Chapter 11, 12, 13- Marketing

Marketing creates utility
Utility: the ability for a product to respond to human wants and needs

· Time utility  
· Place utility
· Ownership utility- transferring ownership of product to buyer
· Form utility- transferring raw materials into product that buyer wants

Marketing strategy: plan of action for a product to meet consumer wants 

· 2 important ingredients
· Target mix
· Marketing mix

Target marketing requires segmentation

Market Segmentation

Market segmentation: dividing the market into groups of people that have similar wants and needs
· Multi- segment approach: aiming marketing efforts at more than one segment within 1 product (each segment needs its own marketing strategy)
· Ex: bikes: children, racers, commuters

· Demographic
· Geographic
· Psychographic- personalities, motives, lifestyles
· Behaviouristic- consumer’s behaviour towards the product

Marketing mix: refers to the 4 marketing activities; product, price, distribution, and promotion 

Product

Process of Developing a Product
1. Develop new idea
2. Screening new ideas
3. Concept testing
4. Business analysis
5. Prototype development
6. Product testing and test marketing
7. Commercialization


Types of Consumer Products
· Convenience products
· Shopping products
· Specialty products

Life Cycle of a Product
· Sales’ volume peak is at the maturity period
· Profit peak at the growth period

Product Identification through Branding
· Brand
· Brand name
· Trademark
· Manufacturer’s brand
· Private distributor brand- owned and distributed by a wholesale or retailer

Price

Break-even when revenue=costs
        	                Total fixed costs
	          Price of 1 unit -- variable costs of 1 unit

Costs
· Variable
· Fixed

Pricing Strategies

· New-product strategies
· Price skimming: charging the highest possible price for potential buyers of the product
· Penetration pricing: low pricing to allow a product to enter the market rapidly

· Psychological pricing strategies
· Odd/even
· Prestige pricing

· Price discounts
· Quantity discounts
· Seasonal discounts


Distribution

2 key middlemen:
· Wholesalers- buy from producers and sell to retailers
· Retailers- sell to consumers

Intensity Market Coverage
· Intensive distribution
· Selective distribution
· Exclusive distribution

Promotion

Promotion mix: publicity, advertising, personal selling, and sales promotion

Advertising strategies
·  Information advertising: awareness of a company and its products/services
·  Persuasive advertising: influence a large number of consumers to buy product
·  Comparative advertising: making competitors’ product look inferior (maturity stage)

Advertising:
1. A message (visual and/or verbal)
2. An identified sponsor
3. Delivery through a medium
4. Payment from the sponsor the media

Advertising Media
· Print media
· Electronic media

Personal selling: direct, two-way communication with potential buyers
· Most expensive type of advertising

Publicity

Publicity: communication through the mass media, not necessarily paid by the firm
Types of publicity: news releases, interviews, press conferences.

Sales Promotions

Sales promotions: direct inducement intended to stimulate demand and re-inform customers
· Sampling, coupons, refunds, trade shows

The Marketing Process

1. Do research
2. Identify a target market
3. Design a product based on the research
4. Determine a brand name and design
5. Select a price
6. Select a distribution system
7. Design a promotional program


