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Section D 

VALUE LIES IN THE EYES OF THE BEHOLDER. 

What is valuable to one person may not be to an other 

Marketing is Creating product and services that satisfies the customers needs and wants. 

Clothing is a need, certain brand is a want 

Want is how you choose to fufill a need …

Product, promote, price, place 4p’s 

Factors that make up the 4 p’s .. what do they think about. 
- target market
- expenses 
- taxes 
-place you should sell 
- competitors 
- what is going on in the industry of the company 
-business environment

management capability, vision, foresight.. industry is changing 
companies don’t want to hear bad things about themselves . 
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class #2 

Why is it important to build relationships with customers? 
-So they come back
-- advertising from word of mouth
-- help you better understand your customers 

-One night stand or a long term relationship! Long relationship is better according to marketing. 
-Build a relationship with someone they begin to trust you 
-Profitability 

-If you are in a relationship you ask yourself, if the other person brings no value why are you in the relationship.. Person has to add value or no point. 
-Create relationship by adding value.

-What goes into marketing.. Value for the customer, 
-What is value??? Com[pare benefits to costs.. Benefits you offer should be more than what the competition is offering or else it is a “me too” 
-Value = benefits vs cost 
-Benefits must out way the cost 
-Benefits must be unique 

in marketing it is not always about developing from scratch.. 
develop a product, creativity 

4 different ways to think about marketing: 

orientations or philosophy of marketing..

1. product orientation – assume that you make the best ppl will buy 

2. selling orientation – sell as many product to as many people don’t care if you need or not ex: people on the phone, 

3. market orientation –  when you start with a question , and try to carve out a product that suits them if you can satisfy your customer and understand them  you can sell more .. upsell – they have the intent to buy something, you try to upgrade them.. going in to buy something basic, the guy tries to sell you something “better “ and of a higher level quality and price .. cross selling = manequins, going in to buy a shirt, this tir will go well with it.. 2 products will go together, sell 2 even though that’s not what you came in for. 

4. value based orientation- about creating value for customer, more recent, you need to create value. New phenomenon. 


not all consumers want the best product, may not be able to afford. 

4 P’s: you have a product, put prices accordingly, promotion and distrabution accordingly.  

one product could be at one place for much less than at another place. 

You have to know the profile of your customers.. know their needs and wants,

Costco—people that go there don’t want variety, want bigger sizes 

Important factors that affect how you practice marketing

- the consumer theirselves 
- tastes change 

you do not stay stable, likes and dislikes changes and grow. Marketers need to know that tastes, styles change. 

Just because your product is successful today doesn’t mean it will be in successful in the future. 

Bangledesh – thousands of people died making joe fresh..working conditions, quality, pressure this stimulates and effect it can have on consumers


Why is marketing important: how does it make your life easy.. imagine if no marketing and you wanted an apple from cali, you would have to fly to get it.. marketing was able to get it here, makes your life simple, products are more accessable .

Made life easier, went to the pub, great time, need condoms, went to washroom.. – example of maketing.( enriches life) 

Marketing is a good thing but there are people that gives marketing a bad name. gouge people , make claims and don’t follow through.. concept of marketing is good, certain marketers are bad 

Marketing can tell you the changes to the product the consumer wants. Different departments go from there 

Marketing expands global trades. 

Marketing is a discipline, not evil 

Marketing is a very helpful thing in society 

Ch 2: 


Things don’t always go as plan but planning is still useful 

Plan doesn’t guarantee success … will likely be more successful, you will analyze, reflect , show you where you are weak and strong 

Marketing plan is a written document

Many companies make a marketing plan .. doesn’t mean that things don’t deviate from the plan. 

Multiple levels of planning

Ceo- plans for entire company 
Different business units- may develop their own plan 

Each level of planning is looking at activities that are relative to their domain but is the same as company goal 

Mission statement, core values, objectives.. rallying cry,, use to rally troops, everyone is on the same page

In a marketing plan must state goal and mission. 

