Chapter 1
What is marketing?

Marketing
· A set of business practices designed to plan for and present an organization’s products or services in ways that build effective customer relationships
Marketing Plan
· A written document composed of an analysis of the current marketing situation, opportunities and threats for the firm, marketing objectives and strategy in terms of the four P’s, action programs and projected or pro forma income statements
Core Aspects of Marketing
Marketing is About Satisfying Customer Needs and Wants
· Need
· A person feeling physiologically deprived of basic necessities, such as food, clothing, shelter and safety
· Want
· The particular way in which a person chooses to satisfy a need, which is shaped by a person’s knowledge, culture and personality
· Market
· Refers to the groups of people who need or want a company’s products or services and have the ability and willingness to buy them
· Target Market
· The customer segment or group to whom the firm is interested in selling its products and services
Marketing Entails Value Exchange
· Exchange
· The trade of things of value between the buyer and the seller so that each is better off as a result
Marketing Requires Product, Price, Place and Promotion Decisions
· Marketing Mix (a.k.a the four P’s)
· Product, Price, Place and Promotion
· The controllable set of activities that a firm uses to respond to the wants of its target markets
Product: Creating Value
· One of the main purposes of a product is to create a value for the consumer,  i.e. to satisfy a need
· Goods
· Items that can be physically touched
· Services
· Intangible customer benefits that are produced by people or machines and cannot be separated from the producer
· Ideas
· This includes thoughts, opinions, philosophies, and intellectual concepts
Price: Transacting Value
· Price
· The overall sacrifice a consumer is willing to make- money, time, energy- to acquire a specific product or service
Place: Delivering Value
· Describes all the activities necessary to get the product from the manufacturer or producer to the right customer when that customer wants it
Promotion: Communicating Value
· Communication by a marketer that informs, persuades, and reminds potential buyers about a product or service to influence their opinions or elicit a response
Value Based Marketing
· Focuses on providing customers with benefits that far exceed the cost of acquiring and using a product or service while providing a reasonable return to the firm
· Transactional Orientation
· Regards the buyer-seller relationship as a series of individual transactions, so anything that happened before or after the transaction is of little importance
· Relational Orientation
· A method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long-term relationship
· Customer Relationship Management
· A business philosophy and set of strategies, programs and systems that focus on identifying and building loyalty among the firm’s most valued customers
Why is Marketing Important
· Marketing Expands firms’ Global Presence
· Marketing is Pervasive Across the Organization
· Marketing is Pervasive Across the Supply Chain
· Supply Chain
· The group of firms and set of techniques and approaches firms use to make and deliver a given set of goods and services
· Marketing Makes Life Easier
· Marketing Provides Career Opportunities
· Marketing Enriches Society
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The Marketing Plan

· Involves four basic phases: planning, implementation, control
· Planning Phase
· Where marketing executives and other top managers define the mission and objectives of the business, and evaluate the situation by assessing how various players, both inside and outside the organization, affect the firm’s potential for success
· Implementation Phase
· Where marketing managers identify and evaluate different opportunities by engaging in a process known as segmentation, targeting and positioning. They then develop and implement the marketing mix by using the four P’s
· Control Phase
· The part of the strategic marketing planning process when managers evaluate the performance of the marketing strategy and take any necessary corrective actions
· There are 5 major steps in developing a marketing plan: 
Planning Phase
Step 1: Define the Business Mission and Objectives
· Mission Statement
· A broad description of a firm’s objectives and the scope of activities it plans to undertake; attempts to answer two main questions:
· What type of business is it?
· What does it need to do to accomplish its goals and objectives?
