MARKETING OVEVIEW

“Marketing is an organizational function and a set of processes for creating, capturing, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders”


 Marketing…








Helps create value:
· Value: reflects the relationship of benefits to cost, or what the consumer gets for what he or she gives

Is about satisfying customer needs and wants.
· Must understand the marketplace 
· Not practical for marketers to sell their product to everyone due to cost. Good marketers seek out potential customers who have an interest in the product and an ability to buy it.

Entails an exchange:
· The trade of things of value between buyer and seller so that each is better off as a result 

Requires decisions regarding the four P’s:
· Marketing mix: controllable set of activities that the firm uses to respond to the wants of tis target markets
1. Product: Creating Value through goods, services or ideas.
2. Price: Capturing Value. Price can be money, time or energy.
Marketers determine price on the basis of the potential buyer’s belief about its value
3. Place: Delivering Value by getting the product to the right customer wen the customer wants it  SCM
4. Promotion: Communicating Value 


Can be performed by both individuals and organizations
· B2B: Business to Business
· B2C: Business to Consumer
· C2C: Consumer to Consumer
 
Occurs in many settings
· Can impact several other stakeholders besides customers, such as partners in the supply chain, employees and society at large
VALUE-BASED MARKETING

1. Maximizing Value: the ‘trade-off’
· Offering warranty, bettering service, brand/reputation building

2. Long-term Focus:
· Look ahead for long term success via market share or financial success

3. Relationships:
· Versus transactions
Advocate: does your marketing for you
Regular Purchaser: requires consistency
New Customer 
Loyal Supporter: when there are choices available and they still choose you





4. Beyond Customers
· Think about stakeholders and build relationships with them too

5. Evolves over time
· Invest money to evolve to customers needs over time in order to keep them as customers.



MARKETING STRATEGY

1. Identifies a firm’s target market
2. Identifies its four P’s
3. Identifies the basis on which the firm plans to build a sustainable competitive advantage








Ways to Develop a Sustainable Competitive Advantage:

1. Customer Excellence:
· Achieved when a firm develops value-based strategies for retaining loyal customers and provides outstanding customer service

Ways to Increase Loyalty:
· Clear positioning strategy
· Loyalty Programs
· Long-term focus

2. Operational Excellence:
· Achieved through efficient operations, excellent SCM, good relationships with suppliers and excellent HRM (which leads to productive employees)

3. Product Excellence:
· Achieved by providing products with high perceived value and effective branding & positioning.

4. Locational Excellence:
· Achieved through a strategic location



SWOT ANALYSIS 

Environmental Scan

Internal Analysis			External Analysis

Strengths   	  Weaknesses	    Opportunities  		Threats


Strengths: Resources and capabilities that can be used as a basis for developing a competitive advantage
· Patents
· Good reputation
· Cost advantage
· Exclusive access to resources
· Strong brand names

Weaknesses: Absence of certain strengths
· Lack of patents
· Weak brand name
· Poor reputation
· High cost structure

Opportunities: For profit and growth
· Unfulfilled customer need
· Arrival of new technologies
· Loosening of regulations
· Removal of international trade barriers

Threats: 
· Shifts in consumers’ tastes
· Substitute products
· New regulations
· Increase trade barriers

***NOTE: the difference between strategy and opportunity. An opportunity would be increasing demand in Euro market or a trend towards environmental awareness among target customers. A strategy involves action ie. Expansion outside US market or social and green marketing initiatives***
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DEMOGRPAHICS

CULTURE


COMPANY 




IMMEDIATE ENVIRONMENT


POLITICAL
CONSUMERS

SOCIAL




COMPETITORS

CORPORATE PARTNERS



ECONOMIC
TECHNOLOGY



IMMEDIATE ENVIRONMENT

Company
· Successful marketing firms focus on satisfying customer needs that match their core competencies

Competitors
Direct: Offer the same benefit in the same form as you do. Essentially they are the same product, just different brands. (Coke and Pepsi)

Indirect: Same benefit, different form. Solving the same need of consumers with a different form (Sweat treats such as cake would be an indirect competitor for coke)

Marketplace: Everyone else who is neither indirect or direct who competes for my money, time or attention. 

