
Chapter 8
Steps in market segmentation, targeting and positioning Figure 8-1
1. Market Segmentation
4 Major Segmentation Bases Table 8.1 (sets of variables for Consumer markets) 
	1. Geographic: Divides the market into different geographical units
	2. Demographic: Divides the market into groups based on variables:
		-Age/Gender/Family Size/Generation/Income/Race/Religion/Gender…
	3. Psychographic: Divides buyers into groups based on:
		-Social Class/Lifestyle/Personality Traits
4. Behavioural: Divides buyers into groups based on consumer knowledge, attitudes, uses, or responses to a specific product
International Market Segmentation:
	Key Factors:	-Geographic Location
				-Economic Factors
				-Political-Legal Factors
				-Cultural Factors
5 Requirements for Effective Segmentation P. 256
1. Measurable: The size, purchasing power, and profiles of segments can be measured
2. Accessible: The market segments can be effectively reached and served
3. Substantial: Seems large or profitable enough to serve
4. Differentiable: Segments are conceptually distinguishable and respond differently to different marketing mix elements and programs
5. Actionable: Effective programs can be designed for attracting and serving the segments

2. Market Targeting: Choosing market to enter
4 Target Market Strategies (broad to narrow) Figure 8.2
	1. Undifferentiated: Target the whole market with 1 offer
2. Differentiated: Target several different market segments and designs separate (differentiated) offering for each
		Goal: Achieve higher sales and stronger position
		More expensive than undifferentiated
3. Concentrated (niche): Target a large share of a more specialized or limited segment
4. Micromarketing: Target local customer groups or specific individuals and offer products and marketing programs to suit their tastes
-Local Marketing: Tailoring brands and promotion to the needs of local customers
-Individual Marketing: Tailoring prods to the needs and preferences of individual customers

3. Differentiation: Designing the offering to create superior customer value

4. Positioning: 
Product position: 	-The way the product is defined by consumers
				-Place the product occupies in consumers’ minds
Competitive Advantage: Advantage over competitors through greater customer value by:	-Lower prices
		-More benefits (that justify higher prices)

Positioning: Value Proposition & Application Figure 8.4
Value Proposition: Full mix of benefits upon which a brand is positioned

	Price

	

Benefit
	
	More
	The Same
	Less

	
	More
	More for More
	More for the Same
	More for less

	
	The Same
	          -----
	      ---------         
	The Same for Less

	
	Less
	          -----       
	      --------          
	Less for much less





Chapter 9
3 Levels of Product Figure 9.1
1. Core: Generic, basic purpose of product
2. Actual: Specific characteristics or product
3. Augmented: Optional available features

Consumer Products: For personal consumption
4 Basic Types of Consumer Products Figure 9.1
1. Convenience Products: Usually bought frequently, immediately, and with a minimum comparison and buying effort 
	-Fast food
2. Shopping Products: Customer compares carefully on suitability, quality, price, and style 
	-Furniture, cars
3. Specialty Products: Have unique characteristics or brand identification for which a significant group of buyers is willing to make a special purchase effort
	-Medical services, designer clothes
4. Unsought Products: Consumer does not know about or knows about but does not normally think of buying
	-Life insurance, funeral services
 

4 Characteristics of Services Figure 9.3
1. Intangibility: Services cannot be seen, tasted, felt, heard, or smelled before purchase
2. Variability: Quality of services depends on who provides them and when, where, and how
3. Inseparability: Services cannot be separated from their providers
4. Perishability: Services cannot be stored for later sale or use

Product and Service Decisions:
1. Product and service attributes
2. Branding
Brand: Name, term, or design that identifies the maker or seller of a product or service
Brand Equity: Impact that the brand name has on customer perception and response to the product and its Marketing
3. Packaging: Designing and producing the container or wrapper
4. Labeling: Means or identifying the product or brand, describe attributes, and provide promotion
5. Product support services

Product Line: Group of prods that are closely related because they function in a similar manner, are sold to the same customer groups, are marketing through the same types of outlets, or fall within given price ranges

Product Mix (NOT MARKETING MIX): All prods that a particular seller offers
	-Width: Number of diff prod lines
	-Length: Number of items in product lines
	-Depth: Number of versions offered of each item in a line
	-Consistency: How closely related various product lines are


Major Branding Decisions Figure 9.5
1. Brand Positioning: Strategic decisions: Attributes/Benefits/Beliefs and Values

2. Brand Name Selection: Desirable Qualities
	1.Suggest benefits and Qualities
	2. Easy to pronounce, recognize, and remember
	3. Distinctive
	4. Extendable
	5. Translatable for the global economy
	6. Capable of registration and legal protection

3. Brand Sponsorship:
4 Brand Sponsorship Options P. 305
	1. National Brands: Created by manufacturer
	2. Store Brands: Created and owned by a reseller of a product or service
	3. Licensing: Uses previously created names or symbols for a fee
4. Co-branding: Uses the established brand names of 2 different companies on the same product

