Chapter 1

· What is marketing? The process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return.

· THE MARKETING PROCESS:

1. UNDERSTANDING THE MARKETPLACE AND CUSTOMER NEEDS

· Needs, wants and demands.
· Market offering: product, services, information, experiences to satisfy need/want.
· Marketing myopia: mistake of paying more attention to products a company offers rather than benefits and experiences produced. Smart to create brand experiences.
· Customer value and satisfaction-> set right level of expectation. 
· Exchange: act of obtaining a desired object from someone by offering something in return.
· Market: set of all actual and potential buyers of product/service. 

2. DESIGNING A CUSTOMER DRIVEN MARKETING STRATEGY

· Marketing management: choosing target markets and building profitable relationships with them.
· Selecting customers to serve: market segmentation, target marketing. Select only customers that it can serve profitably. Marketing management is customer management and demand management.
· Choosing a value proposition: how will it differentiate and position itself?
· Value proposition: Benefits or values it promises to deliver to consumers to satisfy their needs.

· 5 alternative concepts under which organizations design and carry out marketing strategies.
· 1. Production concept: consumers favour products that are available and highly affordable. Focus improving production and distribution efficiency.
· 2. Product concept: favour products in terms of quality, performance and innovative features. Improve production and distribution efficiency. Lead to marketing myopia.
· 3. Selling concept: large scale selling and promotion effort. Aim is to sell what company makes and not what consumers want.
· 4. Marketing concept: knowing the needs and wants of target market and delivering desired satisfaction better than competitors do. Customer centered concept. Find right products for your customers. 
· 5. Societal marketing concept: Consider consumers wants, company requirements, consumers long run interests and societys long run interests. (Consumer, Society, Company)

· Put marketing strategy into action (marketing mix) These are the 4P’s. Product, price, place, promotion.

3. BUILDING CUSTOMER RELATIONSHIPS

· Customer relationship management: overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction.
· Customer perceived value: customers evaluation of differences between all benefits and costs of a marketing offer relative to those of competing offers.
· Customer satisfaction: extent to which products perceived performance matches a buyers expectation. Don’t maximize customer satisfaction- don’t give away the house. Either increase service or decrease price.
· There are low margin and high margin customers- loyalty rewards program or club marketing program such as special benefits and member communities. 
· Today re;ate deeper, more direct and lasting relationships. Target fewer, more profitable customers. Screen out unprofitable customers. 
· Two way customer relationships- give consumers more power and control.
· Customer managed relationships: customers interact with companies and with eachother to shape their relationship with brands. Attraction not intrusion now.
· Consumer generated marketing: Consumers playing increasing role in shaping their own brand experiences and those of other consumers. Time consuming and costly.
· Partner relationship management: Working closely with partners in other company departments and outside the company to bring more value to custoemrs.
·  Partners inside company-> linking all departments.
· Partners outside company-> distribution and retailers. Treat both as partners in delivering customer value.

4. CAPTURING VALUE FROM CUSTOMERS

· Customer lifetime value: value of entire stream of purchases that customer would make over lifetime of patronage. Bad if disappointed customer shares with others.
· Share of customer: Portion of customer’s purchasing that a company gets in its product categories. Firms can offer greater variety, perhaps recommend related products.
· Customer equity: total combined customers lifetime values of all the company’s current and potential customers.
· Building right relationships with right customers:
· 1. Strangers- low profit-low loyalty- screw them
· 2. Butterfiles – high profit- no loyalty. – short term
· 3. True friends- high profit- high loyalty. -best
· 4. Barnacles- low profit – high lotalty- if cannot be made profitable fire them



CHANGING MARKETING LANDSCAPE

Economic, digital age, globalization, sustainable marketing, not for profit organizations.

· Uncertain Economic environment: people focusing on value for money. Making cuts can hurt- must explain why brand is worth it.
· Digital age: People connected to eachother and information anywhere in the world. Video conferencing, internet in general. Web 1.0, 2.0 and 3.0. Connect people with info and then ppl with ppl.
· Rapid globalization: can connect with custoemrs all around the world.
· Sustainable marketing: do well by doing good.
· Not for profit marketing: Try to attract member and support.


CHAPTER 2

· 1. Strategic planning: process of developing and maintaining a strategic fit between organizations goal and capabilities and its changing marketing opportunities. Looking for longterm growth and profitability.
· Mission statement: statement of organizations purpose and what it wants to accomplish.  “invisible hand that guides people” Should be market oriented and defined in terms of satisfying basic customer needs. Basic market needs will last forever. Meaningful yet specific and motivating. Emphasize companys strengths in market place. Realistic, specific and motivating
· Setting company objectives and goals: turn mission statement into detailed supporting objectives for each level of management. Ex: profits being improved by increasing sales or reducing costs.

DESIGNING BUSINESS PORTFOLIO

· Business portfolio: collection of businesses and products that make up the company. Company must analyze its current business portfolio and decide which businesses should receive more, less or no investment and second it must shape the future portfolio by developing strategies for growth and downsizing.
· Portfolio analysis: process by which management evaluates products and businesses that make up the company.
· First identify businesses that make up the company (SBU) strategic business units. Then asses attractiveness of various SBU. SBU can be company divison, product line or single product/brand.
· Purpose of strategic planning is to see which the company can best use its strengths to take advantage of attractive opportunities in environment.
· EVALUATE ON STRENGTH OF SBU POSITION AND ATTRACTIVENESS OF SBU MARKET.
· Growth Share Matrix
· 1. Stars- high growth- high share business or products. Need heavy investment
· 2. Cash Cows- low growth- high share business or products. Need less investment, used to pay its bills and support other SBU’s that need investment.
· 3. Question Marks- low-share, high growth- require lots of cash to hold share let alone increase it.
· 4. Dogs- low growth, low share- may generate enough cash to maintain themselves but do not promise to be large sources of cash. 
· Circles are proportional to SBU’s dollar sales.
· It can build, hold, harvest (milk short term cash) or divest (selling or phasing out).
· Problems: difficult, time consuming, costly. Good for current business but little advice for future planning.

Developing strategies for Growth and Downsizing

· Must manage profitable growth. Identify, evaluate and select market opportunities.
· Product/market expansion grid: Existing and New products vs markets.
· 1. Market penetration: Increasing sales of current products to current market segments without changing the product.
· 2. Market development: New market for existing company products.
· 3. Product development: New peoduct, same market. 
· 4. Diversification: Starting up or acquiring new business outside company’s current products and markets.
· Companies might also want to DOWNSIZE.
· Reasons: Firm grew too fast, lack of experience, market environment change, difficult economic times, some products simply age and die.

PARTNERING TO BUILD CUSTOMER RELATIONSHIPS:

· Value chain: series of internal departments that carry out value creating activities to design, produce, market, deliver and support firms products. Company value chain only as strong as its weakest link.
· Companies different functions should work in harmony to produce value for customers. “THINK CONSUMER”
· If purchasing cant get lowest prices from suppliers than operations cant distribute merchandise at lowest costs/
· Value delivery network: Network made up of company, suppliers, distributors and ultimately customers who partner with each other to improve the performance of the entire system. 

MARKETING STRATEGY AND MARKETING MIX

· Marketing strategy: Marketing logic by which the company hopes to create customer value and achieve profitable customer relationships.
· Company designs marketing mix: product, price, place and promotion. 
· Market segmentation: Consumers grouped and served based on geographic, demographic, psychographic and behavioral factors.
· Market segmentation: divide market into distinct group of buyers based on different needs, characteristics, behaviours and who might require separate products of marketing programs. 
· Market segment: Group of consumers who respond in a similar way to a given set of marketing efforts.
· Market targeting: Evaluating each market segment’s attractiveness and selecting one or more segments to enter. 
· Market differentiation and Positioning
· Positioning: clear, distinctive, desirable place relative to competing products in minds of target consumers.
· Differentiation: Actually differentiating the market offering to create superior customer value.
· Marketing Mix: Product, price, place, promotion that firm blends to produce response it wants in target market.
· Product: goods and servies combo, price: money customers must pay to obtain product, place: company activities that make the product available to target consumers, promotion: communicate merits of product.
· 4C’s customer solution, costomer cost, convenience, communication. Helps with two way communication.

MANAGING MARKETING EFFORT

· Marketing Analysis-> SWOT Analysis 
· Market Planning-> Detailed marketing plan needs for each business, product, brand. (What and Why)
· Market Implementation-> Marketing plans into marketing actions to accomplish strategic marketing objectives. 
· Marketing Department Organization-> functional, geographic, market or customer management.
· Marketing control: measuring and evaluating results of marketing strategies and plans and taking corrective action to ensure objectives are achieved.
· Return on marketing investment: net return from a marketing investment divided by costs of marketing investment. Advertising impact are not easily put into dollar returns. Marketers using customer acquisition, customer retention, customer lifetime value, and customer equity. 








