Chapter 1
Overview of Marketing
Learning objectives
1. Define marketing and explain its core concepts
2. Illustrate how marketers create value for a product or service
3. Summarize the four orientations of marketing
4. Identify the role of customer relationship management in creating value
5. Explain the importance of marketing both within and outside the dirm
What is Marketing?
A set of business practices designed to plan for and present an organizations products or services in ways that build effective customer relationships
Core aspects of marketing:
· Marketing is about satisfying customer needs and wants 
· Marketing entails an exchange 
· Marketing requires product, price, place and promotion decisions
· Product: Creating value, by developing a variety of offerings, including goods, services and ideas to satisfy customer needs.
· Price: Transacting value, everything has a price, though it doesn’t always have to be monetary. Price therefore is anything the consumer gives up – Money, time, energy – in exchange for the product
· Place: Delivering Value, all the activities necessary to get the product from the manufacturer or producer to the customer when the customer wants it.
· Promotion: Communicating Value, even the best products and services will go unsold if marketers communicate their value to customers.
· Marketing can be performed by both individuals and organizations
· B2C (Business to Consumer)
· B2B (Business to Business)
· C2C (Consumer to Consumer)
· Social Media
· is the use of Internet tools and software by individuals to easily and quickly create and share content, such as information, knowledge, and insights, with people who have similar interests to foster dialogue, social relationships, and personal identities. Participants act as both publishers and consumers by creating, sharing, or re-mixing content, such as videos, images, and texts. Social media conversations and relationships may move freely between the online and physical context. That is, they may originate online and continue offline, or vice versa. Openness, authenticity, and transparency are key elements of effective social media
· Social media is important to marketers for several reasons
· More than 90% of internet users are actively involved in social media.
· Consumers are already carrying out conversations, their brands and services, therefore, to be part of the conversation or to initiate conversation company’s must be a part of social media
· Social media enables marketers to establish many marketing goals such as; promoting corporate social responsibility, building customer relationships, enhancing customer service, building or defending their brand, engaging customers in research and new product development, and recruiting talent

· Marketing occurs in many settings
· Marketing helps create value
· Product orientation, focus on developing and distributing innovative products with little concern about whether the product best satisfy customer needs
· Sales orientation,  basically view marketing as a selling function where companies try to sell as many of their products as possible rather than focus on making products consumers really want.
· Market orientation, start out by focusing on what consumers want and need before they design, make or attempt to sell their product or service.
· Value based orientation, most successful firms today are market oriented. They have gone beyond a production or sales orientation and attempt to satisfy their customers’ needs or wants.
What is Value Based Marketing?
Focuses on providing customers with benefits that far exceed the cost of acquiring and using a product or service while providing reasonable return to the firm.
· Business must understand what customers view as the key benefits of a given product or service and how to improve on them
· Ability to provide either a better product/service mix at the same cost or the same level of quality and convenience for a lower cost.
How firms become value-driven?
1. Share information about their customers and competitors 
2. Strive to balance their customers benefits and costs
3. Concentrate on building relationships with customers
Importance of marketing
· Expands global presence
· Pervasive across organization
· Pervasive across supply chain
· Makes life easier
· Provides career opportunities
· Enriches society
· Can be entrepreneurial 