You should know your mission statement

Planning is an integrative feedback processus 

Situation analysis- when you want to make a marketing plan to launch a new product or service,.. you should do a situation analysis 

Customer analysis 
consumption analysis 
Industry trends 

Strengths Weaknesses( internal, about the company itself) you have control over your strengths and weaknesses  /Opportunities Threats (SW/OT) (external) you do not have control, you cannot change it, you can try to exploit it and benefit if but you cant control 

What will happen to Canada in 2020 ? – asias will rule the country. Taking over, conposiion of Canada will change the dynamic.. cant change it 

Have to adjust , exploit , react to opportunity and threats. 

Lawblaws – have to respond to change, 

Strengths and weaknesses  – resources, money , enough people, machines,  , performances, coorperat partners, value of brand , customers input, 


Create a table- add bullet points 

Where do opportunities and threats come from? , culture, demographic, social , technology. Economic. Political 
CD STEP 

Ask yourself- if technology changes, will it be an opportunity or threat, what can I do to change it. 

Don’t miss the boat on technology, changes,,,, constantly monitor the environment. 


Industry analysis- how is it changing? More consentrated? Merging? More competition, less? New technology coming sooner? 
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class #3 sept 11 2013 

chapter 2: 

marketing plan = roadmap. 

Mission statement should dive the entire business direction. 

Key part is the situation analysis. = includes 
- SW/OT
- industry analysis 
- competitor analysis 
- customer analysis 

main things you want to cover in situation analysis. 

Want to know what the strengths , weaknesses, opportunity and threats to the company. 

Opportunity, threat ( ch 3 ,, CD STEP) 

Society becomes more open towards things ex gays and lesbians, business’s see the opportunity and jump on it .. absolute vodka promotion of gays coming out of the closet 


Exit, entrance, merging and aquisition.. 3 things you want to know if your industry 


Do it using trend analysis. Track trends so you get a good picture on how things are changing. 

Need to know what new competition is offering, can you match it, beat it. .. 

Things to look at to determine strength and weaknesses: exibit 2.4 pg41

-Strong financial resources 
- geographical location 
- strong brand 
- 

weaknesses: 
- lack of resources ( key exibit) 

opportunities: (ways to check for) 
- exits and entrance. 

Is there an opportunity for us to pursue? Yes. Define the opportunity. What is it? Bring in new product? New target market? Develop new business? Which one? When u identify you have to evaluate them. How big is the opportunity.? Financially Is it good? How big is the growth potential? What will it be in 10 yrs time. Don’t only want to know the opportunities today.. is it growing? Or is It a mature market ?
going global? 

Now you must impliment marketing mix aka 4p’s 

Identify opportunities : Segmentation, targeting , position 
Impliment marketing mix: product, price, place , promotion 


Targeting market they pick must be inline with their objective 

Position your product-  what do customers think of you? 
Walmart- cheap 
Mcdonalds- fat 
Positiong is what customers think of your brand , product. 
You have to help shape peoples perception of your business and brand. 

Company’s role is to figure out how do you want customers to perceive us? 
quality of product? Variety? Use 4’s to reinforce the position you want people to have on you. 

set objectives. How much sold, market shares, then evaluate after a certain period of time. Did you achieve that? did you do and reach what you said you wanted to.

Have to set a blueprint. 
What happened in 3 months, 6 months . 1 yr etc .. track the trend 

If you don’t reach the goal, ask yourself why? 

Always need to know why that happened, if you achieved or failed! 

Gap analysis. ( like slop on graph ) 

Why did you kill it? Why did they kill you? how are you going  to improve.

Growth strategies: 
Stable business – established company.. how can mcdonald’s grow their business?

