Mid term Review: 

Mid term will cover chapters: 1-7 and 16

Chapter 1: Overview of Marketing 

Definitions: 

Marketing: A set of business practices design to present a product to build successful customer relationships

Marketing Plan: a written document composed of the current marketing situation, opportunities and threats for the firm. Includes the four P’s and projected income. 

Market: People who need or want a firm’s product or services and have the ability to buy them. 

Target market: the customer segment or group the firm is interested in selling its product or services to

Exchange: the trade of things between buyer and seller so that each is better off as a result

Marketing Mix: Product, Price, Place and Promotion
· Biggest challenge for marketers is to keep all elements in sync

Business to Consumer (B2C): the process in which business’ sell too consumers

Business to Business (B2B): The process in which businesses sell to other businesses. 

Consumer to consumer (C2C): The process in which consumers sell to other consu; mers

Value: reflects the relationship of benefits to costs. 

Value based marketing: focuses on providing the consumer with value that far exceeds the cost, while providing a reasonable return to the firm. 

Transactional Orientation: ignores anything that happens before or after the transaction. 

Relational Orientation: Believes that buyers and sellers should develop a long-term relationship. 


Customer relationship management: a system and set of strategies that focus on building relationships with the firms must valuable customers. 

Supply Chain: the group of firms and set of techniques used to deliver a firm’s products or services. 

Marketing does the following things: 

· Makes life easier – provides consumers with information on products and services
· Provides career opportunities 
· Enriches society – Companies participate in marketing campaigns for social issues

Chapter 2: Developing a marketing plan and marketing strategies


Marketing planning process: A set of steps a marketer goes through to develop a marketing plan. Typical marketing plans involve: 

1. Define mission/objectives
2. Situation analysis
3. Identify and Evaluate opportunities 
4. Implement marketing mix
5. Evaluate performance

Planning Phase: when marketing execs and other managers develop their mission/objectives and how various internal and external players will affect the business. 

Implementation Phase: where marketing managers evaluate opportunities by engaging in segmentation, targeting and positioning. They then implement the marketing mix using the four P’s.

Control Phase: The part of the marketing process where managers evaluate the performance of the plan and anything that needs to be done. 

Mission Statement: a broad description of the business that mentions what type of business they are in, and what their goals are. Involved in the planning phase. 

Situation analysis: the second step of the marketing planning process. Evaluated the internal strengths and weaknesses and the external opportunities and threats. Also involved in the planning phase. 

STP: The third step in the marketing process, which involves segmentation, targeting and positioning. It is part of the implementation phase. 

· Segmentation – the process of dividing the market into distinct groups of customers
· Targeting – the process of evaluating market segments
· Positioning – the process of creating a clear, distinct, desirable understanding of that the product does or what the service provides

Implement marketing mix and allocate resources: The fourth step of the marketing plan determines how to implement the marketing mix so that it will appeal to what the target market values. It also allocates the resources to its various products and services. This is also part of the implementation phase. 

Evaluate performance using marketing metrics: The fifth step of the process is to evaluate the performance of the plan using marketing metrics. They will also determine what needs to be changed if anything. This is part of the control phase. 

Strategic Business Unit (SBU): A division of the company that can be ,anaged independently from other divisions. 

Product Line: A group of products consumers may perceive in a similar way. 

Relative market share: a measure of a product’s strength in a particular market. 

Market growth rate: the annual rate of growth of the product’s market

Relative market share: a firm’s strength in a particular market. Defined as a firm’s sales divided by the sales of the biggest firm in the market. 

Stars: Products with a high growth rate and high market share

Cash Cows: Products with low growth rates but high market shares

Question Marks: products with high growth rates but low market shares

Dogs: Products with low growth rates and low market shares

Market Penetration Strategy: employs the existing marketing mix and focuses on existing customers

Market development strategy: employs the existing marketing to reach new segments, either domestic or international

Product development strategy: a growth strategy that offers a new product or service to a firm’s current target market

Diversification Strategy: when a firm offers a new product or service to a segment they currently do not serve

Downsizing: Exiting markets, reducing product portfolios, or closing certain locations. 

Marketing Strategy: identifies the firm’s target market, marketing mix and determines how it want to build its competitive advantage. 

Sustainable competitive advantage: something that a firm can persistently do better than its competitors. 