Corporate Partners:
· Marketers should work closely with their partners to innovate. For example, automobile manufacturers collaborate with suppliers of sheet metal.

MACROENVIRONMENT

Culture: Visible artifacts and underlying values
· Marketers must consider both the culture of the country and that of a region

Demographics: Age, income, gender
· Can often provide an easily understood snapshot of the typical consumer

Social: 
· thrift, health and wellness, green, privacy

Technological
· Consumers are increasingly dependent on the help of technology in terms of making decisions and communicating with tohers

Economic: affects the way consumers buy merchandise and spend money
· Both in the home country and abroad
· Rate of inflation, foreign currency rates, interest rates

Political: Political parties, government organizations and legislation













CONSUMER BEHAVIOUR

CONSUMER DECISION PROCESS:

	1) Need Recognition
	2) Info Search
	3) Eval. of Alternatives
	4)Purchase
	5) Post-Purchase

	· Consumer recognize unsatisfied need
· Want to go from needy state to desired state
· Difference between actual state and desired state is your need recognition

	· Search for different options which are available and which will satisfy need

Factors affecting length and intensity of search:
· Perceived risk vs perceived benefit
· Locus of control
· Actual or perceived risk

	· Universal Set: all possible choices for a product category
· Retrieval set: choices that can be readily brought forth from memory
· Evoked set: choices that the consumer will actually likely consider

	· Consumers don’t always choose the store or brand they had originally decided (ie. Out of stock) 
	· Entails actual customers rather than potential 




Functional Needs: pertain to the performance of a product or service
Psychological Needs: pertain to the personal gratification associated with the product.

Internal Search for Info: Buyer examines his or her own memory and knowledge about the product or service gathered through past experiences.
External Search for Info: Buyer seeks info outside his or her personal knowledge base. For example, consulting friends, family or a salesperson. 



Types of Risk:

Performance: the perceived danger inherent in a poorly performing product or service
· Dress prone to shrinking

Financial: risk associated with a monetary outlay. Includes initial costs as well as usage costs
· Buying a dress + dry cleaning costs

Social: fear that others might not regard their purchases positively
· Worrying your friends won’t like your dress

Physiological: fear that the product will cause physical harm, should it not perform properly. 
· For cars, safety ratings will minimize this

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

To Minimize Post-Purchase Dissonance:

1. Build realistic expectations
2. Demonstrate correct product use
3. Stand behind product  guarantees or warranty
4. Encourage customer feedback  limits negative word of mouth
5. Make contact with customers


FACTORS AFFECTING CONSUMER DECISION PROCESS

PSYCHOLOGICAL: Motive, attitudes, perceptions, learning, lifestyle 
· Motive: a need or want that is strong enough to cause the person to seek satisfaction
· Attitude: a person’s enduring evaluation of their feelings about and behavioural tendencies toward an object or idea.
· Cognitive: what we believe to be true
· Affective: what we feel about the issue at hand (like or dislike)
· Behavioral: pertains to the actions we undertake based on what we know and feel
· Perception: the way we see the world, the filter through which we interpret our surroundings. Shaped by our culture, attitudes and interests. Usually does not include judgment and is usually unconscious 
· Learning: a change in a person’s thought process or behavior that arises from experience 
· Lifestyle: the way consumers spend their time and money to live

SOCIAL: Family, reference group or culture
· Family: when families make purchase decisions they often consider the needs of all family members
· Initiator (says something is needed)  Influencer (someone who says or whose needs are considered)  Decider (Decides what to purchase)  Buyer (Goes to store, makes purchase)  User (anyone who uses the product)

· Reference Group:
· Direct (Member): Groups we belong to. We are bound to behave and make choices like members including language, words, and dress
· Indirect (Non-member): We don’t actually belong to these groups [yet]. Two types: Aspirational (you would like to belong) and Dissociative (you don’t want to be like them)

· Culture: visible artifacts and underlying values

SITUATIONAL FACORS: Purchase or shopping situation, temporal state
· Purchase Situation: ie. Special occasion
· Shopping Situation:
· Store atmosphere
· Salespeople
· In-store demonstration
· Promotions
· Packaging
· Temporal State: state of mind



MARKETING PLAN

1. Business Plans
· Structure, goal, vision
2. Situation Analysis: Get a picture of the context in which we are trying to compete
· Summarize Info into a SWOT table
· Note the most important parts that you have identified through analysis and research. Its biggest benefit is that it will outline the most important strengths/weaknesses that will help you either take advantage or fend off the opportunities or threats
3. Develop Strategy
4. Implement Strategy
5. Monitor and Control

MARKETING RESEARCH

“A set of techniques and principles for systematically collecting, recording, analyzing, and interpreting data that can aid decision makers involved in marketing.”