Step 2: Conduct a Situation Analysis
· Situation Analysis
· Uses a SWOT analysis that assesses both the internal environment with regard to its strengths and weaknesses, and the external environment with regards to opportunities and threats
Implementation Phase
Step 3: Identify and Evaluate Opportunities by Using STP 
· STP
· The process of segmentation, targeting and positioning that firms use to identify and evaluate opportunities for increasing sales and profits
Segmentation
· Market segment
· A group of consumers who respond similarly to a firm’s marketing efforts
· Market segmentation
· The process of dividing the market into distinct groups of customers where each individual group has similar needs, wants or characteristics – who therefore might appreciate products or services geared especially for them in similar ways
Targeting
· Target Marketing/Targeting
· The process of evaluating the attractiveness of various segments and then deciding which to pursue as a market
Positioning
· Market Positioning
· The process of defining the marketing mix variables so that target customers have a clear, distinct, desirable understanding of what the product does or represents in comparison with competing products
· Price
· 3 types of pricing strategies for this guy: Cost-based, competitor based and value based
· Cost Based
· B
· Competitor Based
· B
· Value Based
· B
· Price is a PERCEPTIION of value
· Place
· Must be readily accessible and when consumers want is
Step 4: Implement Marketing Mix and Allocate Resources
· The step where the product is marketed based on the four P’s and how a firm’s resources are allocated to achieve this goal
Control Phase
Step 5: Evaluate Performance by Using Marketing Metrics
· Not a whole lot mentioned here, hard to determine the best metric system, hard to know who to hold accountable

Growth Strategies
· There are four major strategies for marketing products and services: market penetration, market development, product development and diversification (see figure bellow)
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· Market Penetration
· A growth strategy that employs the existing marketing mix and focuses the firm’s efforts on existing customers
· Market Development
· A growth strategy that employs the existing marking offering to reach new market segments, whether domestic or international or segments not currently served by the firm
· Product Development
· A growth strategy that offers new products or services to a firm’s current target market
· Diversification
· A growth strategy whereby a firm introduces a new product or service to a market segment that it does not currently serve
Marketing Strategy and Sustainable Competitive Advantage
· Marketing Strategy
· Identifies a firm’s target market(s), a related marketing mix- the four P’s, and the bases upon which the firm plans to build a sustainable competitive advantage
· Sustainable competitive advantage
· Something the firm can persistently do better than its competitors that is not easily copied and thus can be maintained over a long period of time
Building a Sustainable Competitive Advantage
· The are four basic strategies to creating a sustainable competitive advantage
· Customer Excellence
· Involves a focus on retaining loyal customers and excellent customer service
· Operational excellence
· Involves a focus on efficient operations and excellent supply chain management
· Product Excellence
· Locational excellence 
· Involves a focus on a good physical location and Internet presence
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Marketing Environment Analysis Framework

Microenvironmental Factors
· Immediate factors surrounding a consumer
Company
· How the company can capably satisfy a customer’s needs/wants
· A SWOT analysis may be done to determine the core competencies of the firm in relation to the external environment
Competition
· Greater competition means more choice for consumers
· Critical to understand a firm’s compeititor’s strengths and weaknesses 
· Competitive Intelligence
· Used by firms to collect and synthesize information about their position with respect to their rivals; enables companies to anticipate changes in the marketplace rather than merely react to them
Corporate Partners
· When firms work in tandum to create products that better serve their consumers
· Car factories working with metal factories
· Sony Ericson
Macroenvironmental Factors (CDSTEP)
· Aspects of the external environment that affect companies
Culture
· The shared meanings, beliefs, morals, values and customs of a group of people
· Country Cultures
· Entails easy-to-spot visible nuances that are particular to a country, such as dress, symbols, ceremonies, language, colours, and food preferences, and more subtle aspects, which are trickier to identify
· Regional Sub-Cultures
· Cultures that exist within a country but differ from region to region
· Soft drink in quebec, pop in b.c.
