CHAPTER 1
Marketing: Managing profitable customer relationships


Marketing is managing profitable customer relationships. The goal of marketing is to attract new customers, to grow current customers by delivering satisfaction and to provide goods and services at profit.
Marketing specialists must satisfy their customers’ need in a socially responsible and ethical manner

The marketing process
1. Understand the marketplace and customer needs and wants
Humans have 3 needs
· Physical needs (food, clothing)
· Social needs (the need to belong)
· Individual needs (need for knowledge, self expression)
     Based on their needs, human have wants that are shaped by culture and individual personality. However, when backed by buying power, wants become demands

Marketing offers: As a marketer, we offer the product (the physical need) and the service (that provides a benefit)

A market is the set of actual and potential buyers of a product. These buyers share a particular need or want.

Marketers are not only doing marketing- even consumers do marketing when they search for the goods they need at a price they can afford.






Elements of a modern marketing system:
Suppliers
Company
Competitors
Marketing 
Intermediaries
End
User


2. Designing a customer-driven marketing strategy
Marketing management is the art and science of choosing target markets and building profitable relationships with them
To have a good marketing strategy we need to be able to answer two questions:
· What customers will we serve? (What’s our target market)
· How can we serve these customers best? (What’s our value proposition)
*To decide whom we will serve we need to divide the market into segments (market segmentation)

*To serve the customer best, the marketer needs to show how the product is better than any other product on the market. A company’s value proposition is the set of benefits or values it promises to deliver to consumers to satisfy their needs.
Since the consumer is always at the center of our worlds, you need to find a product concept –you need to work on a new and better product for the consumer

There are 5 philosophies under which organizations design and carry out their marketing strategies 
· [bookmark: _GoBack]The production concept- the idea that consumers will favour products that are available and highly affordable.
· The product concept- the idea that consumers will favour products that offer the most in quality, performance, and feature and that the organization should therefore devote its energy to making continuous product improvements.
· The selling concept – the idea that the consumers will not buy enough of the firm’s products unless it undertakes a large-scale selling and promotion effort.
· The marketing concept- it’s the idea that achieving organizational goals depends on knowing the needs and wants of target markets and delivering the desired satisfactions better than competitors do.
· Societal marketing concept- it’s the idea of making good marketing decisions by being good to the society and the environment.

3. Preparing a marketing plan and program 
Those are the basic marketing decisions that we are going to make (the marketing mix)
The 4 marketing mix tools are:
· Product
· Price
· Place
· Promotion 

4. Building customer relationship (producing what the consumer wants and needs)
· Customer relationship management- it’s the overall process of building value and satisfaction
· Satisfied customers are more likely to be loyal customers and to give the company a larger share of their business 
 Relationship building blocks: customer value and customer satisfaction
· Customer perceived value- it’s the difference between total customer value and total customer cost
· Customer satisfaction- it’s the extent to which a product’s perceived performance matches a buyer’s expectations 

5. Capturing value from customers
· Creating customer loyalty and retention: by producing good products, customer remain loyal and talk favourably to others about the company and it’s product
· Customer lifetime value: the value of the entire stream of purchases that the customer would make over a lifetime of patronage
· Customer equity- the total combined customer lifetime values of all the company’s customers

 The new marketing landscape 
There are 4 major trends and forces that are changing the marketing landscape
· The new digital age
· Rapid globalization
· The call for more ethical and social responsibilities
· The growth of non-for-profit marketing

CHAPTER 2
Companywide strategic planning: defining marketing’s role

Strategic planning: it’s the process of developing and maintaining a strategic fit between the organization’s goals and capabilities, and it’s changing marketing opportunities. It involves defining a clear company mission, setting supporting objectives, designing a sound business portfolio and coordinating functional strategies. 
Planning marketing and other strategies

Designing the business portfolio
Setting company’s objectives
Defining the company’s mission

Step 1:
Mission statement: A statement of the organisation’s purpose- what it wants to accomplish in the larger environment. Your mission could either be to satisfy a certain market or it could be product driven. However the mission has to be realistic. For example Singapore airline cannot have as a mission to become the world’s largest airline. For example, more realistically, Johnsons and Johnsons’ mission could be to provide services to satisfy the medical profession and make the stakeholders happy at the same time
**It’s very global, you can almost add anything in here**
Step 2:
Setting company objectives and goals: the company’s mission needs to be turned into detailed supporting objectives for each level of management. Most of the time, setting goals has to do with either sales or market shares. Your objective could be sales, profit, or market share oriented.