Chapter 2
Developing a marketing plan and marketing strategies
Learning objectives
1. Describe how a firm develops and implements a marketing plan
2. Conduct a swot analysis and explain its use in marketing planning
3. Explain how a firm chooses what groups of people to pursue with its marketing efforts
4. Describe how the marketing mix increases customer value
5. Describe how firms grow their business
Levels of strategic planning in organizations:
· Corporate Planning: 
· Done by  the company’s top management and focus on the overall direction of the entire company.
· Strategic Focus: Define company’s mission, set company goals, and establish the business portfolio
· Scope: Entire firm
· Duration: long term (5 years)
· Strategic Business Unit (SBU)/ Division Planning:
· Strategic focus: sets goals and establish portfolio of products and markets for business unit
· Scope: Single SBU within the firm
· Duration: Medium term to long term ( 3 to 5 years)
· Functional Planning
· Strategic focus: Develop marketing plans for specific products, brands, or markets
· Scope: Product portfolio, single product, brand, market
· Duration: short term to medium term (1 to 3 years)
The Marketing Plan
· A written document composed of an analysis of the current marketing situation, opportunities and threats for the firm
· The three major phases of the marketing plan are, Planning, implementation and control which entail 5 Steps:
Planning Phase
1. Define the Business Mission and Objectives
· A broad description of a firms objectives and the scope of the activities it plans to undertake
· What kind of business are we?
· What do we need to do to accomplish our goals and objectives?
2. Conduct a situation Analysis
· SWOT Analysis 
· Internal Analysis (Strengths and Weakness)
· External Analysis (Opportunities and Threat)
· Additionally firms should assess Opportunities and Uncertainties in the market place due to changes in: CD STEP
· Culture, Demographic, Social, Technological, Economic and Political forces
Implementation Phase
3. Identify and Evaluate Opportunities by using STP (Segmentation, Targeting and Positioning)
· Identify and evaluate opportunities to increase sales and profits by using STP
· Segmentation: the process of dividing distinct groups of customers where each group has similar needs, wants and/or characteristics.
· Targeting: Evaluates each segments attractiveness and decides which to pursue. After choosing target segments the firm must evaluate each of its strategic opportunities
· Positioning: process of defining the market mix variables so that target customers have a clear, distinct, desirable understanding of what the product does or represents in comparison with competing products.
· Set Marketing Objectives: Normall marketing manager is responsible for setting specific marketing objectives for the product or brand over the life of the plan.
4. Implement Marketing Mix and Allocate resources
· Implement marketing mix – Product, Price, Promotion, Place – for each product and service on the basis of what it believes its market will value 
· At the same time, makes important decisions about how it will allocate resources to its products and services 
· Product and Value creation
· Price and value for money
· Promotion and value communication
· Price and value delivery
Control Phase
5. Evaluate Performance by using Marketing Metrics
Strategies
· Portfolio analysis
· Management evaluates products and businesses and allocates resources according to which products are expected to be most profitable in the future 
· Product market growth strategies
· Growth strategies 
1. Market penetration: employs the existing marketing mix and focuses the firms efforts on existing customers
2. Market Development: employs the existing marketing offering to reach new market segments
3. Product development: offers a new product or services to a firms current target market
4. Diversification: introduces a new product or service to a market segment that is currently not served

· Marketing Strategy and Sustainable competitive advantage 
· Marketing Strategy Identifies:
1. A firms target market
2. A related marketing mix the 4 P’s
3. The bases on which the firm plans to build a sustainable competitive advantage 
· Building a sustainable Competitive advantage 
· Establishing a competitive advantage means that the firm has built a wall around its position in the market. 
· Four macro strategies for developing customer value
1. Customer excellence: focuses on retaining loyal customers and excellent customer service
2. Operational excellence: Achieved through efficient operations and excellent supply chain management and human resource management 
3. Product excellence: having products with high perceived value and effective branding and positioning
4. Locational excellence: having a good physical location and internet presence

