Chapter 1
Model of marketing process:
1. Understand customer needs, wants and demand
2. Create a customer driven marketing strategy (who and how to serve)
3. Create integrated marketing program that delivers superior value (marketing mix)
4. Build profitable relationships and create customer delight
5. Capture value from customers to create profit and equity. 
Customer driven marketing strategy:
· Production concept: consumers will favour products that are available or highly affordable (mass distribution, low cost)
· Product concept: favour products that offer most quality, performance and features (continuous product improvements, leads to market myopia)
· Selling concept: will not buy unless it undertakes large scale selling and promotions effort (aggressive selling)
· Marketing concept: achieve organizational goals and maximize profits by delivering customer satisfaction better than competitors. 
· Societal concept: make good marketing decisions that preserve consumer and society’s well-being (human welfare >>)
Chapter 2:
Strategic planning:
1. Defining the company mission
2. Setting company objectives and goals			>Corporate level
3. Designing the business portfolio
4. Planning marketing and other functional strategies         - Business unit, product and market level
Marketing strategy
1. Market penetration:  increasing sales to current market segments without changing the product 
2. Market development: new market for current products
3. Product development: new or modified product for existing market segment
4. Diversification: starting up or acquiring business outside the company’s current products and markets
Marketing mix
· Product: goods-and-services combination the company offers to the target market.  
· Price: amount of money customers pay to obtain the product. 		>(target customers)
· Place: includes company activities that make the product available to target consumers. 
· Promotion: means activities that communicate the merits of the product and persuade target customers to buy it.   							>(intended positioning)
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Chapter 3
Company micro environment
1. The company: management and finance and etc that need to work in harmony to create customer value
2. Suppliers: provides needed resources.  Management must monitor supply, availability, pricing and quality
3. Marketing intermediaries: help promote, sell and distribute goods to final buyers
· Resellers: Wholesalers and Retailers
· Physical distribution firms: Warehousing (Stocking) and Transportation (moving)
· Marketing service agencies: media firms that help target and promote the product (advertising agencies)
· Financial intermediaries: help finance or insure against the risks associated with buying and selling of goods (banks)
4. Competitors:  must gain strategic advantages by positioning their offerings strongly against competitors’ offering in the minds of consumers. 
5. Publics: any group that has an actual or potential impact on an organization’s ability to achieve its objectives 
6. Customers: 
· Consumer, personal consumption
· business, production process
· reseller, resell at profit
· government, transfer the goods and services to others who need it
· international markets: buyers and seller in other countries

Macroenvironment:
1. Demography: the study of human population in terms of age, gender, size, density, race, occupation, location, etc.
2. Economic:  factors that affect consumer buying power and spending patterns 
3. Political/social environment: Law, government agencies and pressure groups that influence or limit various organizations or individuals in a given society 
4. Natural environment: Natural resources that are needed as inputs by marketers or that are affected by marketing activities (growing shortage of raw materials, focus on environment)
5. Technology: forces that create new technologies → creating new products and marketing opportunities
6. Cultural: Institutions and other forces that affect a society’s basic values, perceptions, preferences and behaviours.  (Core beliefs and secondary beliefs)
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Major social and ethical criticisms of marketing
Consumerism and environmentalism 
Enlightened marketing
Ethics
Chapter 5
Components of marketing information system (MIS):
People and procedures for assessing and developing information needs and helping decision makers use information on consumers 
· Balance is important in assessing the information needs 
· Three different sources of information:
1. Internal Data
· Sources: Accounting Department, Customer service department, etc. 
· Advantages: Can be accessed more quickly and cheaply
· Disadvantages: May be incomplete or in the wrong form, keeping database current is expensive

2. Marketing Intelligence 
· The systematic collection and analysis of publicly available information about competitors and developments in the marketing environment 
· Sources: employees, customers, websites, suppliers, resellers, dumpster diving 

3. Marketing Research
· The systematic design, collection, analysis and reporting of data relevant to a specific marketing situation facing an organization 

