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CHAPTER ONE

What is Marketing?

Marketing is a process by which companies create value for customers and build strong consumer relationships to capture value from customers in return. 

Value is created by customer satisfaction, consumer/brand loyalty, customer experience, offering uniqueness, service, etc.

Example: Walmart creates value by offering customers more products but at lower prices as well as their amazing customer experience. 

The Marketing Process

1. Needs, wants and demands
a. Understand the marketplace and customer needs and wants
b. Must set the right level of expectations to receive value and satisfaction
c. Marketing Myopia: focusing only on existing wants and losing sight of underlying consumer needs
2. Marketing Management
a. Art of choosing target markets and building profitable relationships with them
b. Who will we serve? How will we be different?
c. Market segmentation: dividing the market into segments of customers
d. Target Marketing: refers to which segments to go after
e. Value Proposition: set of benefits or values a company promises to deliver to customers to satisfy their needs
Production concept→Product concept→Selling concept→Marketing concept→Societal concept 

Production concept: idea that consumers will favor products that are available or highly affordable

Product concept: idea that consumers will favor products that offer the most quality, performance and features

Selling concept: idea that consumers will not buy enough of the firm’s products unless it undertakes a large scale selling and promotion effort

Marketing concept: idea that achieving organizational goals depends on knowing the needs and wants of the target markets and delivering the desired satisfactions better that competitors do

Societal marketing: idea that a company should make good marketing decisions by considering the consumers wants, the company’s requirements, consumers long-term interests and the society’s long-run interests

3. Marketing Plan and Program
a. Marketing Mix: four P’s (Product, Place, Promotion and Price)
b. An integrated marketing program that delivers superior value
4. Customer Relationship Management (CRM)
a. The overall process of building and maintaing profitable customer relationships by delivering superior customer value and satisfaction
b. Relating more carefully with selected customers (target fewer more profitable customers)
c. Relating more deeply and interactively by incorporating more interactive two way relationships through blogs, websites, online communities and social networks
5. Capturing Value from Customers
a. To create profits and customer equality
b. Customer Lifetime Value: value of the entire stream of purchases that the customer would make over a lifetime of patronage
c. Share of Customer: the portion of the customer’s purchasing that a company gets in its categories
d. Customer Equality: the total combined customer lifetime values of all the company’s customers
CHAPTER TWO

Strategic Planning

Strategic planning is the process of developing and maintaing a strategic fit between the organization’s goals and capabilities and its changing marketing opportunities. 

1. Step one: Mission
The mission statement is the organization’s purpose and what it wants to accomplish in the larger environment. Market oriented mission: defines the business in terms of satisfying basic customer needs. 

A mission statement should be:

Specific, realistic, market oriented, meaningful, motivating, based on companies strengths and be defined by consumer needs. 

2. Step two: Setting objectives
3. Step three: Designing the Business Portfolio
The collection of businesses and products that make up the company. Portfolio analysis is the major activity in strategic planning whereby management evaluates the products and businesses that make up the company. 

SBU: Strategic business unit is a unit of the company that has a separate mission and objectives that can be planned separately from other company businesses (company division, product line within a division, single product or brand).

Analyzing the current business portfolio

Step 1: Identify key businesses that make up the company

Step 2: Assess the attractiveness of its various SBU’s

Step 3: Decide how much support each SBU deserves

Developing Strategies for Growth and Downsizing

Product/market expansion grid: tool for identifying company growth opportunities through market penetration, market development, product development or diversification.

Market penetration: growth strategy increasing sales to current market segments without changing the product.

Market development: growth strategy that identifies and develops new market segments for current products.

Product development: growth strategy that offers new or modified products to existing market segments.

Diversification: growth strategy through starting up or acquiring businesses outside the company’s current products and markets

Downsizing: is the reduction of the business portfolio by eliminating products or business units that are not profitable or that no longer fit the company’s overall strategy

CHAPTER THREE

The Marketing Environment

The marketing environment includes the actors and forces outside marketing that affect marketing management’s ability to build and maintain successful relationships with customers (macro-environment and micro-environment). Marketers should conduct a SWOT analysis to evaluate its competitors.