CHAPTER 3

Analyzing Marketing Environment

· Marketing environment: actors and forces outside marketing that affect marketing managements ability to build and maintain successful relationships with target customers.
· Micro environment-> actors close to company… Company, Suppliers, Marketing intermediaries, Customer markets, Competitors, Publics.
· Macroenvironment-> larger societal forces… Demographic, economic, natural, technological, political and social, cultural forces. 

· Company: Take other company groups into account. Top management, finance, R&D, purchasing, operations, accounting.
· Suppliers: Provide resources needed by company to produce goods and services. Most marketers treat them as partners in creating and delivering customer value.
· Marketing intermediaries: Promote, sell, distribute products to final buyers. Include resellers, physical distribution firms, marketing service agencies, financial intermediaries. Must partner effectively to optimize performance of entire system.
· Competitors: Must provide greater customer value and satisfaction than competitors do. Each firm should consider its own size and position compared to those of its competitors.
· Publics: Actual or potential interest on organizations ability to achieve its objectives. 
-Financial, Media, Government, citizen action, local, general, internal. Company can design offer to specific public if it wants things like goodwill, favourable word of mouth, donation, time/money.
· Customers: most important actor in companys microenvironment. Want to create strong relationships with them.

· Demographic: size, density, location, age, gender, race occupation. 
-Baby boomers, generation x, y. 
-Generational marketing.. leading edge, core, trailing edge boomers.
-Changing Canadian household (less children, common law-marriages, dual income)
-Geographic shifts (less interprovincial movement) telecomunication
- better educated, more professional.
-increasing diversity (ethnic, cultural differences). (gay, disability)
· Economic: factors that affect consumer purchasing power, spending patterns.
-industrial, subsistence, developing economies. 
-people looking for greater value.
-income distribution-> rich getting richer, poor getting poorer.
· Natural Environment: natural resources needed or affected by marketing activities. Pollution, government intervention, environmental sustainability.
· Technological: track products (RFID), new markets and opportunities, R&D, new technologies replace old ones.
· Political+ social: protect companies, consumers and interest of society. Increased emphasis on ethics and social responsibility. Cause related marketing. 
· Cultural environment: core beliefs and secondary beliefs. Marketers want to predict cultural shifts. People view of themselves, others, organizations, society, nature, universe.

· Marketing management cannot always control environmental forces. Whenever possible proactive is better than reactive.


CHAPTER 4- social responsibility and ethics.. sustainable marketing

· Responsible marketers must consider whether their actions are sustainable in the longer run.

SUSTAINABLE MARKETING
· Sustainable marketing: socially and environmentally responsible marketing that meets present needs of consumers and businesses while also preserving or enhancing the ability of future generations.
· Marketing concept-> need of consumers and business now.
· Strategic planning concept-> Need of consumers now, needs of business in future.
· Societal Marketing concept-> Needs of consumers in future, needs of business now.
· Sustainable marketing concept-> Needs of consumers and business in future. 

SOCIAL CRITICISMS OF MARKETING

· Mixed or unfavourable views towards marketing practices.
· Marketers say that most companies avoid deceptive practices because harmful in long run.
· ON INDIVIDUAL CONSUMERS:
· 1. High Pressure selling: damage relationships and trust.
-Insurance, used cars usually “sold” “not bought”. 
· 2. Shoddy, Harmful or unsafe products: Poor quality, not made or performed well, product safety concerns. Little benefit from product.
· 3. Planned obsolescence: causing their products to become obsolete before they actually need replacement. Marketers says people like style changes, and want a new fashion. 
· 4. Poor service to disadvantaged consumers: no presence of large national chains in poor areas causes prices to be higher. 
·  ON SOCIETY AS A WHOLE:
· 1.False wants and too much materialism. Too often people judged by what they own rather than by who they are. 
· Thus marketers create endless cycle of mass consumption.
· Creating False wants that benefit industry more than consumers.
· Marketers respond: They are most effective when they appeal to existing wants. Not only influenced by marketers but family, friends, religion, cultural background, education.
· 2. Too few social goods.
· Overselling private goods at the expense of public goods. Ex: traffic, air pollution.
· Cultural pollution: ads everywhere. Marketers respond by saying ads bring down costs such as tv and radio.
· ON OTHER BUSINESSES:
· Acquisition of competitors
· Create barriers to entry- patents, heavy promotion, heavy links with suppliers
· Unfair competitive marketing practices – hurting or destroying other firms. 

CONSUMER ACTIONS TO PROMOTE SUSTAINABLE MARKETING
· Consumerism: movement of citizens and government agencies to improve rights of power of buyers in relation to sellers. 
· Environmentalism: Organized movement of concerned citizens, business, government agencies to protect and improve peoples current and future living environment. 
· Environmental sustainability: sustain environment and produce profits for company.
· 1. Pollution prevention: eliminating/reducing waste before created
· 2. Product stewardship: minimize environmental impact throughout entire product life cycle.
· 3. New clean technology: New sets of environmental skills and capabilities.
· 4. Sustainability vision: strategic framework for future sustainability. 

BUSINESS ACTIONS TOWARDS SUSTAINABLE MARKETING
· At first many businesses opposed consumerism, environmentalism and other elements of sustainable marketing.
· 1. Consumer- oriented marketing: company should view and organize marketing activities from consumers point of view.
· 2. Customer- valued marketing: company should put most of resources into marketing investments that build customer value.
· 3. Innovative marketing: continuously seek real product and marketing improvements.
· 4. Sense of mission marketing: define its mission in broad social terms. 
· 5. Societal marketing: considering consumers wants, long run interest, societys long run interests. Not only pleasing products but also beneficial.
· Products can be classified as:
· Deficient products: neither immediate or no long run benefits. Ineffective bad tasting  medicine
· Pleasing products: high immediate satisfaction but hurt in long run. Junk food
· Salutary products: low immediate appeal but may benefit consumers in long run. Bicyle helmets
· Desirable products: Products that give both high satisfaction and high long run benefits. Tasty and nutritious breakfast.
MARKETING ETHICS:
· Brand recalls create stronger and more trusting relationships. 
· Treaties against bribery and corruption. 
· Should keep high standards even in countries where there are lower standards.
· Written codes and ethical programs do not ensure ethical behavior.
· Must create culture based on integrity and respect. 


CHAPTER 5

1. MARKETING INFORMATION AND CUSTOMER INSIGHTS

· Marketers must gain fresh, deep insights into what customers need and want in order to gain competitive advantage.
· Marketers don’t need more information, they need better information. Need to make better use of information.
· Customer insights: Fresh understanding of customers and the marketplace (basis for creating customer value and relationships).
· Marketing information system: Assess information, develop information, help decision makers.

2. ASSESSING MARKETING INFORMATION NEEDS
· Mainly serve internal but can also be sent externally to suppliers/ resellers. 
· A good MIS balances between the info that users would like to have versus what they really need and what is feasible to offer.
· Too much info can be too harmful as too little.
· Sometimes company can not provide info because it is not available or because of MIS limitations.
· Costs of obtaining, analyzing, storing and delivering info can quickly amount.

DEVELOPONG MARKETING INFORMATION-internal, marketing intel, marketing research

· Internal Data: consumer and market information obtained from data sources within company’s network.
· No competitor can get access, comes from many sources and various departments.
· Competitive marketing intelligence: collection and analysis of publicly available info. 
· Tradeshows, internet, track competitors, provide early opportunities of threats and opportunities. 
· Marketers can check for trends and see what consumers are saying about it.
· Companies are trying to protect info now.
· Number of ethical issues arise. 

3. MARKETING RESEARCH
-DEFINING PROBLEM AND RESEARCH OBJECTIVES
· Marketing research: design, collection, analysis and reporting of data relevant to specific marketing situation facing an organization.
· Exploratory research: gather preliminary info that will define problems and suggest hypotheses.
· Descriptive research: Better describe marketing problems such as market potential, attitudes of consumers or demographics.
· Causal research: test hypotheses about cause and effect relationships. 
-DEVELOPING RESEARCH PLAN
· Get exact info, develop plan, written proposal
· Secondary data:
· Primary data:
· GATHERING SECONDARY DATA: 
· Buy secondary data reports.
· Use commercial online databases.
· Secondary data is quick, low cost. MUST be relevant, accurate, current and impartial.
· PRIMARY DATA COLLECTION: 
· Observational research: Observing relevant peeps, actions, situations.
· Ethnographic research: sending trained observers to watch and interact with consumers in natural environments.
· Survey research: Asking people questions.
· Experimental research: selecting match groups, control related factors.
· FOCUS GROUP interviews: 6-10 ppl talk about product with a trained interviewer.
· Online marketing research: collecting primary data thru internet surveys, online focus groups, web based experiments. 
· Online focus groups available online. 
· Sample: ppl represent population
· Mechanical instruments can be used now. 
· IMPLEMENTING AND INTERPRETING AND REPORTING THE FINDINGS.