- market penetration 
- market development 
- product development 
-diversification 

exam question last yr … 

what is market penetration – focus on products and customers that already exist .. try to sell more of what you sell to current customers .. mcdonald’s coupons, 

market development- selling same product to new customers. Existing product to new market 

product development – develop new product for current customers. Ex : Mcdonalds mclobster

diversification- new customers, new product … ex 
mcdonalds specialty coffee 

you can combine these ways to be the best. 

Sustainable competive advantage-  an advantage that cannot be copied easily in the long run.

Ex  West jet better than air Canada because of …

product excellence, customer excellence, operational excellence, locational excellence 

ex Mcdonalds- soft chairs, tv, free wifi, specialties in the restaurant , so efficient in what they do

operational excellence is about giving people what they want when they want how they want at a very cost efficient low cost. 


accociates take pride in serving you

whats the cost of doing business? 

Downsize when objectives aren’t being met. 

Evaluate performance & make adjustments .. pic in bok , not for small companies pg 51 

Big companies try to separate market category  


Market share = how much of the market you controle, relative market share = how much you control in relation to the market leader 


Stars- a product that has a high market growth rate – future of this category looks good .. not product , the category of the product ( take off) 
Look at category at see growth rate .. high growth rate 
Can cut of % of the market share because ewe are the leader 
Product that has that capability a star. Good potential and will do well. Big investment 

Questiion marks- lost of investments 



Dog – growth potential is so low, market share is so low, only for existing customer who still use it, ex cordless phone, most ppl rely on the cell phone, market is shrinking but still being offered because there is a segment of the market who still needs it 

Cash cow – market is growing small but generating a lot of money, little investment with big cash 
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Course 4 sept 16th 

Start ch3 

Analyzing the marketing environment ( learning module ch 4 due before next class) until 20th to sign up In a group 

Must understand the importance of understand your marketing environment

Culture- language , beliefs , moral values ,attitudes of a group of people, each group is unique and distinct 

Molson Canadian commercial …gives an idea of what is believed to be Canadian culture 

Ex you could make a cultural mistake that could come off offensive. Respect newons that you miss that can have a big impact. 

Demographics- people in different age groups, the behave differently. Tweens, seniors , gen x, gen y , baby boomers. Gen y= 13-32.. understand differences between groups. 

Spending power is a lot.. tweens , both parents work, no time for kids, daycare.. never around, parents feel guilty that they neglect the kids, holiday time kids just have to say what they want and they got it . 
Influence a lot of purchases. They have a lot of say. Tweens buy electronic gadjects, clothing

Social trends: greener consumer, privacy concerns , time –poor society 

Social trends change… gays are more accepted and embraced now.

Carbon footprint.. taking little steps to reduce impact= greener consumer 

Privacy concern= internet. Phones. 

Time – poor society. Never enough time. Can exploit this trend by time save product, quick products .. magic bullet .. effiency . how it makes their life better 

New trends, clean eating, healthy living 

Understand what trend is taking place and plan for it. Worst thing to happen is to find out about a trend before it happened. You want to learn about a trend in the early stages… key in business. Try to catch a trend when its early.

Big data. 

Major trend that will happen will be WATER

TECHNOLOGICAL ADVANCES 

Technology has impacted every aspect of marketing 
- new products 
-new forms of communication 
- new retail channels 

economic situation …. Inflation, interest rates, unemployment, recession/boom 
- ex rates 
- business /consumer confidence 

legal factors = political / regulatory environment.
-competition act 
- consumer packaging and labeling act 
- food and drugs act 
- access to information act 
-

hands free driving…staples , future shop were promoting blue tooth 
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has a cost, business opportunity 

class #5 sept 18th 

ch 5 learn smart for Monday. 

Ch 4: 

Def panel data 
Experimental research 
Conclusive research 
Scanner research 
Examples of secondary data..