Micro-environment: actors close to the company that affect its ability to serve its customers.

· The company (accounting, finance, top management, etc.)
· Suppliers (provides resources to produce goods and services)
· Marketing intermediaries (help the company to promote, sell and distribute its products to final buyers) 

Resellers: retailers wholesalers


Physical distribution firms: focus on moving goods


Marketing services agencies: marketing/research companies


Financial intermediaries: help finance

· Competitors (firms must gain strategic advantage by positioning their offerings against competitors’ offerings i.e. billboard example)
· Publics (any group that has an actual or potential interest in or impact on a organization’s ability to achieve its objective i.e. media, financial, local, general, internal, etc.)
· Customers
Macro-environment:

· Demographic (study of human populations in terms of size, location, age, gender, race, occupation, etc.)
· Economic (factors that affect consumer purchasing power and spending patterns i.e. industrial economies, subsistence economies, income distribution)
· Natural (Involves the natural resources that are needed as inputs by marketers or that are affected by marketing activities i.e. increase pollution, environmentally sustainable strategies, shortage of raw materials, etc.)
· Technological (most dramatic force in changing the marketplace, creates new products and opportunities, safety of new products always a concern)
· Political (consist of laws, government agencies, and pressure groups that influence or limit various organizations and individual in a given society)
· Cultural (institutions and other forces that affect a society’s basic values, perceptions and behaviors) 

Core beliefs and values: persistent and passed on from parents and reinforces by schools, 
churches, business and government. 


Secondary beliefs and values: more open to change and include people’s views of themselves, 
others, organization, society, nature and universe. I.e. dove campaign for real beauty

CHAPTER FIVE

Marketing Information and Customer Insights

Consumer Insights

· Fresh and deep insights into customer needs and wants
· Not easy to obtain
· Not about getting a lot of information, more about getting the right information
· Companies are forming customer insight teams (market research teams - use insights to create more value for their customers)
i.e Dove Real Beauty example (do not want to only be recognized and a ‘soap’ brand and want the public to see the company as something greater)

Marketing Information System (MIS)

MIS provides information to the company’s marketing and other managers and external partners such as suppliers, resellers, and marketing service agencies

Consists of people and procedures for:

· Assessing the information needs
· Developing needed information
· Helping decision makers use the information for customers
An effective MIS will give manager the right information at the right time and handle it accordingly. Balancing what the information users would like to have against what they need and what is feasible to offer.

Types of question that a manager can ask to the MIS team:

1. Our sales have declined this year, can you give me some explanations as to why?
2. Why are our younger customers not loyal?
3. Is our recent advertising campaign successful? 
Developing Marketing Information

Internal data

Internal databases are electronic collections of consumer and market information obtained from data sources within the company network.

Marketing Intelligence

Marketing intelligence is the systematic collection and analysis of publicly available information about consumers, competitors and developments in the marketplace

Marketing Research

Marketing research is the systematic design, collection, analysis and reporting of data relevant to a specific marketing situation facing an organization. Helps to know what you are looking for and these objectives guide the entire process. Sources of information: internal data, marketing intelligence, and marketing research.

Step one: Defining the problem and Research Objectives

Defining the problem and the research objectives is often the hardest step in the research process. 

Examples: 

 “How do women themselves define beauty?” 

 “Should we launch a new credit card for our younger customers?”

 “Is there market potential for our product in South America?”

These objectives will be different depending on the type of research

Descriptive: To describe things, or to measure things, such as the market potential for a product

Exploratory: To gather preliminary information that will help define the problem and suggest hypotheses

Causal: To test hypotheses about cause-and-effect relationships. 

Step two: Developing the Research Plan

Spells out the specific research approaches, contact methods, sampling plans, and instruments to gather data.