Step 3
Designing the business portfolio: it’s the collection of businesses and products that make up the company. For example, the producers of tide, arctic power, and ABC, they have one company but they have many products under the same company- that’s their portfolio.
The best business portfolio is the one that best fits the company’s strength and weaknesses. Business portfolio planning involves two steps:
· Analysing the current business portfolio
· Shape to future portfolio by developing strategies for growth
1. Analysing the current business portfolio: it’s the process by which management evaluates the products and businesses making up the company. 
First, the company needs to identify the key businesses making up the company- strategic business units (SBU). The other component of the SBU is that you may or may not want to divide the portfolio, which is part of your strategic business unit. Like for example, if we take the example of Tide and Arctic Power, they probably don’t work with each other or listen to each other- this is SBU
The best-known portfolio planning methods was developed by the Boston Consulting Group
Using the Boston Consulting Group approach, a company classifies all its SBUs according to the growth-share matrix
Growth-Share Matrix- it’s a portfolio-planning method that evaluates a company’s strategic business units in terms of its market growth rate and relative market share
Some markets are dynamic markets that keep spending money in order to be number 1 and some markets are static markets that already established themselves are aren’t really making money because they are not spending money to get up there (The automobile industry)
There are 4 possibilities:
1. If you have a high market share and a high growth industry- you are considered a Star. In order to remain that way you need to keep pumping money- you are basically a high share player in a very dynamic market
2. If you have a high market share and a low growth industry- you are considered a cash cow, meaning that you are theoretically making money but you have to get money out of it- you have to “milk the cow”
3. If you have a low market share and a high growth industry- you are considered a problem child. You basically have incredible potential but you are a fuck up; you need to spend more time, effort and money or else you will fall apart 
4. If you have a low market share and a low growth industry- you are considered a dog, meaning that you generate enough cash to maintain yourself but its no enough cash for you to be able to live.

2. Developing strategies for growth:
Companies need growth if they are to compete more effectively to satisfy their stakeholders and attract top talent, however, they cannot make that their primary objective, and the company’s objective must be “profitable growth”.
One useful device to identify profitable growth is the product/market expansion grid: a portfolio-planning tool for indentifying company growth opportunities through market penetration, market development, product development, or diversification.

Market penetration: it’s a strategy for company growth by increasing sales of current products to current market segment without changing the product

Market development: it’s a strategy for company growth by identifying and developing new market segments for current company products. Its like if, for example, I take poutine (product) and decide to sell it to America (market)

Product development: it’s a strategy for company growth by offering modified or new products to current market segment

Diversification: it’s a strategy for company growth through starting up or acquiring businesses outside the company’s current product and markets.

Every time you see a new product or market, there are risks because you are going into a situation that you are not familiar with and going to a new market that you are not familiar with.
Companies must not only develop strategies for growing their business portfolios but also strategies for downsizing them. In other words, it’s to reduce the business portfolio by eliminating products or business units that are not profitable or that no longer fit the company’s overall strategy. 
The first thing you need to do is to make sure that you are partners with important groups- you do this to not be isolated, you need to partner up with the good people who have connections- you basically have to have a good relationships with the good people
· Each company department can be thought of as a link in the company’s value chain (the series of departments that carry out value-creating activities to design, produce, market, deliver and support a firm’s products)


Step 4:
The marketing planning:
 It’s the marketing logic by which the business unit hopes to achieve its marketing objectives- its when the marketer decides which customer will we serve and how.


You have to make some basic decisions:
Guided by marketing strategy, the company designs a marketing mix made up of factors that they can control: product, price, place, promotion
The 4 Ps led to the 4 Cs: customer solution, customer cost, convenience, and communication.

· The center of our worlds as a marketer is the consumer so you need to find out what the consumer needs and wants so you can provide him with a product. Its more than the physical product though, it’s the entire package. (Product)
· Then we have to decide upon the price- the price has to consider everybody, from the consumer to the retailer to the wholesaler etc. generally, the price has to be appealing to the consumer and profitable to us. (Price)
· In order for the product to get to the consumer, we have to make a decision on a place. Distribution is how it gets from us to the final consumer. We have to make it in such a way that is it appealing to the final consumer. You have to be able to sell to the retailer, sell to the wholesaler who will sell to the consumer- we have to decide what works best for us and the final consumer. (Place)
· Finally there is promotion- promotion is really marketing communication. It’s the activities that communicate the merits of the product and persuade target customers to buy it. (Promotion)

Customer-centered marketing strategy
Companies know that they cannot profitably serve all consumers in a given market, at least not all consumers in the same way because there are different kinds of consumers with different kinds of needs. Therefore each company must divide up the total market; its involves 3 steps
Market segmentation: it’s the process of dividing a market into distinct groups of buyers who have distinct needs, characteristics, or behaviours and who might require separate products or marketing mixes. A market segment consists of consumers who respond in a similar way to given set of marketing efforts

After a company has defines market segments, it can enter one of many segments of a given market: target marketing
Target marketing: is the process of evaluating each market segment’s attractiveness and selecting one or more segments to enter- its basically evaluating all those segments, or all the groups who act in a similar way and sell the product to them (*for example, don’t try to sell game boy to an older person*)

Once you know what group or segment you want to serve, you want to decide what position you want to occupy in those segments.
Market positioning: its arranging for a product to occupy a clear, distinctive, and desirable place relative to other competing products in the mind of the target consumer. In other words it’s the products position it holds in the consumer’s mind. Basically, my position needs to be different and better than my competitor’s position. For example, people who buy Tide, buy it because its position in the market is that they see detergent that cleans well, however, people who buy ABC, buy it because its position in the market is that they see cheap detergent.

Marketing management functions
In addition to being good at the marketing management, companies also need to pay attention to the management. Managing the marketing process requires the four marketing management functions: analysis, planning, implementation and control.

