B2B Final Exam Review

Chapter 12

- companies increasingly using a marketing orientation and are having a partnership with customers . Sales teams work to develop and satisfy customer needs 

- anyone can get a job in sales 

- knowledge is key for a successful sales person (product, industry, customer knowledge)

Personal Selling – 
- identify creative solutions to customer problems
- ease the customer buying process                                = CUSTOMER VALUE
- follow-up after the sale is made

B2B Selling is more time consuming, more relational b/w buyer and seller, stakes are greater in terms of “value” of sale

Boundary personnel – comprised of buyers and sellers, span boundaries of own organization and those of customer’s (Mutual needs: needs of job function, needs of organization, individual needs of buyer/seller)

B2B Selling 
· Repeated, ongoing relationships (one to one meetings b/w stakeholders of buying centre and seller)
· Solution-oriented, total system effort (organization must meet needs of customer, must understand different motivations of buying centre)
· Long time period before sale pays off (outcome of sales efforts not known for months/years, reduce customer’s feeling of risk)
· Continuous adjustments of needs (be flexible and responsive, customer needs evolve as they learn more)
· Buyer demands creativity of seller in problem solving (customization of offering is expected, approach in way where customer feels offering is unique and advantageous)

Successful relationships involve – mutual respect, trust, authenticity
· discrete exchange
· -differentiating an undifferentiated product
· multiple transactions
· collaboration/partnering

Inward, Sales driven cultures = maximizing production and/or sales is often the goal (production era, product era, sales era)

Market, Value driven culture = maximizing market choice or life quality and focus on satisfying a need (marketing era, societal/value network era)

Seller Roles

Order taker – takes orders, ensures correct and timely delivery of offering, major effort in place marketing mix (late maturity/decline)

Persuader (Sustainer) – proactive role in relationship. Informs customers about offerings and ongoing updates.  Attempts to convince customer of value of offering. (maturity)

Motivator (Problem solver) – focus on the needs of the customer organization.  Creates customer solutons through match of supplier capabilities and customer needs. Considered a resourced by the customer. (introduction/growth)

Relationship (value creator) – build and maintain partnership with customer buying center. (introduction)

Missionary sellers – for individuals who perform many merchandising tasks, customer education, problem solving.  Not sales people. Compensated by salary.

Field-marketers – individuals who are responsible for market development efforts, particularly related to translation and customer education.  They establish relationships and a market ownership position.

Post-sale customer service – reinforce purchase decision

SELLING STRUCTURES

Direct sales force – product is technically complex, control is important, situation requires specialized background (high fixed costs)

Manufacturers’ representatives – product is standardized, control is less important, customer feedback is less critical (low fixed costs)

Distributers – one-stop purchasing, no need for a high level of service or technical expertise

Straight salary – management has greater control over sales force, creates stability, appropriate when seller provide design and engineering assistance. Motivator/value creator

Straight commission – repeat efforts necessary to sustain customer purchases, rewards short term, sellers focus on those who have frequent purchases

Combination plans – frequently used form of compensation, salary portion contributes to needs to management control, commission encourages higher sales

Sales strategies

Script based selling – used when all customers needs are similar (order taker)

Needs satisfaction selling – identifying buyers needs and selling to them (persuader)

Consultative selling – bring specialized expertise for a customized solution (motivator) 

Strategic partner selling – seller-customer joint effort for developing product solutions (value creator)

Selling tips ** develop empathy, bundles, focus on 2-3 options, make it easy for customer to buy at closing, “if we were the same price as”, diagnose before you prescribe, “I’m glad you said that” when they say I can’t afford it, food and refreshments, know your inventory, always do what you said you were going to do
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Brand – name, term, sign, symbol, or design, or combination of them, which is intended to identify the goods and services of one seller or group of sellers and to differentiate them from those competitors

Trademarks – names, words, logos, sentences, images, as well as, product features or design. Cover areas outside the actual brand and the brand name. Must register with the Patent and Trademark Office.