Steps in the marketing research process:
1. Defining the problem and research objectives
2. Developing the research plan 
a. Translate research objectives into specific information needs
b. Written proposal
3. Secondary data collection: info that already exists collected for another purpose
4. Primary data collection: information collected for special research plan
a. Observational: primary data through observation of people, actions and situations. 
b. Ethnographic: trained observer watches and interacts w/consumers in natural environment.
c. Survey: asking consumers about knowledge, attitudes, preferences and buying behaviours (descriptive data)
d. Experimental: Selecting matched groups, giving certain treatments, controlling other factors and checking for differences in group responses (causal)
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Major factor that influence consumer buyer behavior:
· Cultural
· Culture: set of basic values, perceptions, wants, and behaviors learned by a member of society
· Cultural shift towards greater health and fitness
· Subculture: group of people with shared value systems based on common life experiences 
· Social Class: Division determined by occupation, income, education, wealth
· Social (networks - word of mouth influence and buzz marketing)
· Groups
· Membership Group: Primary (Family, Friends), Secondary (Religious)
· Reference Group: Groups the individual wishes to belong to
· Family
· Children’s influence on family buying decisions
· Personal
· Age
· Occupation and Economic circumstances: Income available
· Lifestyle: pattern of living based on AIO (activities, interests & opinions)
· Personality: psycho characteristics -> Consistent responses in environment
· Brand personality: specific mix of human traits attributed to a certain brand
· Psychological
· Perception: Process by which individuals select, organize and interpret information
· Selective Exposure: tendency to screen out most of the information they are exposed to 
· Selective Distortion: Distortion of information when inconsistent with personal beliefs
· Selective Retention: Remembering only info that support personal beliefs
· Beliefs: Descriptive thoughts a person holds about something
· Attitudes: predispositions (reside in the mind), consistent response (produce certain behaviors)

Stages in the buyer behavior decision process 
1. Need recognition: consumer recognizes need or problem from: external or internal stimuli
2. Information search: consumer searches for information (public personal or experience)
3. Evaluation of alternatives: consumer processes information to arrive at brand choice (evoked set)
4. Purchase decision: Act of consumer to buy most preferred brand 
5. Post-purchase decision: the (di)satisfaction that the consumer feels about the purchase
· Satisfaction = expectations - product’s perceived performance 
· Satisfaction: key to building profitable relationships w/consumers 
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Major bases for segmenting consumer market 
1. Geographic segmentation: dividing market into geographical units
· Ex: nations, regions, cities, neighbourhoods
2. Demographic segmentation: dividing market based on variables such as age, gender, family size, family life cycle, income, occupation, education, religion, race, generation, and nationality
3. Psychographic segmentation: divides based on social class, lifestyle, personality
· Ex: cruise targeting adventure seekers
4. Behavioural segmentation: divides based on consumer knowledge, attitudes, uses, or responses to a product
· Occasion segmentation divides according to occasions when buyers get the idea to buy, actually make their purchase, or use the purchased item (like Father’s day)
· Benefit segmentation divides according to the different benefits that consumers seek from the product (e.g., car safety)
· User status segments the market into nonusers, ex-users, potential users, first-time users, and regular users of a product (America Girls? ) 
· Usage rate divides the market into light, medium, and heavy product users (Burger King super fans eat 16 times per month in it)
· Loyalty status divides the market by consumer loyalty
· Loyalty to brands (Tide)
· Loyalty to stores (Mountain Equipment Co-op)
· Loyalty to companies (Apple)
Multiple segmentation is used to identify smaller, better-defined target groups (multivariable)
· Ex: Geodemographic segmentation: multivariable segmentation that divides groups into consumer lifestyle patterns
Major target marketing strategies 
1. Undifferentiated (mass) marketing targets the whole market with one offer
· Focuses on common needs rather than on what is different
2. Differentiated (segmented) marketing targets several different market segments and designs separate offers for each (goal: higher sales & position; more expensive)
3. Concentrated (niche) marketing targets a large share of one or a few segments or niches
a. More effective and efficient 
4. Micromarketing is the practice of tailoring products and marketing programs to suit the tastes of specific individuals and local customer groups
· Local marketing: tailoring brands and promotion to the needs and wants of local customer groups
· Individual marketing: tailoring products and marketing programs to the needs and preferences of individual customers (one-on-one marketing; mass customization)
Concept & application of positioning 
· The way the product is defined by customers on important attributes
· Why do we need positioning? Need clear, consistent, and concentrated message
· Steps:
· Identifying possible competitive advantages (important, distinctive, superior, communicable, pre-emptive, profitable)
· Choosing the right competitive advantages
· Selecting an overall positioning strategy
· Develop a positioning statement
· Communication and delivering the chosen positioning 
· Interpretation and usage of Positioning Map
· Intensity of competition between brands: closer on map, more similar customer perception
· Failure in differentiation
· Market opportunity!!!
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Major classification of products & service: 
· Convenience Product: consumers buy more frequently with minimum comparison and buying effort.  (toothpaste, shampoo)
· Shopping Product: consumers compare carefully on price, quality, style (appliances, cars)
· Specialty Product: unique characteristics/brand identification which buyers are willing to make a special purchasing effort (diamond rings, luxury goods)
· Unsought Product: consumers do not know about or does not normally think of buying (life insurance, major innovations)