Market research important because you need to know the changes, how people react, new trends, what are components next big move. It enhances the quality of your decision making 

If you have a deeper understanding of your consumers you can segment the right target and use the 4p’s 

No sequential, you can go back and redefine etc … 

Marketing research : consists of a set of techniques and principles for systematically collecting recording analyzing and interpreting data that can aid decision makers involved in marketing  goods, services or
 ideas 

the marketing research process: define research problem and objectives, design research project, collect data , analyze data , present action plan 

hardest part is defining the right problem. Why? Could only be a synptom of a problem. 


Godiva chocolate- lots of sales , doing great , sales in one store decline , send out coupons , didn’t help , cut cost ,look at choc that was sold the least and cut them off defined problem as declining sales but it was the atmosphere of the store 


Designing the research project 

Type of data , type of research. 

What kind of data do you need to answer this problem.?
What type of research will give us the data we need? 


Secondary data if it was not collected to directly answer your questions. 
- not answered specifically to answer research question , used found , given to you not related to your question.


primary data = any data you collect to SPECIFICALLY answer the research question 

book pg 123 table 

what type of research should we do?
2 types 

exploratory ( qualitative)  you don’t know what your problem is. Rich data 

conclusive ( quantatitive) – provides a stronger foundation in which you can find a solution of what you should do .. limited data but from a large group of people. 
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Class 6 :

We do not meet in class on Wednesday.
Ch 6 = online 

Between Tuesday and Friday read posts, make posts, comment 

Reach ch 6 for Wednesday, read questions, post. 
- frequency of posts 
- quality of posts
- provide examples 
- 


chapter 5 consumer behavior: 

consumers are at the heart of marketing. 

Consumer is key. You need consumers. 

Ch 1, need to focus on the consumers… value based 

Consumer behavior: 

Marketers remind you of  a need. 
-awareness adds 

mid term quest: do u think u go through all 5 stages when you buy bread 

strategies you will use at information stage? 
- make product memorable/ unique 
- external search: heavy advertising, website providing information, educate the customer 

fundamental thing in marketing is TRUST. 
Try to get customers to trust you 
- get them to trust you by educating consumers ex Dell… made a serious attempt at teaching people. 


How do I do this? Feed them information that will build trust. 

Internal locus control= more search activities 

External locus of control fate , external factors= why bother 

If it’s a shopping good what type of marketing strategies can you use 

Shopping good = 

Evaluation of alternatives attribute sets. 

Universial = running shoes 

Retrieval-

Evoked – the one that you are most interested in 

Willing to compenate one feature for another because its worth it for you 

Strategies to get people to buy a product 
- sense of urgency 
- coupons 
- discounts 
- financing 
- warrenty 
- return policy 
- sampling 
- free shipping 
- delivery 
- payment options 
- make the lines short 

price guarantee 
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sept 30th.. finish ch 7 learnsmart tonight 

factors influencing the consumer decision process: 
- situational factors, situational factors, social factors.

Why are you making this purchase? 

Present for a friend, open infornt of everyone you want to look good infront of everyone. 

Compare with people in your group want to fit in ..

- perception of who you are- harder to track 

ajaxassignments@telfer.uottawa.ca 

tmrw night .. find an add that shows one or more of psychological motives 

this add/ link shows .. because

attitude: behavioral, attitude, cognitive, affective 

indifferent attitude = I don’t care 

positive or negative attitudes 

think of attitudes from 2 points of views : 

think- cognitive  
feel- affective (emotions) impulsive buyers 
act – behavior ( act) 

nike commercial.. perfect ass is anyone who still believes all that 

perception- people with tattoos changed in recent years… didn’t used to be accepted, rebellious , over time a lot of people started having tattoos. Perception is that it doesn’t make you good or bad, its now acceptable.

Perception is individual base

Learning: affects both attitude and perceptions 

Affected by social experiences 

Learning by experience, reading, looking, ( cognitive learning) 

Learn by stimulus generation. 

