-Marketing Study
Defining a marketing process-
5 Cores marketplace concept 
Major trends / changing the marketing landscape

-Marketing: Creating value for customers and building strong customer relationship to capture value from customers in return.
NEEDS
	-State of felt deprivation –Physical---food, clothing, warmth, safety—social-belonging and affection
	Individual-knowledge and self-expression.
WANTS
	-The form human needs take as shaped by culture and individual personality
Demands
	-wants the are backed by buying power

-Market Offerings: are some combination of products, services, information, or experiences. Offered to a market to satisfy a need or want.
Marketing Myopia: Losing sight of underlying consumer needs 
Exchange: is the act of obtaining a desired object from someone by offering something in return.
Marketing Management: art and science of choosing target markets and building profitable relationships with them.
Market segmentation-refers to dividing the markets into segments of customers.
Target Marketing-refers to which segments to go after
Demarketing- marketing to reduce demand temporarily or permanently,  the aim is not to destroy demand but to reduce or shift it.

Value Proposition – set of benefits or values a company promise to deliver to customers to satisfy their needs.
MARKETING STRATEGY 
1. Production concept 2. Product concept 3. Selling concept 4. Marketing concept 5. Societal concept
Production concept is the idea that consumers will favour products that are available or highly affordable
Product concept idea that consumers will favour 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.
Marketing concept is the idea that achieving organizational goal depends on knowing the needs and wants of the targets markets and delivering the desired satisfactions better than competitors.
Societal marketing company should make good marketing decision by considering consumers’ wants. Long-term interest
Marketing Mix – 4 P’s  - Product, Price, Promotion, Place.
Integrated marketing program- comprehensive plan that communicates and delivers the intended value to chosen customers.

 CRM – customer relationship management
® overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction 
BUILDING CUSTOMER RELATIONSHIP
-Customer-perceived value – the evaluation of the difference between all benefits and all costs of a market offerings.
-Customer satisfaction- products perceived performance matches buyers expectations.
Basic Relationships: relating more deeply and interactively and carefully selecting customers, while interacting with them them blogs, websites, social networks. For the more profitable customers.
Partner relationship management: working together with partners in other companies in order to bring a greater customer value.
	•Electronically 
	•Using cross-functional teams
-The other siders use the supplies, and other means of developing partnerships.
CAPTURING VALUE from CUSTOMERS
• Customers lifetime value is the most important thing, it is the stream of all purchases for the customers.
• Share of customers Portion customers purchasing the a company gets in its product categories.
• Customer Equity: total combined customers lifetime values in company’s customer’s

When building the right customer relationship with the right customers involves treating customers the right way.
Different customers requires different relationship management strategies.
Changing Marketing Landscape
• Digital age 
• Rapid globalization
• Ethics and social responsibility
• Not-for-profit Marketing
•Challenges: the digital age – rapid globalization – ethics and social responsibility – not-for-profit market
•advances in computers, telecommunications information, transportation- tracking research ” product development
•challenges – digital age. Same as before
•geographical and cultural distances have shrunk.
•challenges Ethics and social responsibility’s
•challenges not-for-profit marketing
 CHAPTER 2
•4 steps to strategic planning.
STRATEGIC PLANNING – process developing and maintaining a strategic fit between the organization’s goals and capabilities and its changing marketing opportunities.

Market-oriented mission
-the mission statement is the organization’s purpose, what it wants to accomplish in the larger environment.
-a market-oriented mission statement defines the business in terms of satisfying basic customer needs.
-A clear mission statement acts as an “invisible hand” that guides people in the organization.
Business objective				Marketing objective
•build profitable customer relationships	•Increase market share
•Invest in research				•Create local partnerships
•Improve profit				•Increase promotion

The Business Portfolio: the collection of businesses and products that make up the company.
Portfolio analysis: is a major activity in strategic planning whereby management evaluates the products and businesses that make the company.
The best business portfolio is the one that best fits the company’s strength and weakness to opportunities in the environment
Strategic Business Unit: (SBU) Is a unit of the company that has a separate mission and objectives that can be planned separately from other company businesses.
Current Business portfolio – (Identify Units, or SBUs) that make up the company 
Assess the attractiveness of its various SBUs
Decide how much support each SBU deserves.
There are many problems with the matrix Approaches 
-difficulty in defining SBUS and measuring market share and growth.
-time consuming-
 -Expensive
-Focus on current business, not future planning.
PORDUCT/MARKET EXPANSION GRID
Tool for identifying company growth opportunities. The market penetration, product development, diversification.



