COMM 296 – Final Review from Textbook		
Chapter 10 – Product, Branding, and Packaging Decisions

Product=anything that is of value to a consumer and can be offered through a voluntary marketing exchange. 

Core customer value=the basic problem solving benefits that consumers are seeking

Associated Services/Augmented product=the non-physical attributes of the product including product warranties, financing, product support and after-sale service. 
Actual product  Brand name, quality level, packaging, features/design
Associated Services financing, product warranty, product support

Types of Products:
Consumer Products=products and services used by people for their personal use. 
Specialty products/services=products or services toward which the customer shows a strong preference and for which e or she will expend considerable effort to search for the best suppliers
Shopping products/services=those for which consumers will spend time comparing alternatives, such as apparel, fragrances, and appliances. 
Convenience products/services=those for which the consumer is not willing to spend any effort to evaluate prior to purchase. 
Unsought products/services=products or services consumers either do not normally think of buying or do not know about. 
Product mix=the complete set of all products offered by a firm. 
Product lines=groups of associated items, such as those that consumers use together or think of as part of a group of similar products. 
Breadth=number of product lines offered by a firm; a.k.a. variety
Depth=the number of categories within a product line

 Increase/decrease breadth
 Increase/decrease depth 

What makes a brand? Brand name, URL, logos and symbols, characters, slogans, jingles and sounds 
Value of branding for the customer and the marketer:
· Brands facilitate purchases
· Brands establish loyalty 
· Brands protect from competition and price competition 
· Brands can reduce marketing costs
· Brands are an asset
· Brands impact market value

Brand equity=the set of assets and liabilities linked to a brand that add to or subtract from the value provided by the product or service
Licensed brand=an agreement allows one brand to use another’s name, image, and/or logo for a fee
Brand awareness=measures how many consumers in a market are familiar with the brand and what it stands for; created through repeated exposures of various brand elements in a firm’s communications to consumers. 
Perceived Value=the relationship between a product’s or service’s benefits and its cost
Green products=an ecologically safe product that may be recyclable, biodegradable, more energy-efficient, and/or have better pollution controls
Brand associations=the mental links that consumers make between a brand and its key product attributes; can involve a logo, slogan, or famous personality. 
Brand personality= refers to a set of human characteristics associated with a brand, which has symbolic or self-expressive meanings for consumers. 
Brand loyalty=occurs when a consumer buys the same brand’s product or service repeatedly over time rather than buying from multiple suppliers within the same category. 

Branding Strategy 
Brand Ownership
· Manufacturer brands=brands owned and managed by the manufacturer
· Private label brands=brands developed and marketed by a retailer and available only from that retailer (aka store brands, house brands, own brands)
· Premium Brands=a branding strategy that offers consumers a private label of comparable or superior quality to a manufacturer brand
· Generic Brands=no-frills products offered at a low price without any branding information
· Copycat brands=mimic a manufacturer’s brand in appearance but generally with lower quality and prices
“Private-label products now account for almost 20 percent of the purchases in North America and close to 30 percent in Europe”
· Exclusive co-brand=developed by national brand vendor and retailer and sold only by that retailer 
Naming Brands and Product Lines
· Family brands=a firm’s own corporate name used to brand its product lines and products
· Individual brand=the use of individual brand names for each of a firm’s products
Brand and Line Extensions
· Brand extension=the use of the same brand name for new products being introduced to the same or new markets
· Line extension=the use of the same brand name within the same product line and represents an increase in a product line’s depth 
· Brand dilution=occurs when a brand extension adversely affects consumer perceptions about the attributes the core brand is believed to hold 

· Co-branding=the practice of marketing two or more brands together, on the same package or promotion 

· Brand licensing=a contractual arrangement between firms, whereby one firm allows another to use its brand name, logo, symbols, or characters in exchange for a negotiated fee. 

· Brand repositioning or rebranding=a strategy in which marketers change a brand’s focus to target new markets or realign the brand’s core emphasis with changing market preferences. 

Packaging 
· Primary package=the packaging the consumer uses, such as the toothpaste tube, from which he or she typically seeks convenience in terms of storage, use and consumption
· Secondary package=the wrapper or exterior carton that contains the primary package and provides the UPC label used by retail scanners; can contain additional product information that may not be available on the primary package. 