Customer excellence: focuses on retaining loyal customers and excellent customer service. 

Operational Excellence: involves a focus on efficient operations and excellent supply chain management

Product Excellence: Involves focusing on high quality products and effective branding and positioning. 

Locational excellence: involves focusing on good physical locations and Internet presence. 

Chapter 3: Analyzing the marketing environment

Marketing environment analysis framework: 

Microenvironmental Factors: 

· Company 
· Competition
· Corporate Partners

Macroenvironmental Factors: 

· Culture
· Demographics
· Social
· Technological
· Economic
· Political/Legal
Culture: The shared morals and values of a group of people or community. 

Country Culture: easy to spot visual characteristics of a country, such as dress, symbols, ceremonies, language, colours and food preferences, and more subtle aspects, which are trickier to identify. 

Demographics: Characteristics used to identify consumer markets such as age, gender, income, race and ethnicity. 


Competitive Intelligence (CI): Analyses information about competitors and the market. Allows firms to anticipate changes in the market rather than react to them. 

Generational Cohort: a group of people from the same generation – typically have the same purchase behaviours as they have experienced similar things and are in the same stage of life.

Tweens: a generation that is not quite teenagers but are not young children. Between the ages of 9 and 12. 

Generation Y: People between the ages of 13 and 32; the biggest cohort since the original post-war baby boom. 

Generation X: Generational cohort of people between the ages of 36 and 47. 

Baby Boomers: Generational cohort of people born after WWII; are between the ages of 48 and 66. 

Seniors: North America’s fastest growing generational cohort; people between ages 65 and older. 

Further review behaviours and buying preferences of generational cohorts. 

Green Marketing: Involves a strategic effort by firms to supply customers with environmentally friendly merchandise. 

Technological Advances: technological changes that have improved the value of products and services in the past few decades. 

Economic Situation: Economic changes that affect the way consumers buy merchandise and spend money; inflation, foreign currency fluctuations, interest rates and recessions. 

Inflation: the persistent 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 a country is negative for at least a couple of consecutive quarters. 

Political/Legal Environment: political parties, government legislation and laws that promote or inhibit trade activities. 

Chapter 4: Marketing Research

Marketing research: A set of techniques and principles for systematically collecting, recording, analysing and interpreting data that can aid decision makers involved in marketing goods, services or ideas.

Marketing Research Process: 

1. Define Research problems and objectives 
2. Design the research project
3. Collect Data
4. Analyze Data
5. Present Action Plan

Secondary Data: Pieces of information that have been collected prior to the start of the focal project. 

Syndicated Data: Data available for free from commercial research firms. 

Primary Data: Data collected to address the specific research needs/questions currently under investigation. Examples include focus groups, in depth interviews and surveys. 

See exhibit 4-4: advantages and disadvantages of secondary and primary data. 

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’s suppose 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

Exploratory Research: attempts to begin to understand the interest; also provides initial information when the problem lacks any clear definition. 

Conclusive research: Provides information needed to conclude preliminary insights

Hypothesis: a statement of proposition predicting particular relationships among variables.

Observation: An exploratory research method that entails examining purchase and consumption behaviours

Ethnography: An observational method that studies people in their daily lives and activities in their home, work and communities

In-depth interview: a research technique in which trained researchers ask questions, listen to and record answers, and then pose additional questions to clarify or expand on a particular issue. 

Focus Group: A research technique in which a small group of persons (usually 8 to 12) comes together for an in depth discussion about a topic. 

Projective Technique: a type of qualitative research in which subjects are provide a scenario and are asked to express their thoughts and feelings about it. 

Survey: A systematic means of collecting data from people that usually involves a questionarre. 

Unstructured Questions: open ended questions that allow respondants 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 purposely manipulates one or more variables to determine which variables have an affect on one and other

Scanner Research: A type of quantitative research that uses data obtained from scanner reading of UPC codes at checkout counters.

Panel Research: a type of quantitative research that involves collecting information from a group of consumers over a period of time; data collected may be from a survey or record of purchases. 

Data: Raw numbers or other factual information of little value

Information: Data that has been organized, analysed, interpreted, and converted into a useful form for decision makers. 

Chapter 5: Consumer Behaviour

Consumer Decision Process: 

1. Need Recognition
2. Information Search
3. Alternative Evaluation
4. Purchase Decision
5. Postpurchase

Factors influencing Consumer buying Decisions: 

· Psychological
· Social
· Culture
· Situational

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

Psychological Needs: Pertain to the personal gratification consumers asscociate with a product or service. 