	
	EXISTING PRODUCTS
	NEW PRODUCTS

	EXISITING MARKETS 
	MARKET PENETRATION
	PRODUCT DEVELOPMENT

	NEW MARKETS
	MARKET DEVELOPMENT
	DIVERSIFICIATION 



• Market penetration: is a growth strategy, increasing sales to current market segments without changing the product.
• Market development: is a growth strategy that identifies and develops new market segments for current products.
• Product development: is a growth strategy that offers new or modified products to existing market segments.
•Diversification: growth strategy through starting up or acquiring businesses outside the company’s current products and markets
 
• Downsizing: is the reduction of the business portfolio by elimination products or business units that are not profitable or that no longer fit the company’s overall strategy.
PLANNING MARKETING
•Value chain- is a series of departments that carry out value-creating activites to design, produce, market, deliver, and support a firm’s products.
•Value delivery network – is made up of the company, suppliers, distributors, and ultimately customers who partner with each other to improve performance of the entire system.
Marketing Mix
Marketing segmentation is the division of a market into distinct groups of buyers who have distinct needs, characteristics, or be havior and who might require separate products or marketing’s mix’s
Market segment – groups respond in similar ways, marketing efforts.
Market Targeting – process of evaluation each market segments attractiveness and selecting on or more segment to enter/
Market Positioning is the arranging for a product to occupy a clear , distractive and desirable place relative to a competing product in the minds of the target consumer.
MARKETING MIX- 
PRODUCT –PRICE ---PLACE ---PROMOTION 