Demographics
· Characteristics of human population and segments, especially those used to identify consumer markets, such as age, gender, income, race, ethnicity and education
· Generational cohort
· A group of people of tha same generation –typically have similar purchase behaviours because they have shared experiences and are in the same stage of life
· Tweens
· Generation Y
· Generation X
· Baby Boomers
· Seniors
Social
· Trends that occur in society that shape consumer values
· Green Marketing
· Involves a strategic effort by firms to supply customers with environmentally friendly merchandise
· Privacy Concerns
· Due to the internet, consumer information is at an all-time high
· Ethical issues come into play on the morality of tailoring marketing based on consumer obtained information
· Time-Poor Society
· As we have advanced over the years, the amount o free time that we have has steadily decreased
· Working families
· Working more hours
Technological
· Changes in technology that have contributed to the improvement of the value of both products and services in the past few decades
Economical 
· Economic changes that affect the way consumers buy merchandise and spend money
· Inflation
· Refers to the persisten increase in the prices of goods and services
· Foreign Currency Fluctuations
· Changes in the value of a country’s currency relative to the currency of another country; can influence consumer spending
· Interest Rates
· Represent the cost of borrowing money
· Recession
· A period of economic downturn when the economic growth of the country is negative fir at keast a ciyoke if cibsecutive quarters
Political
· Political parties, government organizations, and the legislations and laws that promote or inhibit trade and marketing ativities
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Marketing Research Process
· Marketing Research
· A set of techniques and principles for systematically collecting, recording, analyzing and interpreting data that can aid decision makers involved in marketing goods, services or ideas
1. Define Research Problem and Objectives 
2. Design the Research Project
· Primary Data
· Data collected to address the specific research needs/questions currently under investigation. Some primary data collection methods include focus groups, in-depth interviews and surveys
· Syndicated Data
· Data available for a fee form commercial research firms such as Symphony IRI Group, National Purchase Diary Panel, Nielsen and Leger marketing
· Secondary Data
· Pieces of information that have been collected prior to the start of the focal project
· Reliability
· The extent to which the same result is achieved when a study is repeated under identical situations
· Validity
· The extent to which a study measures what it is supposed to measure
· Sample
· A segment or subset of the population that adequately represents the entire population of interest
· Sampling
· The process of picking a sample
3. Collect Data
· Exploratory
· Attempts to being to understand the phenomenon of interest; also provides initial information when the problem lacks any clear definition
· Observation
· An exploratory research method that entails examining purchase and consumption behaviours through personal or video camera scrutiny
· Ethnography
· An observational method that studies people in their daily lives and activities in their homes, work and communities
· In-Depth Interviews
· A research technique in which trained researchers ask questions, listen to and record the answers, and then pose additional questions to clarify or expand on a particular issue
· Focus Group
· A research techniques in which a small group of persons ( usually 8 to 12) comes together for an in-depth discussion about a particular topic, with the conversation guided by a trained moderator using an unstructured method of inquiry
· Projective Technique
· A type of qualitative research in which subjects are provided a scenario and asked to express their thoughts and feelings about it
· Conclusive Research
· Provides the information needed to confirm preliminary insights, which mangers can use to pursue appropriate courses of action
· Survey Research
· A systematice means of collecting information from people that generally uses a questionnaire
· Questionnaire
· A form that features a set of questions designed to gather information from respondents and thereby accomplish the researchers’ objectives; questions can be either unstructured or structured
· Unstructured Questions
· Open ended questions that allow for respondents to answer in their own words
· Structured Questions
· Closed-ended questions for which a discrete set of response alternatives, or specific answers, is provided for respondents to evaluate
· Experimental Research
· A type of quantitative research that systematically manipulates one or more variables to determine which variable has a causal effect on another variable
· Scanner Research
· A type of quantitative research that uses data obtained from scanner readings of UPC codes at check-out counters
· Panel Research
· A type of quantitative research that involves collecting information from a group of consumers (the panle) over time; data collected may be from a survey or a record of purchase
· Hypothesis
· A statement or proposition predicting a particular relationship among multiple variables that can be tested through research
4. Analyze Data
· Data
· Raw numbers or other factual information of limited value
· Information
· Data that has been organized, analyzed, interpreted and converted into a useful form for decision makers
5. Present Action Plan
· The final stage
· Researcher presents the information to the appropriate decision makers, who undertake the appropriate actions
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Consumer Decision Process
· The process model that a consumer goes through before, during and after making a purchase
1. Need Recognition 
· The beginning of the consumer decision process; occurs when consumers recognize they have an unsatisfied need and want to go from their actual need state to a different, desired state
· Two different types, but not exclusive, of needs: functional and psychological
· Functional Needs
· Pertain to the performance of a product or service 
· Psychological Needs
· Pertain to the personal gratification consumers associate with a product or service
2.  Information Search 
· The process of looking for information that will help us solve our need; two types: internal and external
· Internal Search for Information
· Occurs when the buyer examines his or her own memory and knowledge about the product or service, gathered through past experiences
· External Search for Information
· Occurs when the buyer seeks information outside his or her personal knowledge base to help make the buying decision
· Factors Affecting Consumers’ Search Processes
· Percieved benefits versus perceived costs of search
· Is it worth the time and effort to search for information about a product or service?