Stimulus discrimination

All light beers are alike 
No difference between coke and pepsi 

Involvement and consumer buying decisions 

High involvement – more attention, deeper processing, develops strong attitudes and purchase intentions 

Low involvement – low attention 

Types of buying decisions 

Extended problem solving 
Limited problem solving 
- impulse buying 
- habitual decision making 

Ch. 7 … important chapter . segmentation targeting and positioning 
key! need to understand 

STP 

Segmentation– separating market into different groups or segments 

Targeting- pick one of 2 targets 

Positioning- what consumers think of your brand , actions company takes to change the way customers see about their brand

Demographic factors
-education , religion, age, financial, sexuality, family size , 

geographic-  region, climate, neighborhood, urban city rural , distract, city country , province , state 

psychographic segmentation – how consumers describe themselves 
- self- values
- self concept 
-lifestyle 

lifestyle is really important gives more info.. need to combine them with demographics and geographics


bonjour, 

thanks for coming out…..

cute effort out there.. #sitdown #4-2 #sharks 

does a bear shit in the woods on a Sunday? Heck yes! #SHARKS #ouuuukilllem 
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oct 9th 

never save and exit 
quiz dude sat night 
quiz 1 try … press submit 

adoption of innovation – what factors make people want to adopt a product …
how fast people or how slow people adopt a diffusion

PENETRATION 
How deep is the penetration 

Why do firms innovate? – increase sales, go after new target market, keep customers not bored, better serve existing market, competition, competitive pressures, have to compete, fashion cycles , changing customer needs, market saturation , managing risks through diversity 

Impact of the innovation continuum pic on slides ,….

Big innovation 
Whos perspective is it .. marketing = consumers perspective.. how new is the innovation, customer learning and benefits.. more = more innovative the product 
Changes to business /marketing process= internet does all of this at a high end because benefits, need to learn how to use efficiently, 

More learning/ how it affects your business – high or low determines high or low innovation. 

How firms develop new products – idea generation, concept testing , product development , market testing, product launch , evaluation of results 

Where do ideas come from? Anywhere and any source, observe. 
What will be the next big thing? Thousand ideas , filter out ideas, risk = could throw away the good ideas, or you could pick a bad idea, lose competitive advantage, become laughing stock ..lose out if you don’t bet on right thing , not easy , but that’s where company will make money 

Technical case – we should make a phone watch” asks question .. do we have the technically ability to do this right now, the money , the people, the equipment.

Is there demand for this product , how long will it take , what is the right price,

Business is this feasible? 

Concept testing – video , working up a concept , 

Product development- prototype, alpha testing, beta testing 

Alpha testing – testing the product to make sure it meets all technical specifications! 8h battery life span .. check it , lab testing of the condom ex 

Beta testing – find some guys who actually test the condom ex … get a sample of the customers , use it , give feedback 

Did the product reach the specification you said. 

Market testing – take it to the marker 

Premarket testing , test marketing 

Premarket test- customers exposed , customers surveyed , firm decision 

Test marketing – mini product launch , more expensive than premarket test, market demand is estimated 

Main risk of market testing – you might give and idea to competitor. 

Doesn’t guarantee success but can improve your chances of success 

New product marketing mix 

Timing- need to launch at right time! 

New product = promotion, place, price, TIMING. 

Evaluation of results 
- satisfaction of technical requirements, customer acceptance, satisfaction of the firms financial requirements ( are you making money) 

why do new products fail.. less than 2%-5% are sucessful ( idea to market place) 

- too small target market 
- poor design 
- low product quality 
- incorrect positioning 
- wrong price strategy 
- poor marketing communication 
-competition 

using the diffusion of innovation theory 
factors affecting product diffusion: -compatibility , observability , complexity and trialability , relative advantage 

group of people have different characteristics 

innovators – first to buy the product , willing to try new products , not price sensitive, willing to buy version 1 of the product at high price, excited to be the first 

early adapters- second to buy , want ot see the product in action , want most of bugs to be fixed, willing to pay the price 

early majority, mainstream market – perfect product at the reduced price, version 2. 