Chapter 3 
•Environmental Forces 
•Changes in the demographic and economic environments affect marketing decision.
•Natural and technological environments
•Political and cultural environments.
•React to marketing environment.
_________________
Marketing Environment: actors and forces outside marketing that affects marketing management / relationship with target customers.
	• Microenvironment: actors that are CLOSE TO THE COMPANY: the company, suppliers, marketing intermediaries, customer markets, competitors, and publics.---THE COMPANY—SUPPLIERS---MARKETING INTERMEDIAIRES----COMPETITORS---PUBLICS---CUSTOMERS.
		COMPANY: Top Management—Finance—R&D—Purchasing—Operations---Accounting
		SUPPLIERS: Provides the resources to product goods and services.
		MARKETING INTERMEDIARIS: Help the company to promote sell, and distribute its products to final buyers
			• RESELLERS—PHYISCAL DISTRIBUTION—MARKETING SERIVCE AGENICES—FINANCIAL INTER
		5 Types of Customer Market: Consumer, Business, Reseller, Government, International.
		COMPETITORS: Positioning their offerings against competitor’s offerings.
		PUBLICS: Group of potential interest in or impact on and ORG 
			•FINANCIAL PUBLIC—MEDIA PUBLIC—GOVERNMENT PUBLIC—CITIZEN-ACTION PUBLIC—LOCAL 
			PUBLIC—GENERAL PUBLIC—INTERNAL PUBLIC
	•Macroenvironment: Demographic—Economic—Natural—Technological—Political—Cultural
			( D.E.P.E.S.T )
		DEMOGRAPHY: The study of the human population, size, density, location, age, gender, race, occupation, other statistics.-------------Generational Marketing: segmenting people by lifestyle and not by age.
			•Diverse: International—National 
				-Ethnicity-Gay ad lesbian-Disable
		ECONOMIC ENVIRONMENT affect consumer purchasing power and spending patterns.
			--Industrial economies are richer markets.
			--Subsistence economies consumes most of the own agriculture and industrial output.
			• ERNST ENGEL –ENGEL’S LAW “As income rises”
				-the % of food declines
				-the % spent on a house remains constant
				-the % spent on saving increases
NATURAL ENVIRONMENT Natural resources needed for the marketers activities.
			•SHORTAGE OF RAW MATERIAL 
			•INCREASED POLLUTION
			•INCREASE GOVERNMENT INTERVENTION
			•ENVIRONMENTALLY SUSTAINABLE STRATEGIES
		TECHNOLOGICAL ENVIRONMENT most dramatics forces now shaping our destiny 
		POLITICAL ENVIRONMENT  consist of laws, government agencies , pressure groups. That limit the ORG in a 					given society.
			• Legislation regulation business
				--Increase legislation
				--changing government agency enforcement.
			•Increase emphasis on ethics 
				--Socially responsible behaviour
				--Cause-related marketing
		SOCIAL ENVIRONMENT refers to social codes and rules of professional ethics beyond written laws and 
				Regulations.
			•Socially responsible behaviour-Enlightened companies encourage their managers to look 
			Beyond. “do the right thing”
			•Cause-related marketing-Build a more positive image/ worthwhile causes.
		CUTLURAL ENVIROMENT Institutions and other forces that affect a society’s basic value, perceptions, and 
				Behaviours.
			•Core beliefs and values- passed on from parents to child. Reinforced by schools, churches, 
			Businesses, and government.
			•Secondary beliefs and values-More open to change and include peoples views.
			•People’s view of themselves-“do-it-yourselfers-recent movers
			•People’s views of organizations
			•People’s views of the society
				-Patriots defends it
				-Reformers want to change it
				-Malcontents want to leave it
			•People’s view of nature
				-feel ruled by it
				-feel in harmony
				-seek to master it
			•People’s view of the universe
				-Renewed interest in spirituality
Chapter 5
-Gaining insights about marketplace and customers
-define the market information system.
-steps in marketing research process
-uses of marketing information
----------------------------------------------------------------------------------------------------------
Customer’s insights
•deep insights into customers’ needs and wants are difficult to obtain –not obvious---customers unsure of their behaviour	
•Use insights to create more value for their customers           
MARKETING INFORMATION SYSTEM (MIS)   
	•Assessing the information needs
	•developing needed information
	•Helping the decision makers use the information for customers
------“MIS” also provides information to the company’s marketing and other managers/ external partners—SUPPLIERS—
RESELLERS---AND MARKETING SERVICE AGENCIES
	*As the USER’S NEEDS Decrease then the MIS OFFERINGS Increase*

----Marketers obtain information from the following:                                                                                                                                         
-Internal date-
•Electronic collection of consumers and market information obtained from data source
	-Accounting system.
	-Operations/Production
	-Sales reporting system
	-Past research studies
•INTERNAL DATA IS CHEAP, QUICK, AND EASY!!
	-maybe incomplete to some situations
-Marketing intelligence
		•Is the systematic collect of the consumers, competitors and developments in the marketplace.
-Marketing research
•Is the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization.
	•When doing a Marketing Research – define the problems and the research objectives is the often the hardest step.
		-Exploratory Research
		-Descriptive Research
		-Casual Research
	•Outlines sources of existing data-Spells out specific methods of gather data.
	
	“There are 2 different types of Marketing Research “
	•Primary Data- gathered information from the special research group.
	•Secondary Data- Information that already exist somewhere, that’s been collected for another purpose.
	______________________________________________________________________________
-OBSERVATIONAL RESEARCH Gathering primary information by relevant people, action, and situations.
		-ETHNOGRAPHIC RESEARCH sending trained observers to watch and interact with consumers.
	•SURVEY RESEARCH – is the most widely used method and is best for descriptive information—
		-Characteristic of survey research are as follows:
			-its flexible 
			-people may be unable or unwilling to answer
			-People may give misleading or pleasing answers
			-There may be privacy concerns.
	•Experimental Research- is best for gathering causal information-cause-and-effect relationships
	•FOCUS GROUPS- 6 to 10 people with trained moderators – challenges (1.) Expensive (2.) Difficult to generalize from              
small groups- and customers are not always honest.
CONTACT METHODS
•Online Marketing Research—Internet survey---Online panels—Online Experiments—Click stream data—Online focus groups.
					ONLINE RESEARCH
		Advantages					Disadvantages
	•Low Cost
•Speed
•Higher response rate
•Good for hard to reach groups
	•Restricted internet access
•Not sure who answering


		
	•SAMPLE-segment of the population selected for the marketing research.