“A product label is much more than just a sticker on the package; it is a communication tool.”

Chapter 12 (pg 249-254)-Services: The Intangible Product 

“By providing good customer service, firms add value to their products or services”

Service=any intangible offering that involves a deed, performance, or effort that cannot be physically possessed; intangible customer benefits that are produced by people or machines and cannot be separated from the producer.
Customer service=specifically refers to human or mechanical activities firms undertake to help satisfy their customers’ needs and wants.

Core differences between services and goods 
INSEPERABLE, INTANGIBLE, VARIABLE, PERISHABLE 

Intangible=a characteristic of a service; it cannot be touched, tasted, or seen like a pure product can. 
Inseparable= a characteristic of a service: it is produced and consumed at the same time; that is service and consumption are inseparable
Variability=a characteristic of a service: its quality may vary because it is provided by humans  
Perishable=a characteristic of a service: it cannot be stored for use in the future. 

Chapter 11 (pg 227-235 and pg 244-247) – Developing New Products
Innovation=the process by which ideas are transformed into new products and services that will help firms grow 

Why do firms create new products?
· Changing customer needs
· Market saturation 
· Managing Risk through Diversity 
· Fashion Cycles
· Improving Business Relationships

Diffusion of Innovation
=the process by which the use of an innovation, whether a product or a service, spreads throughout a market group over time and over various categories of adopters. 

Pioneers=new product introductions that establish a completely new market or radically change both the rules of competition and consumer preferences in a market (aka breakthrough) 

First Movers=product pioneers that are the first to create a market or product category, making them readily recognizable to consumers and thus establishing a commanding and early market share lead. 
Innovators=those buyers who want to be the first to have the new product or service. [image: ]
Early adopters=the second group of consumers in the diffusion of innovation model, after innovators, to use a product or service innovation; generally don’t like to take as much risk as innovators but instead wait and purchase the product after careful review. 
Early majority=a group of consumers in the diffusion of innovation model that represents approximately 34 percent of the population; members don’t like to take much risk and therefore tend to wait until bugs are worked out of a particular product or service; few new products and services can be profitable until this large group buys them. 
Late majority=the last group of buyers to enter a new product market; when they do, the product has achieved its full market potential. 
Laggards=consumers who like to avoid change and rely on traditional products until they are no longer available. 

Factors that affect the speed with which products or services diffuse:
· Relative advantage (ie, if a product or service is perceived to be better than substitutes, then the diffusion will be relatively quick)
· Compatibility 
· Observability 
· Complexity and trialability 

The Product Life Cycle 
=defines the stages that new products move through as they enter, get established in, and ultimately leave the marketplace and thereby offers marketers a starting point for their strategy planning. 

Introduction stage=stage of the product life cycle when innovators start buying the product
Growth stage = stage of the product life cycle when the product gains acceptance, demand and sales increase, and competitors emerge in the product category. 
Maturity stage=stage of the product life cycle when industry sales reach their peak, so firms try to rejuvenate their products by adding new features or repositioning them. 
· Entry into new markets or market segments
· Development of new products
Decline stage=stage of the product life cycle when sales decline and the product eventually exits the market
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SEE CHART ON PAGE 245!!
 PLC: not always bell shaped, depends on the industry 
 the PLC refers to a product/service category, NOT individuals products 

Chapter 2 (page 44-46) – Growth Strategies 

Market Penetration Strategy= a growth strategy that employs the existing marketing mix and focuses the firm’s efforts on existing customers. 
Market Development Strategy= a growth strategy that employs the existing marketing offering to reach new segments, whether domestic or international. 
Product Development Strategy= a growth strategy that offers a new product or service to a firm’s current target market 
Diversification=a growth strategy whereby a firm introduces a new product or service to a market segment that it does not currently serve. 

Related Diversification=a growth strategy whereby the current target market and/or marketing mix shares something in common with the new opportunity. 
Unrelated Diversification=a growth strategy whereby a new business lacks any common elements with the present business. 

“International expansion is generally riskier than domestic expansion because firms must deal with differences in government regulations, cultural traditions, supply chains, and language”

Chapter 13 – Pricing Concepts for Establishing Value 

“A great but overpriced product can be judge as low in value and may not sell as well as an inferior bu well-priced item.”