Why do marketers find research valuable?

1. Helps reduce uncertainty

2. Provides a crucial link between firms and their environments
· Enables firms to be customer-oriented by building strategies using customer input and feedback

3. Firms can anticipate and quickly respond to competitive moves

Before conducting research, a manager should consider:

1. Whether it will be useful
· Will it provide insight beyond what they already know and reduce uncertainty associated with the project
2. Whether top management is committed and whether they will be willing to abide by the results of the research
3. Whether the project should be small or large

****KNOW HOW YOU WILL USE THE INFORMATION BEFORE YOU COLLECT IT****

THE MARKET RESEARCH PROCESS

1. DEFINE OBJECTIVE AND RESEARCH NEEDS
· Assess the value of a project through a benefit-cost comparison

Poor Design can arise from:
· Basing research on irrelevant research questions
· Focusing research questions that marketing research cannot answer
· Addressing questions to which answers are already known

2. DESIGN THE RESEARCH
· Identify the type of data needed and determine the type of research necessary to collect it

3. DATA COLLECTION PROCESS
· Primary data: collecting original data for a specific purpose
· Secondary data: making use of existing data that was collected for another purpose
	
	Advantages
	Disadvantages
	Examples

	Secondary
	· Saves time
· Free or inexpensive (except for syndicated)
	· May not be precisely relevant to info needs
· Info may not be timely
· Sources may not be original, therefore questionable usefulness
· Methodologies for collecting data may not be appropriate
· Data sources may be biased
	· Census data
· Sales invoices
· Internet information
· Books
· Journal articles
· Syndicated data

	Primary
	· Specific to immediate data needs and topic at hand
· Offers behavioral insights generally not available from secondary research
	· Costly
· Time consuming
· Requires more sophisticated training and experience to design study and collect data
	· Observed consumer Behaviour
· Focus group interviews
· Surveys
· Experiments 












	
	Observation
(Traffic counts, scanner data, panels)
	Experiment
(Test market)
	Surveys
	Interviews
(Focus group, In-depth)

	Pro
	· Not shaped by what you think but what you actually do
	· Can try different parts of marketing mix to see what will actually happen
	· Relatively quick and time efficient

	· Relatively quick
· Can communicate how people feel about a product at the individual level 

	Con
	· Interpretation could be off
· Behaviour changes when you know you’re being watched
· Expensive
· Time consuming
	· Uncontrollable variables
· Competitors pay attention 
· Expensive
· Time consuming
	· Some may not fully understand questions
· Questions may be misleading or misinterpreted 
	· Focal groups lead to group think
· In-depth interviews are slow



Data Mining: The use statistical analysis tools to uncover previously unknown patterns in the data stored in databases or relationships among variables. Ex. A clothing store learned through analysis of its sales data that 25% of its customers who bought a pair of jeans also bought a belt

Exploratory Research: Used to explore the world around you or explore what you don’t know. Any informal research conducted for a problem that has not bee clearly defined
· Can be used to determine best research and sampling method to use
· Can be used to determine goal
· Usually qualitative

Conclusive Research: Formal, rigorous research designed to support conclusions and decision-making. 
· Usually quantitative
· Must be able to generalize, think and minimize bias

*** Any form of secondary and primary research can be exploratory, if it is done with relatively little rigour for the purpose of improving one’s sense of the situation and/or the research problem. The various primary research methods do not necessarily fall under one category or another; rather, it depends on how formal or informal the approach is and how rigourous the research design is.***