Primary data: consists of information gathered for the special research plan

Secondary data: consists of information that already exists somewhere, having been collected for another purpose.

Research Approaches

· Observational research: involves gathering primary data by observing relevant people, actions and situations.
· Ethnographic research: involves sending trained observers to watch and interact with consumers in their natural environment.
· Study research: the most widely used, best for descriptive information-knowledge, attitudes, preferences, and buying behaviors.
Contact Methods

·   Focus groups: six to ten people with a trained moderator, can be expensive and customers may not always be open or honest. 
·   Other contact methods: online marketing research, internet surveys, online panels, online experiments, online focus groups. 
·   Online research: advantages (low cost, speed, higher response rates, good for hard to reach groups) and disadvantages (restricted internet access, not sure who is answering). Trends with social networking are becoming more popular (i.e. lays new favor Facebook contest example with letting individuals choose between two flavors)
Step three: Implementing the Research Plan

1. Collecting the information
2. Processing the information
3. Analyzing the information
4. Interpret findings
Other Marketing Information Considerations 

Public Policy and Ethics

Customer privacy: mistrust, low survey response, etc.

Misuse of research findings: use of research to promote products, etc.

CHAPTER SIX

Consumer Markets and Consumer Buying Behaviors

Consumer markets: composed of individuals who buy goods and services for personal use.

Consumer behavior: process a consumer goes though to make decisions regarding the purchase, use and disposal of goods. 

(i.e. Monica searching for the perfect dress, Harley Davidson collaborating with IBM to incorporate new advances in technology into their products to better communicate and assess their clients needs.)

Core Values: Personal freedom, patriotism and American heritage, Machismo

Characteristics Affecting Consumer Behavior

1. Cultural: is the learned values, perceptions, wants, and behavior from family and other important institutions
a. Subculture: groups of people within a culture with shared value systems based on common life experiences and situations (i.e. Quebec’s francophone population [“Ici c’est Pepsi” commercial], ethnic groups)
b. Social class: society’s relatively permanent and ordered divisions whose members share similar values, interests, and behaviors. They are measured by a combination of occupation, income, education, wealth and other variables.
c. Cultural shifts: greater concern about health, increased desire for leisure time
2. Social: is the influences such as consumer’s household type and relevant reference groups as well as social roles and status
a. Reference groups: consist of external influences that influence a person’s attitudes or behavior.
·  Opinion Leaders: people within a reference group who exert social influence on others (word-of-mouth influence and buss marketing), also called influentials or leading adopters. Marketers identify them to use as brand ambassadors (i.e. Oprah)
i. Aspirational groups: groups an individual wishes to belong to (i.e. “Be Like Mike Gatorade commercial, hockey players might want to belong to the NHL, etc.)
ii. Membership groups: groups with direct influence and to which a person belongs to (i.e. family, friends, coworkers, etc. You could buy the same products as your mom, like similar music as your friends, etc.)
b. Groups and social networks: online communities where people socialize or exchange opinions and information
c. Family: the most important consumer buying organization in society
3. Personal: a buyers decisions that are influenced by personal characteristics such as:
a.  Age and life-cycle stage
b. Occupation: affects the goods and services bough by consumers
c. Economic situation: personal income, savings, interest rates
d. Lifestyle: person’s pattern of living as expressed in his or her psychographics, measures a consumer’s activities, interests and opinions to gain information about a person’s pattern of acting and interacting in the environment
e. Personality and self-concept: refers to the unique psychological characteristics that lead to consistent and lasting responses to the consumer’s environment. Brands also have personalities, and consumers are likely to choose a brand with personalities that match their own (i.e. Mac vs. PC commercials)
i. Big five of personality: openness, conscientiousness, extraversion, agreeableness, neuroticism
ii. Big five of brand personality: sincerity, excitement, ruggedness, competence, sophistication
4. Psychological: 
a. Motivation: a need that is sufficiently pressing to direct the person to seek satisfaction
· Motivation research: qualitative research designed to probe consumers’ hidden subconscious motivations  
b. Perception: process by which people select, organize, and interpret information to form a meaningful picture of the world from three perceptual processes (i.e. First Bank super bowl commercial)
i. Selective attention: tendency for people to screen out most of the information to which they are exposed
ii. Selective distortion: tendency for people to interpret information in a way that will support what they already believe
iii. Selective retention: tendency to remember good points made about a brand they favor and forget good points about their competing brand
c. Beliefs and attitudes: belief is a descriptive though that a person has about something (knowledge, opinion, faith). Attitudes describe a person’ relatively consistent evaluations, feelings and tendencies towards an object or idea
Types of Buying Decisions