 The first thing we do is marketing analysis- it’s when the company analyses the markets and marketing environments to find attractive opportunities and avoid environmental threats. We basically look at the potential and then we see what we can do with it. For example if you want to get in to wall mart- you see the potential and then you see if your able to match what they are asking for.

 The second thing you need to do is the marketing planning- it’s when the company decides what it wants to do with each business units – its sort of detailing the objective basically saying: this is HOW we are going to get there.

 The third thing is marketing implementation- it’s the process that turns marketing strategies into marketing actions in order to accomplish strategic marketing objectives. In other words, it’s getting every thing done- from making the ads, to finalizing the details etc.

 The fourth and final thing is that you need to have is a marketing organization. There are two types of organization: there is a functional organization where at the top there is a president and then there is a VP of finance, a VP of accounting etc, or you can have a geographic organization where for example in China there is a head for the office in the country but he reports directly to the head office in Canada. 

Because many surprises occur during the implementation of marketing plans, the marketing department must practice constant marketing control. It’s the process of measuring the results of marketing strategies and sees where the company went wrong to be able to fix it. It’s also there to make sure that the company’s objective are achieved. For example if we plan to sell $100 million of something and we only sold for $90 million we probably need to compare our budget to reality and fix it ASAP

CHAPTER3
The marketing environment

The marketing environments are the things that affect marketing management’s ability to build and maintain a good relationship with their customers
There are two things we look at: the macro environment (things that we cannot control) and the microenvironment (things that we can control)

Let’s start with the microenvironment:
1. The first thing that we can control is the company itself. In the company we can control all the departments by having meetings, reunion etc. All the departments should work in harmony to provide superior customer value and satisfaction
2. The second thing we can control is the suppliers since we have an effect on them. Suppliers have to be considered like partners because without them, the company is in real trouble
3. The third thing we can control is the marketing intermediaries. They are the people between us and the final consumer- in other words they are the retailers, the wholesalers, physical distribution firms, marketing service agencies and the bank
4. The forth thing we can control is the customer and the consumer markets. There are 5 types of markets that the company needs to study closely: the consumer market (need to deal with them), the business markets, the government markets (need to kiss their ass), the reseller markets (need to make them happy) and the international markets. (Need to have international markets because its hard to make a living in Canada)
5. The fifth thing we can control is our competitors- we are constantly trying to compete with other firms
6. The sixth and final thing we can control is the public- in other words, if the public rates us poorly, we wont have any consumers buying our products. For example, if the media sees that the president of the company is a jerk and reports it, then the public wont like the company and wont buy the company’s products

There are things we can control but there are others that we cannot, for instance, the macro environment is incontrollable 
There are 6 major forces:
1. The demographic environment: demography is the study of human population in terms of size, density, location, age, gender, race, occupation and other statistics
· We look at the size of the market
· In terms of density- Canada is a very attractive market- so when people sell their products in Canada, they have to make the package bilingual 
· In terms of location- it can be very narrow of very broad
· In terms of age- older people don’t want what younger people want
· In terms of gender- men and women wont buy the same things
· In terms of race- there are differences in terms of what product every race purchases
· Lastly, in terms of occupation- lawyers, for example, don’t buy the same things as plumbers 

2. The economic environment- it consists of factors that affect the consumer’s buying power and spending patterns. Income, wealth, occupation, and education all affect the consumers buying power and spending patterns because for example if we consider wealth- people who have “new” money spend relatively more than people who have had money for a long time. Same thing for education- people with education spend differently and different things than people with no education. Engel’s law- it’s the difference noted in how people shift their spending patterns as their family income rises.

3. The natural environment – we don’t have control over the weather, the shortage of raw material or over pollution

4. The technological environment – with the new technological advancements like the internet, computer etc we need to understand that unlike before, the shelf life of a product expired very quickly. So even thought we have no control over the technological advancements, we have to be aware of them so they don’t influence us negatively.

5. The political environment- we have a competition add- it is made to protect other companies and to protect the consumers from unfair business ads. Everything is made to protect the consumers

6. The cultural environment – it is made up of institutions and other forces that affect the society’s basic values, perceptions, preferences and behaviours. For example, I am influenced by the way my parents brought me up which marketers cannot control. 
CHAPTER 5
Managing marketing information

To produce superior value and satisfaction for customers, companies need information at almost every turn. Good products and marketing programs begin with solid information on consumer’s needs and wants, competitors and resellers. The more information we have, the more effective we are.

The marketing information system (MIS) – it’s the people, equipment, and procedure to gather, sort, analyse, evaluate, and distribute needed information to marketing decision makers.  

Assessing marketing information needs
When you are looking for information, you can start by asking managers. You can go to any department and ask for the information you are looking for about competitors, consumers wants and needs etc. you have to be well informed in order to make the good marketing decisions.

Developing marketing information
Marketers can get the needed information from internal data, marketing intelligence, and marketing research
Internal data: it’s a collection of electronic information obtained from data sources within the company. These kinds of information gives us some insight about our marketing opportunities and problems- it basically lets us know if we did things successfully or not.
Marketing intelligence: it’s the systematic collection and analysis of publicly available information about competitors and developments in the marketing environment. The goal of marketing intelligence is to improve strategic decision-making, assess the competitor’s actions, and provide early warning of opportunities and threats. We are basically getting information from supplier, retailers, wholesalers and competitors who will help us provide better service to the consumers.

