Individual Marketing)

· Tailoring Products to Needs of Individuals

· CUSTOMIZATION

· Choosing a Strategy

· Company Resources (Use Concentrated if Scarce)

· Product Variability (Differentiated Marketing if Variable)

· Product’s Life Cycle Stage

· (Undifferentiated when in Beginning stage)

· (Differentiated when in Maturity stage)

· Market Variability (Undifferentiated when homogenous) 

· Competitor’s Strategies (Similar)

· Differentiation (Use 4 P’s to differentiate)
· Differentiate Market Offering, Create Superior Customer Value

· Competitive Advantages

· Product Differentiation

· Service Differentiation

· Channel (distribution) Differentiation

· People Differentiation

· Image Differentiation

· Positioning (Brand image)
· Position Market Offering into Minds of Consumers

· Perceptions, Impressions, Feelings

· Use of Slogans and Logos

· Perceptual Positioning Maps

· Shows Consumer Perceptions of Various Brands 

· Important Benefits sought by Consumers

· Positioning Strategy

· Value Proposition

· Mix of Benefits on which the Brand is Positioned

· More, Same or Less for More, Same or Less

· More for More, More for the Same, More for Less

· The Same for Less, Less for Much Less

· Positioning Statement

· Summarizes Company or Brand Positioning

· For “Target Segment and Need” our brand offers “point” !!!

· CHAPTER 9

· PRODUCTS, SERVICES AND BRANDS: CREATING CONSUMER VALUE

· Product

· Definition (What a Product Provides)

· Image/Promise

· Brand Name/Unique Package and Color, Logo

· Expresses a Life Style (Provides Self-Expression)

· Association in Consumer’s Minds

· Levels of Products

· Core Product

· Core Benefits that Satisfy Core Needs

· Problem Solving Services or Benefits

· Actual Product

· Physical Parts of the Product

· Brand Name, Features, Design, Packaging

· Augmented Product

· Benefits that come with a product (ex: Phones( Good return policy, Regular Software updates)
· Further Increase the Value of the Product

· Delivery and Credit, Installation, Warranty

· Product Attributes

· A Feature permits a Function which provides a Benefit

· Product Modification involves changes in Attributes

· Features

· Physical Characteristics 

· Functions

· How the Product Performs 

· Benefits

· Benefits of Using the Product (Direct/Indirect)

· *Major Classifications of Products and Services

· Convenience Products

· Includes many Variety-Seeking and Habitual Products

· Products we want to Buy with Minimum Buying Effort

· Frequently Purchased, Low Price, Widespread (Extensive)
· Mass Promotion

· Shopping Products

· Complex Decision Products

· Information Search and Brand Comparison are Observed

· Consumers are Willing to Shop for It 

· Less Frequent Purchase, Higher Price, Selective Distribution,

· Advertising and Personal Selling

· Ex: Furniture, Cars, things you take the time to shop for

· Specialty Products

· Consumers specifically Ask and Search for them

· Exclusive Brand Image, Strong Brand Preference, High Price

· Strong Brand Preference, High Price, Exclusive Distribution,

· Carefully Targeted and Promoted (Producers/Resellers)
· Unsought Products

· Purchase is Unplanned and Sometimes Dreaded

· Purchase is due to Adversity rather than Desire

· Ex: Dentist, Coffin, Life Insurance, Crutches

· Little Product Awareness, Price Varies, Distribution Varies,

· Aggressive Advertising and Personal Selling
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· Industrial Products

· Purchased for Further Processing 

· Capital, Materials and Parts, Raw Materials

· Organization Marketing

· Activities undertaken to create, maintain, or change attitudes and behavior of target consumers towards particular organizations

· Political parties, 

· Person Marketing

· Activities undertaken to create, maintain, or change attitudes and behavior of target consumers towards particular people

· Kardashians, Celebrities, Athletes
· Place Marketing
· Activities undertaken to create, maintain, or change attitudes and behavior of target consumers towards particular places

· Las Vegas, New York
· Social Marketing

· Activities undertaken to create, maintain, or change attitudes and behavior of target consumers towards particular social responsibilities or charities
· Movember, March of Jerusalem
· *Discuss Decisions Regarding

· Individual Products and Services

· Product and Service Attributes: Features/Quality/Style and Design
· Quality Level

· Supports the products Positioning and Price

· Features

· Differentiation from competitors

· Style and Design

· Appearance of product, Ease of use, practicality

· Branding: Name, Sign (logo, slogan), Term, Design that Differentiates

· Brand Equity
· How a consumer will perceive the value of one brand over another brand (Value of Coke over Pepsi), are you willing to pay more for that brand?
· Packaging: Packaging design, Contents, Protects, Stores, Promotional Tool