4. ANALYZING USING MARKETING INFORMATION
· Customer relationship management: Managing detailed information about individual customers and carefully managing touchpoints to maximize customer loyalty. 
· CRM develop data warehouses and data mining techniques to unearth the riches hidden in customer data.
· Deeper customer relations.
· Many firms use company intranet and internal CRM system.
· For example when repeat customer calls, info pops up like previous transactions.
· International Marketing research: diverse markets in various countries.
· Cultural differences, language differences, illiteracy problems. 
· PUBLIC POLICY AND ETHICS: Intrustion, protection.


CHAPTER 6 CONSUMER MARKETS AND CONSUMER BUYING BEHAVIOUR

· What is consumer behavior? What they buy, where and how much they buy.
· BEFORE, DURING and AFTER. Both consumer and marketer perspective.
· Prepurchase: how does consumer decide he needs product? How are consumers attitudes formed and changed.
· Purchase: stressful or please experience? How do situational factors affect it?
· Post-purchase: How does it provide intended function/ pleasure? What determines is customer will be satisfied and buy again?

2. FACTORS AFFECTING CONSUMER BEHAVIOUR
Culture, Social, Personal, Psychological.

· Culture: culture, sub culture, social class
· Culture: most basic cause of a persons wants and behaviours. Comes from family, and other important institutions. Look for cultural shifts such as fitness.
· Subculture: group of people with shared value systems based on common life experiences and situations. 
· Regional subcultures- economy of each
· Founding Nations
· Ethnic Consumers- make a connection such as talk in own language.
· Mature consumers: most expendable cash, buying power.
· Social Class: Relatively permanent and ordered divisions in a society whose members share similar values, interests and behaviours. Occupation, education, income, wealth. Can move social classes up or down. Each social class has similar. Similar buying behaviours.

Social Factors
-such as consumers small groups, family, and social roles and status. 
· Groups and social networks
· Group: two or more people who interact to accomplish individual or mutual goals.
· Membership groups vs reference groups.
· Marketers look for new behavior and lifestyles.
· Word of mouth and buzz marketing.
· Marketers target opinion leaders. Person in reference group who exerts social influence on others.
· Online social networks: ppl socialize or exchange info and opinions on internet.
· Family: Husband-wife.. women do most of the buying. 
· Roles and Status: choose products appropriate to roles and status.

· Personal factors: 
· Age and life cycle stages- age influences. Life stages marriages, kids, new home, divorce, retirement.
· Occupation: blue vs white collar workers.
· Economic situation: income, savings, interest rate.
· Lifestyle: activities, interests, opinions.
· Personality: psychological characteristics that distinguish a person or group.

Psychological Factors: 
· Motivation
· Motive: need sufficient pressing to direct person to seek satisfaction of need.
· Freud says buying decisions are subconscious. 
· Maslows hierarchy pyramid of needs: physiological, safety, social, esteem needs, self actualization 
· Perception: select, organize and interpret info to form a meaningful picture of world.
· Selective attention, distortion, retention.
· Subliminal advertising.
· Learning: changes in behavior from experience.
· Belief: descriptive thought a person has about something.
· Attitude: relatively consistent favourable or unfavourable evaluations.

3. Types of Buying Decisions:

· Complex buying behavior: high involment, significant differences.
· Dissonance reducing behavior: high involvement but few differences.
· Habitual buying behavior: low involvement, few brand differences.
· Variety seeking: low involvement, significant differences. 

BUYER DECISION PROCESS
- Need recognition, information search, evaluation of alternatives, purchase decision, post purchase behavior.

· Need recognition: internal or external
· Information search: personal, commercial, public sources
· Evaluation of alternatives: careful calculations or buy on impulse/ rely on intuition.
· Purchase decision: buy most preferred brand. Intention and decision affected by attitudes of others and unexpected factors. 
· Postpurchase: expectations and perceived differences. Reduce cognitive dissonance.


4. BUYER DECISION PROCESS FOR NEW PRODUCTS
new product: perceived by some potential customer as new.
Adoption process: process of going from learning to adoption.
1. Awareness
2. Interest
3. Evaluation
4. Trial: try new product on small scale to improve estimate of value
5. Adoption: make full and regular use.

Individual differences in innovativeness:
1.Innovators
2.early adopters
3. early majority
4. late majority.
5. laggards 

Influence on rate of adoption: 
relative advantage, degree of it appearing superior
compatibility,  adaptable
complexity, difficult to use or not.
 divisibility,  tried on regular basis
communicability. Easiness of product being observed/ described by others.


CHAPTER 8 Creating Value for Target Customers

· Market Segmentation: divide market into smaller segments.
· Market targeting: evaluate each segments attractiveness and selecting one or more segments to enter.
· Differentiation: differentiating to create superior value. 
· Positioning: clear, distinctive and desirable place in minds of target consumers.
· Segmenting consumers: geographic, demographic, psychographic, behavioural. 
· Geographic segmentation: divide into geographic unites- nations, regions, provinces, counties, cities or neighborhoods.
· Demographic segmentation: Age, gender, family size, family life cycle, income, occupation, education, religion, ethinic origin, generation, nationality. 
· Psychographic: social class, lifestyle (achievers, strivers, survivors), personality (compulsive, outgoing, authoritarian, ambitious)  
· Behavioural: occasions, benefits, user status, user rates, loyalty status, readiness stage, attitudes toward product. 
· Segmenting Business (merchants, corporations, small businesses) and International markets (political, legal, economic)
· Intermarket segmentation: forming segments of consumers who have similar needs and buying behavior even though located in different countries. 

Requirements for effective segmentation:
·  MASDA!
· Measurable- size, purchasing power can be measured.
· Accessible- effectively reached and served. 
· Substantial- large enough or profitable enough
· Differentiable- distinguishable 
· Actionable- can be designed for attracting and serving segments (airline example)

3. Market targeting
·  Three factors: segment size and growth, segment attractiveness, company objectives and resources.
· 4 types of target marketing
· 1. Undifferentiated (mass marketing): Target whole market with one offer.
· 2. Differentiated (segmented marketing): Target several market segments and designs separate offers for each.
· 3. Concentrated (niche) marketing: Firm goes after large share of one or a few smaller segments or niches. One or few competitors. Greater knowledge of consumer needs.
· 4. Micromarketing: specific individuals and local customer segments. 
· Individual marketing (one to one, mass customization and local marketing)
· Choosing targeting strategy: ressources, product variability, product life cycle, market variability, competitors marketing strategy. 
· Social responsibility marketing- not marketing children for example.

4. Differentiation and positioning
·  Product postion: way product is defined by consumers on important attributes- place product occupies in consumers minds relative to competing products.
· Positioning Maps:
· Price vs Orientation (luxury, performance) perception of firms brands versus competing products on important buying dimensions. Size of circle is brands relative market share in segment.
· Differentiation can be based on products, services, image, people, channel.
· Differences to promote: important, distinctive, superior, communicable, preemptive, affordable, profitable
· Possible value propositions: more for more, more for same, more for less, same for less, less for much less.
· Positioning statement: 
· 1. Target segment and need
· 2. Brand.
· 3. Concept
· 4. Point of difference



CHAPTER 9

·  1. What is a product? Anything offered to market for acquisition, use or consumption.
· Also include services, information, events, people, places, ideas.
· Service: activity, benefit or satisfaction offered for sale that is essentially intangible and does not result in ownership of anything. 
· Market offering includes both tangible goods and services.
· Levels of products and services (3) each adds more customer value.
· 1. Core customer value: what is buyer really buying?
· 2. Actual product: features, designs, packaging, brand name, quality level.
· 3. Augmented product: delivery and credit, warranty, product support, after sale service.
· Consumer products and business products
· Consumer products: 
· 1. Convenience product: buy frequently, minimal comparison and buying level.
· 2. Shopping product: compares on quality, price and style.
· 3. Specialty product: unique characteristics or brand identification
· 4. Unsought products: don’t usually think of buying or know little or the product.

· Business products: 
· 1. Raw and manufactured
· 2. Production and operations
· 3. Operating supplies.

· Organizations, persons, places and ideas
· social marketing: improve well being of person and society.

2. PRODUCT AND SERVICE DECISIONS
INDIVIDUAL PRODUCT AND SERVICE DECISIONS
-Product attributes, branding, packaging, labeling, product support services.
1. Product and service attributes: 
product quality: level and consistency
· performance quality and conformance quality (free from defects)
· 2.Product features
· 3. Product style and design. (design is usefulness AND appearance)
· Branding: name, term, sign, symbol or combination that identifies products or series of one seller and differentiates them from competitors. Helps buyers in terms of quality and consistency.
· Packaging: Designing and producing container or wrapper for a product. Growing efforts to reduce, reuse and recycle the packaging of the products sold in stores.
· It also helps contain, promote, differentiate and protect. 
· Labeling: Identifies product or brand. Who made it, where it was made, when it was made, its contents, how it is to be used, and how to use it safely. Labels and brand logos can add personality to brand. 
· Product support services: customer service.