· Locus of Control
· Internal Locus of Control
· Refers to when consumers believe they have some control over the outcomes of their actions, in which case they generally engage in more search activities
· External Locus of Control
· Refers to when consumers believe that fate or other external factors control all outcomes
· Actual or Perceived Risk
· Five types of risks associated with purchasing decisions
· Performance Risks
· Involves the perceived danger inherent in a poorl performing product or service
· Financial Risks
· Risks associated with a monetary outlay; includes the initial cost of the purchase, as well as the costs of using the item or service
· Social Risks
· Involves the fears that consumers suffer when they worry others might not regard their purchases positively
· Physiological Risks
· Risks associated with the fear of an actual harm should the product not perform properly
· Psychological Risks
· Associated with the way people will feel if the product or service does not convey the right image
· Specialty Goods/Services
· Producs or services toward which the customer shows a strong preference and for which he or she will expend considerable effort to search for the best suppliers
· Shopping Goods/Services
· Products or services, such as apparel, fragrances and appliances, for which consumers will spend time comparing alternatives
· Convenience Goods/Services
· Products or services for which the consumer is not willing to spend any effort to evaluate prior to purchase
3.  Alternative Evaluation 
· The act of sifting through the possible solutions to the determined  problem
· Evaluate Criteria
· Consist of a set of salient, or important, attributes about a particular product that are used to compare alternative products
· Determinant Attritubes
· Product or service features that are important to the buyer and on which competing brands or stores are perceived to differ
· Consumer Decision Rules
· The set of criteria consumers use consciously or subconsciously to quickly and efficiently select from among several alternatives
· Three different forms: compensatory, non-compensatory and decision heuristics
· Compensatory Decision Rule
· Is at work when the consumer is evaluating alternatives and trades off one characteristics against another, such that good characteristics compensate for bad ones
· Non-Compensatory Decision Rule
· Is at work when consumers choose a product or service on the basis of a subset of its characteristics, regardless of the values of its other attributes
· Decision Heuristics
· Mental shortcuts that help consumers narrow down choices; examples include price, brand and product presentation
4.  Purchase decision 
· After the evaluation, consumers then move towards a purchase decision; perceived value is a strong driver in decision making
· Ritual Consumption
· Refers to a pattern of behaviours tied to life events that affect what and how people consume
5. Post-Purchase
· The consumer then determines whether they are happy or unhappy with the product/service
· Three possible post-purchase outcomes
· Customer Satisfaction
· Setting consumers standards too high may need to dissatisfaction
· Setting low can also do the same
· Starbucks customer dissatisfaction with wait times for coffee prices
· Post-Purchase Cognitive Dissonance
· An internal conflict that arises from an inconsistency between two beliefs, or between beliefs and behaviour; buyer’s remorse.