· Labeling: Description, Instructions, Ingredients, Warnings

· Support Services: Interactive (Phone, Internet) E-Mail, Fax
· *Product Lines

· Product Line length

· Number of items in a product line (Head and shoulders has normal shampoo and dandruff shampoo)

· Targeting Strategy of Differentiated Marketing
· Meeting Different Needs around a Core Need

· Adding Attributes to a Base Product (Platform)

· Helps Capture Variety Seekers

· Blanket Names and Sub Names

· Tylenol and Tylenol – Cold and Sinus (Additions…)

· Group of Products that are Closely Related

· Function in a Similar Manner

· Sold to the Same Target Customer Groups

· Marketed through the Same Outlets

· Fall within Similar Price Ranges

· Derivatives of a Basic Platform

· Sizes, Types, Colors, Qualities, Prices, Attributes

· Line Stretching

· Adding Higher/Lower End Products

· Luxury vs. Economy/Flankers/Fighting Brands

· Line Filling

· Adding Products within the Present Price Range

· Product Mixes

· Width: Number of different products a company has

· Length: Total number of items the company carries within products lines

· Depth: Number of versions offered of each product in the line
· Product Assortment (Distribution Channels)
· Growth and Downsizing Related Decisions

· *Discuss Branding Strategy

· Brand Name

· Familiarity – Positive Associations (Coat Hanger)
· Suggests benefits and qualities

· Distinctive

· Easy to pronounce

· Translatable to the global economy

· Brand Equity

· Positive Effect of Brand Name

· Extent to Which Customers are Willing to Pay More for Brand

· Advantages

· High Consumer Awareness

· Strong Brand Loyalty

· Less Susceptible to Price Competition

· Building Stronger Brands

· Position Effectively

· Positioning in Terms of Beliefs, Lifestyle, Social Values, Emotions

· Select Brand Name

· Resonate the Intended Position

· Brand Sponsorship

· Manufacturer’s Brands (National) – BMW

· Private Brands (Store) – President’s Choice Products
· Issues

· Slotting Fees, Increased Profitability of Private Labels and Control of Shelf Space

· Licensing

· Using Established Brand Name on Your Product

· Provides Instant and Proven Brand Name

· Used Mainly in Apparel and Accessories

· Co-Branding

· Using Two or More Established Brand Names

· Same Product 

· Brand Development

· Line Extension: Existing Name, Existing Category

· Brand Extension: Existing Name, New Category

· Family Branding

· Umbrella Branding

· Multi Brands: New Name, Existing Category

· New Brands: New Name, New Category

· *Identify Four Characteristics of a Service

· Intangibility

· Cannot be Seen, Tasted, Etc. Before Purchase

· Improve: Provide Tangible “Signals” of Service Quality

· Inseparability

· Service cannot be Separated from Providers

· Improve: Communication of Customer Service Provider

· Variability

· Quality Depends on Providers (When, Where, How)

· Improve: Training (Reduce Variability in Qual/Quan)

· If I buy a coke it will taste the same every time I consume it, if I go to a restaurant the service can change each time

· Perishability

· Cannot be Stored for Later Sale or Use
· Improve: Manage Demand Better during Period of Slow Demand through Promotion, Reduce Cost of Service

· Airlines cannot store flight tickets to sale at a later date.

· Additional Considerations

· Product Decisions and Social Responsibility

· Food and Product Safety

· Hazardous Products

· Product Liability

· International Product and Service Marketing

· Standardization versus Local Adaptation

· Electrical Standards/Packaging

· Cultural Differences in Social Meanings

· Barriers to Trade

· CHAPTER 10

· NEW PRODUCT DEVELOPMENT AND PRODUCT LIFE-CYCLE
· Acquisition
· Buying a Company/Patent/License to Produce Other’s Product

· New Product Development

· Original Products, Improvements, Modifications, New Brands

· Failure

· No Unique Benefits, Poor Design, Incorrect Positioning, Wrong Timing, Wrong Price, Ineffective Promotion, Management Influence, High Cost, Competition

· Stages

· Idea Generation

· Internal Sources (ask employees to provide ideas and solutions to some problems for a product

· External Sources (Customers, Competitors, Suppliers, Outside design firms)

· Idea Screening (Drop Poor Ideas)

· Identify good ideas and drop poor ideas

· Concept Development/Testing 

· Product Idea

· Product Concept

· Product Image

· Marketing Strategy Development (Marketing Mix, Four P’s)

· Statement

· Description of the Target Market

· Value Proposition

· Sales and Profit Goals

· Business Analysis (Pro-Forma Statements)
· Review

· Sales, Costs, Profit Projections

· Satisfy Objectives?

