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Words that make you think of marketing… 
Building customer relationships
Customer loyalty
Branding
Advertising
Customer acquisition
Promoting

What is marketing
Trying to create/sell products/services that customers need/want while making them happy and satisfied with the company with the goal of in the end, making money
The more you know what the costumers want, the better your customer acquisition
Its about creating a need where there was no need or solving a need
Understanding consumers and creating products to fit them
4 P’s: product, price, place, promotion

Orientations of Marketing
Product orientation (ex Blackberry)
Selling orientation (who cares how we do it lets just sell. Ex landscaping. They call, come to your house, etc. these are very poor selling tactics. Other examples: car dealerships)
Needs and wants orientation: trying to satisfy the customer’s demands. This is a good orientation because you try to understand the customers
Value base orientation: you need to go a step forward and understand all the costs the customer’s going to through and make sure that the benefits will outweigh the costs so that the customers will want it. You must be better than your competition

**always remember: value lies in the eyes of the beholder. So you have to remember who is your beholder? Who is the customer

why is marketing important?
You can make life easier for people because youre advertising about things that people need
Marketing is the interface between the consumer and the companies
Gives you products where you want, how you want
It generates profits for companies

Why make a marketing plan?
It’s a detailed description of what how and why you wanna do something
It’s a document and you write all the stuff down to evaluate your progress, stay on track, manage your resources better, you don’t waste time
There are quick plans, there are long plans for more risky plans
There are 5 steps to the plan
Step 1: Make a mission and objectives
Step 2: Situation analysis (most important step) + SWOT
 SWOT = Strength Weakness Opportunity Threats
SW are external (macro) OT are internal (micro)
Industry analysis
Competitor analysis
Customer analysis
Step 3: Identifying and evaluating opportunities using STP
Segmentation
 Targeting
Positioning
Step 4: Implementing marketing mix and allocate resources
Product strategy, placement strategy, price strategy, marketing positioning, promotion strategy:  everything needs to go together. Ex: You cant sell a high end motorcycle in walmart
Growth strategies ** very important check graph (btw markets and consumers are the same thing
Market penetration: trying to sell more existing products to your existing costumers. Ex: toys at McDonalds, the kids want to collect them all, coffee cards at McDonalds
Market development: trying to sell an existing product to a new mark segment. Ex: going oversees, Rollerblade made the same rollerblades but modified it to sell it to more adventurist costumers
Product developement: Selling new products to the same customers: ex mcds starting to sell salads
Diversification: new product to new customers: mcds starting McCaffe
Step 5: Evaluate performance and make adjustments
Growth rate for 3D TVs are huge because not many people have one
Relative market share is your market share compared to your competitor.  You must compare yourself to your largest competitors market. This is the horizontal axis
Market growth rate: It is the market for the product at hand. Not the brand name, the product.. this is the vertical axis
Start reading this graph from the blue (top right corner)
Question mark: will this product succeed? They have invested a lot but the revenue so far is basically 0.
Star: you have money, market share, recognition, everything. They have a high relative market share and high growth rate
Cash cow: consumers don’t want to pay a lot anymore, the price of your products starts to fall. They generate a lot of money but take very little in terms of investements. All of Apples products are cash cows. They make a lot of money off them but they don’t need to invest a lot to keep it selling. (low market growth rate, high relative market share)
Dogs: you have to keep the products around because some people still want them but some die out. You but the least amount of investments possible because they don’t bring much money in. (low market growth, low relative market share) ex: ipod shuffle 
You wont always have a star. You can also have many stars
This is used in big coorporations that have many products

September 11
Sustainable Competitive Advantage
Unique advantage: its hard to replicate
Operation excellence
Cost and efficiency. For every dollar of revenue/sales you bring in, how much of that dollar goes back in costs? Reducing your cost as low as possible. The lower the cost, the more you’re costly efficient
Location excellence
Parking and access to the store is a BIG factor!! The neighbourhood, is it well lit, who else is around there, etc. Location, location, location!!! Also the atmosphere of the store will tell you something about the store.
Product excellence
Achieving effective branding & positioning. Ex Michael Kors. People go to Michael Kors even if they cant afford it. Its an aspirational brand
Customer excellence
Retaining loyal customers
A customer encouraging people to go to a certain company is a loyal customer
Good costumer service
All of these build customer value

Chapter 3

Macro environmental factors (CDSTEP)
Culture
Demographics
Social 
Technological
Economic
Inflation 
Recession
Stores like Dollarama, Walmart benefit from the recession because people will buy their stuff as opposed to luxury companies
Interest rates
Exchange rates (US vs. Canadian $)
When exporting, the person who’s business is in the country with a higher money value will benefit from the exchange rate
Taxes
Unemployment rates
Business/Consumer confidence (if people are confident in their businesses. Ex during the recession Ottawa looked fine because most people work in the government so they didn’t suffer much)
Political/regulatory environement
Regulations change the way companies sell. Ex when they changed the law to only hands free talking, every flyer was promoting Bluetooth

Chapter 4
Marketing Research
Consists of a set of techniques and principles for systematically collecting, recoding, analyzing and interpreting data that can aid decision makers involved in marketing goods, services or ideas
Does it guarantee success? No but it can help you get an advantage and will put your chances up

Ajax asked 5 students “am I an exceptional teacher?” and they said yes. What is wrong with this study?
The sample size is too small. Only took 5 people our of 1000
You’re asking them yourself so they could be biased in your favour
The formulation of the question
The data is very thin
They only asked 1 question
The data is very thin
Anonymity is important
He has a good relationship with these people makes them biased in his favour; they should’ve been chosen at random

Marketing research Process:
1. Define research problem and objectives
2. Design the research project
a. Primary data
i. Data you collect for the first time to answer a specific question. Anyone can collect it, it just has to be the first time this data is collected
Examples: Survey, observation, in depth interview, focus groups
b. Secondary data
i. Data that you do not collect for the first time
Usually more accessible, easier to find
Not as precise
You may not get the answers that you wanted because your sample gives different answers because they are from a different time etc.
Give you a lot of insight, clarity, helps guide you
To decide which type of research you must do ask yourself if that method will give you the answers you need.
For deep insight, observation, in depth interview, focus groups will give you the best results
Limitations you can come across:
time, cost, expertise,
3. Collect data
a. Exploratory (observation, in-depth interviews, focus groups, projective techniques) projective techniques: asking a question to everyone not to an individual person but you get the same answer you would’ve gotten in you asked them personally.
b. Conclusive (surveys, experimental, scanner, panel)
4. Analyse data
5. Present action plan

Any research project MUST have:
Reliability: under identical condition, results must be similar. To make it reliable, you must check all the areas of the study ex. sample size, anonymous samples etc
Validity: must measure what I actually want to measure. Ex: “are you satisfied” doesn’t mean you are actually happy
Generalizability: ex not all small companies will spend the same amount on marketing/advertising. Ex Information company vs mining company

Findlay creek is a relatively new housing development located in the south end of Ottawa that has been around for about 10 years. This is a growing community and fast food giant, Wendy’s, is trying to determine if there is a significant market profitability support one of its restaurants. Would Wendy be most likely to use primary or secondary data, or a combination of the two, to inform its decision? Justify your answer [20 marks]. 
Do not write advantages or disadvantages of both types of data for this question
You must write why you would use the type of data.
You must assume we have money, time, expertise
Which methods do you use??? Observation, focus groups, etc.
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