Chapter 9:
	Product mix – all the products offered by the firm.
	Product lines – a group of products that costumers uses together or think of it as a group.
	Product category – items that the customers sees as reasonable substitutes. 
	Product line breadth – variety of items offered by the firm, different items.
			Increase – to increase sales, and to gain more segments.
			Decrease – to adapt to the changing marketing.
Product line depth – the different sub-categories within a product line.
		Increase – create a new category to satisfy the want of the customers.
		Decrease – to re-allocate the resources to more profitable sectors of the company.
Branding – differentiate its products from the competitors.
	Components of a brand
	URLs
	Name
	Jingles
	Logos and symbols
	Characters
	Slogans
Value of branding for the customers and the marketer
Facilitate purchasing
	Establish loyalty
	Protect from competition and price competition.
	Reduce marketing costs
	Assets
	Impact market value
	
	Brand Equity – associations, and perceived value, brand loyalty
Brand ownership strategies – manufacture (owned by the manufacturer), store or private label (same product but uses different names with different distribution channels), and generic (no brand names, has been declining).
Brand Name Strategies – corporate brand, product line brand, individual brand.

Brand Extension – boost sales, lower marketing costs.
Brand Dilution – too many extension could lead to lost of sales and loyalty, the brand extension must not be too distant from the core brand.
Co-branding – benefits the participating brands by attracting the consumers of brand to the others.
Brand Licensing – a contract arrangement where one company allows another to use its brand logos and names.

Packaging – packaging could add value to the product.
Labeling – the information is determined by regulations, varies between regions.


Chapter 10:
New products – adds value to the firm, changing needs of the consumers, diversify the firm’s risks.
Introduction – first movers have to stand and defend their products in the industry. Pioneers often lose out to superior competitors. 
Consumer Adoption Cycle:
	2.5% innovators
	13.5% early adopters
	34% early majority
	34% late majority
	16% laggards
Factors that affect product diffusion:
	Compatibility – its operations with the current system
	Observability – communicate the product benefits and clarify 
Relative advantage- significantly more useful than the product that it replaces
Trialibility- ability for the consumers to try out and sample the product- complex products require more significant learning= slow diffusion.
	New Products process:
		1 Idea – viable new product ideas
		2 Concept testing – testing the product idea among a set of potential customers.
		3 Product development – prototypes. Alpha, then beta testing.
		4 Market testing – testing the product in test markets.
		5 Product Launch – commericialize the product.
		6 Evaluation – feedback on whether or not modifications are needed.		
*Some new products fail (95%) due to many reasons, such as small target market, poorly designed, low quality, incorrect marketing mix strategies.
	
	PLC:
		Introduction – difficulties that the product could face during its introduction stage.
Growth – the transition between intro and growth will determine whether the product is accepted by the market or must exit.
Maturity – the firm must defend its market share at this stage and ensure the continuation of the production.
Decline – niche market with loyal customers.
	
Reverse Engineering – take apart of a existing product and analyze it to make a improved and new product that will not infringe the patent on the original.


Chapter 11:
Demands for services change as economic, technological, and sociocultural environments change.
	4 I’s that differ from product mix
Intangible, inseparable, inconsistent, inventory
The Gaps Model:
	1 Knowledge – difference in perception of the service between the provider and the consumer.
	2 Standards – difference in perception of the standards between the firm and the consumer.
	3 Delivery – difference between the actual and projected quality of work that is delivered by the firm.
	4 Communication – difference between the actual and promoted service that the firm offers.
Chapter 12:
	5 Cs of pricing
		Cost – final price of the product is based on a % of the cost.
		Company objectives – profit, sales, competitor, customer orientations.
		Customers – consumers are value derived buyers. Demand curves, elasticity 
		Competition – monopoly, pure, oligopoly.
Channel members – distribution members can choose their own pricing methods.
		Pricing Strategies (long-term)
			Cost-based – final price is based on the cost of the product.
			Competitor – price is set by comparing with the competitors
			Value – prices that focus on the overall value of the product. 
Improvement value – price is determined by comparing the main improvements from its previous models.
Cost of Ownership – price is determined by cost of owning the product over its useful life
Price Skimming – highly priced products to attractive innovators and early adopters.
Penetration – intro the product at a low price to gain market share and quickly gain profit.
External reference price – the price which customers can compare to with the provided price.
Internal reference price – which price that the customer can compare to with personal experience in the past.
EDLP, High/Low, Odd Prices.
Price Quality – consumers do not know much about the product.
		Pricing tactics (short-term)
			Price Lining – prices are set between the price ceiling and floor.
			Price Bundling – encourage the sales of slow moving items.
Leader Pricing – hoping that consumers will purchase goods as they are buying more aggressively priced items.