· 2. Product Line Decisions: 
· product line: a group of products that are closely related because they function in similar manner, sold to same customer groups, marketed thru same type of outlets, fall within given price range.
· Product line length: line filling or line stretching.
· Product line filling: adding more items within price range.
· Line stretching: adding new products beyond price range.
· Line stretching can be UPWARDS, DOWNWARDS OR BOTH WAYS. 

· 3. Product Mix decisions: Width, length, depth, consistency
· width: # of different product lines
· length: total # of items within product line.
· Depth: # of versions available.
· Consistency: How closely related various product lines are. 

3. SERVICES MARKETING
· 1. Service intangibility: 
· 2. Service variability: depends on who provides them, when where and how
· 3. Service inseparability
· 4. Service perishability: services cannot be stored for later use.
· Service profit chain: chain that links service firm profits with employee and customer satisfaction. 
· Internal marketing: orienting and motivating customer contact employees.
· Interactive marketing: Training service employees in the fine art of interacting with customers to satisfy their needs.
· External marketing: company and customers.

4. Branding Strategy: building strong brands.
· Brand equity: differential effect that knowing the brand name has on customer response to the product and its marketing. 

Major Branding Decisions:

1. Brand positioning: attributes, benefits, beliefs.
2. Brand Name selection: selection, protection.
3. Brand Sponsor: Manufactures brand, private brand (costly to establish, higher profit margins), licensed brand, cobranding. 



4. Brand Development: 
-Line extensions (minor changes to existing products, existing brand name and existing product.
- Brand extensions: New product category, same brand name.
-Multibrands: Different brand names in same category. 
New brands: New brand, new category

 
CHAPTER 10- NEW PRODUCT DEVELOPMENT AND PRODUCT LIFE CYCLE STRATEGIES

1. NEW PRODUCT DEVELOPMENT STRATEGY
· Can obtain new products in 2 ways. One is through acquisition and the other is new product development efforts.
· New product development: original products, product improvements, product modifications, and new brands developed through R&D.
· “The world will pass you by if you are not constantly innovating”
· Why do some products fail? Very expensive and very risky. 
· Overestimate market size, incorrectly positioned, launched at wrong time, prices too high, poorly advertised, pushing a bad idea.

2.NEW PRODUCT DEVELOPMENT PROCESS
· A company must understand its consumers, the market and its competitors.
· 8 major stages in product development

1. IDEA GENERATION
-systematic search for new product ideas.
· Internal Idea Sources
-Ideas through R&D.
-Company can also ask customers as a key source, heads of company business units employees and sales force.
· External Idea Sources
-Distributors and Suppliers can contribute ideas (new concept, techniques, materials).
-Competitors (watch their adds, buy their products and dissemble it, analyze sales)
-Trade Magazines, shows and seminars, government agencies, market agencies, university labs, customer analysis. 
· Crowdsourcing: Inviting broad communities of people- customers, employees, independent scientists and researchers and even public in large into the new product innovation process. 

2. IDEA SCREENING
· Idea screening: screening new product ideas to spot good ideas and drop poor ones as soon as possible.
-Want to reduce the number, product development costs rise greatly in later stages.
-Many companies require executives to write a write-up for new product ideas in a standard format that can be reviewed.
-This report describes product or service, proposed customer value proposition, target market, and competition.
 -One market expert proposes Is it real? Can we win? Is it worth doing? (real need, substantial competitive advantage, overall growth and profit)

3.CONCEPT DEVELOPMENT AND TESTING
· product concept: detailed version of the idea stated in meaningful consumer terms.
-Concept development: make various concepts and then see what one is more attractive to consumers. (ex: concept 1,2,3,4)
· Concept testing: Testing new product concepts with target consumers to find out if the concepts have strong consumer appeal. 
-Can be a word or a picture. However, the more concrete, the better the test.

4. MARKETING STRATEGY DEVELOPMENT
· Marketing strategy development: designing an initial marketing strategy for introducing this car to the market.
· 3 steps
· 1. Describe target market
-value proposition, market share, profit.
·   2. Products planned price, distribution, and marketing budget FOR FIRST YEAR.
· 3. Long run sales, profit goals, marketing mix strategies (4P’s).

5. BUSINESS ANALYSIS
· Business analysis: involves a review of sales, costs, and profit projections for new product to see if these factors satisfy company objectives.

6. PRODUCT DEVELOPMENT
· Product development: developing product concept into a physical product to ensure that the product idea can be turned into a workable market offering.
· Large investment required
· Design prototype
·  Test safety, whether they perform effectively or consumers will find value in them.
· Marketers often involve actual customers in product testing.
· New product must have required functional features and convey intended psychological characteristics. 

7. TEST MARKETING
·  Stage of product development in which the product and its proposed marketing program are tested in realistic market setting. 
· Allows company to test product and its entire marketing program (target and positioning, advertising, distribution, pricing, branding and packaging, budget levels).
· Some companies may do little or no market research at all when costs of introducing product or low or that management is very confident.
· 3 Tests: Standard, controlled and simulated.
· Standard: extensive and costly
· Controlled: Product and tactics tested among controlled groups of customers and stores. (decide where to place on shelf, price and promotion)
· Simulated: Lab stores or simulated shopping environments. Many today now use online simulated marketing technologies to reduce costs of test marketing and speed up process. Can also launch actual online store that will serve as “learning lab”.

8.COMMERCIALIZATION
·  Large investment required.
· Must decide on introduction time and where to launch the product (planned market rollout or full scale launch)

MANAGING NEW PRODUCT DEVELOPMENT
1. customer centered new product development: finding new ways to solve customer problems and create more customer satisfying experiences.
2. Team based new product development: various company departments work closely together to save time and increase effectiveness (overlaps steps in product development)
3. Systematic new product development: holistic and systematic rather than compartmentalized and haphazard. 
4. New product development in turbulent times: tough times may call for even greater new product development. 

3. PRODUCT LIFE CYCLE STRSTEGIES
· Product life cycle (PLC)
· 1. Product development: Sales are zero and company’s investment costs mount.
· 2. Introduction: Period of slow sales growth as the product is introduced in the market. Profits non-existent in this stage because of the heavy expenses of product introduction.
· 3. Growth: period of rapid market acceptance and increased profits.
· 4. Maturity: period of slowdown in sales because product has achieved acceptance by most potential buyers. Profit levels drop or decline because of increased marketing outlays (amount of money spent) to defend the product against competition. 
· 5. Decline: period when sales fall off and profits drop.

· Can go from declining stage to growth stage by strong promotion/advertising. 

· PLC can describe product class (longest life cycle, stay in mature stage for long time), product form (standard PLC shape, intro, rapid growth, maturity, decline) or brand (brands life cycle can change quickly because of changing competitive attacks and responses)

· Applied also for Styles, Fashion and Fads.
1. styles: basic and distinct mode of expression (may last for generations passing in and out of vogue. A cycle showing renewed interest.)
2.Fashion currently accepted or popular style in given field. (grow slowly, remain popular for a while then decline slowly.)
Fads: temporarily periods of unusually high sales. “Enjoy it while it lasts”

Problems with PLC: difficult to forecast sales level at each PLC stage, length of each stage, shape of PLC curve.

4. ADDITIONAL PRODUCT AND SERVICE CONSIDERATIONS

-Product decisions and Social responsibility:
-International Product and services marketing: standardize or adapt products for world market. 


CHAPTER 11 PRICING

1. WHAT IS A PRICE?
· Price is only element in marketing mix that produces revenue.
· Prices can be changed quickly.
· Smart managers test pricing as a key strategic tool for creating and capturing customer value.

2. MAJOR PRICING STRATEGIES
· Product costs= floor, Customer perception= ceiling
· COST BASES PRICING: Design a product, determine product costs, set price based on costs, convince buyers or product’s value.
· VALUE BASED PRICING: Access customer needs and value perceptions, Set target price to match customer perceived value, determine costs that can be incurred, design product to deliver desired value at target pricing.
· There are two types of value based pricing: good value pricing and value added pricing.
· Good value pricing: offering right combination of quality and good service at fair price.
· Can introduce less expensive versions of established brand products.
· Redesign existing brands to create more value at same price. 
· Less value at an even lesser cost. (RYANAIR)
· EVERYDAY LOW PRICING (EDLP) good strategy for this.
· Value added pricing: Attaching value added features and services to differentiate a company’s offers and charging higher prices.
· Attach value added features. 
· COST BASED PRICING (revisited)
· Cost based pricing: setting prices based on costs for producing, distributing and selling the product plus a fair rate of return for effort and risk.
· Types of costs include:
· Fixed costs: costs that do not vary with production or sales levels.
· Variable costs: Costs that vary directly with level of production.
· Total costs: sum of the fixed and variable costs for any given level of production.
· One costing method is COST PER UNIT AT DIFFENT LEVELS OF PRODUCTION PER PERIOD (SRAC AND LRAC) short run average cost and long run average cost. Examined by cost per unit and quantity produced per day.
· Experience curve: drop in average per-unit production cost that comes with accumulated production experience.
· Cost-plus pricing: adding a standard markup to the cost of the product. This method ignores demand and competitors prices.
· Break even pricing (target return pricing): setting price to break even on the costs of making and marketing a product or setting price to make a target return. (total costs= total revenue)

· COMPETITION BASED PRICING: setting prices based on competitors strategies, costs, prices and market offerings. 
· How does the companys market offering compare with competitors offering in terms of customer value. How strong are competitors and their pricing strategies.