Price=the overall sacrifice a consumer is willing to make-money, time and energy-to acquire a specific product or service. 

The five Cs of Pricing  COMPETITION, COSTS, COMPANY OBJECTIVES, CUSTOMERS, CHANNEL MEMBERS

Company Objectives
· Profit orientation=a company objective that can be implemented by focusing on target profit pricing, maximizing profits, or target return pricing 
target profit pricing (see page 270 for definitions)
maximizing profits
target return pricing 
· Competitor orientation=a company objective based on the premise that the firm should measure itself primarily against its competition. 
 competitive parity=a firm’s strategy of setting prices that are similar to those of major competitors
status quo pricing = a competitor oriented strategy in which a firm changes prices only to meet those of competition 
· Sales Orientation=a company objective based on the belief that increasing sales will help the firm more than will increasing profits
 Premium Pricing=a competitor based pricing method by which the firm deliberately prices a product above the prices set for competing products to capture those consumers who always shop for the best or for whom price does not matter
· Customer Orientation=a company objective based on the premise that the firm should measure itself primarily according to whether it meets its customers’ needs. 
** SEE CHART on PAGE 270

Customers 
“Customers want value and price is half of the value equation” 

Demand Curve=shows how many units of a product or service consumers will demand during a specific period at different prices. 
Prestige Products or Services=those that consumers purchase for status rather than functionality 
Price elasticity of demand=measures how change in a price affect the quantity of the product demanded; specifically, the ratio of the percentage change in quantity demanded to the percentage change in price. See equation on page 274.
Elastic=refers to a market for a product or service that is price sensitive; that is, relatively small changes in price will generate fairly large changes in the quantity demanded. 
Inelastic= refers to a market for a product or service that is price insensitive; that is, relatively small changes in price will not generate large changes in the quantity demanded. 
Income effect= refers to the change in the quantity of a product demanded by consumers due to a change in their income. 
“Consumers buy hamburger when they’re stretching their money but steak when they’re flush”. 
Substitution effect=refers to consumers’ ability to substitute other products for the focal brand, thus increasing the price elasticity of demand for the focal brand. 
Cross price elasticity=the percentage change in demand for product A that occurs in response to a percentage change in price of product B
Complementary products=products whose demand curves are positively related, such that they rise or fall together; a percentage increase in demand for one results in a percentage increase in demand for the other. 
Substitute products=products for which changes in demand are negatively related; that is, a percentage increase in the quantity demanded for product A results in a percentage decrease in the quantity demanded for product B

Costs

Variable Costs=those costs, primarily labor and materials, that vary with production volume. 
Fixed Costs=those costs that remain essentially at the same level, regardless of any changes in the volume of production. 
Total Cost=the sum of variable and fixed costs
Breakeven analysis=technique used to examine the relationships among cost, price, revenue, and profit over different levels of production and sales to determine the break-even point. 
Breakeven point=the point at which the number of units sold generates just enough revenue to equal the total costs; at this point, profits are zero. (fixed costs/contribution per unit) OR (fixed costs + target profit/contribution per unit)
Contribution per unit=equals the price less the variable cost per unit. Variable used to determine the break-even point in units. 

SEE PAGE 278 (for calculations)
[image: ]

Competition 

Monopoly= one firm provides the product or service in a particular industry 
Oligopolistic competition=occurs when only a few firms dominate a market 
Price war= occurs when two or more firms compete primarily by lowering their prices. 
Predatory Pricing=a firm’s practice of setting a very low price for one or more of its products with the intent to drive its competition out of business; illegal under both the Sherman Act and the Federal Trade Commission Act. 
Monopolistic Competition=occurs when there are many firms that sell closely related but not homogenous products; these products may be viewed as substitutes but are not perfect substitutes.
Pure Competition=occurs when different companies sell commodity products that consumers perceive as a substitutable; price usually is set according to the laws of supply and demand. 

Channel Members
Gray Market=employs irregular but not necessarily illegal methods; generally, it legally circumvents authorized channels of distribution to sell goods at prices lower than those intended by the manufacturer. 