Marketing research: it’s the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization.
It’s a 4-step process:


STEP 1: 
Define the problem and research objectives
 Its is the hardest part of the process because we might know that there is a problem in the marketing strategy but we cannot pin point the exact cause of the problem. After defining the problem, the manager and researcher must set the research objectives- they have to formulate a hypothesis- it is the key
There are 3 ways of making research:
1. Exploratory research: this will help us define the problem- you can do it by basically asking the people around you
2. Descriptive research: it defines things, it defines the market potential for certain customers
3. Causal research: its all about testing the hypothesis on a cause and effect relationship- its an experiment. For example you tell yourselves that if you higher the price of a BMW of 5000 will it have an effect on the buyers- so you test your hypothesis 
STEP 2:
Once the research problems are defined you are going to develop the research plan.
The research plan outlines the source of existing data so you can spell out the specific research plan
There are 2 kinds of data that you can analyse:
Secondary data: it’s the data that already exists that has been collected for another purpose, which we can access. You can go to the Montréal census, check on statistic Canada, government agencies, business publications etc. It is good and useful because we can get it cheaply and quickly but we don’t know how current it is. 

Primary data: it’s the data that you collect for a specific purpose, if you need to know something very specific.

There are three possible ways to gather primary data

Observational research:  you can do it by simply going to a public place and analysing what you are looking for through observation. For example if you want to know what kind of diapers mothers buy, you go to a drugstore without having anyone know about it and you observe what mothers buy for their kids. There is no bias in this situation because no one knows that you are doing a research.

Experimental research: we use this type of research if we are gathering causal information. We will basically make an experiment by changing a variable. We make certain suppositions to come up with the best result possible.

Survey research: it’s the most widely used way to gather data because it’s good for collecting descriptive information. You do it by asking people questions about their knowledge, attitudes, preferences, and buying behaviours. There might be bias in this situation- it will be discussed later

There are a couple of ways of doing surveys:
· You can mail questionnaires to houses and wait for their response- the response may be somewhat bias because people may answer certain questions in a certain way to make you happy- their might be a low response rate
· You can do a survey over the phone- more people will answer because they don’t want to throw you off on the phone whereas by mail they can just throw the survey away. This response may be very bias because you might not want to tell the truth to the person on the phone
· You can do a survey by doing personal interviews- in this case the response is really high, however is extremely expensive and could be very bias because the person might want to impress the interviewer 
· You can do a survey by online marketing research- its basically collecting primary data through Internet surveys and online focus groups. For example Concordia university might want to do a survey so they will send a questionnaire through the Concordia website. 

When you are looking for quantitative data to know how many people answered at the survey a certain way, you do something called a focus group. Its personally interviewing 6 to 10 people by a trained interviewer to talk about a product, a service, or an organization. The interviewer focuses the group discussion on important issues. 

When we know how we are going to contact the group we put together a sampling plan.
You basically choose a segment of the population you want to analyse (sample) who will represent the entire population

When you have a sample you need to make 3 decisions
· Who is going to be surveyed- the group you will survey could be for example the people in the class or the people shopping at IGA etc. 
· How many people we will survey- it’s the sample size for example 10% of the class or 20% of all the people shopping at IGA
· How I’m going to choose the sample- there is probability sample meaning that everyone has an equal chance of being chosen (10%) for example I can take the list of all the people in the class and choose every 10 student or you can do a non probability sample meaning that I will choose the first 5 people coming in the class etc.
When you decided your research method, contact method and sample, you are going to make a questionnaire
You can have 2 types of questionnaires
You can have a closed ended questionnaire where the researcher includes all the possible answers. If can be based on Yes and No question or/and question that have answers on a scale from very good to very bad which is easy to analyse. Or you can also have an open ended questionnaire where people can write whatever is on their minds concerning the question- the analysing process for this type on questionnaire is harder because you have to interpret what the person is trying to say

Step 3
It’s when we are going to implement the research plan. It’s when the researcher collects, processes, and analyses the information- in this step the researcher tabulate the results in a computer using averages


Step 4
It’s the step where you interpret the findings, draw conclusions, and report them to management. You basically take the tabulate and the cross tabulate and you determine if your hypothesis was true

Information gathered in internal databases and through marketing intelligence and marketing research usually requires more analysis. Managers may need help in applying the information to their marketing problems and decisions.

Customer relationship management
It’s the overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction.