· Estimate

· Financial Consequences

· Product Development (Design, Test, Modify Prototype)
· Research and development

· Test Marketing (Fine Tune 4 P’s) 

· Introduced into Realistic Marketing Settings

· Standard Test Markets 
· Small Number of Representatives

· Conduct Full Campaign

· Measure Results

· Controlled Test Markets

· Controlled Panels of Stores (Fee)

· Use Scanner Data

· Conducted by Drug/Food Companies

· Simulated Test Markets

· Virtual Reality Store Shopping

· Advantages/Disadvantages?
· Advantages: Less expensive, Faster, Restricts access by competitors

· Disadvantages: Not as accurate because of false conditions
· Commercialization (Introduce New Product)

· Regional Role-Out

· Where to Launch First? When to launch?

· Full Scale Launch

· Managing New-Product Development

· Customer Centered (Solving Customer Problems)
· Team Centered (Cross-Functional Development Teams)

· Systematic (Clear Policies and Procedures)
· Creating a Culture of Innovativeness

· *Product Life-Cycle (PLC) (Study the Objectives)
· Stages

· Product Development (Initial Loss $)

· Introduction (Loss $, Low Sales, Innovator Customers)

· Objective is to create product awareness and trial

· Growth (Positive $)

· Objective is to maximize Market Share, Advertising, Build intensive distribution

· Maturity (Sales Peak, High Profits but Low Growth)

· Objective is to Increase Promotion and Maximize profits. Try to use differentiation to make consumers buy your product instead of competitors
· Decline (Sales and Profits Drop)

· Customers are Laggards

· Objective is to reduce expenditure and milk whatever you can off the brand

· Reduce advertising and reduce promotion

· Strategies

· Market Modifying

· Increase Consumption of Current Product

· Looking for New Users/Segments

· Inventing New Uses for Products

· Product Modifying

· Changes Characteristics of Products

· Quality, Features, Style, Packaging

· Marketing Mix Modifying

· Improving Sales by Changing Elements

· Offer New/Improved Service

· Cut Prices

· Launch Better Promotion

· Move into New Marketing Channels

· Decline Stage

· Hold (Maintain Hoping Competitors Leave)

· Harvest (Reduce Various Costs)

· Divest (Drop Product from Line) 
· CHAPTER 11
· PRICING Review the Slides to re-do Notes)
· Price (Rate, Interest, Tuition, Salary, Wage)
· Sum of Values Exchanged by the Consumer for Benefits

· Only Marketing Mix Element that Produces Direct Revenue

· Characteristics

· Flexible

· Easily Imitated

· Dynamic (Historically) – Resurgence (E-Bay)

· Fixed (Recent – 1940’s)

· *Factors Affecting Pricing Decisions

· Costs

· Design a Product

· Determine Product Costs

· Set Price Based on Costs

· Convince Buyers of Product’s Value
· Consumer Perceptions of Value

· Assess Customer Needs/Value Perception

· Set Target Price to Match Perceived Value

· Determine Incurred Costs

· Design Product to Deliver Desired Value/Target Price

· Types

· Value at a Fair Price

· More Quality for a Given Price

· Same Quality for Less Price

· Value-Added Pricing

· Attach Value – Support High Price
· Internal/External Factors

· Internal

· Organizational Considerations

· Marketing Objectives
· Survival, Leadership, Profit Max

· Marketing Mix Strategy
· Costs

· Economies of Scale (S,M,L)

· Markup Price = (Unit Cost) / (1-Markup)

· Break-Even (Target Profit)

· BE Q = TFC/(Price-VC per Unit)
· Percentage of Market Share
· *Price Mix

· Product Line

· Setting Prices across Line

· Optional-Product

· Pricing Optional/Accessory Products 

· Captive-Product

· Pricing Products (Must Accompany)

· By-Product

· Pricing Low Value – Get Rid of It

· Product-Bundle

· Pricing Bundles of Products

· External

· Economy, Resellers, Government, Etc.

· Nature of Market/Demand and Competition
· Oligopolistic

· Small Number of Competitors

· Price Increases may not be Followed

· Monopolistic

· Differentiated through Positioning

· Prices Vary in Range (Depend – Demand)

· Pure Competition Competitive

· Individual Companies have no Price Control

· Narrow Range in Prices

· Missing one check the slides
· *Skimming Pricing
· High Price (More for More)
· Skim Max Revenues Layer/Layer

· Maximizing Revenues over Time

· Prada, Queue de Cheval

· Electronics (Price Decreases Quickly)

· Penetration Pricing 
· Low Price (Same for Less)
· Maximizing Market Share

· Economies of Scale
· H&M, Wal-Mart
· Attract Large Number of Buyers

· Competitive Parity

· Average Price (More for Same) 
· Price Adjustments

· Reasons

· Different Types of Customers

· Different Situations

· Strategies

· Discount

· Cash Discount

· Quantity Discount

· Seasonal Discount

· Functional Discount

· Trade for Functions

· (Advertisement, Logistics, Displays)