3. OTHER INTERNAL AND EXTERNAL CONSIDERATIONS

-Organizational considerations: who within organization should set prices. Small companies is top management and in large companies its divisional or product line managers.
-The Market and Demand: 
pure competition : many buyers and sellers trading in uniform commodity. No seller has much effect on going market price
-monopolistic competition: many buyers and sellers trading over a range of prices rather than a single market price.
-oligopolistic competition: few sellers highly sensitive to eachothers pricing and marketing strategies. Each seller is alert and responsive to changes from competitors.
-pure monopoly: One seller.

-Analyzing price demand-relationship
-Inelastic vs eleastic demand
-Price eleasticity of demand= (%change in quantity demanded/ %change in price)

-The Economy can play a factor as well as other external factos such as resellers, government and social concerns.

4. NEW PRODUCT PRICING STRATEGIES

· Market skimming pricing vs. Market penetration pricing
· Market skimming: set high price for a new product. The company makes fewer but more profitable sales. 
· Only makes sense if quality and image support higher price AND the costs of producing a small volume cannot be so high that they cancel advantage of charging more.
· Market- Penetration Pricing: Setting a low price for a new product to attract a large number of buyers and large market share.
· For this to work: Market must be highly price sensitive so that a low price produces more market growth. Production and Distribution costs must decrease as sales volume increases. Low price must help keep out the competition.

5. PRODUCT MIX STRATEGIES (5)

1. Product line pricing: Setting prices across an entire product line
2. Optional product pricing: Pricing optional or accessory products sold with the main product (ex: GPS with the purchase of a car)
3. Captive product pricing: Pricing products that must be used with main product (razor, razor blades)
4. By-product pricing: Pricing low- value by-products to get rid of them.
5. Product bundle pricing: pricing bundles of products sold together(trio price at a resto).

6. PRICE ADJUSTMENT STRATEGIES

· Discount: straight reduction in price on purchases during a stated period of time or of larger quantities. (cash discount, discount to those who pay bills promptly (2/10, net 30).
· Allowances: Promotional money paid by manufactures to retailers in return for an agreement to feature the manufacturer’s products in some way)
-Trade in allowances or promotional allowances to reward dealers for participating in advertising and sales support programs.
· Segmented pricing: selling a product or service at two or more different prices where difference in price is not based on differences in costs. 
-customer-segment pricing (charging kids less at theatre)
-product-form pricing (different versions price differently but no cost diffs.)
-location based pricing (different prices for diff. locations)
-time based pricing (varies price by season, month, day, hour such as matinee movies)
· Psychological pricing: Price says something about product (lawyer who charges 500 is assumed to be better than lawyer who charges 50)
· Reference pricing: Prices buyers carry in mind and refer to.
· Promotional pricing: Temporarily pricing products below the list price, and sometimes even below cost to increase short run sales. Creates excitement and urgency. Increase sales, decrease inventory. Special event pricing or cash rebates. Bad if customers wait until brands go on sale. Prices can erode a brands value in eyes of customers. 
· Geographical Pricing: setting prices for customers in different areas of world.
-FOB origin pricing: customer pays freight
-Uniform delivered pricing: company charges same price plus freight
-Zone pricing: All customers with a zone pay a certain price.
· Dynamic pricing: Adjusting prices continuously to meet characteristics and needs of individual customers and situations (looking for trips on expedia.ca).
· International Pricing: economics, competition, law and regulations, wholesale vs retail system)

7. PRICE CHANGES
· Initiating price cuts: excess capacity, falling demand, boost market share.
· Initiating price increases: cost inflation or over demand for product.
· Buyers reaction to price changes: brands price and image often closely linked. Can be pos or neg.
· Competitors reactions to price changes: must guess competitors likely reaction.
· Responding to price changes: why did competitor do this, is it temporary, what will happen to companys market share and profits if nothing is done.
· It can reduce price, raise perceived value, improve quality and increase price, launch a low price fighter brand.
· Pricing with channel levels: Price collusion is illegal, unfair price discrimination, deceptive pricing, firm must charge lowest price is two prices are noted.


CHAPTER 12- MARKETING CHANNELS: DELIVERING CUSTOMER VALUE

1. SUPPLY CHAINS AND THE VALUE DELIVERY NETWORK 
· Build relationships not only with customers but also suppliers and distriutors.
· This includes upstream and downstream partners. 
· Upstream: set of firms that supplies raw material, parts, information, finaces and expertise.
· Marketers also focus on the downstream- on the marketing channels (or distribution channels) that look toward the customer. These include wholesales and retailers and they form a vital connection between the firm and its customers.
· Supply chain-> make and sell
· Demand chain -> sense and respond.
· Today firms are forming more numerous and complex relationships with other firms.
· Value delivery network: network composed of company, suppliers, distributors, and ultimately customers who partner with each other to improve the performance of the entire system in delivering customer value. 
· Marketing channel (distribution channel): Set of interdependent organizations that help make a product or service available for use or consumption by consumer or business user.   A company’s channel decisions directly affect every other marketing decision. Pricing depends on whether the company works with national discount chains, uses high quality specialty sores, or sells directly to consumers via Web.  Distribution channels decisions involve long term commitments to other firms. 

· HOW CHANNEL MEMBERS ADD VALUE
· Give up control, BETTER EFFICIENCY however.
· Intermediaries reduce the amount of work that must be done by both producers and consumers.  
· Producers make narrow assortments of products in large quantities but consumers want it in smaller quantities. 

· In making products and services available to consumers, channel members add value by bridging the major TIME, PLACE and DISTRIBUTION gaps that separate goods from those who use them.

· Many key functions performed by marketing channels include:
-information, promotion, contact, matching, negotiation, physical distribution, financing, risk taking. 

· Number of channel levels:
· Channel level: a layer of intermediaries that perform some work in bringing the product and its ownership closer to final buyer.
· Direct marketing channel: no intermediary levels.
· Indirect marketing channel: one or more intermediary levels.

2. CHANNEL BEHAVIOUR AND ORGANIZATION

· All channel firms should work together smoothly.
· Channel conflict: Disagreement among marketing channel member on goals, roles and rewards- who should do what and for what reward.
· Conventional distribution channel: one or more independent producers that have a goal to maximize its OWN profits even at the expense of profits for the system as a whole.
· Vertical Marketing system: Distribution channel system in which producers, wholesales, and retailers act as a unified system. 3 TYPES
· 1. Corporate VMS: single ownership
· 2. Contractual VMS: Firms at different levels of production and distribution join together through contracts.
· Franchise organization: Franchisor
·  3. Administered VMS: coordinated successive stages of production and distribution through SIZE AND POWER of one of the parties.
· Horizontal Marketing systems: a channel arrangement which 2 or more companies at one level join together to follow a new marketing opportunity. Ex: Walmart and McDonalds.
· Multichannel Distribution systems: A single firm sets up 2 or more marketing channels to reach one or more customer segments. 
· Disintermediation: Cut out intermediaries and go directly to final buyers or when radically new types of channel intermediaries displace traditional ones.

3. CHANNEL DESIGN DECISIONS
· Marketing channel design: analyzing consumer needs, setting channel objectives, identifying major channel alternatives, and evaluating alternatives.
· 1. ANALYZING CONSUMER NEEDS
· 2. SETTING CHANNEL OBJECTIVES (company should decide which segments to serve and the best channels to use in each case.)
· 3. IDENTIFYING MAJOR ALTERNATIVES
· a).Types of intermediaries
· b)Number of Marketing intermediaries 
-intensive distribution- stocking as many outlets as possible
-exclusive distribution- giving limited number of dealers exclusive right
-selective distribution- use of more than one but fewer than all of the intermediaries who are willing to carry company products.
· c) Responsibilities of channel members (price policies, conditions of sale, territory rights, specific services to be performed for each party)
· 4. Evaluating Major Alternatives (economic, control, adaptability criteria (environmental changes)

· Design international distribution channels

4. CHANNEL MANAGEMENT DECISIONS
· Marketing Channel Management: Selecting, managing, and motivating individual channel members and evaluating their performance over time. 
· Selecting channel members: attract qualified marketing intermediaries. 
· Managing and motivating: Get strong partner relationship management(PRM)
· Evaluating Channel Members-> check performance against standards.
· Companies are free to develop whatever channel arrangements they want.