TYPES OF SAMPLES
Probabilities Sample
	-Simple random sample-Equal chances of selection 	
	-Stratified random sample-divided into mutually exclusive groups, samples drawn from each group.
	-Cluster (area) sample-divided into mutually exclusive groups, research draws a sample.
Nonprobabilities Sample
	-Convenience sample-easiest population members
	-Judgement sample-Research uses his own judgment to select population members.
	-Quota sample- interviews prescribed numbers of people in different categories 
•QUESTIONNAIRES
	-Most common
	-Administered in person, by phone, or online
	-Flexible
	-Careful with wording and ordering questions
“Some questions CLOSED-ENDED meaning that customers don’t have a chance to answer in their own words. There are a list of answers and they have to choose 1.”
“Some questions are OPEN-ENDED allows customers to answer the questions in their own words.”
IMPLEMENTIONG THE RESEARCH PLAN
-Collecting the information
       -Processing the information
              -Analyzing the information
	     - Interpret findings
CUSTOMER RELATIONSHIP MANAGEMENT (CRM)
•CRM is a sophisticated software and analytical tool that integrates customers information, and they use to that build a stronger customer relationship.
Chapter 6
-Process of consumer buyer behaviour
-4 factor that influence consumer buyer behaviour
[bookmark: _GoBack]-List major types of buying decisions é buyer decision process
-adoption and diffusion process for new products



•Consumer buyer behaviour-buyig of final consumers-individuals and households that buy stuff for personal consumptions
•Consumer market -all personal consumption of final consumers.
	CHARACTERISTICS AFFECTING CONSUMER BEHAVIOUR

	Wealth ________________________________ Upper Class
	Education ______________________________Middle Class
	Occupation _____________________________Working Class
	Income _________________________________Lower Class

	•Word of mouth- Influence and Buzz Marketing
-opinion leaders are people within a reference group who exert social influence on others.
-Often called Influential or leading adopters. 
SOCIAL NETWORK
	•includes Blogs, Social networking sites, (facebook), and virtual worlds (second life)
SOCIAL FACTORS
	•Family is the most important consumer-buying organization in society 
	• Social roles and status are the groups , family, clubs, and organizations that a person belongs to that can define 
	Roles and social status

--------------------------------------
PERSONAL INCOME
SAVINGS 
INTEREST RATES
· These are all factors that come into play when consumers come in to buy goods. And services.

•Psychological Factors 
· Motivation
· Perception
· Learning
· Beliefs and attitudes
•Motivation Research – refers to qualitative research designed to probe consumers’ Hidden, Subconscious motivations.



•Perceptions – people select, organize, and interpret information to form a meaningful picture of the world from three perception
	• Selective Attention- screen out most of the information.
	•Selective Distortion-interpret information that way they want too/ and believe 
	•Selective Retention-remember good things about their brand, and forget about the competitors.
•Learning- changing in an individuals behaviour arising from experience and occurs through interplay of
“Drives -stimuli-Cues-Responses-Reinforcement”
•Belief- Knowledge ---Opinion---Faith
•Attitude Person’s relatively evaluations, feelings, and tendencies towards an object or idea.
____________________________________________________
BUYERS DECISION PROCESS
•Personal sources – family and friends
•Commercial sources – ad’s, internet
•Public sources—Mass media, consumers organizations
•Experiential sources---Handing, examining, using the product.
Chapter 8 
-Major Steps in Customer-Driven marketing strategy-Market segmenting consumer and business market
-Major basis segmenting consumers business markets.
-Explain how Company’s find attractive segment’s and market-targeting strategy 
-Discuss how companies differentiate and position their products
______________________________________________________________
•Positioning-arranging for a market offering to occupy a clear, distinctive, and desirable place relative to competing products in the minds of target consumers.
Segmenting Consumer Markets
	•Geographic segmentation-Divides the market/ Geographical units, nations, regions, provinces , counties, cites.
	•Demographic Segmentation- divides the market/ Age, gender, family size, family life cycle, income, occupation, 
education, religion, race, generation, etc.
•Psychographic segmentation-divides buyers/ social class, lifestyle, or personality traits
•Behavioural segmentation- divides based on consumers knowledge, attitudes, uses, reponses.
	-Occasions
	-Benefits sought
	-User Status
	-Usage Rate
	•Occasion segmentation-divides market into groups, when buyers have the idea to buy or make a 
	Purchase.
	•Benefit segmentation-divides by which benefits certain gourps.
	•User Status-segments between, nonusers, ex-users, potential users, and first-time users.
	•Usage Rate-divides the market into light, medium, heavy products
	•Loyalty Status-divides loyalty- loyalty to brands, loyalty to stores, loyalty to companies.