· Allowances

· Trade-In Allowances

· Promotional Allowances

· Segmented Pricing

· Customer Segment (Adults/Children/Students)

· Location Pricing (Beach/Market)

· Time Pricing (Cheapy Tuesdays/Weekend)
· Promotional Pricing

· Categories

· Special Event Pricing – Boxing Week

· Loss Leaders “Build Traffic”

· Cash Rebates/Low-Interest Financing

· Extended Warranties/Free Maintenance

· Price Matching Guarantee

· Limitations

· Damage Brand Image

· Price Wars – Easily Copied Strategies

· Customers Refuse Regular Prices

· Psychological Pricing

· Perceptions about Prices

· Prices may Contain Information for Consumer

· Consumers Interpret Price Changes

· Find out Consumers Reference Prices (Expected) !!!

· Price Changes

· Priced can Be Increased without Decreasing Nominal Price

· Dropping Discounts

· Shrunk (Smaller Product – Same Price)

· Less Expensive Ingredients

· Removing Product Features

· Unbundled Products

· CHAPTER 12

· MARKETING CHANELS – DELIVERING CUSTOMER VALUE

· Supply Chain and Value Delivery Network

· Supply Chain

· Upstream and Downstream (Channels) Partners

· Raw Materials, Components, Parts, Information, Finances

· Value Delivery Network

· Company, Suppliers, Distributers and Customers

· Overview of the Entire System 

· How Channel Members Add Value

· Intermediaries

· Members of the Channels of Distribution

· More Effective at Making Goods Available to Target Market

· Reduce Costs of Distribution (Specialization and Scale)

· Provide Demand Assortment and Time/Place Utility

· Critical Functions

· Information Gathering and Distribution

· Promotion

· Contact

· Matching (Shaping to Buyer’s Needs - Packaging)

· Negotiation (Reaching an Agreement on Prices)

· Physical Distribution

· Financing (Cover Costs of Channel Work)

· Risk Taking

· Chanel Behavior and Organization 
· Conventional Marketing Channel

· Producer – Wholesaler – Retailer – Consumer

· Channel Conflict

· Members confuse Roles, Activities, Responsibilities, Rewards

· Horizontal Conflict – Among Firms at Same Channel Level 

· Regional Distributers Disagreeing 

· Horizontal Marketing System

· Companies Join Together to Accomplish More

· Vertical Conflict – Among Firms at Different Channel Levels

· Manufacturer and Wholesaler Disagreeing

· Vertical Marketing System

· Producer/Wholesaler/Retailer all owned by the same company 

· Channel Design
· Analyze Buyer’s Needs (Person/Online, Assortment/Specialization)

· Identify Major Alternatives

· Intensive Distribution (Hundreds of Outlets)

· Exclusive Distribution (Limited Number of Dealers)

· Selective Distribution (Intermediaries willing to Carry Product)

· International Channels

· Adapt Channel Strategies to Existing Country Structures

· Nature and Importance of Marketing Logistics

· Marketing Logistics

· Physical Flow of Goods from Point of Origin to Consumption

· Inbound Logistics

· Suppliers - Company

· Outbound Logistics 

· Company – Resellers

· Functions

· Warehousing (Distribution Centers: Large, Automated)

· Inventory Management (Just-In-Time Systems)

· Transportation

· Logistics Information Management

· Third Party

· Outsourcing of Logistics to Third-Party Logistics Providers

· CHAPTER 14

· INTEGRATED MARKETING COMMUNICATION STRATGY (IMC)

· Marketing Communications Mix (Promotion Mix)

· 5 Components of the Promotion Mix

· Advertising

· Reach Large Masses

· Low Cost/Exposure

· Direct Marketing (Telemarketing, Direct Mail, Catalogs)

· Non-Public, Immediate Results, Customizable and Interactive

· Building Customer Relationships 

· Can be Expensive

· Public Relations

· More Believable than Advertising (Highly Credible)

· May be Executed at a Low Cost

· Sales Promotion

· Attract Attention, Dramatize and Boost Sales

· Offers Strong Incentive for Trial

· Easy to Imitate, Rewards Quick Response, Reduce Inventory

· Personal Selling

· Sales Force: Tradeshows, Sales Presentations
· Supplementary Tool to Compliment Direct Marketing (Web)

· *Steps in Developing Effective Communications

· 1) Identify Target Audience (What, How, When, Where, Who)

· 2) Determine Objectives - Stages of Buyer Readiness Model: 
· Awareness 

· Knowledge 

· Liking 

· Preference

· Conviction

· Purchase

· 3) Designing a Message

· AIDA Model
· Attention
· Interest Building (Hold Interest)
· Desire Building (Arouse Desire)
· Action Encouraging (Obtain action from the customer)
· Appeal 