Macro Influences on Pricing
· The internet
· Economic factors (eg. Cross-shopping=the pattern of buying both premium and low-priced merchandise or patronizing both expensive status-oriented retailers and price-oriented retailers. 
Pricing Strategies
· Everyday low pricing= a strategy companies use to emphasize the continuity of their retail prices at a level somewhere between the regular nonsale price and the deep-discount sale prices their competitors may offer. 
· High/Low Pricing=a pricing strategy that relies on the promotion of sales, during which prices are temporarily reduced to encourage purchases. 
· Market Penetration Strategy=a growth strategy that employs the existing marketing mix and focuses the firm’s efforts on existing customers. 
· Price Skimming=a strategy of selling a new product or service at a high price that innovators and early adopters are willing to pay in order to obtain it; after the high price market segment becomes saturated and sales begin to slow down, the firm generally lowers the price to capture (or skim) the next most price sensitive segment. 

Legal and Ethical Aspects of Pricing

 Deceptive or illegal price advertising 
Reference price=the price against which buyers compare the actual selling price of the product and that facilitates their evaluation process
Loss Leader Pricing= loss leader pricing takes the tactic of leader pricing one step further by lowering the price below the store’s cost
Bait-and-Switch=a deceptive practice of luring customers into the store with a very low advertised price on an item (the bait), only to aggressively pressure them into purchasing a higher-priced model (the switch) by disparaging the low-priced item, comparing it unfavorably with the higher-priced model, or professing an inadequate supply of the lower priced item. 
Price Discrimination=the practice of selling the same product to different resellers (wholesalers, distributors, or retailers) or to the ultimate consumer at different prices; some, but not all, forms of discrimination are illegal. 
Price Fixing=the practice of colluding with other firms to control prices. 
Horizontal price fixing=occurs when competitors that produce and sell competing products collude, or work together, to control prices, effectively taking price out of the decision process for consumers. 
Vertical Price Fixing=occurs when parties at different levels of the same marketing channel (eg. Manufacturers and retailers) collude to control the prices passed on to consumers. 

Chapter 14 (page 288-294 and page 304-309) – Supply Chain and Channel Management

Supply Chain Management= refers to a set of approaches and techniques firms employ to efficiently and effectively integrate their suppliers, manufacturers, warehouses, stores, and transportation intermediaries into a seamless value chain in which merchandise is produced and distributed in the right quantities, to the right locations, and at the right time, as well as to minimize system wide costs while satisfying the service levels their customers require. 

Wholesalers=those firms engaged in buying, taking title to, often storing, and physically handling goods in large quantities, then reselling the goods (usually in smaller quantities) to retailers or industrial or business users. 

SEE DIAGRAM ON PAGE 291 

Marketing Channel=the set of institutions that transfer the ownership of and move goods from the point of productions to the point of consumption; consists of all the institutions and marketing activities in the marketing process. 
Logistics Management=the integration of two or more activities for the purpose of planning, implementing, and controlling the efficient flow of raw materials, in-process inventory, and finished goods from the point of origin to the point of consumption. 

Supply Chains Add Value
· Supply chain management streamlines distribution
· Supply chain management affects marketing (Distribution Center=a facility for the receipt, storage, and redistribution of goods to company stores or customers; may be operated by retailers, manufacturers, or distribution specialists. 
 Factory to consumer VERSUS Factory to store to consumer

Managing the marketing channel and supply chain
Vertical channel conflict=a type of channel conflict in which members of the same marketing channel, for example, manufacturers, wholesalers, and retailers, are in disagreement or discord. 
Horizontal channel conflict=a type of channel conflict in which members at the same level of a marketing channel, for example, two competing manufacturers, are in disagreement or discord, such as when they are in a price war. 

Independent (conventional) supply chain=a loose coalition of several independently owned and operated supply chain members-a manufacturer, a wholesaler, and a retailer-all attempting to satisfy their own objectives and maximize their own profits, often at the expense of the other members. 