4. Brand Development:
4 Brand Development Strategies Figure 9.6
1. Line Extension: Involves extending an existing brand name to new forms, colours, sizes, ingredients, or flavours of an existing product category
2. Brand Extension: Extending an existing brand name to new product categories
3. Multibrands: Additional brands introduced in the same product category
4. New Brands: Brands created when entering a new product category for which none of the current brand names are appropriate

	
	Product Category

	Brand Name
	
	Existing
	New

	
	Existing
	Line Extension
	Brand Extension

	
	New
	Multibrands
	New Brands


	



Chapter 10
8 Stages in New Product Development Figure 10.1
1. Idea Generation: Search for new product ideas
	Internal Sources: Company’s own formal research
External Sources: Sources outside the comp such as customers, competitors, distributors, suppliers, and outside design firms

2. Idea Screening: Identify good ideas and drop poor ideas

3. Concept Development and Testing
	Product Idea: Idea for a possible product 
Product Concept: Detailed version of the idea stated in meaningful consumer terms
Product Image: Way consumers perceive an actual or potential product
Concept Testing: Testing new-product with groups of target consumers

4. Marketing Strategy Development: Initial marketing strategy for introducing product to the market
	-Target market description
	-Value proposition
	-Sales and profit goals

5. Business Analysis: Review of sales, costs, and profit projections to find out whether they fit into the company’s objectives

6. Product Development: Creation and testing of one or more prototypes

7. Test Marketing: Product and marketing program are introduced into more realistic marketing settings
	Types of test markets: 	-Standard
						-Controlled
						-Simulated

8. Commercialization: Introduction of new product


Product Life Cycle: Sales & Profits Curves Figure 10.2
[image: ]

Product Life Cycle: Summary of Characteristics, Objectives, and Strategies Table 10.2
5 Product Life-Cycle Stages:
1. Product Development: Sales are 0 and investment costs mount
2. Introduction: Slow sales growth and profits
		-Low sales
		-High cost per customer
		-Negative profits
		-Innovator customers
		-Few competitors
	Objectives: 	-Create product awareness and trial
				-Offer a basic product
				-Build selective distribution
				-Build product awareness among early adopters/dealers
				-Use heavy sales promotions to entice trial
3. Growth Stage: Rapid market acceptance and increased profits
		-Rapidly rising sales
		-Average costs per customer
		-Rising profits
		-Customers are early adopters
		-Growing number of competitors
		-Promotion and manufacturing costs gain economies of scale
	Objective:		-Maximize market share
				-Offer product extensions, service, warranty
				-Price to penetrate market
				-Build intensive distribution
				-Build awareness and interest in mass market
-Reduce sales promotion to take advantage of heavy consumer damage
4. Maturity: Slowdown in sales growth and profits level off or decline
		-Slowdown in sales as they peak
		-Low costs per customer
		-High profits
		-Customers are middle majority
-Substitute products are introduced, stable competition beginning to decline
		-Increased promotion and R&D to support sales and profits
	Objectives:	-Maximize profits while defending market share
				-Diversify product brand and models
				-Price to match or beat competitors
				-Build more intensive distribution
				-Stress brand differences and benefits
				-Increase sales promotion to encourage brand switching
5. Decline: Sales fall off and profits drop
		-Declining Sales
		-Low costs per customer
		-Declining Profits
		-Customers are laggards
	Objectives:	-Reduce expenditure and milk the brand
				-Phase out weak items
				-Cut prices
				-Selective distribution
				-Reduce advertising to level needed to retain hardcore cust
				-Reduce sales promotion to minimal level





 Chapter 11

Considerations in Setting Price Figure 11.1
Considerations for setting price: 	Set price to capture perceived consumer value

Cost-based vs. Value-based Pricing Figure 11.2
Cost-Based Pricing: 
Setting price based on the costs of producing, distributing and selling the product plus a fair rate of return for its efforts and risk
Design prod--Determine Cost--Set price based on cost--Convince buyers of its value

Types of Company Costs & the Experience Curve P. 361-363
4 Types of Costs: 
-Fixed	
+		
-Variable
=Total Cost	
-Average Cost=Total Cost/# of units produced

Fixed Costs: Costs that do not vary with production or sales level
		Ex: Rent, heat, interest, executive salaries

Variable Costs: Costs that vary with the level of production
		Ex: Packaging, raw materials

Total Costs: Fixed + Variable costs for any given level of production

Average Cost: Cost associated with a given level of output


Value Based Pricing: 
Setting price based on buyer’s perceptions of value rather than on the sellers cost
Assess Customer needs—Set target price to match perceived value—Determine costs—Design prod to deliver desired value at target price
-Customer driven
-Uses buyer’s perceptions of value as the key to pricing
-Price is considered before the marketing program is set

1) Good-Value Pricing: Right combination of quality and service for a good price
		Ex: McDonald’s Dollar Menu

2) Everyday Low Prices (EDLP): Charging a constant everyday low price with few or no temporary price discounts
		Ex: Wal-Mart

3) High-Low Pricing: Charging higher prices on an everyday basis but running frequent promotions to lower prices temporarily on selected items.
		Ex: Sears, The Bay

4) Value-Added Pricing: Attach value-added features and services to differentiate offers, support higher prices and build pricing power	
		Ex: AMC theaters servicing dinner and drinks

Pricing Power: Ability to escape price competition and to justify higher prices and margins without losing market share. 