5. MARKETING LOGISTICS AND SUPPLY CHAIN MANAGEMENT

· Marketing logistics: Planning, implementing, and controlling the physical flow of goods, services, and related info from points of origin to points of consumption to meet customer requirements at a profit.
· Supply chain management: managing upstream and downstream value added flows of materials, final goods, and related info among SUPPLIERS, COMPANY, RESELLERS, and FINAL CONSUMERS.
· Distribution center: a large, highly automated ware house designed to receive goods from various plants and suppliers, take orders, fill them efficiently and deliver goods to customers as quickly as possible.
· Inventory management: just in time logistics systems now available. This requires accurate forecasting, flexible delivery. Substantial savings in inventory carrying and handling costs however.
· Transportation: choice of transportation affects pricing of products, delivery performance, and the condition of goods when they arrive.
-intermodal transportation: combining two or more modes of transportation.

· Integrated Logistics Management: logistics concept that emphasizes teamwork both inside company and among all channel organizations to maximize the performance of entire distribution system. 
· Third Party logistics provider: independent logistics provider that performs any or all of the functions required to get a clients product to market. They get the stuff to clients more quickly and reliably.



CHAPTER 14- COMMUNICATING CUSTOMER VALUE

1. THE PROMOTION MIX
· The promotion mix (marketing communications mix): 
· 1. Advertising: paid, nonpersonal presentation. Reach masses of geographically disperses people at a low cost per exposure. Says something about size, popularity and success. People see advertised products as more legitimate. Advertising is also very expressive. Can be used to build long term image for a product. Advertising can trigger quick sales. 
· Advertising is non personal and not as directly persuasive.  Mostly one way communication. Can be very costly.

· 2. Sales promotion: Short term incentives to encourage purchase or sale of a product or service. (discounts, coupons, displays, demonstrations)
· Attract consumer attention, offer strong incentives. Invite and reward quick responses. Sales promotion says buy it now! 
· Short lived, not good for building long run brand preference and customer relationships.

· 3. Personal selling: Personal presentation by the firms sales force for purpose of making sales and building customer relationships. (sales presentations, trade shows, incentive programs)
· Most effective tool at certain stages of buying process, particularly in building up buyers preferences, convictions and actions. Ranges from matter of fact selling relationships to personal friendships. Keeps customers interest at heart and can build a long term relationship. 
· Sales force requires longer term commitment. Personal is most expensive.

· 4. Public Relations: Building good relations with company’s various publics, building a good corporate image and handling or heading off unfavourable rumours, stories and events. PR is very believable. PR can reach lots of people who avoid salespeople and advertisements. PR can dramatize a company product. Marketers tend to underuse PR or use it as after thought. PR can be very effective and economical


· 5. Direct Marketing: Direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relations. (catalogues, telephone marketing, kiosks, internet, mobile marketing)Physical marketing material.
· Direct marketing is less public, normally directed to specific person. It is immediate and customized. It is also interactive. Well suited to highly targeted marketing efforts and building 1 to 1 relationships.

2. INTEGRATED MARKETING COMMUNICATIONS
· The New Marketing Communications model
· 1. Consumers are better informed and more communications empowered.
· 2. They can connect more easily with other consumers.
· 3. Marketers can build closer relationships with customers in more narrowly defined micromarkets.
· 4. Remarkable changes in the way companies and customers communicate with each other.
· 5. Firms are doing less broadcasting and more narrowcasting.
· TV advertising still capture the largest share of advertising dollars.
· Integrated (bring together) marketing communications: Carefully integrating and coordinating the company’s main communications channels to deliver a clear, consistent, and compelling message about the organization and its products. Goal to deliver a consistent and positive message. Television and print messages should have the same message, look and feel as its email and personal selling communications. 

3. A VIEW OF THE COMMUNICATION PROCESS
· Markerters need to understand how communication works. Involves 9 Components.
· 1. Sender
· 2. Encoding
· 3. Message
· 4. Media- communication channel through which message moves
· 5. Decoding
· 6. Receiver 
· 7. Response- reaction of consumer
· 8. Feedback- receivers response communicated back to sender
· 9.Noise- unplanned static or distortion during communication process

· Buyer readiness stages: the stages consumers normally pass through on their way to making a purchase, including awareness, knowledge, liking, preference, conviction, and the actual purchase. 

· Awareness-> Knowledge -> Liking ->Preference ->Conviction -> Purchase.

· Designing message: get attention, hold interest, arouse desire, and obtain action. “What to say and how to say it”
· Message content: emotional appeals,  moral appeals (what is right and proper).
· Message structure: 
· 1. Draw conclusion or leave it to audience.
· 2. Srongest argument first or last.
· 3. Present a one sided argument or 2 sides argument. 2 sided can enhance advertisers credibility and make buyers more resistant to competitor attacks.
· Message format:  depends on if written or through radio for example. If written colour shape size matters. If television, body language is also important.
· Personal communication channels: channels through which two or more people communicate directly with each other, including face to face, on the phone, mail or email, or even internet chat. 
· Word of mouth influence: Personal communications about a product between target buyers and neighbours, friends, family members and associates. Personal influence carries great weight for products that are expensive, risky or highly visible.
· Buzz marketing: cultivating opinion leaders and getting them to spread information about a product or service to others in their communities.
· Nonpersonal communication channel: Media that carry messages without personal contact or feedback, including major media, atmospheres, and events. 
· Nonpersonal communication channels: Media that carry messages without personal contact or feedback. This includes media, atmospheres and events.

4. SETTING THE TOTAL PROMOTION BUDGET AND MIX

-Affordable method: setting the promotion budget at the level management thinks it can afford. Puts promotion last among spending priorities. Uncertain annual advertising budget and usually leads to under spending.

-Percentage off sales method: setting the promotion budget at a certain percentage of current or forecasted sales or as a percentage of the unit sales price.  It wrongly views sales as the cause of promotion rather than as the result. Based on availability of funds rather than opportunities. It may prevent increased spending sometimes needed to turn around falling sales.

-Competitive parity method: setting promotion budgets to match competitors outlays.  1st competitors budgets represents the collective wisdom of industry. 2nd, spending what competitors spend helps prevent promotion wars.


-Objective and task method: Develop promotion budget by (1) defining specific promotion objectives,  (2) determining tasks needed to achieve these objectives, (3) estimating the costs of performing these tasks. The sum of these costs is the proposed promotion budget. 

-Promotion Mix Strategies
1. Push Strategy: Promotion strategy that calls for using sales force and trade promotion to push the product through channels. The producer promotes the product to channel members who in turn promote it to final consumers. (SALES FORCE DOES THE PROMOTING)

2. Pull Strategy: a promotion strategy that calls for the producer spending a lot on consumer advertising and promotion to induce final consumers to buy the product, creating a demand vacuum that “pulls” the product through the channel.  If pull is effective, consumers will then demand the brand from retailers. CONSUMER DEMAND PULLS THE PRODUCT THROUGH THE CHANNELS. 
- Some companies use combination of both.

· Socially Responsible Marketing Communication
(Advertising and sales promotion) -Companies must avoid false or deceptive advertising. 
-Sellers must avoid bait and switch advertising that attracts buyers unders false pretenses.
-Companies can use promotion to encourage and promote socially responsible programs and actions.
(Personal Selling)  must follow rules of fair competition. Salespeople may not lie or mislead. Bribery cannot be used especially in terms of business. 


Chapter 15- ADVERTIZING AND PUBLIC RELATIONS

1. ADVERTISING

· Defined: any paid form of non personal presentation and promotion of dieas, goods or services by an identified sponsor.
· Marketing management must take 4 important decisions when developing an advertising program.
· 1. Setting advertising objectives
· 2. Setting the advertising budget
· 3. Developing advertising strategy (message decisions and media decisions)
· 4. Evaluating Advertising campaigns.

2. SETTING ADVERTISING OBJECTIVES

· 1. Advertising objective: specific communication task to be accomplished with a specific target audience during a specific period of time.
· Primary purpose: inform, persuade, or remind.
· -Informative advertising: used heavily when introducing a new product category. Inform of image quality and convenience benefits.
· -Persuasive advertising: more important as competition increases. Objective is to build selective demand. Try to persuade consumers that its brand offers best quality for money. Some has become comparative advertising (directly or indirectly compare (attack)) other brands. 
· -Reminder advertising: important for mature products. Helps maintain customer relationships and keep consumers thinking about the product. 
· Advertising goal is to help consumers through buying process, some is to get immediate action. Many ads focus on building long-term relationships w/ customers.

2. Setting Advertising Budget:

· Definition: dollars and other resources allocated tp a [rpdict pf a cp,[amy advertising program. 
· Advertising budget often depends on which stage in the product life cycle (PLC). 
· New products typically need relatively large advertising budgets to build awareness and gain consumer trial. Mature- the opposite. 
· Market share another factor.
· Also brands with many competitors and high advertising clutter.
· Some overspend as a form of insurance while others don’t spend enough and rely on sales force to sell product. 