· Rational – Relate to Audience’s Self-Interest

· Emotional – Stir up Feelings (Using Humor, Fear, Joy)

· Moral – Relate to Audience’s Sense of Right/Wrong
· 4) Personal Communication Channels

· Word of Mouth
· Between Target Buyers/Families
· Buzz Marketing
· Through Opinion Leaders
· Select Message Source

· Celebrities 

· Professionals

· 5) Setting the Total Promotion Budget and Mix

· Setting the Budget

· Affordable

· Percentage of Sales

· Competitive-Parity 

· Objective-and-Task Method

· *Push-Pull Strategy

· Push

· Heavy Promotion to Intermediaries (Channel Members)

· Smaller Budget – Cooperation of Retailers

· Used mostly by Industrial Goods

· Ex: Incentive to sales reps to highlight one product over another

· Pull

· Advertising and Communication directly to Target Market

· Larger Budget

· Used mostly by Consumer Goods

· CHAPTER 15

· ADVERTISING AND PUBLIC RELATIONS

· Why do companies choose Advertising and Public relations?

· 3 Goals:
· To Inform target consumers
· Building Awareness

· To Persuade target consumers
· Comparison and Differentiation and Loyalty

· To Remind target consumers
· Habitual Buying Products Remind of Occasions

· Advertising

· Any paid form of non-personal presentation and promotion of ideas, goods, or services.
· Setting the Budget

· Stage in the Life Cycle (New – Larger Budgets)

· Market Share (Requires More Advertising)

· Competition and Clutter

· Advertising Frequency

· Perceived Brand Differences (Low – More Advertising)

· Creating the Message

· Identify Consumer Benefits

· Meaningful, Believable, Distinctive (Creative Concept)

· Standardization

· Lower Costs, Consistent Image

· Develop Global Strategies, Adapt Local Programs

· Pattern

· Continuity (Scheduling within a Given Period)

· Pulsing (Unevenly Scheduled within a Given Period)

· Public Relations

· Establish Trust and Credibility

· Sponsorship 

· Lower cost than advertising

· Stronger impact on public awareness

· CHAPTER 16

· PERSONAL SELLING AND SALES PROMOTION

· Personal Selling Process

· Prospecting and Qualifying (Identify Buyers, Screen Out Bad Ones)

· Preapproach (Learn about Prospective Buyers)

· Approach (Meet the Buyer)

· Presentation and Demonstration

· Handling Objections

· Closing

· Follow Up

· Sales Force

· More Effective than Advertising in Complex Selling Situations

· Boundary between Firm and Customers

· Represent the Company to Customers

· Represent the Customers to Company

· Sales Promotion

· Short-Term Incentives to Encourage Purchases or Sales

· Consumer, Trade, Business, Sales Force

· Factors in Growth

· Managers Under Pressure (Save the Day)

· More Competition

· Less Differentiation

· Advertising Efficiency has Declined (Rising Costs, Clutter)

· Consumer is Deal-Oriented

· Objectives

· Consumer Promotions

· Urge Short-Term Sales

· Enhance Long-Term Relationships

· Reward Repeat Buying

· Trade Promotions

· Motivate Intermediaries

· Carry New Items/More Inventory

· Buy in Advance

· Advertise Company Products

· Obtain More Shelf Space

· CHAPTER 17

· DIRECT AND ONLINE MARKETING

· Direct Marketing

· Channel without Intermediaries

· Customer Databases

· Collection of Data about Individual Customers/Prospects

· Demographic, Geographic, Psychographic and Behavioral

· Forms

· Digital (Mobile Phone, Podcasts, Vodcats, Interactive TV)

· Blogs – Difficult to Control Content

· Online Marketing

· E-Mail

· Spam 

· Permission-Based Marketing (Opt in/out of E-mails)

· Sites

· Corporate (Brand) Website

· Build Customer Goodwill

· Provide Information

· Create Excitement

· Build Relationships

· Marketing

· Move Customers Closer to Direct Purchase

· Ads

· Online Advertising (Classifieds, Display, Search-Related)

· Banners

· Interstitials (Between Screen Changes)

· Pop-Ups

· Rich Media Ads (Animation, Video, Sound, Interactivity)

· Viral (Customers Pass Along to Friends – Word of Mouth)

· Content Sponsorship (Provides Name Exposure in News)

· PIPEDA

· Personal Information Protection and Electronic Documents Act
· Consumer Knowledge

· Limitations

· Accuracy

· Right to Access

· CHAPTER 19

· THE GLOBAL MARKETPACE

· Global Marketing Environment
· Cultural
· Adaptation to Cultural Norms and Expectations

· Economic

· Subsistence Economies (Agriculture)

· Raw Material Exporting Countries (Equipment, Supplies, Etc.)