Price Elasticity of Demand Figure 11.6 P. 368-369
Price Elasticity of Demand:
Demand Curve: Curve that shows the number of units the market will buy in a given time period at different prices that may be charged.

Price Elasticity: Measure of the demand to changes in price

Price elasticity of Demand: % change in quantity demand/% change in price


New Product Pricing Strategies: Skimming vs. Penetration P. 371
New Product Pricing Strategy: 
Skimming vs. Penetration

Market Skimming: 
-High initial prices set to “skim” maximum revenues
-Buyer segments are willing to pay the high price
-Product quality and image support the price
-Costs of producing the product in small volume don’t outweigh the advantages of higher prices
-Competitors are not able to enter the market easily
Ex: Apple releasing expensive phone then re-releasing cheaper one to attract new customers

Market Penetration Pricing:
-Low initial price to attract many buyers and capture substantial market share
-Price-sensitive market
-As sales increase, production and distribution costs decrease
-Low prices must keep competition out of the market

5 Product Mix Pricing Strategies Table 11.2
Product Mix Pricing Strategies:
1. Product Line Pricing
	-Price step categories for different product line
	-Based on customer perceptions of features and value
	-Relative to competitor’s prices
		Ex: Turbo tax having multiple versions and diff prices for each

2. Optional-Product Pricing
	-Optional or accessory products sold with the main product
		Ex: Sell a car with blue-tooth or GPS

3. Captive Product Pricing 
	-Products that must be used along with the main product
	-May be two part pricing
		-Fixed fee
		-Variable usage fee

4. By-Product Pricing
	-Produced as a result of the main product
	-Little or no value or profit
	-Seek only to cover costs to cover storage & delivery
		Ex: Zoo poop being produced into power?

5. Product Bundle Pricing
	-Combines several products at a reduced price
		Ex: McDo’s trio=Burger, fries and drank

7 Price Adjustment Strategies Table 11.3
Price Adjustment Strategies
1. Discount & Allowance Pricing
Rewards for customer responses such as paying early or promoting the product
-Discounts: Straight reduction in prices on purchases during a set period of time
-Allowance: Money paid by manufacturers to retailers in return for an agreement to promote/feature the manufacturer’s product in some way.  

2. Segmented Pricing
Selling a product at 2 or more prices (not based on cost)
-Customer Segmented Pricing: Diff customers pay diff prices for the same product
		Ex: Movie theaters senior discount
-Product-Form Segment Pricing: Diff versions of the same product are priced diff
		Ex: First class vs Economy
-Location Pricing: Diff geographic areas pay diff prices
-Time Pricing: Varies by the season/month/day/hour

3. Psychological Pricing
Based on perceived customers emotional responses
-Buyers Reference Price: Referred to in their minds when looking at a product. (Based on current prices, past prices and buying situations)

4. Promotional Pricing
Temporarily priced below list price or cost to increase demand
-Loss leaders			-Low-Interest Financing		
-Cash Rebates			-Free Maintenance
-Special Event Pricing	
-Longer Warranty

5. Geographical Pricing (transport costs)
For customers in diff parts of the country or the world (unless seller uses freight-absorption pricing and absorbs freight charges as sales incentives in competitive markets.
-Uniform-delivered Pricing: Same price plus freight to all customers, regardless of location
-FOB(Free on Board) Pricing: Goods delivered to the carrier; title and responsibility passes to customer.
-Zone Pricing: Market divided into zones; customers in each zone pay one price

6. Dynamic Pricing
Prices are adjusted continually to the needs of individual customers and situations

7. International Pricing 
Prices are set based on country-specific factors
-Economic conditions		-Laws & Regulations
-Competitive decisions		-Company marketing objectives
-Infrastructures








Chapter 12

Consumer and Business Marketing Channels
Supply Chain: Firm’s raw materials, productive inputs, and factory capacity
Demand Chain: Planning starts with the needs of target customers, and the firm responds by organizing a chain of resources and activities with the goal of creating customer values
Value delivery network: Firm’s suppliers, distributors, and ultimately customers who partner with each other to ensure the performance of the entire system

Direct / Indirect Marketing Channels: Business & Consumer
(hint: rotate illustration 90 degrees!) Figure 12.2
Direct/Indirect Marketing Channels
Channel Levels: Layers of intermediaries that perform some work to bring the product and its ownership closer to the final buyer
-Wholesalers, distributors, agents, brokers, retailers

Direct Marketing Channel
No intermediary levels (Manufacturer—consumer)