1. Complex buying behavior: high involvement, significant differences between brands (i.e. car)
2. Dissonance-reducing buying behavior: high involvement, few differences between brands (i.e. air conditioner)
3. Habitual buying behavior: low involvement, low differences between brands (i.e. liquid soap)
4. Variety-seeking buying behavior: low involvement, significant differences between brands (i.e. cookies)
Post purchasing dissonance: occurs when a consumer holds conflicting thoughts about a belief or an attitude towards an object. Did i make the right choice? Should i have chosen another brand?
Strategies: Persuade the customer that the product will satisfy his or her needs.

Buyer Decision Making Process

1. Need recognition: occurs when the buyer recognizes a problem or need triggered by
a. Internal stimuli
b. External stimuli
c. Example: New job, now need a car
2. Information search: uses different sources of information
a. Personal sources: family and friends
b. Commercial sources: advertisements and internet
c. Public sources: mass media and consumer organizations
d. Experiential sources: handling, examining and using the product
3. Evaluation of alternatives: how the consumer processes information at arrive at brand choices
a. Sometimes logical, or not
b. Intuition, emotion
c. From marketers prospective: highlight features that are your products strengths
4. Purchase decision: act by the consumer to buy the most preferred brand
a. Affected by attitudes of others, or unexpected situational factors
5. Post-purchase behavior: the satisfaction or dissatisfaction that the consumer feels about the purchase
a. Relationship between: consumer’s expectations, product’s perceived performance
b. Cognitive dissonance: is the discomfort caused by a post-purchase conflict (i.e. smoking - consumers accept that cigarettes cause lung cancer and and they must reconcile their habit with the desire to live long and healthy lives)
Adoption Process

1. Awareness
2. Interest
3. Evaluation
4. Trivial
5. Adoption
CHAPTER EIGHT

Market Segmentation

Market segmentation: involves diving the market into smaller groups with distinct needs, characteristics, or behaviors that might require separate marketing strategies or mixes.


a. Geographic segmentation: based on nations, provinces, countries, cities, or neighborhoods (i.e. North America, Western Europe, etc)
b. Demographic segmentation: based on variables such as age, gender, family size, income, occupation, education, religion, race, generation, and nationality
c. Psychographic segmentation: based on social class, lifestyle, or personality traits
d. Behavioral segmentation: based on consumer knowledge, attitudes, uses or responses to a product 
i. Occasions: i.e. different packaging for different occasions 
ii. Benefits sought: divides according to the different benefits that consumers seek from the product
iii. User status: segments into nonusers, potential users, first-time users, and regular users
iv. Usage rate: divides into light, medium, and heavy product users
v. Loyalty status: Divides the market by customer loyalty (loyalty to brands, stores, companies)
Market targeting: is the process of evaluating each market segment’s attractiveness and selecting one or more segments to enter

Differentiation: actually differentiating the market offering to create superior customer value

Positioning: arranging for a market offering to occupy a clear, distinctive and desirable place relative to competing products in the minds of target consumers

Multiple segmentation: used to identify smaller, better-defined target groups

Inter-market (cross-market) segmentation: divides consumers into groups with similar needs and buying behaviors even though they are located in different countries (i.e. Levi’s Go Forth Global Campaign)

Ways to segment international markets:

1. Geographic location
2. Economic factors
3. Political factors
4. Cultural factors
Market segments must be: [M.A.S.D.A]

1. Measurable: the size, purchasing power, and profiles of segments
2. Accessible: the market segments can be effectively reached and served
3. Substantial: the market seems large or profitable enough to serve
4. Differentiable: the 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
Market Targeting

Target market: consists of a set of buyers who share common needs or characteristics that the company decides to serve

Evaluating segments: size and growth, structural attractiveness (competitors? subsitute products?) and company objectives and resources

Target Marketing Strategies

1. Undifferentiated (mass) marketing: targets the whole market with one offer, focuses on common needs rather than on what is different (i.e. Coca-Cola glass bottle)
2. Differentiated (segmented) marketing: targets several different market segments and designs separate offers for each. Goal: achieve higher sales and stronger position. It is more expensive than undifferentiated marketing (i.e. caned Coca-Cola, diet Coca-Cola, Coke Zero, Vitamin Water, etc.)
a. Concentrated (niche) marketing: targets a large share of one or few segments or niches, must have knowledge of the market and is more effective than efficient. Not many competitors (i.e. Lululemon targeting only active woman and men who are looking for yoga clothes and accessories)
3. Micro-marketing (local or individual) marketing: the practice of tailoring products and marketing programs to suit the tastes of specific individuals and local customer groups
a. Local marketing: involves tailoring brands and promotion to the needs and wants of local customer groups (cities, neighborhoods, stores)
b. Individual marketing: involves tailoring products and marketing programs to the needs and preferences of individual customers (also known as One-to-one marketing, mass customization, and markets-of-one marketing)
Positioning and Differentiation

Product positioning: the way the product is defined by consumers on important attributes-the place the product occupies in consumers’ minds relative to competing products (perceptions, impressions and feelings)

Perceptual positioning maps: show consumer perceptions of their brands versus competing products on important buying dimensions

Choosing a Differentiation and Positioning Strategy

· Identifying a set of differentiating competitive advantages upon which to build a position
· Choosing the right competitive advantages
· Selecting and overall positioning strategy
THEN

· Effectively communicating and deliver the chosen position to the market
Different Ways to Differentiate Your Brand

1. Product differentiation: on features, performance, or style and design
2. Channel differentiation: through the way they design their channel’s coverage, expertise and performance
3. People differentiation: hiring and training people better
4. Image differentiation: perceived difference based on a strong, distinctive image conveying the product’s distinctive benefits and positioning
5. Service differentiation: differentiated on speedy, convenient or careful delivery (i.e. Videotron commercial with Sugar Sammy)
Value proposition: is the full mix of benefits upon which a brand is positioned
Competitive advantage: advantage over competitors gained by offering greater customer value, either through lower prices or by providing more benefits that justify higher prices

Choosing the Right Competitive Advantage

Difference to promote should be:

1. Important
2. Distinctive
3. Superior
4. Communicable
5. Preemptive
6. Affordable
7. Profitable
CHAPTER NINE

Product, Services and Experiences

Product: anything that can be offered in a market for attention, acquisition, use or consumption that might satisfy a need or want

Services: any activity or benefit that can be offered to another that does not result on the ownership of anything

Experiences: represent what buying the product or service will do for the customer

Levels of Product and Services

1. Core benefit: benefit that good or service will provide
2. Actual product: brand name, quality level, features, design and packaging
3. Augmented product: delivery and credit, after sale service, warranty, and installation
Consumer Products

Consumer products: products and services for personal consumption. Classified by how consumers buy them:

a. Convenience: consumer buys frequently, immediately (i.e newspaper, candy, fast food)
b. Shopping: consumer compares carefully on sustainability, quality, price and style (i.e. furniture, cars)
c. Specialty: they have unique characteristics for which consumer make a special purchase effort (i.e. medical services, designer clothes, rolex watch)
d. Unsought: products that the consumer does not know about or knows about but does not think of buying (i.e. life insurance, funeral services, blood donations)
Organizations, Persons, Places and Ideas