Internal Search for information: Occurs when the buyer examines hir 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 own personal knowledge base to help make the buying decision. 

Internal Locus of Control: Refers to when consumers believe they have some control over 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

Performance Risk: Involves the perceived danger inherent in a poorly performing product or service

Financial Risk: risk associated with monetary outlay; includes the initial cost of the purchase, as well as the cost of using the item or service. 

Social Risk: Involves the fear that consumers suffer when they worry others might not regard their purchases positively

Physiological (safety Risk): Risks of an actual harm if the product does not perform properly

Psychological Risk: Associated with the way people will feel if the product or service does not convey the right image. 

Specialty goods/services: Products or services toward which the customer shows a strong preference

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 npt willing to spend any effort to evaluate prior to the purchase. 

Evaluative Criteria: consist of a set of salient, or important attributes about a particular product that are used to compare alternative products. 

Determinant Attributes: 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. 

Compensatory decision rule: is at work when a consumer is evaluating trade offs between products

Noncompensatory decision rule: when consumers decide on a product based on its good characteristics, regardless of its bad ones. 

Decision Heuristics:  mental shortcuts that help consumers narrow down choices. 

Ritual consumption: Patterns or behaviours tied to life events that affect what and how people consume. 

Postpurchase Dissonance: Buyers remorse

Physiological needs: relate to the basic biological necessities of life: Food, drink, rest and shelter. 

Safety Needs: Pertain to protection and physical well being

Love (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

Cognitive Component: A component of attitude that reflects what a person believes to be true

Affective component: a component of sttitude that reflects what a person feels about the issue at hand

Behavioural Component: a component of attitude that comprises the action a person takes with regard to the issue at hand

Reference Group: One or more persons an individual uses as a basis of comparison regarding beliefs, feeling and behaviours. 

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, phychological and social issues.

Extended Problem Solving: A purchase decision process during which the consumer devotes considerable time and effort to analysing alternatives; often occurs when the consumer perceives the purchase decision entails a great amount 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 merchandise. 

Habitual Decision Making: A purchase decision process in which consumers engage with little conscious effort. 

Chapter 6: Business-to-Business Marketing

Resellers: Marketing intermediaries that resell a product without significantly altering their form

Derived Demand: the linkage between the consumers’ demand for a company’s output, and it’s purchase of necessary inputs to manufacture or assemble that particular output

North American Industry Classification System (NAICS): A classification scheme that categorizes all firms into a hierarchical set of six-digit codes. 

Request for proposals (RFP): A process through which buying organizations invite alternative suppliers to bid on supplying their required components

Buying centre: The group of people typically responsible for the buying decisions in large organizations 

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 buying centre participant who ultimately determines any part of or the entire buying decision

Buyer: The buying centre participant who handles the paperwork of the actual purchase

User: The person who consumes or uses the product or service purchased by the buying centre

Gatekeeper: The buying centre participant who controls information or access to decision makers and influencers

Organizational Culture: reflects the set of values, traditions and customs that guides a firm’s employees’ behaviour

Autocratic Buying Centre: a buying centre in which one person makes a decision alone, though there may be multiple participants

Democratic Buying Centre: a buying centre in which the majority rules in making decisions

Consultative buying centre: a buying centre in which one person makes the decision, but he or she solicits inputs from others before doing so

Consensus Buying centre: A buying centre in which all members of the team must reach a collective agreement that they can support a particular purchase

New Buy: In a B2B setting, the purchase of a good or service for the first time; buying decision is quite involved

Modified rebuy: Refers to 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 Rebuy: Refers to when the buyer or buying organization simply buys additional units of products that have been previously purchased

Private Exchange: Occurs when a specific firm invites others to participate in online information exchanges and transactions

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 the bid. 

Chapter 7: Segmentation, targeting and Positioning

Geographic Segmentation: The grouping of consumers on the basis of where they live. 

Demographic Segmentation: The grouping of consumers on the basis of easily measured, objective characteristics such as age, gender and income. 

Psychographics: The segmentation base that delves into how consumers describe themselves; allows people to describe themselves using those characteristics that help them choose how they occupy their time. 