· Customer Loyalty
· Develops over time
· Results in repeat purchases from the same customer
· Negative Word of Mouth
· Occurs when consumers spread negative information about a product, service or store to others
Factors Influencing Consumer Buying Decisions
Psychological 
· Five different factors that affect buying behaviour (based off of Maslow’s Hierarchy of Needs)
· Motives
· A need or want that is strong enough to cause the person to seek satisfaction
· Physiological needs
· Relate to the basic biological necessities of life; food, drink, rest and shelter
· Safety needs
· Pertain to protection and physical well-being
· Social needs
· Relate to our interactions with others
· Esteem needs
· Allow people to satisfy their inner desires
· Self-Actualization		
· Occurs when you feel completely satisfied with your life and how you live
· Attitude
· A person’s enduring evaluation of his or her feelings about and behavioural tendencies towards an object or idea; consists of three components; cognitive, affect and behavioural
· Cognitive component
· Reflects what a person believes to be true
· Affective Component
· Reflects what a person feels about the issues at hand – his or her like or dislike of something
· Behavioural Component
· Comprises the actions a person takes with regard to the issue at hand
· Learning
· Refers to a change in a person’s thought process or behaviour that arises from experience and takes place throughout the consumer decision process
· Lifestyle
· Refers to the way consumers spend their time and money to live
Social 
· Three major sources that affect consumer decisions
· Family
· Family members play a key role in certain decisions
· Restaurants
· Heads of family make ultimate decision
· Dad buys car
· Reference Groups
· One or more persons an individual uses as a basis for comparison regarding beliefs, feelings and behaviours
· Friends, family, co-workers, etc...
· Culture
· The shared values, beliefs and meanings of a group of people
Culture 
Situational 
· Factors affecting the consumer decision process; those that are specific to the purchase and shopping situation and temporal stat that may override, or at least influence, psychological and social issues
· Three types of situational factors: purchase, shopping and temporal
· Purchase
· A usually thrifty consumer makes a more expensive purchase for a friend’s wedding gift
· Shopping
· Influences in the shopping environment that can derail a shoppers decision
· Aka Abercrombie and fitch
· Temporal
· The time factors the affect the decisions of a consumer (shopping before or after dinner for groceries)
Involvement and Consumer Buying Decisions
· Involvement
· The consumer’s degree of interest or concern in the product or service
Extended Problem Solving 
· A purchase decision process during which the consumer devotes considerable time and effort to analyzing alternatives; often occurs when the consumer perceives that the purchase decision entails a great deal of risk
Limited Problem Solving
· Occurs during a purchase decision that calls for, at most, a moderate amount of effort and time
· Impulse Buying
· A buying decision made by a customer on the spot when they see the merchandise
· Habitual Decision Making
· A purchase decision process in which consumers engage with little conscious effort
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B2B Markets
· The process of buying and selling goods or services to be used in the production of other goods and services, for consumption by the buying organization, or for resale by wholesalers and retailers
· Comprised of Manufacturers, Resellers, Institutions and Government
· Resellers
· Marketing intermediaries that resell manufactured products without significantly altering their form
· Institutions
· Hospitals, educational organizations, prisions, religious organizations, etc...
· Key Challenges
· Identifying the right people to market to who can authorize purchases
· Understanding the buying process of each of its potential clients
· Identifying the influencing factors of the buying process
Differences Between B2B and B2C Markets
· Market Characteristics
· Derived demand
· The linkage between consumers’ demand for a company’s output and its purchase of necessary inputs to manufacture or assemble that particular output
· Demand fluctuates more easily
· Product Characteristics
· Mainly raw and unfinished goods
· More technical in nature
· Heavy emphasis is placed on delivery time, technical assistance, after-service salve
· Buying Process Characteristics
· Decisions are more complex
· Buying may involve competitive bidding
· Multiple people with varied interests participate in the process
· Marketing Mix Characteristics
· Direct selling is the primary form of selling and physical distribution is often essential
· Advertising is technical in nature and promotions emphasize personal selling
· Price is negotiated and usually includes a service or maintenance component

B2B Classification System and Segmentation
· NAICS
· A classification scheme that categorizes all firms into a hierarchical set of six-digit codes
B2B Buying Process
Need Recognition
· The organization recognizes, through internal or external sources, that it has an unfulfilled need