Organization marketing: consists of activities undertaken to create, maintain or change attitudes and behavior of target consumers towards and organization (AT&T ‘re-think possible’ commercial launched during the recession)

Person marketing: consists of activities undertaken to create, maintain or change attitudes and behavior of target consumers towards particular people (i.e. Oprah on the cover of Fortune Magazine, Ricardo the Chef on Quebec)

Place marketing: consists of activities undertaken to create, maintain or change attitudes and behavior of target consumers towards particular places (i.e. articles on travel destinations)

Social marketing: use of commercial marketing concepts and tools in programs designed to influence individuals’ behavior to improve their well-being and that of society (ie. non-smoking signs, Greenpeace, government commercials against texting and driving)

Individual Product and Service Decisions

1. Product attributes: benefits from the product or service (quality [TQM: company’s people are involved in constantly improving the quality of products], design, features, style)
2. Branding: the name, term, sign or design that identifies the maker or seller of a product or service
a. Brand equity: differential effect that the brand has on the customer response to the product and its marketing
3. Packaging: involves designing and producing the container or wrapper for a product 
4. Labels: identify the product or brand (i.e. nutrition facts, described attributes)
5. Product and Support Services: need to asses the value of the current services, obtain ideas for new ones, argument actual products. 
Product Line Decisions

Product line: is a group of products that are closely related because they function in a similar manner, are sold to the same customers, are marketed through the same types if outlets, or fall within given price ranges (i.e. Lululemon’s product line consists of sports bras, tanks, tops, jackets, etc.)

Product line length: is the number of items in the product line

a. Line filing: more items to present range
b. Line stretching: lengthening product line beyond current range (upward or downward) 
Brand Positioning

Brand strategy decisions include:

· Product attributes
· Product benefits
· product beliefs and values
Lululemon example:

Product attributes: high percentage of lycra

Product benefits: skin health benefits

Product beliefs and values: self happiness and confidence

Brand Name Selection

Desirable qualities: 

a. Suggest benefits and qualities (i.e. Mr.Clean)
b. Easy to pronounce, remember
c. Distinctive
d. Extendable
e. Translatable for the global economy
f. Capable of registration and legal protection
Brand Sponsorship

National brands (manufacturer’s brands): are created by the manufacturer (i.e. Sony, Kellog’s)

Store brands (private brands): are created and owned by a reseller of a product or service (i.e. Joe Fresh)

Example: Kraft peanut butter vs. Compliments peanut butter

Co-branding: the practice of using the established brand names of two different companies on the same product (i.e. Betty Crocker HERSEY’S chocolate brownies)

Services Marketing

Service industries: 

a. Government
b. Private not-for-profit organizations
c. Business organizations
Nature and characteristics of a service:

a. Intangibility: services cannot be seen, tasted, felt, heard or smelled before the purchase
b. Variability: quality of services depend on who provides them and when, where and how
c. Inseparability: Services cannot be separated from their providers
d. Perishability: Services cannot be stored for later sale or use
Interactive marketing: means that service quality depends heavily on the quality of the buyer-seller interaction during the service encounter

CHAPTER TEN

New Product Development and Product Life-Cycle Strategies

“WOW” toys example: 

· New product development is a process that should be straightforward for the whole company to understand
· Team based
· Prototypes and test markets (local and abroad)
· Three things to look at: 
· Trends in the marketplace
· What is missing from our own product range, against our competitors
· What the end customer is asking from the company
· Successful products make for better customer relationships
· New product development is vital, companies like “WOW” would not last without it
Two ways to obtain new product:

1. Acquisition

Refers to the buying of a whole company, a patent, or a license to produce someone else’s product

2. New Product Development

Refers to original products, product improvements, product modifications and new brands developed from the firm’s own research and development (important and risky).

i.e. Tide Pods “touchless cleaning”

If its a hit, could possibly change the way Americans do laundry. They are designed for people who do not like the mess of pouring laundry detergent into a measuring cup. Tide Pods are simple and require no work except tossing them into the wash.