Late majority- perfect product , reduced price, benefits, more features, they wait, they want more , 

ALC adoption life cycle 

Product life cycle: related to the ALC… to get the answe to the question you need to read exhinit 8.7 
2 tables 


stages in the product life cycle table in  final test previously 
tells you what you have to do as a marketer 

what do you do when in decline stage to keep it going before it dies 


ladders –
strategy depends on competition. Bases of strategy making. Adapt to competiton.. like in soccer game 

if innovators – price should be high 

stategies for extending the PLC 
-debvelop new uses 
- modify product 
- increase frequency of use 
- increase # of users 
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find new users reposition 

Oct 23rd 

-doritios video 

trust your consumer, they make the brand, support the brand

branding.

Ch 10: services: the intangible product. 

Intaginble – you can experience it 

Inseperable- you cannot separate production and consumption

Produce service NOW consume service NOW. 

Cant separate the service you get from the person giving the service 

Depends on who is rendering the service ( offering it) thus can be inconsistent. 

Unique services characteristics: intangible, inseperable, inconsistent, inventory 

Providing great service gaps model: knowledge gap, standards gap, delivery gap, communication gap. 

Cause of inconsistency = lack of knowledge. 

Cannot save a service.( inventory) service is waisting .when a movie is showing and no one is there = service waisting. 

Book evaluating service quality: 

Standard gap – go to bank you want service in 5 min, bank does it in 10 min.. standard gap. Company thinks differently than consumer 


If you have a knowledge gap, try to understand customer expectations.. try to get feedback from the customer and use it 

How do customers form expectations, advertising, previous experience, other peoples experience, culture, family, competitors see how you line up with competitors 

Zone of tolerance- you expect to get your service in a certain time ex within 5 min. = your expectation. Provider believes its should be 8 min, after 5 min begin to get uneasy. If the company set the standards 

You might be willing to wait an extra 2 min but after that you become very uneasy and may walk out. 

You expect 5 but they come in 3…. They blow you away. Could be bad, feel rushed, 

They expect you to be tidy neat and clean 

How do you fix standards gap \.... set standard and follow the standard. Give incentives to employees to follow standards ex employee of the month, thank you, free meal trading.

The delivery gap

Technology- ex airport boarding passes, self checkout, empower employees to make the decision, 

Providing support and incentives: provide emotional support to service providers, provide support necessary to deliver service, consistent and coherent management, reward employees for excellent service….. reducing delivery gap. 

Service recovery- resolve quikly 
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Finding fair solution: distributive fairness, procedural fairness. 

Oct 28th 

Marketing project due Nov 27th in class 

What makes for a good add? 
P.479 in book.

Chapter 14: integrated marketing communications.

Process we use to communicate from business to consumer 

6 tools , 

integrated marketing communications, having a consistent message across all 6 tools 
have to adjust for different types of media 

change ad according to medium but message stays the same 

making sure your message is consistent across all the different medias and tools you use 

how do you get the message in your brain to consumer’s brain 

how do you convey that message? 

Encoders- they take the message and try to create message in a format, gets communicated through TV, print, radio and sent to receiver 

Important: The message you want them to get is the one that they got!! 

Why didn’t the message get through? 

Noise: things in the environment that affect you from getting the message. Distract you from getting the right message. 

Instead of smoking kills, they made smoking makes you old, smell, bad teeth.. had a bigger impact. 

Need to be careful what message you give 

Need to have feedback because people have different interpretations 
Need to see the impact your message had and if it was interpreted in the right way. 

People interpret ads different. So you need to be careful but there is no guarantee. 

People get distracted and could miss the message 

Tons of tools for advertising. On and offline ex coupon, PR, blogs, catalogues. 

Which one suits the message and the audience. 

Personal selling

Sales promotion: 

Direct marketing: advantage = direct response, get sales immediately 

Public relation: free form of advertising, can be powerful, can give you the edge sometimes. 