Product Specifications
· After the need is recognized, the organization considers solutions and comes up with potential product specifications
RFP Process
· Request For Proposals Process
· A process through which buying organizations invite alternative suppliers to bid on supplying their required components
Proposal Analysis and Supplier Selection
· The buying organization then evaluates all the proposals it receives with the critical decision makers and chooses one
Order Specification
· The firm then place an order with its preferred supplier. The order will include a detailed description of the goods, prices, delivery dates, and in some cases, penalties if the order is not filled on time
Vendor Analysis
· Performance of the vendor is evaluated by the firm using some objective metric criteria, more so than a regular consumer would
Factors Affecting the Buying Process
Buying Centre
· The group of people typically responsible for the buying decisions in large organizations
· There are 6 different roles in the buying center
· Initiator
· The buying centre participant who first suggests buying the particular product or service
· Influencer
· The buying centre participant whose views influence other members of the buying centre in making the final decision
· Decider
· The participant who ultimately determines any part or the entire buying decision – whether to buy, what to buy, how to buy, or where to buy
· Buyer
· The participant who handles the paperwork of the actual purchase
· User
· The person who consumes or uses the product or service purchased by the buying center
· Gatekeeper
· The participant who controls information or access to decision makers and influencers. E.g. an insurance company refusing to subsidize car repairs
Organizational Culture
· Reflects the set of values, traditions and customs that guides a firm’s employees’ behaviour
· They have four major elements in terms of buying centers: democratic, autocratic, consultative and consensus
· Autocratic Buying Center
· A buying centre in which one person makes the decision alone, though there may be multiple participants
· Democratic Buying Center
· A buying centre in which the majority rules in making decisions
· Consultative Buying Center
· A buying centre in which one person makes the decision, but he or she solicits input from others before doing so
· Consensus Buying Center
· A buying centre in which all members of the team must reach a collective agreement that they can support a particular purchase
Buying Situations
· Three major types: New Buy, Modified Re-Buy and Straight Re-Buy
· New Buy
· A purchase of a good or service for the first time; the buying decision is likely to be quite involved because the buyer or the buying organization does not have any experience with the item
· Modified Re-Buy
· When the buyer has purchased a similar product in the past but has decided to change some specifications, such as the desired price, quality level, customer service level and options
· Straight Re-Buy
· When the buyer or buying organization simply buys additional units of products that had been previously purchased
Role of the Internet in B2B Marketing
· Private Exchange
· Occurs when a specific firm (either buyer or seller) invites others to participate in online information exchanges and transactions; can help streamline procurement or distribution processes
· English Auction
· Goods and services are simply sold to the highest bidder
· Reverse Auction
· The buyer provides specifications to a group of sellers, who then bid down the price until the buyer accepts a specific bid


Chapter 7
	

Segmentation, Targeting, and Positioning Process
· A five step process, the beginning of which is to determine strategy and objects
Segmentation Bases
· The second step in the segmentation process, here we develop descriptions of the different segments, their needs, wants and characteristics to better help firms understand the profiles of customers in each segment.
· Four basic bases into which we can segment consumers
Geographic segmentation
· The grouping of consumers on the basis of where they live
Demographic segmentation
· The grouping of consumers according to easily measured, objective characteristics such as age, gender, income and education
Psychographic segmentation
· This segment base delves into how consumers describe themselves; allows people to describe themselves by using those characteristics that help them choose how they occupy their time (behaviour) and what underlying psychological reasons determine those choices
· Self-Values
· Goals for life, not just the goals one wants to accomplish in a day; a component of psychographics that refers to overriding desires that drive how a person lives his or her life
· Self-Concept
· The image a person has of himself or herself; a component of psychographics
· Lifestyles
· Refers to the way a person lives his or her life to achieve goals
Behavioural segmentation
· Groups customers based on the benefits they derive from products or services, their usage rate, their user status, and their loyalty
· Benefit Segmentation
· Groups consumers based on the benefits they derive from products or services
· Loyalty Segmentation