· Industrializing Economies (North America, Europe, Japan)

· Entering Foreign Markets

· Exporting

· Indirect

· Independent International Marketing Intermediaries

· Less Involvement, Less Risk

· Direct

· Find Handles Own Exports

· Greater Involvement, Greater Risk, Greater Return

· Home Based – Overseas Branch – Domestic Export

· Joint Venturing

· Licensing (technology, trademark, patent, brand name)

· Contract Manufacturing 

· Management Contracting (exporting management services)

· Joint Ownership (Company joins with Foreign Investors)
· Direct Investment

· Assembly Facilities, Manufacturing Facilities

· Labor, Logistics, Control, Lower Costs, Raw Materials

· Factors

· Company Commitment (Legal, Rental Property)

· Local Risks (Exchange Rates, Government Policies)

· Control of Local Business Factors (Quality, Mix, Marketing) 
· Global Marketing Program
· Communication (Don’t Change or Adapt)

· Product (Don’t Change, Adapt and Develop New)

· Straight Extension (DC, DC)

· Communication Adaptation (Adapt, DC)

· Product Adaptation (DC, Adapt)

· Dual Adaptation (Adapt, Adapt)

Product Invention (Develop New)
· Marketing Process: Creating Value to Capture Value (Inputs/Outputs)
· Understand the Consumer

· Create a Marketing Strategy

· Create a Marketing Program

· Create a Relationship with Consumer
· Capture Value from Consumer

· Consumer

· Culture (Culture/Sub Culture/Social Status)

· Social (Family/Reference Groups)

· Personal (Lifestyle AOI/Age/Education/Occupation/Personality)

· Psychological (Perceptions/Beliefs and Attitudes)

· Buying Behavior

· Complex (Need/Information/Alternatives/Purchase/Evaluation)
· Dissonance-Reducing

· Variety-Seeking

· Habitual

· Adoption Process

· Awareness/Interest/Evaluation/Trial/Adoption
· Macro Environment

· Demographics/Culture/Economic/Technological/Political/Nature
· Segmentation/Geo-demographic/Cross Market
· Demographic (Age/Generation/Occupation/Family Size)
· Geographic (Region/Country/Density/Climate)
· Psychographic (Lifestyle/Social Class/Personality)
· Behavioral (Benefits Sought/Occasion/User Rates/User Status)
· Targeting

· Undifferentiated (Mass)

· Differentiated (Selective)

· Concentrated (Niche)

· Micro Marketing (Local)

· Studies

· Cause/Effect – Experiment 

· Descriptive - Survey
· Exploratory – Observational (Ethnographic Research)
· Samples

· Simple Random (P)

· Stratified (P)

· Clustered (P)

· Convenience (NP)

· Quota (NP)

· Marketing Mix

· Product (Image/Promise/Brand)
· Levels – Core/Actual/Augmented

· Attributes – Benefits/Functions/Features

· Classifications – Convenience/Shopping/Specialty/Unsought)
· Product – Branding/Packaging/Labeling/Support Services
· Lines – Stretching/Filling/Blanket Names/Sub Names

· Brands – Licensing/Cobranding/Equity

· Brand Extension: Same Name/New Category

· Line Extension: Same Name/Same Category

· Multi Brand: New Name/Same Category

· New Brand: New Name/New Category

· Services – Intangibility/Inseparability/Variability/Perishability

· Price

· Characteristics – Fixed/Dynamic/Flexible/Easily Imitated
· Factors

· Cost – Markup Price/Break Even/Profit Realization
· Value – Value Added/Value at Fair Price – More/Less
· Internal – Optional/Captive/Bundle/Bi-Product
· External – Skimming/Penetration/Competitive Parity
· Adjustments

· Discount/Allowance/Segment/Promotion/Psychological

· Changes

· Unbundle/Drop Discounts/Shrunk

· Place

· Supply Chain or Value Delivery Network

· Producer/Wholesaler/Retail/Customer

· Intermediaries – Channel Members
· Distribution – Intensive or Extensive/Selective/Exclusive

· Logistics – Inbound/Outbound

· Promotion
· Communications
· Advertising (Budget, Message, Pattern)

· Direct Marketing (Customer Database, Online, PIPEDA)
· Public Relations (Trust and Credibility)

· Sales Promotion (Rebates, Warrantees, Matching)
· Personal Selling (Sales Force, Process)

· Push – Promotion to Channel Members/Small Budget
· Pull – Mass Advertising to Consumers/Large Budget
· AIDA – Attract/Interest/Desire/Action
· New Product Development

· Idea Generation

· Idea Screening

· Concept Development

· Marketing Strategy Development (Marketing Mix)

· Business Analysis (Profit Projections)

· Product Development

· Test Marketing (Simulated – Virtual/Controlled – Fee/Standard)

· Commercialization (Regional/Full Scale)

· Product Life Cycle

· Development – Initial Loss

· Introduction 

· Growth 

· Maturity – Hold 

· Decline – Harvest/Divest

· Foreign Markets

· Exporting

· Joint Venture

Direct Investment
Chapter 1
· Designing a Customer-Driven Marketing Strategy
· Production Concept is the idea that consumers will favor products that offer the most quality, performance, and features. 