CHAPTER 6
Consumer markets and consumer buyer behaviour

Consumer buying behaviour: it refers to the buying behaviour of final consumers - individuals, and households who buy goods and services for personal consumption. All these final consumers combine to make up the consumer market
Consumer market: all the individuals and households who buy or acquire goods and services for personal consumption 

We need to understand how the consumer function, and we need to acknowledge that there are a number of factors that influence that. 
The central question for marketers is how do consumers respond to various marketing efforts the company might use? 
The starting point is the stimulus response model of buyers behaviour. This figure shows the marketing and other stimuli enter the consumers “black box” and produce certain responses. Marketers must figure out what is in the consumer’s black box.
The marketing stimuli consists of the 4Ps: product, price, place and promotion. Other stimuli include major forces and events in the buyer environment: economic, technological, political and cultural. All these inputs enter the consumer’s black box, where they are turned into a set of observable buyer responses: product choice, brand choice, dealer choice, purchase timing, and purchase amount. 

Characteristics affecting consumer behaviour
Consumer purchases are influenced strongly by cultural, social, personal, and psychological characteristics. For the most part, marketers can’t control those factors but they must take them into account. 

Cultural- it’s a characteristic affecting consumer behaviour. Culture is the most basic cause of a persons wants and behaviour. We grow up in a society where culture is a behaviour. Culture is the set of basic values, perceptions, and behaviours learned by a member of society from family and other important institutions
Each culture contains smaller subcultures, which are groups of people with shared value systems based on common life experiences and situations.
Many subcultures make up important market segments and marketers often design products tailored to their needs. In Canada we have people from different race, nationalities, regions and ethnic. 
Part of all cultures there’s social class. Social classes are society’s relatively permanent and ordered division. In Canada, social class is occupation, income, education and wealth which is differentiated by new and old money



The second factor taken into account is social factors. Consumers are influence by the people around them: their groups, family, and their social roles and statuses 
A person’s behaviour is influenced by many small groups.
Groups are two or more people who interact to accomplish individual or mutual goals
You can belong to a membership group or to a reference group. A reference group serves as a direct point of comparison- in other words, you refer to these people you want to be like them. You can also have an aspirational group which is group you wish to belong to- there are groups that we are not part of but we want to be there.
An opinion leader is a person within a reference group who has an influence on other people in the group.

Family members can strongly influence buyer’s behaviour. The family is the most important consumer buying organization. Our family members are the people that have the most influence on our buying habits.

A buyer’s decision are also influenced by personal characteristics such as the buyer’s age and life cycle stage, occupation, economic situation, lifestyle, personality and self concept.

Age and life cycle stage
At different ages, people buy different things. Tastes in food, furniture, clothes, and recreation are age related. Buying is also shaped by the family life cycle. For example when a child is born, he is completely dependent of his parent; he has no role in purchase decisions. As the child gets older he gets more dependent and starts to ask what he wants. When they get even older, they have a job and start making money. As you finish school, you get a more stable job and buy things for yourself, you don’t need to get anyone’s advice to get whatever you want to get. But then, you meet your wife, get married and move in with her. You are living with two salaries in the same house. You now become dependent once again because your wife has to want the same thing as you so you make a compromise which is a situation where two people loose simultaneously 

** As we go through different stages of our lives, our capacity and willingness to buy changes.
Our occupation also has an influence on what we buy. For example if you are a lawyer you will have to buy suits but if you are a blue collar you will get more rugged work clothes.  
Our economic situation is also important. For example if you have more money you will get more expensive clothes and buy at Ogilvy but if you have less money you tend to buy at cheaper stores
Our lifestyles are important too – two people with the same occupation don’t necessarily have the same life style. 

When marketers look to divide the market, they look at the demographics. They look at the people of the same sex, background, and etc.- so they can have a pretty consistent market. 

The Psychological Factor

A person’s buying choices are further influence by four major psychological factors: motivation, perception, learning, and beliefs and attitudes. 

Motivation: a person has many needs at a given time. There is an ordering of the things we need (Maslow)
First you have psychological needs, which are food, clothes, shelter, and sex. Once you have those things you look for safety- safety is not only security but also knowing that you have enough of your psychological needs.
A need becomes a motive when it is aroused to a sufficient level of intensity. A motive is a need that is sufficiently pressing to direct the person to seek satisfaction. 
A person constantly tries to satisfy his needs; once is it done, the need will top being a motivator.
Abraham Maslow tried to explain why people are driven by particular needs at particular times. Maslow explained that needs are arranged in a hierarchy from most important need to least important ones. They include (in order) physiological needs (starving people and sex), safety needs (breathing clean air), social needs (having friends, someone to love, someone who loves us), esteem needs (we need someone to look up to us), and self-actualization needs (the latest happening in the world of art-when you get to be yourself).

Perception: it’s the process by which people select, organize, and interpret information to form meaningful picture of the world. 
Learning: it’s the changes in an individual’s behaviour arising from experience. 
Belief: it’s a descriptive thought that a person holds about something 
Attitude: it’s a person’s consistently favourable or unfavourable evaluation, feeling, and tendencies toward and object or idea. 

All this to say that the buying process is a 4-step process

Step 1- need recognition: at this point the buyer recognises he has needs. That stage is not fulfilled unless that buyer gets up and does something about it. 

Step 2- information search: there are two things the buyer has to decide upon: the retailer I want to buy the product from and the brand of the product

Step 3- the evaluation of alternatives: the buyer evaluates the alternatives of brands and retailers. Different things are important to different people; the evaluation criterion is not the same for everyone. 