· Strategy of investing in retention and loyalty initiatives to retain the firm’s most profitable customers
Using Multiple Segmentation Methods
· Geo-demographic Segmentation
· The grouping of consumers on the basis of a combination of geographic, demographic and lifestyle characteristics
· PSYTE Clusters
· The grouping of all neighbourhoods in Canada into 60 different lifestyles clusters
Evaluate Segment Attractiveness
Identifiable
· Must be able to determine who is within their market. Important that segments don’t overlap
Reachable
· The market must be able to be reached through persuasive communications and product distribution
Responsive
· The segment must respond in a similar and hopefully positive manner
Substantial and Profitable
· A segment needs a fair size and good growth potential in order for it to be desirable by a firm
Select Target Market
Undifferentiated or Mass
· A marketing strategy a firm can use if the product or service is perceived to provide the same benefits to everyone, with no need to develop separate strategies for different groups
· Very uncommon, but still used (i.e. the corner store)
Differentiated
· A strategy through which a firm targets several market segments with a different offering for each (e.g. la senza, la senza girl, la senza express)
Concentrated or Niche
· A marketing strategy of selecting a single, primary target market and focusing all energies on providing a product to fit that market’s needs (e.g. Abercrombie and fitch and 15-30 yr olds)
Micromarketing
· An extreme form of segmentation that tailors a product or service to suit an individual customer’s wants or needs (i.e. a suit tailor)
· Mass Cusomization
· The practice of interacting on a one-to-one basis with many people to create custom-made products or services; providing one-to-one marketing to the masses
· E.g. NikeID Lab
Identify and Develop Positioning Strategy
· Positioning
· The mental picture that people have about a company and its products or services relative to its competitors
· Positioning Statement
· Expresses how a company wants to be perceived by consumers
Value
· Positioning a product based on price
· A low cost leader (such as President’s Choice)
· A premium price for premium quality (such as rolex)
Product Attributes
· Positioning the product based on the attributes it posses
· Volvo cars have high safety ratings
· Porsche interiors are quite luxurious
Benefits and Symbolism
· Uses of brands and images to convey certain qualities to the consumer to position them above equally capable lesser known brands
· Nike Swoosh and Russell Athletics
Competition
· The use of competitors to position one’s own product
· Head to head
· Coke to Pepsi
· Differentiation
· Subway from fast-food chains
Market Leadership
· Emphasizing their leadership position in a market instead of using competition to position their product, Intel, Google, eBay etc..
Positioning Steps
· Perceptual map
· Displays, in two or more dimensions, the position of products or brands in the consumer’s mind
· Ideal Point
· The position at which a particular market segment’s ideal product would lie on a perceptual map
· Step 1: Determine Consumer’s perceptions and evaluations of the product in relation to competitors’
· Step 2: Identify competitors’ position
· Step 3: Determine consumer preferences
· Step 4: Select the position
· Step 5: Monitor the positioning strategy
Repositioning
· When firms try and change their positioning strategy
· E.g. junk food companies trying to reposition themselves as offering healthier choices
· Brand Repositioning (Rebranding)
· A strategy in which marketers change a brand’s focus to target new markets or realign the brand’s core emphasis with changing market preferences
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Scope of Marketing Ethics
· Business Ethics
· Refers to a branch of ethical study that examines ethical rules and principles within a commercial context, the various moral or ethical problems that might arise in a business setting, and any special duties or obligations that apply to persons engaged in commerce.
· Marketing Ethics
· Refers to those ethical problems that are specific to the domain of marketing
Ethical Decisions Associated with Marketing
· Ethical Climate
· The set of values within a marketing firm, or in the marketing division of any firm, that guides decision making and behaviour
· People make unethical decisions in a firm when the firm’s long-term goals aren’t aligned with the short term goals of each individual in the firm
· Corporate Social Responsibility (CSR)
· Refers to voluntary actions taken by a company to address the ethical, social and environmental impacts of its business operations and the concerns of its stakeholders
· A 2x2 matrix of social responsibility and ethics
Framework for ethical decision making
· 1. Identify Issue
· 2. Gather information and Identify Stakeholders
· 3. Brainstorm and Evaluate Alternatives
· 4. Choose a Course of Action
Integrating Ethics into Marketing Strategy
· Planning Phase
· Implementation Phase
· Control Phase
Consumerism, Ethics, and Social Responsibility
· Consumerism
· A social movement aimed at protecting consumers from business practices that infringe upon their rights
Ethical and Social Criticisms of Marketing