**Slides are used for MC questions **

steps in making a marketing campaign 

1. identify your target audience: audience is target market usually. Use the word audience. Important because if you don’t target the right people they wont care and wont get the right market. Make an ad that appeals to them. When you now the target audience then you can know where they get their info from. Young people= mobile ad , older people= tv , radio
tone of message. Ex if conservative/ religious. 
The appeal that you use, rational appeal, sex appeal. Appeal to brain , logic, thinking, emotional, how you feel, laugh , happy, fear appeal, sex appeal, sexy people in ad 
Everyday situation of life, comparisons, 

- ad has to have a purpose!! 
What is the purpose ? is it to remind? Persuade? Inform? What’s the point of the add. 

Convey the message: ex Gillette reveal the goddess in you. using emotional and sex appeal, reasoning , rational reasoning. They go back and forth between emotional and rational appeal. 

Chipotle = growing company! 
Slap chop- demonstrative ad, humor used in the emotional side 

Emotional = fear, sex, humor, all emotions. 

the target audience has a lot to do with the messaging. 

Clearly identify who you think the target audience is. 

Creative elements: 

Print ads: words, ads. motion. color, 
 
slice of life- normal day to day life, ex : frustrated when you want something but don’t get it 

pull strategy ad: consumers are the ones starting the demand

[bookmark: _WNSectionTitle_10][bookmark: _WNTabType_9]	13-09-04 2:29 PM
push= company are 

oct 30th

project due Nov 27th with group 

chapter 14: integrated marketing communication model 

creativity must not overshadow the message 

execution style has to be different. 

Creative elements. Big and clear writing. print ads are very difficult to make. Depends also what the message they want to show. 

Evaluate and select media 

Describe what media you are going to put it in …
How often are you going to be putting it.. 
Media planning 

Media mix – what mix of media do you wan to use? 

Media buy. – buying the media, you have to purchase these things. 

Transition smooth from rational to emotional. Technology and transition back into emotions .. ex Venus goddess. Need to smooth transitions between the 2. Makes for an affective ad. 


Choosing the right media** very important slide. MC question in final exam. 

Advantages and disadvantages of different mediums of media ex tv, radio 

Determining the advertising schedule 

Continuous: ad that runs all the time, ex beer , vista print 

Pulsing: period of time where you have a ad running continuously and frequently then you don’t see them again. Beer commercials, day before and day of when guys drink beers 

Flighting- you only see them at a certain time ex Halloween. Terry’s chocolate at Christmas time , schedule you use only for a season, holiday, special occasion, season based, occasion based , back to school 

Need to tell what type of schedule you are going to use 

Testing:

Pretesting:- 

Tracking: -

Protesting: - 

FREQUENCY X REACH = GRP 

You can use this GRP number to compute what is the cost of exposure. You can compare the GRP.  GRP are used to help you decide where you should buy media. 


Execution statement. Project. 

Chapter 15: advertising, sales promotion and personal selling. 

Vey important chapter 

Advertising is a paid message: anything that is free is not advertising.
Advertising is delivered through media, must have identifiable source and it is designed to persuade.

Most ads persuade you so that you take action and buy or tell someone to buy. 

The AIDA model: attention, interest ,desire, action 
Think feel do. 

When a person sees a ad these activities take place. 
An ad is intended to take you through this sequence.

People may need to be exposed to an ad several times before they act on it= lagged effect 
- advertising does not always have an IMMEDIATE impact 
multiple exposures often necessary 


inform, persuade , remind = advertising objectives 
whether your ad is designed is to inform , persuade , remind , is liked to the product life cycle 

introduction= inform 
growth = persuade 
decline = reminder – after product have gained market acceptance , top- of the mind awareness ,, ex every time you think of soft drink you think of coke.