Vertical Marketing System=a supply chain in which the members act as a unified system; there are three types: administrated, contractual, and corporate. 
· Administered vertical marketing system=a supply chain system in which there is no common ownership and no contractual relationships, but the dominant channel member controls the channel relationship.
 Power=a situation that occurs in a marketing channel in which one member has the means or ability to have control over the actions of another member in a channel at a different level of distribution, such as if a retailer has power or control over a supplier. 
Information Power=a type of marketing channel power that occurs if the channel member exerting the power has information that the other channel member wants or needs and can therefore get them to do what they want. 
Legitimate Power=a type of marketing channel power that occurs if the channel member exerting the power has a contractual agreement with the other channel member that requires the other channel member to behave in a certain way. This type of power occurs in an administered vertical marketing system. 
Reward power=a type of marketing channel power that occurs when the channel member exerting the power offers rewards to gain power, often a monetary incentive, for getting another channel member to do what it wants it to do. 
 Coercive power= a type of marketing channel power that occurs when the channel member exerting the power threatens to punish or punishes another channel member for not undertaking certain tasks it wants it to do. 
Referent Power=a type of marketing channel power that occurs if one channel member wants to be associated with another channel member. The channel member with whom the others wish to be associated has the power and can get them to do what they want. 
Expertise Power=a type of marketing channel power that occurs if the channel member exerting the power has expertise that the other channel member wants or needs and can therefore get them to do what they want. 

· Contractual Vertical Marketing System=a system in which independent firms at different levels of the supply chain join together through contracts to obtain economies of scale and coordination and to reduce conflict. 
 Franchising=a contractual agreement between a franchisor and a franchisee that allows the franchisee to operate a business using a name and a format developed and supported by the franchisor. 

· Corporate Vertical Marketing System=a system in which the parent company has complete control and can dictate the priorities and objectives of the supply chain; it may own facilities such as manufacturing plants, warehouse facilities, retail outlets, and design studios. 

Managing Marketing Channels and Supply Chains through Strategic Relationships
 Strategic relationship (aka partnering relationship)=a supply chain relationship that the members are committed to maintaining long term, investing in opportunities that are mutually beneficial; requires mutual trust, open communication, common goals, and credible commitments. 

Chapter 15 (page 311-316 and page 324-333) – Retailing and Multichannel Marketing 

Retailing= the set of business activities that add value to products and services sold to consumers for their personal or family use; includes products bought at stores, through catalogs, and over the internet, as well as services like fast-foods restaurants, airlines, and hotels. 

“The largest retailers in the world dictate to their suppliers what should be made, how it should be configured, when it should be delivered, and, to some extent, what it should cost. 

Factors for Establishing a Relationship with Retailers
· Choosing retailing partners
· Identifying types of retailers
· Developing a retail strategy 
· Managing a multichannel strategy 

Multichannel strategy=selling in more than one channel (eg. Stores, internet, catalog) 

Choosing retailing partners
 Channel Structure (vertically integrated or not?)
 Customer Expectations 
 Channel member characteristics 
 Distribution intensity = the number of supply chain members to use at each level of the supply chain. 
· Intensive distribution=a strategy designed to get products into as many outlets as possible. (Eg, Pepsi, Kraft and Procter and Gamble)
· Exclusive distribution=a strategy in which only selected retailers can sell a manufacturer’s brand (eg. Estee Lauder)
· Selective distribution= lies between the intensive and exclusive distribution strategies; use a few selected customers in a territory. 

Developing a Retail Strategy Using the Ps
· Product
· Price
· Promotion
· Mobile commerce=communicating with or selling to consumers through wireless handheld deices such as cellular phones. 
· Share of wallet=the percentage of the customer’s purchases made from a particular retailer. 
· Place

Benefits of Stores for Consumers
· Browsing
· Touching and feeling products
· Personal service
· Cash and credit payment
· Entertainment and social experience
· Immediate gratification
· Risk reduction
Benefits of the Internet and multichannel retailing 
· Deeper and broader selection
· Personalization
 Personalized customer service (eg. Online chat=instant messaging or voice conversation with an online sales representative) 
Personalized Offering 
· Gain insights into consumer shopping behavior (cookie=computer program, installed on hard drives, that provides identifying information) 
· Increase customer loyalty and satisfaction
 Cannibalization=customers who formerly made purchases through one retail channel switch to a different retail channel without increasing the overall sales to the retailer. 
· Expand Market Presence

Effective Multichannel Retailing
· Integrated CRM (centralized customer data warehouses) 
· Brand image (be consistent)
· Pricing (price sometimes differs between in-store and online)
· Supply chain 

Chapter 16 (page 335-350) – Integrated Marketing Communications

Integrated marketing communications = represents the promotion dimension of the four P’s; encompasses a variety of communication disciplines – general advertising, personal selling, sales promotion, public relations, direct marketing, and electronic media – in combination to provide clarity, consistency, and maximum communicative impact. 