• Geodemographic segmentation-Divides groups into consumer lifestyle patterns.

Segmenting Business Markets
	•Can also be segment into variables of the consumer market.	
		-Customer operating statistics
		-Purchasing approaches
		-Situational factors
		-Personal characteristics
Segmenting International Markets
· Geographic location
· Economic factors
· Political-legal factors
· Cultural factors

_________________________________________________
*REQUIREMENTS FOR EFFECTIVE SEGMENTATION*
	•Measureable-The size, purchasing power, and profiles of segments can be measured.
	•Accessible- Market segment effectively reached and served
	•Substantial- Markets are large or profitable enough.
	•Differentiable-Segments conceptually respond differently to different marketing mix elements.
	•Actionable-effective programs attracting and serving segments.
(Target Market)- Consists of buyers that the company decides to serve.
-When selecting target market you need to follow segments by –SIZE AND GROWTH—STRUCTURAL ATTRACTIVENESS—OBJECTIVES AND RESOURCES
	-Undifferentiated (mass) marketing –focuses on common needs rather than on what is different.
	-Differentiated (segmented) Marketing- to achieve higher sales and stronger position—
	More expensive undifferentiated marketing

-Marketing strategy**
	> Concentrated Marketing- Targets a large part of a certain segment.
Micromarketing-Tailoring products to suit the taste of specific customer group.
· Local Marketing
· Individual Marketing
Local Marketing
	•Tailoring Brands and promotion to local customer groups. (Cities, Neighbourhoods, Stores)
Individual Marketing
	•Tailoring products to preference of individual customers. (One-to-one marketing, Mass customization)

** When choosing a Target Market you must DEPEND ON:
· Company’s recourses 
· Product variability
· Product life-cycle stages
· Market variability
· Competitor’s marketing strategies

PRODUCT POSITION- The definition of a product by the consumers important attributes-relative to a costumers mind.
(Perceptions, Impressions, Feelings)

**When choosing a DIFFERNTIATION & POSITIONING STRATEGY**
1. Identify competitive advantages to build position 
2. Choosing rightfully
3. Selecting an overall positioning strategy
THEN  Communicate and deliver the chosen path you decided.
Competitive Advantages- Advantages over competitors because of offering better costumer value throughout lower prices and providing benefits.
**When trying to find a difference in your POSITIONING / COMPETITVE ADVANTAGES there are some sets of possible situation to look for:
· Product Differentiation- ** STYLE , DESIGN**
· Service Differentiation- ** SPEEDY, MORE CAREFUL**
· Channel Differentiation-**COVERAGE, EXPERTISE, PERFORMANCE**
· People Differentiation-**HIRING, TRAINING**
· Image Differentiation-**DISTINCTIVE IMAGE**
Right Competitive Advantages
•Important-Delivers highly valued benefits.
•Distinctive-Company can offer it in a more distinctive way.
•Superior-Superior ways costumers might obtain same benefit.
•Communicable-Visible to Buyers
•Preemptive- Not easily copied
•Affordable-Buyers can pay the difference
•Profitable-Introduce the difference profitably
**VALUE PROPOSITION** Full mix which benefits of the brands postion.
Choosing the position is often easier than implementing the position
Chapter 9
-Define Products/Major classification of the products and service.
-Describe the decision companies make / Individual Products and service, product lines, product mixes.
-4 characteristics affecting marketing services, marketing considerations that service requires.
-Branding strategy
______________________________________________