3. Developing Advertising Strategy: 2 major elements: creating advertising messages and selecting advertising media.
· Break through the clutter of everyone else advertising
· Madison and Vine: Term represent the merging of advertising and entertainment in an effort to break through the clutter and create new avenues for reaching consumers with more engaging messages. 
· This merging comes in 2 forms: advertainment or branded entertainment.
-advertainment makes ads so entertaining that people want to watch them.
-brand entertainment: putting latest LG phone on Grey’s Anatomy.
· Creative concept: big idea that will bring the advertising message strategy to life in a distinctive and memorable way.  Emerge as visualization, a phrase or combo of two.
· Execution style: approach, style, tone, words and format used for executing an advertising message. 
· -Slice of life: Style shows one or more typical people using the product in a normal setting.
· -Lifestyle: style shows how a product fits in with a particular lifestyle.
· -Fantasy: creates fantasy around product or its use.
· -Mood or image: beauty, love, intrigue, or serenity. Few claims are made about product or service.
· -Musical: The style shows people or cartoon characters singing about the product.
· -Personality symbol: Creates a character that represents the product (Kooodo character dude).
· -Technical expertise: expertise in making product.
· -Scientific evidence: scientific evidence that brand is better.
· -Testimonial evidence: Highly believable or likeable source endorsing the product

· -Advertising media: vehicle through which advertising messages are delivered to their intended audiences. 
· Determining reach, frequency and impact (qualitative value of a message- National Enquirer better than Newsweek for example). 
· Engaging is important as well.
· Choosing media types- television, newspaper, blah blah.


4. EVALUATING ADVERTISING EFFECTIVENESS AND RETURN ON ADVERTISEMENT INVESTMENT

· Return on advertising investment: net return on advertising investment divided by costs of advertising investment. 
· Look at the communication effects and the sales and profit effects. Sales and profit are harder to measure. One way is to compare sales and profits with past advertising campaigns.
· Can get an advertising agency: marketing service firm that assists companies in planning, preparing, implementing and evaluating all or portions of their advertising programs. 
· International advertising can face many complexities. 

3. PUBLIC RELATIONS

· PR can perform some or all of the following functions:
· 1. Press relations or press agency: Creating and placing newsworth info to attract attention to a person, product or service.
· 2. Product publicity: Publicizing specific products.
· 3. Public affairs: Building and maintaining national or local community relationships.
· 4. Lobbying: Building and maintain relationships with legislators and government officials.
· 5. Investor relations: Maintaining relationships with shareholders and others in the financial community. 
· 6. Development: Working with donors or members of not for profit organizations to gain financial or volunteer support. 

4. MAJOR PUBLIC RELATIONS TOOLS

· One major tool used is news. Pr professionals find or create favourable news about company and its products or people.
·  Speeches answer questions from media or give talks.
· Special events
· Written materials
· Audio visual materials
· Corporate identity 
· Company website







CHAPTER 16- PERSONAL SELLING AND SALES PROMOTION

1. PERSONAL SELLING
· Definition: Personal presentation by the firms sales force for the purpose of making sales and building customer relationships. 
· Salesperson: individual representing a company to customers by performing one or more of the following activities: prospecting, communicating, selling, servicing, information gathering, and relationship building.
· Role of sales force: Interpersonal interactions between salespeople and individual customers whether face to face, telephone, email, video or web conferencing.
· Can make it fit special needs of customers.
· Salespeople represent customers to the company. Find and develop new customers and communicate information about company’s product and services. 
· Sales force must be strongly customer solution focused.
·   Some people still treat sales and marketing as separate functions, which isn’t good. 
· Company can create joint objectives and reward systems. For sales people and marketers.

2. MANAGING SALES FORCE

· Sales force management: Analyzing, planning, and controlling sales force activities.
· 6 STEPS IN SALES FORCE MANAGEMENT:

· 1. Designing sales force strategy and structure
· Sales force Structure:
· Territorial sales force structure: sales force organization that assigns each salesperson to an exclusive geographic territory in which that salesperson sells the company’s full line. Terriotry salespeople representatives report to territory managers who report to regional managers (Vancouver, BC, Western Canada)
· Product sales force structure: A sales force organization in which salespeople specialize in selling only a portion of the company’s product or lines. Problem if single large customer buys many different company products.
· Customer (or market) sales force structure: Sales force organization in which salespeople specialize in selling only to certain customers or industries. Can be separated by serving current customers vs. finding new customers and serving major accounts vs normal ones.
· Helps build close relationships this way.

· Sales force size:  Many companies use some form of workload approach. Company fits groups accounts into different classes according to size, account status or effort required to maintain account.

· Outside sales force: Salespeople who travel to call on customers in field.
· Inside sales force: salespeople who conduct business from their offices via phone, the internet or visits from prospective buyers.
· For many types of products, phone or web selling can be as effective as a personal sales call.
· Team selling: Using teams of people from different departments cauz one person isn’t enough to handle as customers grow larger.

· 2. Recruiting and Selecting salespeople

· 3. Training Salespeople 

· 4.Compensating salespeople (fixed amount, variable, expenses and fringe benefits)

· 5.Supervising and Monitoring Salespeople (supervising, selling and the internet, motivating salespeople.)
· Sales quota: amount that should be sold and how should be divided among company products.

· 6. Evaluating Salespeople and Sales Force Performance


3. THE PERSONAL SELLING PROCESS

· selling process: 7 steps
· 1. Prospecting: salesperson or company identifies qualified potential customer.
· 2. Preapproach: Salesperson learns as much as possible about a prospective customer before making a sales call.
· 3. Approach: Salesperson meets the customer for first time. 
· 4. Presentation: Salesperson  tells the “value story” to the buyer, showing how the company’s offer solves the customers problems. “Stop selling and start helping!”  Must develop solutions for customers. Salespeople must plan presentation methods. Presentations must be richer now. New softward technologies must be used.
· 5. Handling objections: seeks out, clarifies, and overcomes objections.
· 6. Closing: salesperson asks customer for an order. Should recognize closing sales from buyer. Various ways to close.
· 7. Follow up: Follow up to ensure customer satisfaction and repeat business.

4. SALES PROMOTION
· Definition: Short term incentives to encourage purchase or sale of product or service.
· Rapid growth of sales promotion. Targeted to consumer promotions, retailers and wholesalers, business customers, and members of sales force.
· Sales promotion objectives vary widely. Trade promotions include getting retailer to carry new items and more inventory for ex. 
· Should help reinforce products position and build long-term customer relationships.

Major Sales promotion Tools:
· 1.Consumer promotions: Sales promotion tools used to boost short term customer buying and involvement or enhance long term customer relationships. 
· These come in forms of coupons, samples (most effective, but most expensive- good to introduce new product/ create excitement), cash refunds (or rebates) that happen after purchase.
· Price packs (2 for price of 1) or two related products branded together-toothbrush toothpaste.
· Premiums are goods offered either free or low cost as an incentive to buy a product (Such as the toy with the happy meal)
· Advertising specialties aka promotional products are useful articles imprinted with an advertiser’s name- logo or message given as gifts.
· Point of Purchase promotions- displays and demonstrations that take place at point of sale (COSTCO food samples).
· Contest (submit entry to win something, sweepstakes (submit name for draw) and games (roll up the rim)
· Event marketing: Creating a brand marketing event or serving as a sole or participating sponsor of events created by others.

· 2.Trade Promotions: Persuade resellers to carry a brand, give it shelf space, promote it in advertising, and push it to customers. Can be discount, allowance, get offered free goods, manufactures  may give retailers free specialty advertising items that carry company’s name such as pens.

· 3. Business promotions: Used to generate business leads, stimulate purchases, reward customers, and motivate sales people. 
· Convention and trade shows, sales contest is a contest for sales people. *These are the two special cases for businesses.


CHAPTER 17 DIRECT AND ONLINE MARKETING

· Direct marketing: connecting directly with carefully targeted segments or individual consumers, often on a one to one interactive basis.
1. NEW DIRECT MARKETING MODEL
· Dramatic transformation with internet boom.
· Most companies use direct marketing as a supplementary channel or medium. Example mailing DVD’s to prospective buyers and a website that provides customer with information about various models. 
· Direct marketing has become fastest growing form of market.
· Direct marketing continues to be more web oriented.

Benefits to buyers: Convenient, easy and private. Compare info easily, access to wealth of products. 

Benefits to sellers: Low cost, efficient, speedy alternative for reaching markets. Online direct marketing results in lower costs, improved efficiencies and speedier handling. 

Customer Database: an organized collection of comprehensive data about individual customers or prospects, including geographic, demographic, psychographic and behavioral data.