“IMC programs regard each of the firm’s marketing communications elements as part of a whole, each of which offers a different means to connect with the target audience”. 

The communication Process
· The sender = the firm from which an IMC message originates; the sender must be clearly identified to the intended audience. 
· The transmitter = an agent or intermediary with which the sender works to develop the marketing communications; for example, a firm’s creative department or an advertising agency. 
· Encoding=the process of converting the sender’s ideas into a message, which could be verbal, visual, or both. 
· Communication channel=the medium- print, broadcast, the internet- that carries the message. 
· The receiver=the person who reads, hears, or sees and processes the information contained in the message or advertisement
“Each receiver may interpret the sender’s message differently, and senders often adjust their message according to the medium used and the receiver’s level of knowledge about the product or service.” 
· Decoding= the process by which the receiver interprets the sender’s message. 
· Noise=any interference that stems from competing messages, a lack of clarity in the message, or a flaw in the medium; a problem for all communication channels. 
· The Feedback loop=allows the receiver to communicate with the sender and thereby informs the sender whether the message was received and decoded properly. 

How Consumers Perceive Communication
· Receivers decode messages differently
· Senders adjust messages according to the medium and receivers’ traits 

The Aida Model = a common model of the series of mental stages through which consumers move as a result of marketing communications: Awareness leads to Interests, which lead to Desire, which leads to Action. 
· Awareness. Brand Awareness= measures how many consumers in a market are familiar with the brand and what it stands for; created through repeated exposures of the various brand elements (brand name, logo, symbol, character, packaging, or slogan) in the firm’s communication to consumers. Aided recall = occurs when consumers recognize a name that has been presented to them. Top-of-mind awareness = a prominent place in people’s memories that triggers a response without them having to put any though into it. 
· The lagged effect = a delayed response to a marketing communication campaign

SEE CHART on page 341 and see CLARIFICATION 

Elements of an integrated marketing communication strategy
· Advertising=a paid form of communication from an identifiable source, delivered through a communication channel, and designed to persuade the receiver to take some action, now or in the future. 
· Public Relations= the organizational function that manages the firm’s communications to achieve a variety of objectives, including building and maintaining a positive image, handling or heading off unfavorable stories or events, and maintaining positive relationships with the media. 
· Sales promotion = special incentives or excitement-building programs that encourage the purchase of a product of service, such as coupons, rebates, contests, free samples, and point-of-purchase displays. 
“Many sales promotions, like free sample or point-of-purchase displays, build short term sales, though others, like contests and sweepstakes, build customer loyalty”. 
· Personal selling= the two-war flow of communication between a buyer and a seller that is designed to influence the buyer’s purchase decision. 
· Direct Marketing= sales and promotional techniques that deliver promotional materials individually to potential customers. 
 Mobile marketing=marketing through wireless handheld devices
· Online Marketing
Websites
Blogs=a web page that contains periodic posts; corporate blogs are a new form of marketing communications
Social Media=media content used for social interactions such as YouTube, Facebook, and Twitter
“Social media engage customers in a proactive dialogue with other customers.” 

Chapter 17 – Advertising, Public Relations and Sales Promotions

“Advertising is not free; advertising must be carries by some medium – the source of the advertising message must be known or knowable. Advertising represents a persuasive form of communication.” 

Advertising = a paid form of communication from an identifiable source, delivered through a communication channel, and designed to persuade the receiver to tale some action, now or in the future. 