•Products – are anything that can be offered for consumption that might satisfy a need or want.
•Service-Any activities that can benefit a party, and does not result in ownership of anything.
•Experience-Represents what buying the product or service will do for the customer
· Classified by how consumers buy them 
 -Convenience Products
-Shopping Product
-Specialty Product
-Unsought Product
______________________
•Convenience Product-Things that consumers buy all the time –“Newspaper, Candy, Fast Food”
•Shopping Products-Products that customers compare carefully on, quality, price, and style.
•Unsought Products-Life Insurance**, Funeral Service**, Blood Donations**
_______________________________
•Capital Items-Industrial Products that aid in production operations.
•Materials And Parts-Materials sold directly to industrial users.
•Supplies And Services- All the supplies needed for the company.

**Organization Marketing- Activities to maintain or change the behaviour of target market towards the organization.
**Person Marketing-Activities to maintain or change the behaviour of target market towards a particular people.
**Place Marketing-Activities to maintain or change the behaviour of target market towards a particular place.
**Social Marketing-Tools designed to influence behaviours to improve their company’s well-being.
________________________________
**Steps to Individual Product and Service Decisions**
Product and service attributes 
        Branding
	Packing
	         Labeling
		Product Support Service
•Product Attributes-Benefits of the Product.
	Quality level-Quality that supports the Position
· Total quality management (TQM)- Everyone in the company is always trying to improving the product constantly
· Conformance quality- always delivering a level of performance. 
Brand Equity 
	-Different effect that that brand name has on the customer response.
Product line
	-Product closely related because they function in a similar manner, and sold through the same price range.
Product Mix
	-All products sellers offers for sale.
**Service Industries
•Government, Private not-for profit organization, Business organization
** Sometimes a Service Firm needs extra additional Marketing strategies, which would consist of 
· Service –profit chains
· Internal marketing
· Interactive marketing
-Service –Profit Chain-Profits employee and customer satisfaction:
	-Internal service quality
	-Satisfied and productive service employees
	-Greater service value
	-Satisfied and loyal customers
	-Healthy service profits and growth
-Internal Marketing-Basically means the firm must work with its employees to help maintain customer satisfaction with the employees who have contact with the consumers. “Internal market must precede external marketing”
Interactive marketing-Depending heavily on the Buyer-Seller interaction	
	Service Differentiate 
	Service quality
	service Productivity
	•Service Differentiation-Creates a competitive advantages from the offer, delivery, and image of the service.
		-Offer-distinctive features
		-Delivery-reliable customer contact people, or process
		-Image-Symbols and branding.
	•Service Quality-Delivering Hirer Quality than its competitors ALL THE TIME “depends on interacting between
	Customer and employees”
	•Service Productivity – Recruiting, hiring, and training strategies.

**Brand**-represents the consumers perception and feelings about a product and its performance. 
	-Product attributes – Product Benefits – Product beliefs and values
1 Suggests benefits and qualities 
2 Easy to pronounce and remember
3 Distinctive
4 Extendable
5 Translatable for Global Economy
6 Capable of registration and legal protection
	