2. FORMS OF DIRECT MARKETING 

-Direct mail marketing: direct marketing by sending an offer, announcement, reminder or other item to a person at a particular physical or virtual address.

-Forms of direct marketing include: Face to face selling, direct mail marketing, catalogue marketing, telemarketing, direct response television marketing, kiosk marketing, new digital technologies, online marketing. 

· Catalogue marketing: print, video or digital.
· Telephone marketing: Telephone to sell directly to consumers/ business.
· Direct response television: infomercials and home shopping channels
· Kiosk marketing (digital and touch screen technologies)
· Mobile Phone marketing
· Podcast
· Interactive TV

3. ONLINE MARKETING

· Fastest form of direct marketing and used to build customer relationships over internet.
· Click only companies: the dot com company’s which operate online only and have no brick and mortar market presence. (operate online only)
· Click and mortar companies: companies added online marketing to operations.

Online marketing domains: 
· Business to Consumer
· Business to Business
· Consumer to consumer (online blogs, ebay, interchange of info, some companies have set their own blogs)
· Consumer to Business (most companies invite prospects and customers to send in suggestions and questions via company websites. Consumers can search out companies on web. Consumers can bid for airline tickets or use websites to ask questions, offer suggestions, complain or deliver compliments to company.

4. SETTING UP AN ONLINE MARKETING PRESENCE
-Set up online social network, create website, place add or promotions online, using email.
-Corporate website: Build customer goodwill, collect customer feedback but not sell product directly.
-Marketing website: Engages consumers in interactions that will move them closer to a direct purchase or other marketing outcome. 

· Online advertising
· Viral marketing: Online marketing events that are so infectious that customers will want to pass them along to friends.
· Spam can be a problem if it is unwanted. However email marketing can be effective since so low in cost. 

5. PUBLIC POLICY ISSUES IN DIRECT MARKETING 
-Irritations, Unfairness, Deception and Fraud:
-Invasion of Privacy

Need for action: (Things done by gvn’t)
-Consumer knowledge and consent before firms can collect, use or disclose consumers personal information.
-Limitations: only use info appropriate to transaction collected
-Accuracy: make sure collected accurately, no mistakes
-Right to access: consumers have right to know what info is being held about them. Can also ask for info to be withdrawn or make a correction to an error.

CHAPTER 19- GLOBAL MARKETPLACE

1. GLOBAL MARKETING TODAY
· World is shrinking rapidly with advent of faster communications, transportation, and financial flows. 
· International trade has boomed over past three decades. Some of the multinational corporations are true giants. 
· Global firm: A firm that operating in more than one country gains marketing, production, R&D, and financial advantages that are not available to purely domestic competitors.
· Small- medium companies can practice global niching.

· Major International Marketing Decision:
-Looking at global marketing environment
-Deciding whether to go global
-Deciding which market to enter
-Deciding how to enter the market
-Deciding on the global marketing program
-Deciding on the global marketing organization

· The International Trade system: 
-Government may charge tariffs.
-Countries may set quotas (limits on amount of foreign imports)
-Firms may also face exchange controls (limit amount of foreign exchange and exchange rate against other currencies.
-Company may face nontariff trade barriers (such as biases against bids, restrictive product standards, or excessive host country regulations)

· Trade barriers have been reduced however tariffs went from 45 to 5 % for example.
· Regional Free Trade Zones (economic communities)- a group of nations organized to work toward common goals in the regulation of international trade.

· Economic Environment: two main factors are industrial structure and income distribution.

· 4types of industrial sectors are:
· 1. Subsistence economies- single agriculture
· 2. Raw material exporting economies- rich in one or more natural resources but poor in other ways.
· 3. Emerging economies- fast growth in manufacturing results in rapid overall economic growth.
· 4. Industrial economies- major exporters of manufactured goods, services and investment funds. Trade goods amongst themselves and also export them to other economies.

Second factor is country’s income distribution:
1. some countries have low,middle,high income some just low income. 

· Political-legal environment: Some very receptive to foreign firms, others less accommodating. Must also consider country’s monetary regulation.
· Cultural environment: Each country has its own folkways, norms, and taboos. Companies must understand how culture affects consumer reactions in each of its world markets.
· Companies that ignore cultural norms and differences can make some very expensive and embarrassing mistakes. 
· Companies that understand cultural nuances can benefit.. (traditions, preferences and behaviours).

-DECIDING WHETHER TO GO GLOBAL
-DECIDING WHICH MARKETS TO ENTER- look for dynamic and high growth international markets.
-Companies should define international marketing objectives and policies before going abroad. (what volume, how many countries, types of countries, then must evaluate the options)
-Markets should be ranked on market size, market growth, cost of doing business, competitive advantage, and risk level. Must determine potential of each market.

2. DECIDING HOW TO ENTER THE MARKET

· Company must determine the best mode of entry. Choices are exporting, joint venturing, and direct investment.
· 1. Exporting: entering a foreign market by selling goods produced in the company’s home country, often with little modification. Produce all goods in home country. Companies usually start with indirect exporting (working through independent international marketing intermediaries). This requires less investment because the firm does not require an overseas marketing organization or network. Less risk. 
· Movers may move to direct exporting whereby they handle their own exports. Investment and risk greater but potential return is also greater.
· 2. Joint venturing: Entering foreign markets by joining with foreign companies to produce or market products or services. (Company joins with host country to sell or market abroad.) Investment is formed with someone in the foreign country. 
· 4 types of joint venturing:

· A) Licensing: A method of entering a foreign market in which the company enters into an agreement with a licensee in the foreign market. For a fee or royalty payment, the licensee buys the right to use the company’s manufacturing process, trademark, patent, trade secret or other item of value. Licensee gains production expertise or well known product or name without having to start from scratch.

· B) Contract manufacturing: Company contracts with manufacturers in a foreign market to produce product/service. Drawbacks: decreased control, loss of potential profits.
· C) Management contracting: Firm supplies management know-how to foreign company that supplies the capital. Domestic firm exports management services rather than products. Low risk yields income from beginning. Not good if can make more profits by undertaking venture- prevent own company from setting up its own operation for a period of time.

· D) Joint ownership: Company joins investors in a foreign market to create a local business in which the company shares joint ownership and control. May be needed for economic or political reasons. Firm may lack financial, physical or managerial resources to undertake venture alone. Or foreign country may require it as a condition for entry. Problems with what to do with earning (in terms of investing or pocketing and the role of marketing vs. selling).

· 3. Direct Investment: Entering a foreign market by developing foreign-based assembly or manufacturing facilities. “Produce where we sell” Advantages include: lower costs in the form of cheaper labour or raw material, foreign government investments, and freight savings. It creates jobs for host country. Develops better relationships and can adopt to local market better. Firm keeps full control of investment. 
· Main disadvantage: many risks such as devalued currencies, falling markets, or government changes. 

3. DECIDING ON THE GLOBAL MARKETING PROGRAM

· Standardized global marketing: Using same marketing strategy and mix in all of the company’s international markets.
· Adapted global marketing: Adjust marketing strategy and mix elements to each international target market, bearing more costs but hoping for larger market share and return. 
· Standardized global marketing easier with globalization and results in greater brand power and reduced costs from economies of scale.
· However marketing concept-> adapted global marketing cauz uninque needs of targeted consumers.
· Some believe a balance of both is good- think globally but act locally. 
· A global brand must engage with consumers in a way that feels local to them. 
· Overall strategy should be global strategic direction but local units should focus on adapting strategy to specific local markets.

· 5 Strategies allow for adapting product and marketing communication strategies to a global market. (3 product strategies, 2 communication strategies)

· 1. Straight Product extension: Marketing a product in a foreign market without any change.1st step see whether foreign consumers use the product and what form they prefer.

· 2. Product adaptation: Adapting product to meet local conditions or wants in foreign market.
· 3. Product invention: Creating new products or services for foreign market.

· 1.Communication adaptation: A global communication strategy of fully adapting advertising messages to local markets. 
· 2. Dual adaptation: adapt communications and adapt product.


· Companies also face many consideration in setting international prices. Foreign prices probably be higher than domestic prices for comparable product. Because cost of transportation, tariffs, importer marketing, wholesaler margin and retail margin to its factory price. Many companies will make smaller or simpler versions to overcome these problems or introduce new more affordable brands. 

· Distribution channels: designing international channels that take into account the entire global supply chain and marketing channel, forging an effective global value delivery network.

-International seller-> Channels between nations -> Channels within nations-> Final user or buyer.
· Channel between nations: moves company products from points of production to borders of countries with which they are sold.
· Channels within nations: move product from market entry point to final consumers.

4. DECIDING ON GLOBAL MARKETING ORGANIZATION
-3 ways
· Export department- if goes into joint or direct no longer adequate (sales manager and few assistants)
· [bookmark: _GoBack]International division (geographic organizations, world product groups, international subsidiaries.)
· Global organization (reports directly to Chief executive) think of themselves as global marketers.
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