Regulatory and ethical issue

Puffery – means you can make a statement that is not true but it is not considered as deceptive. 
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nov 18th 
dec 5th marketing final exam 

questions about the final exam:

2 parts .. a b 

80 multiple choice one mark each worth 80% 

b – 1 or 2 questions worth 20% 

exam is only 2 hours long. 

B- table .. concepts , main purposes 
Ex branding … write the main purposes 
Personal selling.. write the main purposes  

Ch 8-16 

Product – global and everything in between.

Another type of question could be essay type 

Simple calculation 

Class discussion, class slides, text book 
Discussion 

Final exam – no questions 
No calculator 

Survey – part of mark due Wednesday. 


Ch 12: marketing channels: distribution strategy

Distribution is very important, if you make a good product and if you price and promote it correctly, you need to then get it to your customer 

About getting from manufacturer to consumer 
- Availability of the product
all about distribution 

you want a good when you want it at the time you want it 

least sexy part of marketing.. no body sees you.

without logistics , distribution channels, goods can move efficiently or effectively 

channel structure in marketing 
direct --- manufacturer to customer ex tigerdirect.com
indirect --- manufacturer—retailer---consumer ex ford coca cola 
indirect—wholesaler –retailer – consumer ex Cadbury 

multi channel marketing: 
video m&m’s 

want to avoid conflict..

Mcdonald’s and Heinz- Mcdonald’s said they would not use heinz ketchup because Heinz were working with burger king 

retailers =most power, the one who has the power can call the shots 

managing distribution channels : vertical integration 

independent or conventional supply chain 

independent marketing channel – looking out for their own good, working to promote that and that alone , only care to the extent that they can buy, inefficient, distribution affects cost, more cost = less profit. Resulting in poor customer service.


vertical marketing channel : lets work together. All think that we are part of one big chain and need each other, if work in sync, we could cut costs, promote customer service.

Administrative = most powerful person in the chain is calls the shots. 

Contractual – where you sign legally binding contracts. Have to fufil the contract 

Corporct viems = orving oil, own al the parts 

Goal of the vertical system – reduce cost , promote customer service 

Logistics – mainly deals with the flow of goods, transportation , wear-housing, pricing, shipping goods = logistics functions. UPS = logistics company , they move goods. Moving goods from point A to B and everything involved in moving them 

Supply chain = all relationships , all the institutions and all the information flow, everyone involved in the distribution, insuring good relations between all. Suppliers and suppliers network. Information must flow amongst all the members involved (institutions) cant move goods without information. 
Trust , commitment, sharing, building strong relationships … all in this together. So much technology involved in supply chain, marketing plays a big role. Flow of material and goods , need information to make that happen. Each person in the chain have to be good at what they do and think of how my actions affect the entire chain. 
If they don’t have value then they are a liability. 

System you design must allow for goods and information to flow freely and trust and relationships must be build 

Distribution intensity: 

Intensive, exclusive , selective 

Intensive – available everywhere 

Selective- in the middle- in select places, not sold everywhere , but not exclusively. Ex MK 

Exclusive- one or 2 ( a handful) would be involved in the distribution 

Distribution intensity 

Benefits: 
Supply chains add value .. all sell to a wear house, the wear house distributes it. Less amount of transaction. 


Fulfilling delivery promises


Electronic data interchange 
- advance shipping 

if you want good supply chains you need open communication , common goals , mutual trust , strategic relationships , credible commitments 

storing and cross docking – form of wear housing, storing in wear house till you need it . cross docking= you have a truck coming from Toronto to Ottawa going to walmart, order for milk , and other items ,, will create a staging area. Don’t put in wear house, floor ready merchandise, individual boxes , has the security tag already on it. Will put in staging area. Everything will be put in the staging area 
more efficient. Never goes into the information system . prepare to ship and ship to stores, arrives and put to shelf


receiving and checking 

RFID( radio frequency distribution tags) – container computer chips. Tracked by satellite. Can cut cost, and theft. 
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