Indirect Marketing Channel
1 or more intermediary levels

Channels Perform the Following Functions
-Information: Gather/distribute marketing info
-Promotion: Developing/spreading persuasive communications about an offer
-Contact: Finding and communicating with prospective buyers
-Matching: Shaping offers to buyers needs, including activities such as manufacturing, grading/assembling
-Negotiation: Reaching an agreement on price/other terms
-Physical Distribution: Transporting and storing goods
-Financing: Acquiring and using funds to cover costs of channel work
-Risk Taking: Assuming the risk of carrying out the channel work

Horizontal Conflict: Occurs among firms at the same level of the channel
Vertical Conflict: Occurs between different levels of the same channel

Conventional vs. Vertical Marketing Channel
(hint: rotate illustration 90 degrees!) Figure 12.3
Conventional Distribution System: 
	-One or more independent producers, wholesalers, retailers
-Each separate business seeking to maximize its own profits, even at expense to profits for the system as a whole
-Little to no control over other channel members
-No formal means for assigning roles and resolving conflict
Producer-> Wholesaler->Retailer->Consumer
Vertical Marketing System (VMS)
-Provides channel leadership
-Consists of producers, wholesalers and retailers
-Linked by ownership or control (financial or administrative)
-Acts as unified system
VMS: 	(Producer + Wholesaler + Retailer) 	 Consumer
3 Types of VMS
1. Corporate (One channel member owns the others)
-Integrated successive stages of production and distribution
-Single Ownership
Ex: Luxottica owns Raybans, Channel, etc… Sells products through lens crafters and sunglass hut, which it owns as well

2. Contractual (One channel member has contracts with others)
- Independent firms at different levels of production and distribution joined together through contracts to increase sales impact and economies of scale
-Contracts with other firms to achieve higher sales than they would have individually 
3 types: 	Manufacturer-sponsored-retailer franchise (Ford)
		Manufacturer-sponsored-Wholesaler franchise (Coke)
		Service firm-sponsored-retailer franchise (Burger King)

3. Administered (One channel member has significant power) 
-A few dominant channel members without common ownership
-Leadership from size/power


Multi-Channel Distribution Centre Figure 12.4
Multichannel Distribution Systems: Single firm sets up 2+ marketing channels to reach its customer segments


Number of Intermediaries: 3 Distribution Options P. 412-413
3 Types of Marketing Intermediaries
1. Exclusive Distribution
-Limited number of dealers
-Have exclusive rights to distribute products in their territories
-Luxury Brands
Ex: Bentley’s are only sold by a handful of dealers, by granting exclusive distribution; Bentley has stronger dealer selling support/more control over prices/promotions

2. Selective Distribution
-More than 1 but fewer than all of the intermediaries who are willing to carry the company’s products
-Most television, furniture and home appliances are distributed through this manner
-Gives producers good market coverage with more control and less cost than intensive distribution

3. Intensive Distribution
-As many outlets as possible carry the company’s product
-Products must be available when and where consumers want them
-Toothpast, candy, etc… are sold in millions of outlets to provide maximum brand exposure/consumer convenience
		Ex: Kraft, coca-cola

Physical Distribution: logistics of Supply chain management
Figure 12.5
Marketing Logistics=Physical Distribution
-Planning, implementing, and controlling physical flow of goods and services

Supply Chain Management: Managing upstream (in-bound) and downstream (out-bound) value-added flows of materials, final goods, and related information among suppliers, the company, resellers, and final consumers 

4 Major Logistics Functions:
1. Warehousing
2. Transportation
3. Inventory management
4. Logistics information management

Physical Distribution
Planning, implementing, and controlling the physical flow of goods/services and related information from points of origin to points of consumption to meet consumer requirements at a profit (getting the right product to the right customer in the right place at the right time) 

Marketing Logistics Involves…
-Outbound distribution (Moving product from factory to resellers to customers)
-Inbound distribution (Moving products/materials from supplier to factory)
-Reserve distribution (Moving broken, unwanted or excess products returned by consumer or reseller)

Marketing Logistics Task
Is to coordinate the activities of: 	-Suppliers
					-Purchasing Agents
					-Marketers
					-Chanel Members
					-Customers

Why is Marketing logistics so important?
1. Companies gain a more powerful competitive advantage by using improved logistics to give customers better services + lower prices.
2. Cost saving both company and customer
3. So much more product therefore a greater need for logistic marketing



Chapter 14

Role of 5 Tools in Communications / Promotion Mix P. 47
Promotion Mix: Marketing communications mix is the specific blend of five promotion tools used to persuasively communicate customer value and build customer relationships
1. Advertising: Any paid form of non-personal media exposure to present and promote ideas, goods, and services by an identified sponsor
-Broadcast (TV)
-Print
-Internet
-Outdoor (Billboards)