· Selling Concept is the idea that consumers will not buy enough of the firm’s products unless it undertakes a large scale selling and promotion effort

· Profits through sales volume

· Marketing Concept 

· Profits through customer satisfaction

· Societal Marketing  is the idea that company should make good marketing decisions by considering consumers’ wants, the company’s requirements, consumers’ long-term interests, and society’s long-run interests

· Chapter 2

· 1) Question Mark = high growth rate & low market share

2) Star = high growth rate & high market share

3) Cash cow - low market growth rate & high market share

(4) Dog - Low market growth rate & low market shar
· Steps

· 1) Defining the Company Mission

· Company’s Purpose – Satisfying Customer Needs

· Acts as an Invisible Hand (Guides People)

· 2) Setting Company Objectives and Goals (Corporate)

· 3) Designing the Business Portfolio

· Collection of Businesses and Products

· Portfolio Analysis 

· Evaluate such Businesses and Products

· Identify Strategic Business Units (SBUs)

· Unit with Separate Mission

· Assign Strategic Roles to SBUs (BCG)

· Build (Increase Market Share HH)

· Hold (Preserve Market Share LH)

· Harvest (Increase ST Cash Flow LH)

· Divest (Sell or Liquidate LL)

· 4) Planning Marketing and Other Strategies 

· Growth/Downsizing Strategies

· Downsizing (Eliminating Products)

· Product/Market Expansion Grid

· Market Penetration (Existing P/M)

· Market Development (New Markets, EP)

· Product Development (New Products, EM)

· Diversification (New Markets and Products)
· Chapter 3

· Macro-Environment (6 Factors)

· Micro-Environment (6 Factors)

· Analysis (SWOT)

· Strengths, Weaknesses, Opportunities, Threats

· Chapter 5

· Research

· Types of research

· Primary Data, Secondary Data (MIS)
· Marketing Intelligence
· Know all of these from notes
· Marketing Research Process

· 1. Defining the Problem and Research Objectives
· Exploratory

· Observational
· Ethnographic
· Descriptive

· Survey Research

· Causal

· Experiment
· 2. Developing Research Plan (Information Collection)

· 3. Implementing Research Plan (Collect/Analyze)

· 4. Interpreting and Reporting the Findings
Chapter 6

· Customer Behavior

· Buying Decision Process for New Products

· Adoption Process 

· Awareness -> Interest -> Evaluation-> Trial ->Adoption

· Differences in Innovativeness

· Innovators and Early Adopters “Consumption Pioneers”

· Laggards

· Influencing factors (Read Notes)
· Psychological Influences (Focus is here)
· Selective Attention

· Selective Distortion

· Selective Retention

· Chapter 8
· Market Segmentation

· Dividing Market into Segments

· Geographic

· Region, Country, City, Density, Climate

· Demographic

· Age, Gender, Family Size, Income, Occupation, Education

· Religion, Ethnic Origin, Generation, Family Life Cycle 

· Psychographic

· Social Class, Life Style (AIO), Personality

· Behavioral

· Occasions, Benefits, User Status (20/80), User Rates (Heavy)

· Loyalty Status, Readiness Stage, Attitude towards Products

· Multiple Segmentation Variables

· Targeting an Positioning

· Target Marketing Strategies

· Undifferentiated Marketing (Mass Marketing)

· One Offering for Whole Market

· Focus on Common Needs

· Differentiated Marketing (Segmented Marketing)

· Separate Market Offerings to Different Segments

· More Expensive, Generates Higher Sales than Above

· Concentrated Marketing (Niche Marketing)

· Large Share of One (very few) Segments

· Build Expertise and Brand Identity

· Requires less Resources than Above

· Micromarketing (Local or Individual Marketing)

· Tailoring Products to Needs of Individuals

· CUSTOMIZATION

· Positioning Strategy

· Value Proposition

· More, Same 

· Less for More

· Same or Less

· More for More

· More for the Same 
· More for Less

· The Same for Less

· Less for Much Less

· Differentiation (Use 4 P’s to differentiate)

· Differentiate Market Offering, Create Superior Customer Value

· Competitive Advantages

· Product Differentiation

· Service Differentiation

· Channel (distribution) Differentiation

· People Differentiation

· Image Differentiation
· Chapter 9

· Levels of Products

· Core Product

· Core Benefits that Satisfy Core Needs

· Problem Solving Services or Benefits

· Actual Product

· Physical Parts of the Product

· Brand Name, Features, Design, Packaging

· Augmented Product

· Benefits that come with a product (ex: Phones( Good return policy, Regular Software updates)