Chapter 3 
Analyzing the Marketing environment
Learning objectives
1. Identify the factors in a firms microenvironment
2. Explain how the factors in a firms microenvironment influence its marketing strategy
3. Identify the factors in a firms macroenvironment
4. Explain how the factors in a macroenvironment influence its marketing strategy
5. Identify todays important social trends and describe why they affect marketing decisions
Marketers who understand and manage the changes in their marketing environments are able to adapt their product and service offerings to meet new challenges and opportunities.
Consumers needs and wants, as well as their ability to purchase, are affected by a host of factors that change and evolve over time.
Microenvironmental factors that affect consumer (3 C’s)
1. Company capabilities
· Successful marketing firms focus on satisfying customer needs that match their core competencies
2. Competition
· Greater competition may mean more choices for the consumers, which influences their buying decisions. 
· It is critical that marketers understand their firms competitors, including their strengths and weakness’s and likely reactions to the marketing activities their own firm undertakes
· Critical Intelligence (CI)
· 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
· Strategies to gather CI’s 
· Review public materials, including websites, press releases, industry journals, annual reports, subscription databases, permit applications, patent applications and tradeshows
· Interviewing customers, suppliers, partners or former employees
· Analyzing a rivals marketing tactics, distribution practices, pricing, and hiring needs
3. Corporate partners
· Few firms operate in isolation
· They rely on other firms for parts, services etc.
Macroenvironmental Factors CDSTEP
1. Culture
· Shared meanings, beliefs, morals, values and customs of a group of people
· Two dimensions of culture that marketers must take into account
· Country culture
· Entails easy to spot visible nuances that are particular to a country such as; dress, symbols, ceremonies, language, colors and food preferences and more subtle aspects which are trickier to identify 
· Regional Culture
· The region in which people live in a particular country affects the way we react to different cultural rituals, or even how they refer to a particular product category.
· For example coke, pop, soda, soft drink
2. Demographics
· Characteristics of human populations and segments, especially those used to identify consumer markets, such as age, gender, income race, ethnicity and education.
· How do firms usesuch demographic needs to assess their customers needs and position themselves to deliver better value for those customers
· Generational Cohorts
· A group of people of the same generation- typically have similar purchase behaviours because they have shared experiences and are in the same stage of life
· Tweens
· People who are not quite teenagers but are not young children either (9-12)
· Spend money mainly on food, drinks, electronics and clothes
· Learn from new products from TV and friends
· Generation Y
· People between the ages of 13-32, the biggest cohort since the original postwar baby boom
· Internet and technology savvy and love digital electronics
· Will be starting new families soon and will be prime targets for homes and durable house hold products
· Generation X 
· People between ages of 36-47
· Grew up in homes where both parents worked, economic recession.
· More likely to be unemployed, carry higher debt loads, travel the world and move far away from their parents also more likely to live longer with their parents
· Baby Boomers
· People born after world war 2 between the ages of 48 and 66
· 30% of Canadian population
· couldn’t wait to move away from home
· love leisure time, can take care of themselves, feel 100% economically secure, careless with money. Love anti aging products
· Seniors
· Fastest growing cohort
· Age 65 and up 
· Complain, need special attention, browse before purchasing, have time toshop, 2nd homes, luxury cars
· Don’t care about having a lot of shitty things but few great things
· Income
· Average income in Canada $64000
· Grouped by income background
· Upper-class (48% of Canadians)
· Spending patterns not influenced by economic conditions
· Purchase luxury items
· Excess of $70000
· Highly educated and work in managerial and executive roles
· Middleclass (38% of Canadians)
· Earn between $30,000 and $70,000
· Can afford good life
· Careful about spending and are often value conscious 
· Working class
· Low income families
· Earn between $20,000 and $30,000
· Barely sufficient income to cover basic needs
· Underclass 
· Earn less than 20,000
· Rely on assistance to cover basic needs
· The broad range of income creates marketing opportunities at both the high and low ends of the market
· Education
· Higher education = Better Jobs and Higher Income
· High school students and university students both work part time and spend disposable income differently
· Gender
· Have to be careful about gender neutrality in positioning their products and furthermore, attempt to transcend gender boundaries whenever they can
· Woman make majority of purchasing decisions
· Men earn more money
· Ethnicity
· 1 in 5 Canadians was not born here 
· the two fastest growing groups are Chinese and south Asians 
· the growing number of ethnic groups represents both a challenge and a marketing opportunity
· the challenge is to understand the culture, value and spending patterns of the various groups and figure out the best way to communicate and serve them
· Ethnic 
· Canadians spend more on big items
· cars, clothing and home furnishings
· also love brand name products because they associate them with quality
3. Social trends
· Social trends shape consumers values in Canada, US and around the world. Tend to change over time in their popularity and importance.
· Current social trends that have gained prominence lately:
· Greener Consumers
· Involves strategic effort by firms to supply customers with environmentally friendly merchandise
· Marketing Children
· Guidelines for marketing to children, which outlines a variety of changes to advertising directed at children. 
· Children are highly impressionable and most food advertising to these young consumers touts high-calorie, low nutritionproducts, associated in advertising with various toys, cartoons and celebrities 
· Company’s cannot link unhealthy foods with cartoon and celebrity figures.
· Privacy Concerns
· Internet has created an exploding volcano of accessibility to consumer information, improvements in computer storage facilities and the manipulation of information has led to better credit check services.
· More than 75% of Canadians are concerned about giving information on the internet
· The Time Poor Society
· Time: in majority of families, both parents work and kids are always busy so have less time for leisure and family
· Consumers have 100’s of shows on to watch through TV, radio, DVD’s, phones, PC’s and Internet so they choose what they watch when and where they want to. Also have ability to skip commercials
· Consumers multi task to cope with their lack of leisure time
4. Technological Advancements 
· Technology changes that have contributed to the improvement of the value of both products and services in the past few decades
· On the retail side, firms are able to track an item from the moment it is manufactured, through distribution systems, to the retail store, and into the hands of the final consumer by using radiofrequency identification device chips (RFID)
· Some firms have embraced social media as a new way to get excellent feedback from consumers, which is then used to design new or redesign existing products, services and marketing campaigns and strategies
5. Economic Situation
· Economic changes that affect the way consumers buy merchandise and spend money. Influenced by Inflation, foreign currency fluctuations, interest rates and recession.
· Inflation: refers to the persistent increase in prices of goods and services
· Foreign currency fluctuations: changes in value of a country’s currency relative to the currency of another country; can influence consumers spending
· Interest rates: represents the cost of borrowing money
· Recession: a period of economic downturn when the economic growth of the country is negative for at least a couple of consecutive quarters
6. Political and legal
· Comprises of political parties, government organizations, and legislation and laws that promote or inhibit trade and marketing activities.
· Regulations require manufacturers to abstain from false or misleading advertising practices that may mislead consumers
· Such as claims that a medication can cure a disease when in fact it causes other health risks.
· Manufacturers are required to identify and remove harmful or hazardous materials that may place a consumer at risk
· Government enacts laws focused on specific industries and on consumers
· These laws may be geared toward increasing competition
Chapter 4
Marketing Research