Step 4- the purchase decision: the decision is only made once I bought the product not when I decided to buy it. 
Cognitive dissonance: it’s when we try to convince ourselves that what we bought was the right thing to buy. – What happens in this situation is that we exaggerate the good things about the product and minimise the bad things. 



The buyer decision process for new products 
When we talk about new things there is an adoption process where the buyer adopts things in sequences. The adoption process is the mental process through which an individual passes from first hearing about an innovation to final adoption.
*If you like a woman:
Attention- you want to get her attention to make sure she knows you’re alive
Interested- you have to make her know that you are interested
Desire- you want her to want you
Action- you have to have her so you take action. 

If you are interested in a new product you go through the same process. You first get interested, then you really want it and lastly – you buy it

32-35% of the population react strongly to advertising and to public opinion. (Early majority)
Another 35% usually buy the innovation for the first time when the early majority is already buying it for the second time (Late majority)
Then there is 15% of the population that are lagers- they resist to change- they basically don’t buy new products. 

CHAPTER 8
Segmentation, targeting, and positioning: building the right relationships with the right customers 

Organizations today recognise that they cannot appeal to all people in the market place, or at least not to all buyers or donors in the same way. People are too varied in their needs, buying and support practices. Moreover, the organizations themselves vary widely in their abilities to serve different segments of the market.
Most organizations have moved away from mass marketing and toward market segmentation and targeting





Market segmentation
1. identify bases for segmenting the market
2. develop segment profiles






		Target marketing
1. develop a measure of segment attractiveness
2. select target segment


Market positioning
1. develop positioning for target segments
2. develop a marketing mix fore each segment





Market segmentation- it’s the process of diving a market into smaller groups of buyers’ distinct needs, characteristics, or behaviour that might require separate products or marketing mixes so that the product as a common appeal to everyone.

Target marketing- it’s the process of evaluating each market segment’s attractiveness and selecting one or more segments to enter. You basically target the market and you select one or more segments. For example you want to sell computers; you select your market and then you will choose 1 or more segments for example, all business people, all college students etc.  

Market positioning- it’s the process of arranging a product in such a way so that it occupies a clear, distinctive, and desirable place relative to competing products in the minds of target consumers. In other words you set a competitive position for the product. It’s a comparison from our product to the products of the competition- we have to be different from everyone else. 

There is no single way to segment a market. A marketer has to try different segmentation variables to find the best way to view the market structure. There are geographic, demographic, psychographic and behavioural variables. 

Geographic segmentation- it’s the process of cutting up markets into different geographical units. You could be narrowing it down to different cities, states, nations, provinces, regions etc. For example the game monopoly is sold in many countries and states around the world however the game is changes according the specific regions. For instance, the one sold in Las Vegas has “the strip” instead of “boardwalk”, it has hotels, casinos and a red Vegas dice. 

Demographic segmentation- it’s the process of dividing the market into groups based on demographic variables such as age (crest will sell Dora tooth brushes to attract the younger populations), sex (Procter & Gamble made Secret deodorant for woman), family size, family life cycle, occupation, education, income (holt Renfrew focuses on expensive apparel, Dollarama targets lower income groups) etc. 

Psychographic segmentation- it’s the process of dividing a market into different groups based on social class, lifestyle, or personality characteristics (2 lawyers example).

Behavioural segmentation – it’s the process of dividing a market into groups based on consumer knowledge, attitude, use, or response to a product. In other words we look at how people behave- if we take the example of alcohol use, an older person likes to have a glass of wine while eating whereas an adolescents just drinks anything to get shit faced. 

Benefit segmentation- it’s the process of dividing the market into groups according to the different benefits that consumers seek from the product. For example, Procter & Gamble has identified several different laundry detergent segments. Each segment seeks a unique combination of benefits (cheap, to clean, to fresh etc)


(3 following lines are not important for exam)
Clearly there are many ways to segment a market- but not all segmentations are effective.
To be useful, market segments must be:
Measurable, accessible, substantial, differentiable and actionable 


Selecting target market segments:
After evaluating different segments, the company must now decide which and how many segments it will target. A target market consists of a set of buyers who share common needs or characteristics that the company decides to serve. 
There are 4 ways of approaching the market

1. Undifferentiated marketing- it’s a market coverage strategy in which a firm decides to ignore market segment differences and go after the whole market with one offer- in other words they are mass marketing- they are going to sell the same product and message to everyone.
2. Differentiated marketing- it’s a market coverage strategy in which a firm decides to target several market segments and design separate offers for each. In other words, we decide on several different markets and we approach each one of them differently. For example general motors makes cars but makes different ones for different needs like someone who will buy a Pontiac wont buy a Cadillac- they want to appeal to different markets. Another example is GAP- it has created different retail store formats that serve the different needs of different fashion segments – Gap, Banana republic, and Old navy
3. Concentrated marketing- it’s a market coverage strategy in which a firm goes after a large share of one or a few segments – in other words, we are going to choose one segment that we are going to be experts at it- we are going to own that piece of market. For example, there are many motorcycles company out there but when you think of getting a motorcycle you automatically think of Harley Davidson.
4. Micro marketing- it’s the process of tailoring products and marketing programs to the needs and wants of specific individuals and local customer groups – in other words you focus your marketing to individuals and not to segments. 