· Further Increase the Value of the Product

· Delivery and Credit, Installation, Warranty

· Product Life Cycle

· (Check Notes)

· Product Mixes

· Width: Number of different products a company has

· Length: Total number of items the company carries within products lines

· Depth: Number of versions offered of each product in the line

· Difference between goods and services
· Identify Four Characteristics of a Service

· Intangibility

· Cannot be Seen, Tasted, Etc. Before Purchase

· Improve: Provide Tangible “Signals” of Service Quality

· Inseparability

· Service cannot be Separated from Providers

· Improve: Communication of Customer Service Provider

· Variability

· Quality Depends on Providers (When, Where, How)

· Improve: Training (Reduce Variability in Qual/Quan)

· If I buy a coke it will taste the same every time I consume it, if I go to a restaurant the service can change each time

· Perishability

· Cannot be Stored for Later Sale or Use

· Improve: Manage Demand Better during Period of Slow Demand through Promotion, Reduce Cost of Service

· Airlines cannot store flight tickets to sale at a later date.

· Chapter 11

· Price
· Break even point (Cost=Revenues)
· Markup Price = (Unit Cost) / (1-Markup)
· Strategies

· Costs

· Competition

· Consumer
· Types of Markets

· Oligopolistic

· Small Number of Competitors

· Price Increases may not be Followed

· Monopolistic

· Differentiated through Positioning

· Prices Vary in Range (Depend – Demand)

· Pure Competition Competitive

· Individual Companies have no Price Control

· Narrow Range in Prices

· Chapter 12

· Channel Conflict

· Members confuse Roles, Activities, Responsibilities, Rewards

· Horizontal Conflict – Among Firms at Same Channel Level 

· Regional Distributers Disagreeing 

· Horizontal Marketing System

· Companies Join Together to Accomplish More

· Vertical Conflict – Among Firms at Different Channel Levels

· Manufacturer and Wholesaler Disagreeing

· Vertical Marketing System

· Producer/Wholesaler/Retailer all owned by the same company 
Place

· Intensive distribution
· Selective distribution
· Exclusive distribution

· Direct/Indirect Distribution

· Chapter 14/15
· 5 Components of the Promotion Mix

· Advertising

· Reach Large Masses

· Low Cost/Exposure

· Direct Marketing (Telemarketing, Direct Mail, Catalogs)

· Non-Public, Immediate Results, Customizable and Interactive

· Building Customer Relationships 

· Can be Expensive

· Public Relations

· More Believable than Advertising (Highly Credible)

· May be Executed at a Low Cost

· Sales Promotion

· Attract Attention, Dramatize and Boost Sales

· Offers Strong Incentive for Trial

· Easy to Imitate, Rewards Quick Response, Reduce Inventory

· Personal Selling

· Sales Force: Tradeshows, Sales Presentations

· Supplementary Tool to Compliment Direct Marketing (Web)

· 1) Identify Target Audience (What, How, When, Where, Who)

· 2) Determine Objectives - Stages of Buyer Readiness Model: 

· Awareness 

· Knowledge 

· Liking 

· Preference

· Conviction

· Purchase

· 3) Designing a Message

· AIDA Model

· Attention

· Interest Building (Hold Interest)

· Desire Building (Arouse Desire)

· Action Encouraging (Obtain action from the customer)

· Appeal 

· Rational – Relate to Audience’s Self-Interest

· Emotional – Stir up Feelings (Using Humor, Fear, Joy)

· Moral – Relate to Audience’s Sense of Right/Wrong

· 4) Personal Communication Channels

· Word of Mouth

· Between Target Buyers/Families

· Buzz Marketing

· Through Opinion Leaders

· Select Message Source

· Celebrities 

· Professionals
· 5) Setting the Total Promotion Budget and Mix

· Setting the Budget

· Affordable

· Percentage of Sales

· Competitive-Parity 

· Objective-and-Task Method
· Push/Pull Strategy
· Appeal (for advertising)
· Rational – Relate to Audience’s Self-Interest

· Emotional – Stir up Feelings (Using Humor, Fear, Joy)

· Moral – Relate to Audience’s Sense of Right/Wrong

· Chapter 16

· Personal Selling Process

· Prospecting and Qualifying (Identify Buyers, Screen Out Bad Ones)

· Preapproach (Learn about Prospective Buyers)

· Approach (Meet the Buyer)

· Presentation and Demonstration

· Handling Objections

· Closing

· Follow Up
· Sales promotion 

· Discounts

· Rebates

· Coupons
· All of Chapter 17

· All of Chapter 19