1. Describe the five steps in the marketing process
2. Explain the difference between secondary data and primary data, and specify when each should be used
3. Identify various internal and external secondary data sources
4. Describe various primary data collection techniques
5. Outline ethical issues firms encounter when conducting marketing research
Marketing research: a set of techniques and principles for systematically collecting, reporting, analyzing and interpreting data that can aid decision makers involved in marketing goods, services or ideas
Marketing research process
1. Define research problem and objectives
2. Design the research project 
3. Collect Data 
4. Analyze Data 
5. Present action plan
Define the Research Problems and Objectives 
· What information is needed to answer specific research questions?
· How should that information be obtained
· Correctly defining the marketing problem is one of the most important elements of the marketing research process
· If you problem incorrectly, you will more then likely end up with the wrong solution even though the rest of the process is done perfectly
· Once the problem is defined, then marketers must specify the research objectives or questions to be answered
· Efforts can be wasted if research objectives are poorly defined. Three major sources
i. Basing research on irrelevant research or irrelevant questions
ii. Focusing on research questions that research cannot answer
iii. Addressing research questions to which the answer is already known
Design the Research Project
· Researchers identify the type of data needed and determine the type of research necessary to collect it 
· 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.
· Secondary Data
· Pieces of information that have been collected prior to the start of the focal project
· Sources of secondary data 
· Guides, indexes and directories 
· Periodicals and newspapers
· Trade sources
· Stats Canada and other governmental publications
· Databases
· Online sources
· Syndicated Data 
· Data available for free from commercial research firms such as SymphonyIRI Group, National purchase diary panel, Nielson and leger marketing