Concept of product/service lines & mixes 
· Product Line: Each product line should have similar products 
· Width: Number of different product lines 
· Product Line Length: Total number of items the company carries within a product line
· Product mix width: number of different product lines
· Product Mix Length: Total number of items within company
· Average Length: [Product mix length ÷ width]
· Depth: number of different versions offered of each product in line 

Branding strategies 
1) Line Extension: Existing Product Category, Existing Brand Name
2) Brand Extension: New Product Category, Existing Brand Name
3) Multibrands: Existing Product Category, New Brand Name
4) New Brands: New Product Category, New Brand Name
Services marketing 
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Steps In the new product development 
1. Idea generation: the systematic search for new-product ideas
a. Internal: sources from inside company
b. External: sources from outside company 
i. Crowdsourcing: open doors to everyone to participate in the process 
2. Idea screening: identify good ideas and drop poor ideas
3. Concept development and testing: 
a. Product idea: idea for a possible product that the company can see itself offering the market 
b. Product concept: detailed version of the idea stared in meaningful consumer terms 
c. Product  image: way consumers perceive ad actual or potential product 
4. Marketing strategy development: initial marketing strategy for introducing the product to the market
a. Includes:
i. Description of the target market
ii. Value proposition 
iii. Sales and profit goals
iv. Planned price, distribution, marketing budget,etc
5. Business Analysis:
When you use the strategies, what level of profit can you expect?
6. Product Development:
Actually develop the product
You are going to have a working version of the real product (limited number of units produced)
7. Commercialization:
You produce many units, objectives is to sell those products and introduce in marketplace with mass production 
8. Test Marketing:
Concept vs. test marketing
Concept testing: do we have the real product or not? We have mock up, description, objective is qualitative response from customers
Test marketing: we do have the real product, distribute to real customers in real marketplace and then see customer’s responses 
Product life cycle
1. Introduction: low sales, negative profits, MO: create product awareness and trial
2. Growth: rapidly rising sales, rising profits. MO: maximize market share
3. Maturity: peak sales, high→declining profits, MO: maximize profit while defending market share
4. Decline: declining sales& profits, MO: reduce expenditures and milk the brand
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Internal & external factors that affect pricing decisions 
· Internal Factor 1: Cost
You have to consider the cost of producing the product
· Cost-Based pricing
· Starting point is the product cost – with a new product you determine the production cost  
· Then you add a certain percentage of margin and that will be the price of the product
· So based on the cost of producing you determine your price and persuade customers of your product’s value
· Target Profit Pricing = Target Return Pricing (Synonyms)
· Cost-Based Pricing: Cost-Plus Pricing (Mark-up Pricing)
· Adding standard mark-up to the cost of the product
· Unit Cost – the minimum price that you can charge (P < UC = Losses) 
· Customer’s value – highest price that you can charge in the marketplace
· Customers determine value (Ex: I’m willing to spend 100$ to buy this product) 
· Value-based pricing (Target Costing)
· Starting point is customer value
· You suggest a certain product and determine customer value (from NPD and concept testing procedure) 
· Purpose is to price more profitably by capturing more value (not making more sales)
· Whenever possible use THIS ONE!!!!!!!! (SO IMPOTANT)
· Cost-Based Pricing vs. Value-Based Pricing
· Cost-Based: Starting from lowest possible price
· Value-Based: Start from highest possible price (lowered when not justified by value offered)
· Internal Factor 2: Marketing Objectives
· Survival - typically you charge lower price even if you don’t make a lot of money you just want to survive
· Market Share Leadership - maximize sales with lower price (less interest in quality leadership)
· Product Quality Leadership – charge higher price (leading in quality)
· Entry Barrier – charge relatively lower price so that other companies cannot easily enter the market
· Help other product line – Whenever you have multiple product lines, the demand for sales for one line of product should be dependent on the price of another product line 
· Example: 32GB phone and 64GB phone, 32GB of A is $300 and B is $450, and 64GB of A and B is $600
· 32GB is relatively cheaper compared to the brands 64GB version, and if boosting 64GB sales it is relatively cheaper if doubling from $450 32GB
· Internal Factor 3: Marketing-mix Strategy 
· Marketers tend to make pricing decisions first
· However, there are two different approaches:
· Positioning based on a pricing factor: Pricing decision will affect other marketing mix
· Positioning based on non-pricing factors: Other marketing mix will affect price 
· Internal Factor 4: Organizational Considerations
· If the product is really important then the top management will be directly involved in the process
· Within the company there are brand managers/product line managers that determine the price
· For bigger companies they have the pricing departments within the company and make recommendations, the final decision makers are the top management or brand managers based on expertise
· Internal Factor 5: Product Considerations
· New Product Pricing – Skimming vs. Penetration
· Product Line Pricing – price steps between product lines ($299, $399)
· Optional-product pricing – even if you don’t have optional product, still you can use the main product
· Ex: Automobile you have sunroof, but can still sell car without sunroof 
· Captive-product – there is a main product but if you don’t have the captive product you cannot use the main product, you have the main product and have to change something
· Ex: Printer (main product – low price) and Cartridges (captive product – high price) 
· By-product pricing – pricing low value products to get rid of them
· Ex: Tennis ball, you have defective tennis balls that don’t bounce like regular ones, so sell them for cheaper than the regular priced ones
· Product-Bundle Pricing – combine two products together and charge one price
· Combine one very popular product and one new product, and the advantage is that the customers can try to new product, if they like it they will continuously purchase the product