Steps in Planning and Executing an Ad Campaign
1. Identify target audience
2. Set advertising objectives
3. Determine the advertising budget
4. Convey the message
5. Evaluate and select media
6. Create advertisements
7. Assess impact

Step 2:
Advertising Plan = a section of the firm’s overall marketing plan that explicitly outlines the objectives of the advertising campaign, how the campaign might accomplish those objectives, and how the firm can determine whether the campaign was successful. (step 2). 
Pull Strategy = designed to get consumers to pull the product into the supply chain by demanding it. 
Push Strategies = designed to increase demand by motivating sellers – wholesalers, distributors, or salespeople – to highlight the product, rather than the products of competitors, and thereby push the product onto consumers. 
Informative advertising = communication used to create and build brand awareness, with the ultimate goal of moving the consumer through the buying cycle to a purchase. 
Persuasive advertising = communication used to motivate consumers to take action. 
Reminder advertising = communication used to remind consumers of a product or to prompt repurchases, especially for products that have gained market acceptance and are in the maturity stage of their life cycle. 

Focus of Advertisements
· Product-focused advertisements= used to inform, persuade, or remind consumers about a specific product or service. 
· Institutional advertisements = a type of advertisement that informs, persuades, or reminds consumers about issues related to places, politics, or an industry (eg. Got Milk)
· Public Service Advertising PSA = advertising that focuses on public welfare and generally is sponsored by nonprofit institutions, civic groups, religious organizations, trade associations, or political groups, a form of social marketing
· Social Marketing = the application of marketing principles to a social issue to bring about attitudinal and behavioral change among the general public or a specific population segment. 

Step 4: Convey the Message

· The message (unique selling proposition= a strategy of differentiating a product by communicating its unique attributes; often becomes the common theme or slogan in the entire advertising campaign. 
· The appeal 
· Information appeal = used in a promotion to help consumers make purchase decisions by offering factual information and strong arguments built around relevant issues that encourage them to evaluate the brand favorably on the basis of the key benefits it provides. 
· Emotional appeal = aims to satisfy consumers’ emotional desires rather than their utilitarian needs. (eg. Bowflex, Jenny Craig)

Step 5 – Evaluate and Select Media
Media Planning = the process of evaluating and selecting the media mix that will deliver a clear and consistent, compelling message to the intended audience. 
Media Mix = the combination of the media used and the frequency of advertising in each medium. 
Media Buy = the actual purchase of airtime or print pages. 
Mass Media = channels that are ideal for reaching large numbers of anonymous audience members; include national newspapers, magazines, radio, and television. 
Niche Media = channels that are focused and generally used to reach narrow segments, often with unique demographic characteristics or interest. 

SEE CHART on PAGE 365!!  Choosing the right medium 
Determining the Advertising Schedule 
· Advertising Schedule = the specification of the timing and duration of advertising 
· Continuous schedule = runs steadily throughout the year and therefore is suited to products and services that are consumed continually at relatively steady rates and that require a steady level of persuasive or reminder advertising. 
· Pulsing = combines the continuous and fighting schedules by maintaining a base level of advertising but increasing advertising intensity during certain periods. 

Step 6 – Create Advertisements 
Headline = in an advertisement, large type designed to draw attention. 
Body Copy = the main text portion of an ad. 
Background = in an advertisement, the backdrop, which is usually a single color
Foreground =  in an advertisement, everything that appears on top of the background. 
Branding = in an advertisement, the portion that identifies the sponsor of the ad. 

Step 7 – Assess the impact using marketing metrics 
Pretesting = assessments performed before an ad campaign; is implemented to ensure that the various elements are working in an integrated fashion and doing what they are intended to do. 
Tracking = includes monitoring key indicators, such as daily or weekly sales volume, while the advertisement is running to shed light on any problems with the message or the medium. 
Post-testing= the evaluation of an IMC campaign’s impact after it has been implemented. 
Lift = additional sales caused by advertising. 
“Measuring the sales impact of advertising can be especially challenging because of factors such as competitors’ advertising, economic conditions, sociocultural changes, and even the weather”. 

Regulatory and ethical issues in advertising 
Puffery = the legal exaggeration of praise, stopping just short of deception, lavished on a product. 

Public Relations = the organizational function that manages the firm’s communications to achieve a variety of objectives, including building and maintaining a positive image, handling or heading off unfavorable stories or events, and maintaining positive relationship with the media. 