	Types
	Examples
	Advantages
	Disadvantages

	Secondary Research
	· Census Data
· Sales invoices
· Internet information
· Books
· Journal articles
· Syndicated data
	· Saves time in collecting because they are readily available 
· Reduce data collection costs
	· Information may not be precisely relevant to information needs
· Information may not be as timely as needed
· Sources may not be original, therefore usefulness is an issue
· Methodologies for collecting data may not be relevant or may contain bias in the subject matter

	Primary Research
	· Observed consumer behaviour
· Focus groups
· In depth interviews
· Surveys
· Experiments
	· Is specific to the immediate data needs and topic at hand
· Offers behavioural insights generally not available from secondary research
	· Information is usually more costly to collect
· Data typically takes longer to collect
· It often requires more sophisticated training and experience to design and collect unbiased, valid and reliable data




Data Collection
· Exploratory research
· Informal and qualitative
· Attempts to begin to understand phenomenon of interest; also provides initial information when the problem lacks any clear definition.
· Helps clearly define research problems and objectives
· Exploratory research methods
· Observational	
· Examining purchase and consumption behaviours through personal or video scrutiny.
· Ethnography
· Studies people in their daily lives and activities in their homes, work, and communities
· Often used when market researchers believe that respondents may be unable to express in a useful way their experiences with a product or service 
· In-Depth interviews	
· Trained researchers ask questions, listen to and record the answers, and then pose additional questions to clarify or expand on a particular issue
· Focus groups
· A research technique in which a small group of persons (usually 8-12) 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
· Research in which subjects are provided a scenario and asked to express their thoughts and feelings about it
· Social media
· Booming source of data for marketers
· Conclusive Research
· Quantitative in nature
· Provides the information needed to confirm preliminary insights, which managers can use to pursue appropriate course of action.
· Conclusive research methods
· Survey research
· Used to study consumers attitudes, preferences, behaviours and knowledge about products and brands
· Cost effective
· Survey: a systematic 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 respondents to answer their own words
· Structured Questions: closed- end questions for which a discrete set of response alternatives, or specific answers, is provided for respondents to evaluate 
· Experimental research
· Research that systematically manipulates one or more variables to determine which variable has a casual effect on another variable
· The more expensive the item the less it will sell
· Changes in price cause changes in quantities sold, affecting organizations profitability
· If cost is high, the goods sold decreases
· Scanner research
· Research that uses data obtained from scanner reading of UPC codes at check out counters
· Panel research
· Involves collecting information from a group of consumers (the panel) over time; data collected may be from a survey or a record of purchase
	Research project components
	Exploratory Research
	Conclusive research

	Research purpose
	General: to generate preliminary insights about people, relationships, feelings, perceptions, a situation or even the discovery of new ideas
	Specific: to verify insights and aid in selecting a course of action

	Data needs
	Fuzzy
	Clear

	Data Sources
	Ill defined
	Well defined

	Data collection form
	Open-ended, rough
	Usually unstructured

	Sample
	Relatively small, often not randomly drawn; subjectively selected to maximize generalization of insights
	Relatively large and randomly drawn; objectively selected to permit generalization of findings

	Data Collection
	Often Flexible, no set procedures
	Generally rigid, well laid out procedure

	Data Analysis
	Typically nonquantiative-mainly interpretive and subjective based on content analysis
	Formal; typically quantitative- descriptive or predictive based on statistical analysis

	Inference/Recommendations
	More tentative than final
	More final then tentative

	Researcher skills
	Need strong interpersonal communication, observational, interpretation of text or visual data skills
	Need strong statistical analysis and interpretation of number skills