4. ANALYZE DATA AND DEVELOP INSIGHTS
· Should be thorough and methodical

5. ACTION PLAN AND IMPLEMENTATION 

























SEGMENTATION, TARGETING & POSITIONING

STP Process:
1. ESTABLISH OVERALL STRATEGY OR OBJECTIVES
· Articulate the vision or objectives of the company’s marketing strategy clearly
· Must be consistent with the firm’s mission and objectives as well as its current situation (SWOT)

2. SEGMENTATION METHODS
· Use a particular method or combination of methods to segment the market while also developing descriptions of the different segments in order to better understand the customer profiles
· 
	Base
	Geographic
	Demographic
	Behavioral
	Psychographic

	About
	Grouping of consumers on the basis of where they live
	Grouping of consumers according to easily measured characteristics
	Divides consumers into groups based on how they use the product or service.
	Divides consumers by how they actually describe themselves 

	Variables
	-City
-Region
-Country
-Urban
-Rural 
-Climate
Topography 
-Geography
	-Age
-Gender
-Income
-Education
-Religion 
-Ethnicity 
-Occupation
-Family stage
-Marital Status
	-Loyalty
-Price sensitivity
-Occasion
-Benefits sought
-Usage Rate
	-Self-values
-Self-concept
-Lifestyle
-Needs 
-Motives
-Perceptions
-Attitudes
-Beliefs





3. EVALUATE SEGMENT ATTRACTIVENESS: Marketers must determine whether the segment is worth pursuing using several criteria… Is the segment:

IDENTIFIABLE:
· Must be able to identify who is within their market to be able to design products to meet their needs
· Segments must all be distinct from one another

SUBSTANTIAL:
· Must measure size and buying power

REACHABLE:
· Market must be able to be reached through persuasive communications and product distribution.
· Consumer must know that:
· The product exists
· Understand what it can do for them
· Recognize how to buy it

RESPONSIVE:
· Customers in the segment must react similarly and positively to the firm’s offering

PROFITABLE:
· Assess potential profitability both current and future
· Key factors to consider:
· Market growth (current size and expected growth rate)
· Market competiveness (# of competitors, entry barriers, substitutes)
· Market access (ease of developing or accessing distribution channels and brand familiarity))





4. SELECT TARGET MARKET 

Undifferentiated (Mass Marketing)
· Focuses on the similarities in needs of customers 
· ‘Take it or leave it’
· Everyone is considered a potential user of the product
· If the product is perceived to provide similar benefits to most consumers, there is little need to develop separate strategies for different groups

Differentiated (Multi-segmented)
· Target several market segments with a different offering for each
· Helps obtain a bigger share of the market and increase the market for their products overall
· Helps diversify the business and therefore lowers the company’s overall risk
· Usually more costly $$$ 

Concentrated
· Select a single, primary target market and focus all energies on providing a product to fit that market’s needs
· Often allows start-up ventures to employ their limited resources efficiently

Micromarketing (one-to-one)
· Firm tailors a product or service to suit an individual customer’s needs or wants
· Very difficult for large companies to achieve this degree of segmentation,  however, the internet facilitates this





ETHICS IN MARKETING

Good managers:
1. Understand what business they are in
2. Understand the value proposition of that business  what do we provide to our stakeholders, in particular our customers
A value proposition is NEVER to make money! It’s not that it’s not important, but if you do your job well and the world cooperates you will make money. However, it is not the point of what you are doing and a value based manager understands this.
3. Do not take advantage of vulnerable people  do not create them either
4. Create that value in a sustainable way 

A.M.A. Marketing Norms:
1.  Do no harm: consciously avoid harmful actions or omissions by embodying high ethical standards and adhering to all applicable laws and regulations
2. Foster trust in the marketing system:  strive for good faith and fair dealing, ultimately contributing toward the efficacy of the exchange process, as well as avoiding deception in product design, pricing, communication, and delivery of distribution.
3. Embrace ethical values: build relationships and enhance customer confidence in the integrity of marketing by affirming the core values of: honesty, responsibility, fairness, respect, transparency, and citizenship. 

Values:
· Represent the collective conception of what communities find desirable, important, and morally proper
· Serve as the criteria for evaluating our own personal actions and the actions of others
· Should be embraced by marketers as a response to multiple stakeholders
· [bookmark: _GoBack]Apply equally to practitioners, academics and students of marketing
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