Reasons for New Product Failure

1. Over estimating the market size
2. Poor design
3. Incorrect positioning
4. Wrong timing
5. priced to high
6. Ineffective promotion
7. Management influence
8. High development costs
9. Competition
Major Staged in New Product Development

1. Idea generation: is the systematic search for new product ideas. Sources may be internal or external.
a. Internal: the company’s own research and development, management and staff, and intrapreneurial programs
b. External: sources outside the company such as customers, competitors, distributors, suppliers and outside design firms
2. Idea screening: Identify good ideas and drop poor ideas. R-W-W screening framework: Is it real? Can we win? Is it worth doing?
3. Concept development and testing: development comes in two parts product idea and product concept.
a. Product idea: an idea for a possible product that the company can see itself offering to the market
b. Product concept: detailed version of the idea in meaningful consumer terms. 
Concept testing refers to testing new product concepts with groups of target consumers. 

4. Marketing strategy development: the initial marketing strategy for introducing the product to the market. Marketing strategy statement includes:
a. Description of the target market
b. Value proposition
c. Sales and profit goals
d. Planned price, distribution, marketing budget
5. Business analysis: involves a review of the sales, costs, and profits projections to find out whether they satisfy the company’s objectives (can come from many different sources of information)
6. Product development: involves the creation and testing of one or more physical versions by the research and development team or engineering departments. This requires an increase in investments.
7. Test marketing: is the stage at which the product and marketing program are introduced into more realistic marketing settings. provides the marketer with experience in testing the product and entire marketing program before full introduction. When a firm test the market they will have a new product with large investment and are uncertain about the product or marketing program. When the firm does not test the market it is most likely a simple line extension or copy of competitor product to have lower costs and management confidence.
a. Standard test markets
b. Controlled test markets: deciding theoretically where to test the product by which store, number of stores, fee, shelf positioning, point-of-purchase promotions, and how sales will be evaluated.
c. Simulated test markets: less expensive, faster and restricts access by competitors. However, not considered a reliable and accurate due to the controlled setting.
8. Commercialization: introducing of the new product. When to launch? Where to launch?
Successful New-Product Development should be:

1. Customer centered: focuses on finding new ways to solve customer problems and create more customer satisfying experiences
2. Team centered: is a development approach where company departments world closely together in cross-functional teams, overlapping in the product-development process to save time and increase effectiveness
3. Systematic: innovative development approach that collects, reviews, evaluates and manages new-product ideas.
a. Created innovative oriented culture
b. Yields product ideas
c. i.e. Google: culture of innovation (20% rule: all Google engineers have 20% of their time to pursue projects that they are passionate about)
Product Life Cycle

1. Product development: sales are zero and investments costs mount
2. Introduction: slow sales growth and profits are nonexistent
a. Low sales
b. High cost per customer
c. Negative profits
d. Innovator customers
e. Few competitors
3. Growth: rapid market acceptance and increasing profits
a. Rapidly rising sales, rising profits
b. Average costs by customer
c. Customers are early adopters
d. Growing number of competitors
e. Promotion and manufacturing costs gain economies of scale
4. Maturity: slowdown in sales growth and profits level off or decline
a. Increased competition
b. Substitute products are introduced
c. Increased promotion and R&D to support sales and profits
d. Maturity modifying strategies: 
i. Market modifying: tries to increase consumption of current product - looking for new users and market segments or inventing new uses for existing products. (i.e. Glad 1000 uses)
ii. Product modifying: changes characteristics of products such as quality, features, style or packaging to attract new users and inspire more usage. 
iii. Modify the marketing mix: involve improving sales by changing one or more of the marketing mix elements (offer new or improved services to buyers, cut prices to attract new customers, launch better advertising campaign or aggressive sales promotion, more into new marketing channels)
5. Decline: sales fall of and profits drop
a. Low costs per customer
b. Decline sales and profits
c. Customers are laggards
d. Declining number of competitors
Carrying a weak product can be costly to a firm. Companies must decided what to do with declining products.