Chapter 13:
	Distribution Channels – direct, indirect, multichannel
		Distribution Intensity – exclusive, intensive, selective.
		Channel Conflicts – different channels have to be equally treated.
Distribution Center – provides multiple stores with multiple manufacturers’ goods. Supply chain management is crucial. Reduce the number of transactions, increase the value for consumers.

Electronic Data Interchange (EDI) – tracking of information, make it possible for the firms to make the right distributive decisions, and inventory keeps for the right customers at the right places.

	Inbound Transportation – coordinates deliveries by dispatchers.
Receiving and Checking – distribution center will have to check and ensure the amount of inventory in stock.
Storing and Cross-Docking – hold merchandise in the distribution center until the next link of the chain is ready for it.

Chapter 14:
	Wheel of Retailing:
		1 Outlets starts with low price, margins, status.
		2 Outlets now have high price, margins, status.
		3 higher prices, margins, status.
		4 Outlet enters retailing.

Chapter 15 IMC
	Communication process:
		Sender  encoding  medium  receiver
	Integrated Marketing Communication:
		Electronic, direct marketing, consumer, advertising, personal selling, PR, promotion
	Advertising is the most visible element of IMC in depth.
	
	IMC (integrated marketing communication) process:
1. Identify target audience  awareness, appeal, tone of voice, mass or niche
2. Set objectives  short or long terms. Push or pull strategies
3. Determine the Budget  objective-and-task (objective first), rule-of-thumb (Competitive parity, % of sales, affordable budgeting)
4. Convey the message  appeal – rational or emotional
5. Evaluate and select media  media planning, media mix, media buy
6. Create communication  creative elements
7. Assess impact pretesting, tracking, post testing.

Buyer Readiness Stages:
	Awareness  knowledge  liking  preference  commitment  buy

Chapter 16:
	Advertising – paid message, delivered through media, identifiable source, persuade others.
	AIDA – awareness  interest  desire  action
			    Think  feel   do 
Lagged Effect – with multiple exposure methods, it is hard to determine which one led to the sale.
Objectives – inform, persuade, remind
*early stages of PLC, advertising is more informative
*persuasive advertising – occurs during the middle of the PLC stages.
*Reminder advertising – takes place after the product has been accepted by the customers.

Focus of Advertising – product-focused and institutional focused.
Puffery – outrageous claims that have no rationality behind the message.
Sales Promotion – can be used to target both the channel members and the end users.
· Designed to increase the rate of purchasing
Tools:
Pop up stores – temporary displays such as store front.
Cross promoting. – The efforts of two firms joining together to reach a certain target audience.

		Sales Promotion:
			Discounts and allowances
			Co-operative advertising 
			Sales force training

Personal selling adds value – educating the customers, save time and simplifies the buying process.
Personal Selling Process:
	Generate and qualify leads  telemarketing, current customers
	Preapproach – set goals for what is needed to accomplish, meeting the customers.
	Sales Presentation and overcoming objections – sales encounters
	Closing the Sale – a no today, could lead to a yes another time.
	Follow-up – ensure satisfaction, feedbacks.
	


Chapter 17
	GATT (General Agreement on Tariffs and Trade) – IMF, WTO

	Market assessment is necessary when opening up new market in a foreign surrounding.
		PEST factors needs to be considered:
			Political, Economical, Social/Cultural, Technological
	
	Exchange Control – Exchange rate, countertrade (goods for goods)
	Global Entry Strategies:
		Export, franchising, strategic alliance, joint venture, direct investment
	Global Marketing Strategy – STP.
	Global pricing – considerations for taxes, tariffs and other quotas.
	