•National Brand: created by manufacturers
•Store Brands: resellers brands of a products.
•Licensing: previously created nam es or symbols for a fee
•Co-Branding-2 Different companies on the same product.
	Line Extension: Involves extending an existing brand name to a new form. Etc, all aspects.
	Brand Extension: Using an existing brand to a new product.
	Multiband: Additional brands introduced in the product categories
	New Brand: Entering new Product category no current existent.
Chapter 10
-How companies come up with new product ideas
-define the steps in new-product development
-describe the stages of the product life cycle/ changes in the marketing strategies during the life cycle.
-discuss 2 additional product issues: socially responsible product & international product and service marketing.
____________________________ 
Acquisition: Buying a company, patent, or license to product someone else’s product.
New Product development: Refers to a original product brand developed from the firm’s own research and development.
**Reasons for New Product Failures**
	Overestimation of market size
	Poor design 
	Incorrect positioning
	Wrong timing
	Priced to high
	Ineffective promotions
	Management influence 
	High development costs
	Competition
** When designing a new product line, Idea Generation is a systematic search for new product ideas.**
	•Internal Sources                                                                    •External Sources
	-Internal Sources-Company’s own formal research, staff, etc.
	-External Sources-Outside sources such as customers, competitors, suppliers, etc.
**When designing a new product line, you must Idea Screen is a way of choosing which Ideas you keep and which ideas you don’t**
-Product Idea- Is an idea that a company sees itself offering in the market.
-Product Concept-Is detailed version of the Idea.
-Product Image-New way the customers sees the potential product.
**Concept testing** Testing with groups of target market.
•Marketing strategy development- Initial marketing strategy for the introduction of the new product in the market.
	Description of the target market
	Value proposition
	Sales and profit goals 
•Business analysis-involves reviews for the profit projection of the company’s new idea.
•Product Development-Creation and testing of the version of the idea with the engineering department.
•Test Marketing-Stage at which products introduce into more realistic marketing setting.
			TYPES OF TEST
· Standard test markets
· Controlled test markets
· Simulated test markets

**There are some advantages of the Simulated Test market  Less Expensive  Faster.
** But there are some Disadvantages as well  Not reliable and accurate due to the controlled settings.
•Commercialization-Introduction of the new product. –When to Launch – Where to Launch –Planned market rollout

**SUCCESSFUL NEW-PRODUCT DEVELOPMENT SHOULD BE**
Customer Centred- New ways to solve customer problems, and more customer satisfying experiences.
•Sequential New-Product development-Where different departments work together in different stages of the product, before passing it along to a new department to work on.
Team Centred-Where different departments of a company work together, overlapping to speed up the process and increase effectiveness.
Systematic –An innovative, development approach that collects reviews, and manages new product ideas.

-PRODUCT LIFE –CYCLE STRATEGIES:
	•Product Development – Sales are zero and investments costs mount.
	•Introduction-Slow sales growth and profits are nonexistent.
	•Growth-Rapid market acceptance and increasing profits.
	•Maturity-Slowdown in sales growth and profits level off or decline.
	•Decline-Sales fall off and profits drop.
Introduction stage
· Create product awareness and trial
· Offer a basic product
· Use cost-plus pricing
· Build selective distribution
· Build product awareness among early adopters and dealers
· Use heavy sales promotions
Growth Stage
· Rapidly rising sales		•Maximize market Shares
· Average cost per customer	•Product Extensions, service, warranty
· Rising profits			•Price to penetrate market
· Customers as early adopters 	•Build Intensive distribution
· Growing number of competitors	•Build awareness & interest in mass markets
· Promotion and manufacturing cost gain economies of scale	•Reduce sales promotion heavy customers.
Maturity Stage
· Slowdown in peaked sales	•Max profit when defending market shares
· Low cost per customer		•Diversify product brand and models
· High profits			•Price to match or beat competitors
· Customers are middle majority	•Build more intensive distribution
· Substitute products are introduce	•Stress brand difference
· Increase promotions and R&D	•Increase sales promotion to encourage switching.

** Market modifying** increases consumption of the current product & new inventing uses for an existing product.
**Product Modifying**Changes characteristics of a product, features, styles, packaging, to attract new users.
-When modifying the MARKETING MIX** this is by changing one or more of the marketing mix elements.
	•Offer new improved service
	•Cut prices to attract new users
	•Launch better ad’s
	•Move into new marketing channels.
Decline Stage
· Declining sales		•Reduce expenditures, and milk the brand.
· Low cost per customer	•Phase out weak iems
· Declining profits	•Cut prices
· Customer are laggards	•Selective distribution
· Declining number of competitors	•Reduce in Ad’s 
· Reduce Sales Promotions.
**Companies must decide what to do when a product in a declining stage
-Maintain the brand in hopes that it will come back, and competitors will leave the industories.
-Harvest the product and reduce in sales hoping it will rise again.
-Drop the product from the line

		












		

