2. Public Relations: Unpaid media/public exposure to build good relations with the company’s publics by obtaining favourable publicity, building up a good corporate image and handling or heading off unfavourable rumours, stories and events by means of:
-Press releases
	-Sponsorship
	-Special events
	-Webpages

3. Sales Promotion: Short-term incentives to encourage the purchase or sale of a product or service
	-Discounts
	-Coupons
	-Displays
	-Demonstrations

4. Personal Selling: Personal presentations by the firm’s sales force for the purpose of making sales and building customer relationships
	-Sales presentations
	-Trade shows
	-Incentive programs

5. Direct Marketing: Direct connections with targeted individuals to obtain an immediate response and cultivate customer relationships-through the use of:
	-Direct mail (flyers, catalogues)
	-Telephone (telemarketing)
	-Television (Direct response selling channels)
	-Internet (Banners, sponsorships)
	-Kiosks (Promotion stands)




IMC: Integrated Marketing Communications P. 471 Figure 14.1
Integrated Marketing Communications (IMC): Effective integration by the company of its 5 communication (PROMOTION MIX) mix channels to deliver a clear, consistent, and compelling message

9 Elements in the Communication Process Figure 14.2
Sender: Party sending the message to another party
Encoding: Process of putting thought into symbolic form
Message: Encoded set of symbols the sender transmits
Media: Communication channels through which the receiver receives the message
Decoding: Process by which the receiver assigns meaning to the message
Receiver: Party receiving message
Response: Reaction of the receiver after being exposed to the message
Feedback: Part of the receivers response communicated back to the sender
Noise: Unplanned static or distortion during which the communication process, which results in the receiver being exposed to a different message than the one the sender initially sent

6 Steps in Sequence for Developing Communication Programs P. 478-483
1. Identify the target market (Who, Where)
 
2. Determine the Communication Objectives
-Why does the target market need this info?
-What do they need to know?
6 Buyer Readiness Stages (re: Objectives) Figure 14.3 
Awareness->Knowledge-> Liking-> Preference-> Conviction->Purchase

3. Designing the Message
-How to say it
-AIDA (get Attention, hold Interest, arouse Desire, obtain Action)
Message Content: Appeal or theme to produce the design
	-Rational (Self-Interest)
	-Emotional (Stir up positive/negative emotions)
	-Moral (addresses one’s sense of proper)
Message Structure
-Strongest argument first or last
-Present a one/two sided argument
-Draw a conclusion or leave it to the audience
Message Format
-Graphic and other expressive details of the ad

4. Choosing Media
Where will the message be communicated, which communication vehicle should carry it?

Personal Communication Channels:
-Allows for personal addressing/feedback
-Difficult for company to control as independent experts and word of mouth influences overtake the company message
-Face-to-Face	-Email		-Internet
-Telephone		-Mail
Word of Mouth: Personal communication between friends, family, etc… 
Opinion Leaders: People who have exert social influence on others
Buzz Marketing: Cultivating opinion leaders and having them spread info about product/service
Non Personal Communication Channels
Media that carries messages that affect the buyer directly, without personal contact/feedback:
	Major Media: Print, Online, broadcast
Atmosphere: Designed environments to reinforce the buyer’s urge to buy a product
	Events: Stages occurrences to communicate news to target audiences 

5. Selecting the Message Source
Message’s impact and credibility is affected by how the audience views the communicator
	-Celebrities
	-Professionals

6. Collecting Feedback
Evaluating the effect of the promotion message on the target audience by measuring results
-How many people bought the product
-How many people talked about it with others
-How many people visited the store

4 Methods for Budget-Setting P. 485-48
4 Promotion Budget Methods
1. Affordable Budget Method
-Sets the budget at an affordable level
-Ignores the effects of promotions on sales

2. Percentage of Sales Method
-Sets the budget at a certain percent of current or forecasted sales
-Is easy to use and helps management think about the relationship between promotion, selling price and profit per unit
-Wrongly views sales as the cause rather than the result of promotion

3. Competitive-Parity Method
-Sets the budget to match competitor outlays
-Pro: Represents collective wisdom of the industry and prevents promotion wars
-Con: Companies differ greatly and each has its own special promotion needs. There is no practical evidence suggesting it successfully prevents promotion (…)

4. Objective-and-Task Method
-Sets the budget based on what the firm wants to accomplish and requires:
	-Defining specific objectives
	-Determining tasks to achieve the objectives
	-Estimating costs of performing tasks

Push vs. Pull strategy Figure 14.4
Push vs Pull Strategy
Push: Using sales force and trade promotions to “push” product sales through the channels. The producer promotes the product to channel members who in turn promote it to final consumers.