A Brand can be a trademark, but can also exist without being a trademark.
A trademark does not include intangible elements**

Tangible attributes – product, packaging, labeling, functional benefits
Intangible attributes – quality, emotional benefits, values, culture, image

Age of identity
- brand served as positioning identifier
- branding marked ownership, trust, quality
- need to differentiate increased
- slogans and mascots adopted

Age of value
- brands viewed as valuable business assets 
- brands were built by a combination of business activities (not just communication), which created total brand perception
- more sophisticated approach to brand management tied to economic value

Age of experience
- deeper appreciation of the role of brands play in delivering satisfying and differentiated experiences to consumers
- digital and mobile technology brands (Google, Amazon) have reset customer expectations
- social media customer power has more power than ever

Age of you
- when ecosystems are fully integrated and sensors can talk to each other in new ways, supply chains will reorganize around individuals
- connecting businesses to people and people to brands will serve as enablers of both business and personal value creation

B2B brands – risk reduction, information efficiency, value added

NEW TASK is most useful buy situation. Strong brand makes it possible to differentiate the company among competitors. People tend to use heuristic information processing to make a judgment.

OEM Suppliers (Intel, Goodyear) benefit from branding as they become visible where they normally wouldn’t have a presence

Branding Checklist – Brand Identity, Brand Awareness, Competitive Positioning, The Process

Brand management – organizational framework that systematically manages the planning, development, implementation, and evaluation of the brand strategy

Brand strategy – the choice of common and distinctive brand elements a company applies across the company itself and the various products and services

**A recognized brand name with positive customer perception has advantage at all stages of decision making

· ideal state for b2b marketers is to have their product or service as the standard. This can be achieved by (first with new technology, being best with service, innovating to meet the need)

market up – build relationships with management above the influencers to reinforce the decision process

market down – build relationships with the lower level users of the product or service

market sideways – build relationships in other parts of the organization to facilitate translation of the current or future products within the customer organization

ingredient branding – when an essential ingredient or component of a product has its own brand identity. A special form of cobranding. (Intel)

advertising – used to create awareness of the company/product

public relations -  focus on the communications with individuals and groups to create mutual goodwill

trade shows – temporary exhibitions organized so that companies in a specific industry can showcase and demonstrate their latest products/services

WHY ADVERTISE?
· Created awareness
· Strengthens attitudes
· Leads to action
· Influences financial performance

Advertising Strategy 2 Elements

The Creative Plan – the content of the message (what we want to say)

The Media Plan – the channel of communication (how we will deliver what we say)

Advertising Strategy Development
· Determine advertising objectives
· Determine the creative plan
· Select media
· Measure advertising performance

4 Advertising Objectives
· Positioning objectives (brand personality, create favourable image)
· Action objectives (generate leads for field salespeople, increase distribution of catalogs)
· Audience objectives
· Performance objectives

Creative plan – summarize objectives and choose the appeals (rational vs emotional)
Media selection – trade publications, magazines, broadcast media, electronic media
Measure performance through:
· Recall – surveys/focus groups
· Inquires – card/coupon response
· Position – pre and post advertising attitude surveys
· Reach – estimate reach based on total circulation
Publicity – generation of news about a product that appears in broadcast or electronic media

News (press) release – brief memo or report containing news information (announcement of new product, or change in management)

Press kits – support staged events. May contain samples of product, background information and product brochures.

Writing news release – identify yourself/provide contact info, provide a release date for the newspiece, use wide margins and spacings, keep it short (1 page), proof the copy, don’t follow up about receiving the release, send a thank you for running the article
· make your subject newsworthy
· include samples if possible
· produce a 3-min demo dvd to accompany the release

Trade shows
· give buyers information and demonstration
· provide opportunities for dialogue
· reach new prospects
· strengthen customer relationships

net buying influence - % of show audience that influences buying decisions
total buying plans - % of show audience planning purchases within the next 12 months

Getting the most from a trade show
· select best type of show to fit your budget and objectives
· develop preshow promotion campaign (direct mail, advertising)
· plan for show management (the attention getter, the message, the close)
· complete postshow follow-up
· measure exhibit performance (compare objectives to results, visitors and sales)

Positioning statement
Company is the  category for target audience that delivers primary benefits by reasons to believe.


Dealerships make it easier to buy a car. They provide a knowledgeable salesperson, inventory to select fro, a method to finance the purchase, a car to test and view.