· Cause-related marketing = commercial activity in which businesses and charities form a partnership to market an image, a product, or a service for their mutual benefit; a type of promotional campaign. 
· Event Sponsorship = popular PR tool; occurs when corporations support various activities (financially or otherwise), usually in the cultural or sports and entertainment sectors. 

Sales Promotion = special incentives or excitement-building programs that encourage the purchase of a product or service, such as coupons, rebates, contests, free samples, and point-of-purchase displays. 
** SEE CHART ON PAGE 371 for kinds of sales promotion!!! 

Coupons = provides stated discount to consumers on the final selling price of a specific item; the retailer handles the discount.
Deal = a type of short-term price reduction that can take several forms, such as a “featured price” a price lower than the regular price; a “buy on, get one free” offer; or a certain percentage “more free” offer contained in larger packaging; can involve a special financing arrangement, such as reduced percentage interest rates or extended repayment terms. 
Premium=an item offered for free or at a bargain price to reward some type of behavior, such as buying, sampling, or testing. 
Contest= a brand-sponsored competition that requires some form of skill or effort. 
Sweepstakes=a form of sales promotion that offers prizes based on a chance drawing of entrants’ names. 
Sampling = offers potential customers the opportunity to try a product or service before they make a buying decision. 
Loyalty Programs = specifically designed to retain customers by offering premiums or other incentives to customers who make multiple purchases over time. 
Point of Purchase displays = a merchandise display located at the point of purchase, such as at the checkout counted in a grocery store (POP)
Rebates = a consumer discount in which a portion of the purchase price is returned to the buyer in cash; the manufacturer, not the retailer, issues the refund. 
Product Placement = inclusion of a product in nontraditional situations, such as in a scene in a movie or television program. 

Cross-promoting = efforts of two or more firms joining together to reach a specific target market. 

Chapter 18 (page 377-387) – Personal Selling and Sales Management 

The Scope and Nature of Personal Selling 
Personal Selling = the two-way flow of communication between a buyer and a seller that is designed to influence the buyer’s purchase decision. 
· Personal Selling as a career 
· The Value Added by Personal Selling 
· Salespeople provide information and advice
· Salespeople save time and simplify buying 
· Salespeople Build Relationship 
Relationship selling = a sales philosophy and process that emphasizes a commitment to maintaining the relationship over the long term and investing in opportunities that are mutually beneficial to all parties. 

The Personal Selling Process 

1) Generate and Qualify Leads 
Leads = list of potential customers
Qualify Leads = the process of assessing the potential of sales leads 
Trade Shows = major events attended by buyers who choose to be exposed to products and services offered by potential suppliers in an industry. 
Cold Calls= a method of prospecting in which salespeople telephone or go to see potential customers without appointments. 
Telemarketers = a method of prospecting in which salespeople telephone potential customers. 
2) Preapproach and the Use of CRM Systems 
Preapproach = in the personal selling process, occurs prior to meeting the customer for the first time and extends the qualification of leads procedure; in this step, the salesperson conducts additional research and develops plan for meeting with the customer. 
Role Playing = a good technique for practicing the sales presentation prior to meeting with a customer; the salesperson acts out a simulated buying situation while a colleague or manager acts as the buyer. 
SEE DIAGRAM on PAGE 385 
3) Sales Presentation and Overcoming Reservations 
· The presentation 
· Handling Reservations 
“Reservations usually relate in some way to value such as the price is too high or service is poor” 
4) Closing the Sale = obtaining a commitment from the customer to make a purchase. 
5) Follow- Up (Reliability, responsiveness, assurance, empathy, tangibles) 

Chapter 7 (page 149-155) – Global Marketing 

Choosing a global marketing strategy 

Target Market: Segmentation, Targeting, and Positioning 
“Global segmentation, targeting, and positioning (STP) are more complicated than domestic STP” 

The Global Marketing Mix

 Global Product or service strategies 
There are three potential global product strategies:
· Sell the same product or service in both the home country market and the host country 
· Sell a product or service similar to that sold in the home country but include minor adaptations
· Sell totally new products or services 
“Cultural differences such as food preferences, language, and religion play a role in global product strategy planning” 

 Global Pricing Strategies 
 Global distribution strategies 
 Global Communication Strategies 
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