Pull: Using advertising and promotion directly to the final consumers at considerable expenses, to create consumer market demand to “pull” product sales through the channel to the producer


CHAPTER 15
5 Major Advertising Decisions Figure 15.1
Advertising: Any paid form of non-personal presentation and promotion 
1. Objective Setting
-Communication objectives
-Sales Objective
Specific communication task to be accomplished
During specific period of time
4 Types:
-Informative Advertising
-Comparative Advertising
-Persuasive Advertising
-Reminder Advertising

2. Budget Decisions
-$ and resources allocated to an advertising program
Factors to consider:	
	-Product life-cycle stage:
		-New products require larger budgets
		-Mature brands require lower budgets
	-Market share
		-Building or taking market share
		-Markets with strong competition or high advertising clutter
		-Undifferentiated brands

3. Message Decision
-Message Strategy
	-General message to be communicated (Identifies consumer benefits)
-Creative Concept
-Idea that will bring the message strategy to life and guide specific appeals in an advertising campaign
	-Appeals should be:	-Meaningful	
					-Believable 
					-Distinctive
-Message Execution
-Converting the idea into an actual ad that will capture the target markets’ attention and interest
-Use the optimal approach, style, tone, words, and format to communicate the message

4. Media Decision
-Research, frequency, impact
-Major media types
-Specific media vehicles
-Media timing

5. Advertising Evaluation
-Communication Impact
-Sale & Profit Impact
-Return on advertising

[bookmark: _GoBack]
3 Possible Advertising Objectives Table 15.1
1. Informative Advertising
Used when introducing a new product category
Objective: Build Primary demand

2. Persuasive Advertising
Important with increased competition 
Objective: Build selective demand based of preferences

3. Reminder Advertising
Important with mature products
Objective: Help maintain sales, customer relationships and product awareness


9 Ad Message Execution styles P. 507-508
1. Slice of Life: One or more typical people using product in normal setting)
2. Lifestyle: How a product fits in with a particular lifestyle
3. Fantasy: Creates a fantasy around the product of its use
4. Mood or Image: Builds a mood or image around the product
5. Musical: Shows people/cartoons singing about the product)
6. Personality Symbol: Creates a character that represents the product (M. Clean)
7. Technical Expertise: Style shows companies expertise in making the product
8. Scientific Evidence: Highly believable/likeable source endorsing the product
9. Testimonials or endorsement

7 Advertising Media Types: Advantages / Limitations Table 15.2
	Type
	Advantage
	Disadvantage

	TV
	-Good mass marketing
-Appeals all senses
-Low cost per exposure
	-High-absolute cost
-Less audience selectivity

	Newspaper
	-Flexibility
-High believability
-Good local marketing
	-Small pass-along audience
-Poor reproduction quality -Short-life

	Internet
	High selectivity
-Low cost
-Immediacy
-Interactive capabilities
	-Potentially Low Impact
-Audience controls exposure

	Direct Mail
	-High Selectivity
-Allows for personalization
	-High cost per exposure
-Junk mail image

	Magazines
	-High geographic/demographic selectivity
-Good pass along relationship
	-Long as purchase lead time
-Fragmented audiences

	Radio
	-Good local acceptance
-High geographic/demographic selectivity
-Low Cost
	-Audio only
-Low attention
-Fragmented audiences


	Outdoor
	-High repeat exposure
-Low cost
-Low message competition
	-Little audience selectivity
-Creative limitation





Public Relations Functions & Tools P. 519-522
Department Functions/Principle Activities 
-Press relations/press agency
Involves the creation and placing of newsworthy media information to attract attention to a person, product or service
-Product Publicity
	Involves publicizing specific products
-Public Affairs
	Involves building and maintaining national or local community relations
-Lobbying
Involves maintaining relations with legislators and government officials to influence legislation and regulations
-Investor Relations
Involves maintaining relationships with shareholders and others in the financial community
-Development
Involves public relations with donors or members of not-for-profit organizations to gain financial/volunteer support

Public Relations Tools
-News
-Speeches
-Special events
-Social Networking
-Internet


Chapter 16
6 Major Steps in Sales Force Management Figure 16.1
1. Designing sales force strategy and structure
2. Recruiting and selecting salespeople
3. Training salespeople
4. Compensating salespeople
5. Supervising salespeople
6. Evaluating salespeople



7 Major Steps in Personal Selling Figure 16.3
The goal of personal selling process is to find new customers and obtain orders from them
1. Prospecting and qualifying
-Prospecting: Identifying qualified potential customers through referrals from customers, suppliers, dealers and the Internet
-Qualifying: Identifying good customers and screening out poor ones by looking at financial ability, volume of business, needs, location and growth potential

2. Pre-approach
Learning as much as possible about a prospect’s needs, involvement, characteristics and buying style through secondary sources and primary research

3. Approach
Salesperson meets and greets the buyer, initiating the relationship in a positive manner
Key factors of salesperson: Appearance, opening lines, follow-up remarks

4. Presentation and demonstration
Telling the “product story” to the buyer, presenting customer benefits and showing how the product solves the customer’s problems

5. Handling objections
-Use a positive approach
-Seek out hidden objections
-Clarify objections
-Take objections as opportunities to provide more information
-Turn objections into reasons for buying