Channel of distribution – link between manufacturers and customers
 must be designed to accomplish marketing objectives, must be managed to achieve these objectives

Marketing Channels and Economic Utility
· form (usable quantity/mode)
· time (when the customer needs it)
· place (where the customer needs it/locational convenience)
· possession (ownership or right to use)

backward vertical integration – henry ford developed his own iron ore mining operation, steel mills, glass factories, tire manufacturing and so on (cut transportation costs)

forward vertical integration – apple owns its retail channels (purchase of distributers)

value network – greater flexibility, lower initial investment, fast response to market

supply chain management – creation of value for customers, through effective and efficient flow of materials, components, finished good, and services

business logistics – management of movement, sorting and storage of goods (important tactical function)

physical distribution concept – system design aimed at minimizing costs while maintaining a given level of customer service through simultaneous management of 3 elements: inventory management, transportation, warehousing

marketing logistics – involves planning, implementing, and controlling the physical flow of goods, services, and related information from points of origin to the points of consumption

multi channel distribution systems – a single firm sets up two or more marketing channels to reach one or more customer segments (Goodyear selling through GM, Franchised dealers, Sears) (increase sales/market coverage, new opportunities to tailor products to specific needs to diverse segments) (hard to control, create channel conflict)

 dual distribution – channel pattern that uses more than one channel design, each intended to reach a different target market

customers within a segment with similar needs will expect locational convenience (Honda). # of dealers with same channel design relates to the desired intensity of distribution

Don’t use distributers if – product is highly customized/innovative/technically sophisticated, manufacturer wants control, missionary selling is required, large buyers are geographically concentrated

Use if – product line is small/generic/has low unit value/near of PLC, or customers are widely dispersed.

Web opportunities for B2B marketers
· faster channel flows
· faster communications provides rapid ordering/tracking
· reduces transaction costs
· product information available at customers’ convenience

affiliates – link on a website that refers to a product or service supplier’s site

hub – intermediate that brings buyers and sellers together in a market (catalog, auction, exchange)

industrial distributer = buys producers products and sells them taking the title

agent = sells the company’s products for them, represents them
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Ethics vs Morals

Ethics – From greek ethos (rule of life/character), the rules of conduct recognized in respect to a particular class of human actions or a particular group of culture.
· objective
· social system – external
· ethics are governed by professional and legal guidelines within a particular time and place

Morals – from latin mos (custom), principles or habits with respect to right or wrong conduct
· subjective
· individual – internal
· morality transcends cultural norms

being ethical does not correspond to being moral

Ethics and reputation
· derives from how the organization interacts with customers, suppliers, employees, community
· may not be “First hand”, may be fact, rumor…
· treating stakeholders ethically translates to a positive value image

societal marketing concept – a company must deliver satisfaction to customers while being considerate of societal well being. The whole value chain must be infused with the purpose of meeting the organization’s goals while considering the well being of society. 
· specify in the company’s mission that ethical behaviour and societal good are part of it
· create reward structures that allow and reinforce ethical behaviour


Ethical Clashes
 
Clash of ethical standards among stakeholders – manufacturing plant that is going to be discontinued highlights conflicts between: employees, community, managers

Clashes of ethical standards at different levels of the organization – people at lower level see upper level managers exercising a double standard

Clash of individual ethical standards and the organization’s standards – managers holding subordinates accountable for ethical behaviour, but then expecting performance targets reached at any cost

Source of Ethics – Theme of Antigone is struggle between POSITIVE LAW and MORAL LAW.

Potential ethical problem – paying bribes, obtaining information, taking unearned marketing allowances, charging exorbitant price for product when in short supply, creating unfair advantage for one distributer over another

Ethics in Purchasing
· receiving gifts
· access to information

unethical conduct represents breach of trust, selling organizations have to trust their buyers on many levels and is important to build relationships

Crisis Management

· a robust value image that involves social capital built up through a strong ethical theme in the company’s culture: inoculates against crises and resolves issues regardless of cause

Crisis Management Model:
· Character of the people in the organization (willingness to take responsibility and take corrective action)
· Culture existing in the organization (supports appropriate preparation and response actions)
· Organizational structure (crisis management structure in which all stakeholders are represented)
· Plans and mechanisms for dealing with crises (crisis management team has fully prepared plans, disseminated them, and trained people in key roles

**Early buildup period is a preparation period if early signals are perceived
**If signals have not been picked up, the crisis will be triggered by some event
**If the organization has prepared, but not prevented, a trigger will occur that creates an incident

***A period of intense activity and public scrutiny will follow
***The organization may take follow-up actions and may go through a period of serious learning

Media Relations during a crisis:
· Give the media access
· Tell the truth
· Be proactive
· Stay calm

Pre-crisis stage
- Make sense of incoming data, avoid wild speculation (reactive stance toward media)

Triggering Event Stage
- respond quickly, communications should be consistent, company may have to accept blame and “fix” things

Aftermath Stage
- begin repair of company’s image, learn from experience, reinforce management as they have done things right, if an ethical approach is take  the value image can be repaired

price – amount of money paid by a buyer to a seller for a particular product or service (includes payment terms), without it, transactions could not take place
· cost base pricing = easy and often mistakenly used
· value based pricing = difficult to establish

the total offering – product, service, image, availability, quantity, evaluated, price