· External Factors Affecting Pricing Decisions 
· Monopoly – one seller, many buyers 
· You can charge any price, must consider price elasticity 
· Price elasticity= (%change in sales/%change in price), decreasing price expects increasing sales
· Reduce price by 10%, (%20/10%) therefore price elasticity is -2, |Ep|>1 Elastic DECREASE PRICE (better to decrease the price so then you can expect more sales, |Ep| < 1 Inelastic even if you increase the price the customers demand won’t drop that much so it’s better to INCREASE PRICE
· Pure Competition – many sellers, many buyers
· Manufacturers cannot differentiate the quality of the product (Basic Product)
· Monopolistic Competition – many sellers, many buyers 
· Manufacturers can differentiate the quality of the product 
· Oligopoly – few strong sellers, many buyers 
General approaches: cost/value 
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Function of channel members
1. Physical Distribution: Physical distribution of the product
2. Cost Effectiveness: If we use the distribution channel members than we can reduce the cost 
If multiple manufacturers have to contact multiple customers there are many communications
Inserting a retailer in between the two sides reduces the cost of communication
3. Marketing Information: Wholesalers/Retailers undertake marketing research on behalf of manufacturers (sales & trends. Inventory levels, competitor’s actions)
In most cases retailers/wholesalers communicate with the final customers 
4. Promotional Efforts: Retailers/wholesalers can undertake promotion program on behalf of manufacturer
5. Contact: Finding and communicating with buyers
6. Matching: Special packaging needs matched by retailers/wholesalers
7. Negotiation: Negotiating power to determine price
8. Financing: Wholesalers/Retailers provide customers with financing options
9. Risk Taking: Risk taking based on ownership
10. Customer Service: Installation, repair, on-time delivery