6. Closing
Recognize signals from the buyer to close the sale by obtaining commitment or signing contract

7. Follow-up
Follow up after sale to ensure customer satisfaction and repeat business



Major Sales Promotion Tools for Consumer, Trade and Business Markets P. 551-556
SALES PROMOTION: Short-term incentives to encourage purchases or sales of a product or service
Consumer promotions: 
-Urge short-term customer buying
-Enhance long-term customer relationships
12 Major Consumer Sales Promotion Tools
1. Samples: Trial amount of a product
2. Coupons: Certificates providing a saving to buyers when they purchase specified products
3. Cash Refunds: Similar to coupons except that the price reduction occurs after the purchase
4. Price Packs: Savings of the regular price 
5. Premiums: Goods offered either for free or at low price
6. Advertising Specialties: Gifts imprinted with the advertiser’s name, logo, or message that are given to consumers
7. Patronage Rewards: Earned through loyal buying behavior over a specific period of time
8. Point-of-Purchase Promotions: Displays and demonstrations that take place at the point of sales
9. Demonstrations/Event Marketing/Sponsorships: Public brand promotion activities in which a company engages either alone or in the company of others
10. Contests
11. Sweepstakes
12. Games: Give customers the chance to win something


Trade Promotions: 
-Carry new items or more inventory
-Buy in advance
-Advertise company products
-Secure more shelf space
5 Major Trade Promotion Tools
1. Straight Discount: Discount off list price for a stated period of time
2. Allowance: % off per case in return for retailer’s agreement to feature product
3. Free Goods: For featuring or buying a certain amount
4. Push Money: Rewards for promoting product
5. Free Specialty Advertising Items: Such as pens, calendars




Business Promotion:
Used to generate business leads, stimulate purchases, reward customers, and motivate salespeople
Major Business Promotion Tools
1. Conventions and Trade Shows: Effective to reach many customers not reach with regular sales force
2. Sales Contests: Effective in motivating salespeople or dealers to increase performance over a given period


Sales force promotions:
-More sales force support for new or current products
-Salespeople to sign up new accounts




Chapter 17
Direct Marketing: 
-Marketing Channel without intermediaries
-Element of the promotion mix
-Fastest-growing form of marketing
Benefits:
	Buyer Benefits: -Convenient
				-Interactive and immediate
				-Ready access to many products
				-Access to comparative info about companies, products
	Seller Benefits:	-Low cost, efficient, fast alternative reach markets
				-Flexible tool to build customer relationships
	-Access to buyers sometimes not reachable through other channels

8 Forms of Direct Marketing Figure 17.1
1. Direct-mail Marketing: An offer, announcement, reminder, or other item to a person at a particular address
-Personalized
-Easy-to-measure results
-Costs more than mass media
-Form: voice mail, text messaging, e-mail or snail mail

2. Catalogue Direct Marketing: Printed and web-based catalogues
Benefits of Web-Based:	-Lower cost than printed catalogues
					-Unlimited amount of merchandise
					-Real-time merchandising
					-Interactive content
					-Promotional Features
Challenges of Web-Based:	-Require Marketing
						-Difficulties in attracting new customers

3. Telephone Direct Marketing: Use of telephone to sell directly to consumers and business customers
Outbound: Sells directly to consumers and businesses
Inbound: Uses toll-free numbers to receive orders from television and print ads, direct mail, and catalogues

4. Direct-Response Television Marketing: 
-60 to 120 second advertisements describing products with a toll-free number or Web site for purchasing
	-30-minute infomercials carried on Home Shopping Channels
Benefits: 	-Less expensive than other forms of promotion	
		-Easy tracking of results

5. Kiosk Marketing: Information on machines in public areas such as in stores, airports, and other locations	

6. Digital Direct Marketing Technologies
-Mobile Phone Marketing: Ring-tone giveaways, mobile games, ad-supported content, contests and sweepstakes
-Podcasts: Online delivery of multimedia files for playback on mobile devices/personal computers
-Vodcasts (Video Podcasts): Online delivery of video clips on demand via Atom or RSS enclosures
-Interactive TV: Viewers with television programming and advertising using remote controls

7. Online Marketing: Company’s efforts to market products and services and build customer relationships over the Internet
Online companies: So-called “dot-coms”, which operate only online without any brick-and-mortar market presence

4 On-line Marketing Domains Figure 17.2
	
	Targeted to Consumers
	Targeted to Businesses

	Initiated by Business
	B2C
	B2B

	Initiated by Consumer
	C2C
	C2B



Corporate (Brand) Website: Designed to build customer goodwill and to supplement other channels, rather than to sell the company’s products
Objective:		-Provide information
			-Create Excitement
			-Build Relationships

Marketing Website: Designed to engage consumers interactively to move them closer to a direct purchase or other marketing outcome

7 C’s of Effective Web Sites
Context: Site layout and design
Content: Text, pictures, sounds and video
Community: How user-to-user communication is established
Customization: How the site tailors itself to different users or allows users to personalize the site
Communication: How the site enables site-to-user, user-to-site, or two-way communication
Connection: Degree to which the site is linked to other sites
Commerce: Capability to conduct commercial transactions