Costs Considered in Evaluated Price (Consumer Perspective)
· price paid
· location convenience
· handling and storage costs for customer
· inventory financing/holding costs
· environmental impact/disposal cost         (V = B – C) value, benefit, cost)

Strategic Purposes of Pricing
· achieving target level of profitability
· building goodwill or relationships (w/ market or certain customers)
· penetration of a new market/segment
· maximizing profit for new product
· keeping competitors out of existing customer base

Tactical Purposes of Pricing
· winning business of new important customer
· penetrating a new account
· reducing inventory levels
· encouraging customer trial
· encourage purchase of complementary products
· keeping business of disgruntled customers

Technophiles – high price
Visionaries - high
Pragmatics – start lowering price as they need additional incentive
Conservatives – depends on how much a supplier can differentiate its product through non product differentiation
Skeptics – price depends on the market segment still served and the number of suppliers still competing

Skimming – charging high prices to take advantage of early adopters’ strong desire for the product (inelastic market, competitive market entry is difficult)

Penetration – charging relatively low prices to entice as many buyers as possible into the early market (elastic market, low price acts as barrier against competition)

Price Negotiation Process
· Preparation (data collection, negotiation strategy determined)
· Information Exchange (elicit information not yet obtained)
· Engage in Negotiation (opening, discussion positions, concessions/bargaining, closing)
· Obtain Commitment
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Business development – the search for opportunities and the structuring of business entities to exploit those opportunities with current or near term organizational capabilities
· involves creation and analysis of markets and market segments
· maintenance of relationships with partners

3 Primary goals at every stage of the PLC
· obtain new customers
· continue to meet the needs of existing customers
· coordinate offerings that are in the different stages of the PLC

business development = first of a kind. New business for the organization
Translation = market development. Additional customers beyond initial customers.

Forecasting Markets
· time
· effort
· money invested

**These forecasts attempt to account for:
· technological change
· time horizons
· barriers to entry/exit
· elasticity of demand

Rules of forecasting – do it often, provide timing or volume (never both), all forecasts are wrong, it is difficult

Types of Forecast

Top down – usually 3 to 5 years. More qualitative than quantitative. Attempt to reconcile reality with desired strategic direction

Market Planning – usually 1 to 3 years. Usually associated with a product or market. Significant inputs from market research and competitive analysis.  Attempt to predict what customers do and will do.

Marketing Operation – usually 1 to 3 years (updated monthly). Usually the responsibility of the field marketing organization. Tactical in nature. Source of significant market information, often sourced through customer relationships. An element in sales forecast.  Serves many parts of the organization. (Provides who, what, where, when and how much information about current and future business)

Sales forecast – shorter than MOF. Input to logistical functions, resource planning, ect. Usually derived from analysis of historical data.  Assumption that future activities will follow current patterns.  

New Business – NEW market, NEW product
Core Churn – EXISTING market, NEW product
Translation – NEW market, EXISTING product
Core – EXISTING market, EXISTING product

IMRIS lessons – assemble team of skilled professionals, don’t just build a better mousetrap (identify a market where you have some open space), gain credibility by launching a product that’s a raging success right away

Development stage – technophiles
· learn about customers
· find initial target markets
Introduction Stage – visionaries
· get exposure and begin to educate potential customers about the technology
Growth stage – pragmatists
· build sales across the chasm
· second phase begins when earlier pragmatists begin repeat purchases
Maturity stage – conservatives
· pragmatist customers become saturated
· marketing focuses more on reselling and upgrading products to existing customers
· develop the transition from current offering to next generation offering with large volume pragmatists
Decline stage - laggards
· customer demand shifts to a new product
· a company sometimes decides to sell off to another company
· some users will stick with the technology because it meets their needs
· skeptics (laggards) are new customers 

Marketing concept 
· production philosophy
· product philosophy (improving product quality, introduce new features to enhance performance)
· selling philosophy (increased competition – advertising and personal selling)
· marketing philosophy (customers needs and wants)

Marketing – the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large

B2B marketing – process of matching and combining the capabilities of the supplier with the desired outcomes of the customer to create value for the “customer’s customer”

Marketing WORDS
· branding
· publicity
· customer
· advertising
· pricing
· plan
· distribution
· research
· selling
· services
· promotion
· [bookmark: _GoBack]products
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