Managing conflict & regaining control in channels
· Types of conflicts:
· Horizontal: between two members on same level of channel (retailer to retailer)
· Vertical: between two members on different levels of channel (wholesaler to retailer)
· Conventional distribution channels: one more independent members that each seek to maximize its own profit even at expense to profit of whole system. Little control over other members.
· Vertical marketing system: all levels must work together as one system. Coordinate and control channel members by providing  channel leadership
· Corporate: single ownership of entire system
· Administered: one member has strong power in marketplace and dictates to other channel members
· Contractual: independent companies coordinated by contracts  
Channel design decisions 
1. Analyzing consumer needs: lot size, waiting time, spatial convenience, product variety, service backup
2. Setting channel objectives: in terms of targeted level of customer service
3. Identifying Major Alternatives – actual design of the channel
· Type of intermediaries: (direct vs indirect)
· Company sales force: companies hire their own employees
· Manufacturer’s agency: independent company 
· Undertakes decision making about distribution channel on behalf of the manufacturer
· Industrial distributors: b2b customers
· Wholesalers/Retailers 
· Number of marketing intermediaries:
Intensive, selective, and exclusive distribution
· Responsibilities of channel members: agree on terms and responsibilities of each member
4. Evaluating alternatives: 
a. Economic criteria: compares sales, costs and profits of different channel alternatives
b. Control issues: arise when giving intermediaries some control over marketing of product
c. Adaptive criteria: balancing long term commitments with keeping channel flexible so it may adapt to environmental changes
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Role & importance of the tools in the marketing 
· Advertising: any paid non-personal presentation or promotion of an idea, good or service by an identified sponsor (printed, broadcasted, outdoor) (high reach, high absolute, low individual cost, increase long-term sales exposure)
· Public relations: building good relations with company’s various publics by obtaining favourable publicity, building up a good corporate image and heading off unfavourable rumours (press releases, special events) (believable, underused) 
· Sales promotion: a short-term incentive to encourage purchase or sales of product of service (discount, coupons, premiums) (medium reach & cost, short-term sales) 
· Personal selling: presentation by the firm’s sales force for the purpose of making sales and building customer relationships (one-to-one meetings, trade shows) (most expensive per customer) 
· Direct/online marketing: making direct connections with carefully targeted individual consumers to obtain immediate response and lasting customer relationships (direct (e)mail, telephone)
Steps in developing effective IMC 
1. Identify target audience
2. Determine communication objectives
a. Buyer-readiness stage:  (AKLPCP)
Awareness  Knowledge  Liking  Preference  Conviction  Purchase
b. AIDA  (Attention-Interest-Desire-Action)
In the context of communication, when they first see advertising, they pay attention to the communication, interested in communication, later on desire to buy the product, action is buying product
3. Design a message
a. Message content: rational, emotional and moral appeal
b. Message structure: one-sided argument vs two-sided argument
c. Message format: Every visual detail of an advertisement meant to communicate a message or persuade for view. 
4. Choose media
a. Personal communication (2 or more people communicating directly with each other)
i. Word-of-mouth influence: personal communication in social circles
ii. Buzz marketing: opinion leaders spreading information about a product 
b. Non-personal communication: media that carries message w/o personal contact or feedback that affect the buyer directly 
5. Select the message source: message impact is affected by audience view of the communicator 
6. Collecting feedback
Budget 
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The 5 major advertising decisions function & tools of public relations 
1. Product publicity: publicizing specific products
2. Public affairs: building and maintaining national or local community relations
3. Lobbying: building and maintaining relations with legislators and government officials to influence legislation and regulation
4. Press relations: creating and placing newsworthy information in the new media to attract attention to a person, product, or service associated with the company
5. Investor relations: maintaining relationships with shareholders
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Steps in the personal selling process 
1. Prospecting: picking a target market
2. Pre-approach: gathering info on market before meeting customer
3. Approach: initial meeting with customer
4. Making the presentation: fully explain the product
5. Overcoming objectives: using objectives to convey more information (positive approach)
6. Closing the sale: suggest try-out order
7. Follow-up: ensuring customer satisfaction and future sales. 
Objective of sales promotion 
· Consumer Promotions: increase short-term sales or build long-term market share
· Business Promotions: B2B are final customers
· Trade Promotions: deal given to retailers/wholesalers
· Sales Force Promotions: deal given to sales force 
Marketing manager tend to use sales force promotion (increases performance in short-term) 
· In general, sales promotion should focus on customer relationship building (Loyalty programs)
The major sales promotion categories and tools 
Chapter 17: 
Form of direct marketing 
Forms of Direct Marketing
· Telephone Marketing (Telemarketing)
· Represents 36% of direct marketing sales
· Two types:
· Outbound telephone marketing sells directly to customers
· Inbound numbers provide a toll-free number to receive orders (1-800)
· Advantages: Convenience and increased product and service information
· Disadvantages: Can annoy customers (Importance of maintaining “Do Not Call” List)
· Direct-Mail Marketing
· Represents 31% of direct marketing sales.
· High target-market selectivity
· Personalized & flexible.
· Allows easy measurement of results.
· Fax mail, e-mail, voice mail are now popular
· Disadvantages: Can annoy customers (Importance of maintaining “Do Not Call” List – junk mail image)
· Catalogue Marketing
· Offers direct ordering mechanism.
· Printed catalogs remain the primary medium, but many are now electronic.
· Web-based catalogue should be used with other means to drive traffic (e.g., advertising)
· IKEA, Canadian Tire
· Direct-Response TV Marketing
· Direct-response advertising – marketers air TV spots (30 seconds) or infomercials (late night 30 minutes)
· Home shopping channels – entire programs or channels dedicated to selling goods and services 
· Kiosk Marketing
· Placing information and ordering machines at various locations
Evolving use of online & internet 
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major decisions in international marketing