Types of Ads and Promotions: 
Online Advertising: Appears while consumers are surfing the web
Banners:
Interstitial: Appear between screen changes
Pop-Ups: Suddenly appear in a new window in front of the current window
Rich Media Ads: Incorporate animation, video, sound, interativity



Set-up Requirements for On-Line Marketing Figure 17.3



Chapter 19
Major International Marketing Decisions Figure 19.1
1. Looking at the global marketing environment

2. Deciding whether to go global
-Can the company learn to understand the preferences and buying behavior of consumers in other countries?
-Can it offer competitively attractive products?
-Will it be able to adapt to other countries’ business cultures and deal with foreign nationals?
-Do the company’s managers have the necessary international experiences?
-Has management considered the impact of regulations and the political environments of other countries?

3. Deciding which markets to enter
-Define international marketing objectives and policies
-Determine target foreign sales volume
-Decide how many countries to market to, based on:
	-Geography
	-Population
	-Income
	-Political Climate
5 Indicators of International Market Potential (re: Environment) Table 19.1
Ranking Potential Markets:	-Market Size
						-Market Growth
						-Cost of doing business
						-Competitive Advantage
						-Risk Level
	Demographic Characteristics
	-Education
-Population size and growth
-Population age composition

	Geographic Characteristics
	-Climate
-Country Size
-Population density-urban, rural
-Transportation structure and market accessibility

	Economic Factors
	-GDP size and growth
-Income distribution
-Industrial infrastructure
-Natural Resources
-Financial and Human Resources

	Sociocultural Factors
	-Consumer lifestyles, beliefs, and values
-Business norms and approach
-Cultural and social norms
-Languages

	Political and Legal Factors
	-National priorities
-Political stability
-Government attitudes toward global trade
-Government bureaucracy
-Monetary and trade regulations





4. Deciding how to enter the market
3 Major Entry Strategies for International Markets Figure 19.2
Three Entry Modes:
1. Exporting: Company produces its goods in the home country and sells them in a foreign market
	Indirect Exporting:	Less involvement, less risk
					Independent international marketing intermediaries
	Direct Exporting:	Firm handles its own exports
					Greater involvement/risk/potential return
2. Joint Venturing: Firm joins with foreign companies as partners to produce or market products/services abroad
	Licensing: Firm enters into an agreement with a licensee in a foreign market
Contract Manufacturing: Firm contracts with manufacturers in foreign market to produce its product or provide its service
Management Contracting: Domestic firm supplies management skill and expertise to a foreign company that supplies capital. The domestic firm is exporting management services rather than products
Joint Ownership: Domestic firm joins forces with foreign investors to create a local business in which they share joint ownership and control.
3. Direct Investment: Firm develops foreign-based assembly or manufacturing facilities
Advantages:	-More Control
			-Lower Costs
			-Labour
			-Raw Materials
			-Government Incentives

5. Deciding on the global marketing program
2 Global Marketing Options:
1. Standardized Global Marketing: Uses basically the same marketing strategy and marketing mix (4ps) in all of the company’s international markets.
	-Less Costly
2. Adapted Global Marketing: Adjusted marketing strategy and marketing mix (4ps) for each international target market. 
	-More Costly
	-Larger market share

Marketing Mix Options: 
5 International Product / Promotion Strategies Figure 19.3
Product: 	-Straight Product Extension: Marketing a product without any change
-Product Adaptation: Adapting the product to meet local conditions or wants in foreign markets
-Product Invention: Creating something new for a specific foreign market
Promotion:	-Communication Adaptation: Global communication strategy which fully adapts promotion/advertising messages to local foreign markets
-Dual Adaptation: Global strategy which adapts the product and the promotion/advertising messages to foreign markets
	
	Don’t Change
Product
	Adapt 
Product
	Develop New
Product

	Don’t Change 
Communications
	Straight Extension
	Product Adaptation
	Product Invention

	Adapt
Communications
	Communication Adaptation
	Dual Adaptation
	



Price:	-Uniform Pricing: Charging the same price in all markets
Does not consider income or wealth; price may be too high in some or not high enough in other markets
		-Market-Based Pricing: Charging the price the market can bear
			Does not consider actual costs
-Standard Markup Pricing: Charging a price based on a percentage of cost
			Can cause problems in countries with high costs
Distribution Channels:


6. Deciding on the global marketing organization
3 typical Management Structures:
1. An Exporting Department (Domestic Base)
With an export sales manager and a few assistants
2. An International Division (Domestic Base)
Organized by geography, products, or operating units
3. Global Organization (Foreign Base) 


Trade restrictions:
	-Tariffs: Taxes on certain imported products
	-Quotas: Quantity limits on the volume of foreign imports
	-Exchange Controls: Exchange controls: Monetary limits 
	-Nontariff trade barriers: Procedural limits
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