Positioning for a competitive advantage
Product position- it’s the way the product is defined by consumers on important attributes- the place that the product occupies in consumer’s minds relative to competing products. – In other words, it’s the way the product is defined by consumers as being different from others; it’s the position the product holds in comparison to its competitors.

Not all brand differences are meaningful or worthwhile, not every difference makes a good differentiator. Therefore the company must carefully select the way in which it will distinguish itself from competitors. The differences have to satisfy the following criteria. 
· Important- the difference must deliver a highly valued benefit to the target buyer.
· Distinctive – we have to make sure that the competitor does not offer the same thing or that your company can offer it in a more distinctive way- it has to stand out
· Superior- the difference must be superior in other ways that customers might obtain the same benefit
· Communicable- the difference must be communicable and visible to buyers- have to be able to communicate it so you can understand it
· Pre-emptive- the competitors must not easily copy the difference
· Affordable- buyers must be able to afford to pay the difference
· Profitable- the company must be able to introduce the difference profitably.

We can create many differences-
Difference in quality, feature, performance, style, design and durability 



CHAPTER 9
Products, services, and branding strategies.

A product is anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or a need

A service is an activity or benefit that one party can offer to another that is essentially intangible and does not result in the ownership of anything.
 
Levels of products and services:
Product planners need to think about products and services on three levels- each level adds more customer value.

Level 1- core benefit- it’s when we ask ourselves what does the consumer really needs? What problem is the consumer trying to solve? When designing a product, marketers must first define the core, problem solving benefit or services that consumers seek. For example Revlon makes cosmetics but in the store it “sells hope for woman to be prettier”- Mr Revson from Revlon realised that the problem is that women wanted to feel beautiful and lipstick is the answer to the problem

Level 2- actual product- it’s the specific product features, design, and brand name. For example, the Ipod Nano is an actual product; its name, parts, styling, features, packaging, and other attributes have all been combined carefully to deliver the core benefit: a convenient, high quality and impossibly small way to store and listen to your favourite music. 

Level 3- augmented product- it’s the additional services and benefits that the company offers. For example, apple must offer more than a MP3 player; it must provide the customer with a complete solution to their music listening problems (warranty, access to iTunes, quick repair services etc)


Product and service classification
 Products fall into two broad classes based on the types of consumers that use them: consumer products and industrial products 

Consumer products – they are products and services bought by final consumers for personal consumption
Consumer products include convenience products, shopping products, speciality products, and unsought products. These products differ in the ways consumers buy them and therefore in how they are marketed. 

Convenience product- it’s a consumer product that the consumer usually buys frequently, immediately, and with a minimum of comparison and buying effort- in other words the convenience products fall into the category of milk, eggs etc- you just don’t think about buying it and don’t think about buying it at Metro or IGA, you just buy it because you need it. Convenience products are also impulse goods- when you walk into a store and you see a magazine, you’re not going to think if you should buy it or not- you just buy it.


Shopping products- it’s a consumer good that the customer, in the process of selection and purchase, characteristically compares on such bases as suitability, quality, price, and style. They are the goods that you don’t buy every day. For example when you want to buy a Toyota you will shop at different retailers to find the one with the best service, price and then you will choose a car that has a nice style etc. there are two kinds of shopping goods: Heterogeneous goods (in the mind of the consumer, products from different competitors are different) and Homogeneous goods (in the minds of the consumers, all products from competitors are the same)

Speciality products – it’s a consumer product that has unique characteristics on brand identification for which a significant group of buyers is willing to make a special purchase effort- its when the buyer is willing to go out of his way to buy that specific product. These products include expensive cars and designer clothes

Unsought products- it’s a consumer product that the consumer either does not know about or knows about but does not normally thinks of buying it. For example pre-planned funeral services- you don’t think of getting those until you actually need them. 

Business products- they are products that are bought by individuals and organizations for further processing or for use in conducting a business
The three groups of business products and services include materials and parts, capital items, and supplies and services
Materials and parts include raw materials and manufactured materials and parts. Raw materials consist of farm products and natural products. Manufactured materials and parts consist of components material (tires, small motors etc). Basically you take iron out of the ground, and from that you make steel- you melt the steel, put it in a mould and make a part.
Capital items- they are business products that help us make the product- machines, trucks, tools etc. They help us make what we sell. We divide capital items in many ways
Supplies and services- they are operating supplies like paper clips, paper, pens etc


Organizations, persons, places and ideas
Other than marketing products, we can market organizations like Red Cross or “fight for cancer”
We can also have person marketing- it consists of activities undertaken to create, maintain, or change attitudes or behaviours towards particular people (president, prime ministers, sport figures etc)
We also have place marketing- you can promote Montréal with its nightlife, old port etc
Lastly we can also promote ideas like “don’t drink and drive”





Product and service decisions

Individual product and service decisions
Marketers make decisions on product attributes, branding, packaging, labelling, and product support services. 