Analyze Data
· Analyzing and interpreting the data should be both thorough and methodical
· 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
· Data analysis might be as simple as calculating the average purchases of different customer segments or as complex as forecasting sales by market segment by using elaborate statistical techniques
· Its important for market researchers to analyze and interpret data objectively cant sugar coat findings you don’t like. Cant manipulate stats to your own prediction since it will lead to bad decisions
Present Action Plan
· The analysts prepares the results and presents them to the appropriate decision makers, who undertake appropriate marketing actions and strategies. A typical marketing research presentation includes an executive summary, the body of the report (which discusses the research objectives, methodology used, and detailed findings), the conclusions, the limitations, and appropriate supplement tables, figures and appendices.
· To be effective, a written report must be short, interesting, methodical, precise, lucid, and free of errors.
The Ethics of Using Customer Information
· A strong ethical orientation must be an integral part of a firms marketing strategy and decision making and technology allows data sets no be linked and builds huge databases that contain info on millions of customers
· Cant abuse this sensitive data
· Must be an integral part of the firms marketing strategy and decision making.
· Canadian government has implemented various regulations:
· Privacy Act, that govern the collection, use, disclosure, and retention of personal information by federal government institutions
· When conducting marketing research, researchers must assure respondents that the information they provide will be treated be as confidential and used solely for the purpose of research.