Self-values: Overriding desires that drive how a person wants to live their life. 

Self-Concept: The image a person has of him or herself; a component of psychographics. 

Lifestyles: refers to the way a person lives his or her life; a component of psychographics

VALS: A psychological tool that classifies consumers into eight segments: Innovators,thinkers,believers,achievers,strivers,experiencers,makers or survivors. 

Behavioural Segmentation: Groups consumers 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

Geodemographic 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 lifestyle clusters. 

Description of VALS categories: 

Innovators: 

· Successful sophisticated take-charge people 
· High self esteem
· Change Leaders
· Established and emerging business leaders
· Very active consumers
Strivers: 

· Trendy and fun-loving
· Money defines success
· Favour stylish products
· Active yet impulsive consumers
· Shopping is social activity
Thinkers: 

· Mature, satisfied, comfortable
· Value responsibility 
· Well educated
· Respect for authority
· Conservitive consumers
Experiencers: 

· Seek variety and entertainment
· Active in sports and social activists
· Enthusiastic, impulsive consumers
· Spend high proportion of income on fashion and entertainment

Believers: 
· Conservative conventionalists 
· Concrete beliefs around family, religion and community
· Deep rooted moral codes
· Established routines
· Predictible, loyal customers
Makers:
· Practical people with constructive skills
· Value self-sufficiency 
· Traditional views of family and work
· Suspicious of new ideas
· Prefer value of luxury
Achievers: 
· Goal-oriented lifestyles
· Deep commitment to career and family
· Respect for authority
· Active consumers
Survivors: 
· Believe the world is changing too quickly
· Comfortable with familiarity
· Concerned with safety and security
· Catious consumers
· Loyal to favourite brands
· Love a good deal

Undifferentiated Segmentation Strategy (mass marketing): a marketing strategy a firm may use if their product provides the same benefits to all consumers

Differentiated Segmentation Strategy: A strategy through which a firm targets several market segments with a different offering for each

Concentrated or Niche strategy: a marketing strategy that involves selecting a single, primary target market and focusing all energies on providing a product tht meets that market’s needs

Micromarketing: an extreme form of marketing that tailors a product or service to suit an individual customer’s wants or needs

Mass Customization: interacting with people on a one-to one basis to create custom products or services. 

Review Exhibit 7.9

Positioning Statement: Express how a company wants to be perceived by it’s customers.

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 market segments ideal product would lie on a perceptual map

Brand Repositioning (rebranding): a strategy in which marketers change a brand’s focus to target new markets. 

Chapter 16: Global Marketing


Globalization: Refers to the increased flows of goods and services, people, technology, capital information and ideas around the world. 

Globalization of production or offshoring: refers to manufactures outsourcing goods and services around the globe to take advantage of differences in cost of quality or various factors of production. 

General Agreement on Tarifs and Trades (GATT): Agreement established to lower trade barriers, such as tarrifs on imported goods. 

World Trade Organization (WTO): replaced GATT in 1994. A organization that deals with the global rules of trade. 

International Monetary Fund (IMF): purpose is to facilitate the growth of international trade.

World Bank Group: A bank that provides loans, policy advice, technical assistance etc. to low income countries in order to reduce global poverty. 

Trade Sanctions: penelties imposed by one country over another for importing and exporting goods and services

Tariff: A tax levied on a good imported into a country

Dumping: a practice of selling a product in a foreign market at a price lower than its domesticated price

Quota: The maximum quantity of a product that may brought into a country during a given time period. 

Boycott: a groups refusal to deal commercially with some organization to protest its policies. 

Countertrade: barter transactions between two countries

Trade agreement: intergovernmental agreement designed to manage and promote trade activities

Trading Bloc: Consists of those countries that have signed a particular trade agreement 

Purchasing Power Parity (PPP): a theory that states if the exchange rates of two countries are at an equilibrium, a product ourchased in one will cost the same as the other

Human Development Index (HDI): measure of the quality of life in countries, life expectancy, education, household income

Strategic Alliance: a collaborative relationship between independent firms, though the partenering firms do not create an equity partnership 

Joint Venture: Formed when a firm entering a new market pools its resources with those of a local firm to form a new company

Direct Investment: When a firm maintains 100 percent ownership

Cultural Imperialism: The belief that one’s own culture is superior to that of other nations; can take the form of a formal policy or a subtle attitude. 
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