Product and service attributes
Developing a product or service involves defining the benefits that it will offer- these benefits are communicated and delivered by product attributes, such as quality, features, style, and design.
Product quality- it’s the ability of a product to perform its functions; it includes the product’s overall durability, reliability, precision, ease of operation and repair, and other valued attributes. The product must be free from defects. “Quality is when our customers come back, not our products” 
Product features – features are a competitive tool for differentiating the company’s product from competitor’s product. Features could be for example to add a GPS to all BMWs. 
Product Style and Design- style and design are two different concepts: style describes the appearance of a product however good design contributes to a product’s usefulness as well as to its looks. In other words style is just the appearance of the product but design takes the customer into account (what does the customer wants)

All these concepts are important however; at the end of the day when we want to promote our product we have to establish a brand.
A brand is a name, term, sign, symbol, or design intended to identify the goods or services of a seller and to differentiate them from those of competitors. Branding adds value to a product- for example, most consumer perceive a bottle of Chanel No 5 perfume as a high- quality expensive product- but the same product in an unmarked bottle would likely be viewed as lower in quality
Brand names help consumers identify products that might benefit them. Brands also tell the buyer about the products quality. Buyers who always buy the same brand know that they will get the same features, benefits and quality every time they buy the product. You buy a product from a certain brand because you have expectations.

The way to know if we buy the same brand is by identifying it through its packaging 
Packaging is the activity of designing and producing the container or wrapper for a product. 
The package includes a products primary contained (the tube holding Colgate total toothpaste). It may also include a secondary package that is thrown away when the product is about to be used (the cardboard box containing the tube of Colgate). Finally, it can include a shipping package necessary to store, identify, and ship the product (the box carrying six dozen boxes of Colgate)

The printed information on the package (the label) is also a part of the packaging process and it’s very important.  The label identifies the product and may describe the product. Most companies offer unit pricing- on their labels they tell you what the cost per gram or per 10grams is. They also offer open dating- they tell you the “best before” date. Also, it is now required to put a nutritional labelling on the products label- it must include the ingredients, the percent of daily requirement and what kind of fat or fibre there is in the product “high fibre”, “low fat” etc

Branding strategy: building strong brands
Brand equity- brands are more than just names and symbols- they represent consumers’ perception and feeling about a product and its performance- its basically the value of our rank- its what the brand is worth. – If you have assets, you have equity.

Branding poses challenging decisions to the marketers. The major brand strategy decisions involve brand positioning, brand name selection, brand sponsorship, and brand development. 
Brand positioning- there is three ways to position a brand. You can position the brand on the product’s attributes (crest’s marketers can talk about the product’s innovative ingredients and good taste).  You can position the brand by associating its name with a desirable benefit (crest’s marketers can talk about not only the ingredients and good taste but also about how crest could prevent cavity and make your teeth brighter). Lastly you can position your brand on strong belief and value (crests marketers can talk about how the toothpaste gives “healthy beautiful smiles for life”)

Brand name selection- the name should suggest something about the product’s benefits and quality (Beauty rest mattresses), it should be easy to pronounce and remember, it should be distinctive and it should translate easily into other languages.

Brand sponsorship- the manufacturer has 4 sponsorship options- the product may be launched as a manufactured brand (Kellogg’s- it’s a brand sponsored by the people who make it), a private brand (its when a part of the price you pay goes to the marketing – nos compliments), a licensed brand, and a co-brand product (when two companies join forces- Wal-Mart and McDonalds)

Brand development- 
Line extension- it’s the process of using a successful brand name to introduce additional items in a given product category under the same brand name, such as new flavours, forms, colours, added ingredients or package size. For example juicy fruits came out with a strawberry flavour or Revlon lipstick came out with a new color. 

Brand extension- it’s the process of using a successful brand name to launch a new or modified product in a new category. For example roots extended its brand beyond making clothing- it now makes bath linen and accessories, eyewear, fragrance etc.  

Multibrands- it’s when you introduce additional brands in the same category- it offers a way to establish different features and appeal to different buying motives. The problem with multibranding is that each brand might only get small market shares and none may be very profitable.

New brands- for example Honda created the Acura brand to differentiate its car from the established Honda line.

*Offering too many brands can result in a company spreading its resources too thin. The way to work things out is to do mega branding- it’s the processes of forgetting about the weaker brands and focusing on the ones that work.

Services

Service intangibility- it’s a major characteristic of a service- it cannot be seen, tasted, felt, or smelled before they are bought. You don’t end up with a product you end up with a benefit.
Service inseparability- it’s the idea that services are produced and consumed at the same time and cannot be separated from their providers. For example if you buy a Sony camera at future shop and its shit- you will blame Sony for the shitty camera they produced. There is a direct contact between the service provider and the consumer
Service variability- it’s the idea that the quality of the services may vary depending on who provides it, when, where and how. For example, Fairmont hotels have the reputation for providing better service than others. However within a given Fairmont hotel- one registration desk employee might be nice and cheerful but the other one isn’t.  
Service perishability- it’s the idea that a service cannot be stored for later sale or use. For example if you call someone to pick up the snow because you heard there will be a snow storm and there isn’t one in the end- you still need to pay the service provider. Another example could be that a doctor charges you for a missed appointment because the service value existed only at that point and disappeared when the patient didn’t show up
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