Chapter 5 
Consumer Behaviour
Learning Objectives
1. Describe the steps a customer goes through when buying a product or service
2. Discuss what determines how much time consumers will search for information before buying a product or service
3. Discuss how psychological, social, and situational factors influence consumer buying behaviour
4. Understand how involvement influences the consumer buying decision process
The Consumer Decision process
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, needy state to a different, desired state
· Functional needs:
· Pertain to the performance of a product or service
· Consumers needs classified as functional psychological or both 
· Psychological needs:	
· Pertain to the personal gratification consumers associate with a product or service
· Most products satisfy both functional and psycho needs (
· Ability to keep very warm are north faces, main selling point but they’re still stylish
2. Information Search
· After the consumer recognizes a need, is to search for information about the various options that exist to satisfy that need.
· Internal search for information:
· Occurs when the buyer examines his or her own memory and knowledge about the product or service, gathered through past experience
· External search for information:
· Occurs when the buyer seeks information outside his or her personal knowledge base to help make the buying decision
· Talk to friends or salesperson, consumer, reports, magazines, TV, Radio, Internet, Social media (FB see if friends got it if they like it)
· Factors Affecting Consumers Search Processes
· The perceived benefits versus perceived cost of search: it is worth the time and effort to search for information about a product or service
· The 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 outcomes
· Actual or Perceived Risks:
· Five types of risks associated with purchase decisions 
· Performance risk	
· Involves the perceived danger inherent in a poorly performing product or service
· Financial risk
· Risk associated with a monetary outlay, includes the initial cost of the purchase, as well as the costs of using the item or service
· Social risk
· Involves the fears that consumers suffer when they worry others might not regard their purchases positively 
· Physiological risk
· Risks associated with the fear of an actual harm should the product not perform properly
· Psychological risk
· Associated with the way people will feel if the product or service does not convey the right image
· Type of Product or service: another factor that affects the depth and type of search a consumer undertakes is the type of product or service, specifically, whether it is a specialty, shopping, or convenience product
· Specialty goods/services
· 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 service such as apparel, fragrances and appliances, for which consumers will spend time comparing alternatives
· Convenience goods/services
· Consumer is not willing to spend any effort to evaluate prior to purchase
3. Alternative Evaluation
· Once consumers have recognized a problem and explored the possible options, they must shift through the choices available and evaluate the alternatives
· 3 Consumer decision rules:
i. Compensatory: assumes that the consumer, when evaluating alternatives, trades off one characteristics against another, such that good characteristics compensate for bad characteristics
ii. Noncompensatory: consumers choose a product or service on the basis of a subset of its characteristics, regardless of its values of its other attributes
iii. Decision Heuristics: mental shortcuts that help them narrow down their choices
· Price: can choose more expensive option thinking they are getting better quality along with the higher price
· Brand: always buying brand name goods allows some consumers to feel safe with their decisions
· Product presentation: manner in which the product is presented can influence the decision process.
4. Purchase Decision
· Value is a strong driver of purchase decision
· Ritual Consumption: a pattern of behaviours tied to life events that affect what and how people consume. Behaviours have meaning and vary by culture. Example, occur everyday (brush teeth) or special occasions (hallmark ties its products to these).
5. Post purchase 
· Marketers are particularly interested in post purchase behaviour since it entails actual rather than potential customers. Three post purchase outcomes:
· Customer Satisfaction
· How to ensure customer satisfaction
· Build realistic expectations – not to high not to low – and deliver on those expectations
· Demonstrate correct product use; improper usage can cause dissatisfaction
· Stand behind the product or service by providing product guarantees or warranties
· Encourage customer feedback, which cuts down on negative word of mouth and helps marketers adjust their offerings
· Customer Loyalty
· Develops over time with multiple repeat purchases of the product or brand from the same marketers.
· Post Purchase Cognitive Dissonance
· Conflict that arises from an inconsistency between two beliefs and behaviours; buyers remorse
· To reduce dissonance
· Pay attention to positive information about product, such as looking up reviews
· Get Positive feedback from friends about purchase
· Seek negative information about opposite purchase options
Factors Influencing Consumer buying Decisions
1) Psychological Factors
a. Motives: A need or want that is strong enough to cause the person to seek satisfaction
i. Physiological needs: relate to the biological necessities of life: food, drink, rest and shelter
ii. Safety needs: pertain to protection and physical well beng
iii. Love needs: relate to our interactions with others
iv. Esteem needs: allow people to satisfy their inner desire
v. Self actualization: occurs when you feel completely satisfied with your life and how you live
b. Attitude: a persons enduring evaluation of his or her feelings about and behavioural tendencies toward an object or idea; consists of three components: Cognitive, Affective and Behavioural
i. Cognitive Component: a component of attitude that reflects what a person believes to be true. 
ii. Affective Component: “       “ what a person feels about the issue at hand. His or her dislike of something
iii. Behavioural Component: component of attitude that comprises the actions a person takes with regard to the issue at hand. Based on what we know and feel
c. Perception: the process by which people select, organize and interpret information to form a meaningful picture of the world
d. Learning: refers to the change in a persons thought process or behaviour that arises from experience and takes place throughout the consumer decision process
e. Lifestyle: refers to the way consumers spend their time and money to live
2) Situational Factors: Factors affecting the consumer decision process; those that are specific to the purchase and shopping situation and temporal state that may override, or at least influence psychological and social issues
a. Purchase Situation: customers may be predisposed to purchase certain products or services because of come underlying psychological trait or social factor, but these factors may change in certain purchase situations
b. Shopping Situation: consumer might be ready to purchase product or service but for a variety of reasons be completely derailed once they arrive in the store. Marketers use several techniques to influence consumers at this stage of the process
I. Store Atmosphere
II. Salespeople
III. Crowding
IV. In-store demonstration
V. Promotions
VI. Packaging 
c. Temporal State: our state of mind at any particular time can alter our perceived notions of what we are going to purchase. For example a purchase situation may have different appeal levels depending on the time of day and the type of person the consumer is.
3) Social Factors
a. Family: many purchase decisions are made about products or services that the entire family will consume or use
b. Reference Groups: one or more persons an individual uses as a basis for comparison regarding beliefs, feelings, and behaviours
c. Culture: shared meanings, beliefs, morals, values, and customs of a group of people.

Involvement and Consumer Buying Decisions
· Consumers engage in two types of buying process/decisions depending on their levels of involvement: extended problem solving for high priced, risky, infrequent, or highly expressive purchases; and limited problem solving which includes impulse buying and habitual purchase/ decision making.
· 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 customers on the spot when they see the merchandise
· [bookmark: _GoBack]Habitual decision making: a purchase decision process in which consumers engage with little conscious effort