1. Maintain the brand without change in the hopes that competitors will leave the industry
2. Harvest the product by reducing various costs and hoping that sales hold up
3. Drop the product from the line
CHAPTER EVELEN

Price

Price is the amount of money charged for a product or service. It is the sum of all the values that consumers exchange for the benefit of having or using a product or service.

Factors to Consider When Setting Prices

1. Customer perception of values:

a. Value based pricing: uses the buyers’ perceptions of value, not the sellers’ costs, as the key to pricing 
i. Value-based pricing is customer driven. Steps:
1. Assess customer needs and value perceptions
2. Set target price to match customer perceived value
3. Determine costs that can be incurred
4. Design product to deliver desired value at target price
ii. Cost-based pricing is product driven. Steps:
1. Design a good product
2. Determine product costs
3. Set price based on cost
4. Convince buyers of product’s value
b. Good value pricing: offers the right combination of quality and good service to fair price. Existing brands are being redesigned to offer more quality for a given price or the same quality for a less price (i.e. McDonalds dollar menu)
i. Everyday low pricing (EDLP): charging a constant everyday low price with few or no temporary price discounts
ii. High-low pricing: charging higher prices on an everyday basis but running frequent promotions to lower prices temporarily in selected items (i.e. website like the Bay puts Accessories on sale, 25% off hats, 30% off scarves...)
c. Value added pricing: attaches value added features and services to differentiate offers, support higher prices, and build pricing power. Pricing power is the ability to escape price competition and to justify higher prices and margins without losing market share.
2. Company and product Costs:
a. Cost-based pricing: setting prices based on the costs of producing, distributing and selling the product plus a fair rate of return for its effort and risk
b. Fixed costs: are the costs that do not vary with production or sales level (rent, heart, interest, executive salaries)
c. Variable costs: are the costs that vary with the level of production (packaging, raw materials)
d. Total costs: are the sum of the fixed and variable costs for any given level of production
e. Average cost: is the cost associated with a given level of output
f. Break-even analysis and target profit pricing:
i. Break-even pricing: is the price at which total costs are equal to total revenue and there is no profit
ii. Target profit pricing: the price at which the firm will break even or make the profit its’s seeking
g. Cost-Plus pricing: adds a standard markup to the cost of the product
i. Disadvantages: ignores demand
ii. Benefits:
1. Sellers are certain about costs
2. Prices are similar in industry and price competition os minimized
3. Consumers’ fell it is fair
3. Other Internal/External Considerations Affecting Price Decision
Customer perceptions of value set the upper limit for prices, and costs set the lower limit. Companies must consider economic conditions, reseller’s response to price, government and social concerns.

a. Overall marketing strategy, objectives and mix: price is not the only decision, importance of positioning
b. Organizational considerations: who should set the price, who can influence the prices
c. Market demand: before setting prices, the marketer must understand the relationship between price and demand for its products
d. Demand elasticity: people will buy goods with an inelastic demand no matter what the price
e. Demand curve: shows the number of units the market will buy in a given period at different prices
i. “Normal” relation between demand and price?
ii. For “luxury” goods, higher price can equal higher demand when consumers perceive higher prices as higher quality
Strategies:

1. Comparison of offering in terms of customer value
2. Strength of competitors
3. Competition pricing strategies
4. Customer price sensitivity
New Product Pricing Strategies

1. Market skimming: strategy with high initial prices to skim maximum revenues from the segments wiling to pay the high price. Required conditions:
a. product quality and image must support the price
b. Buyers must want the product at the price
c. Costs of producing the product in small volume should not cancel the advantage of higher prices
d. Competitors should not be able to enter the market easily
2. Market penetration: sets a low initial price in order to attract a large number of buyers and large market share
a. price sensitive market
b. Inverse relationship of production and distribution cost to sales growth
c. Low prices must keep competition out of the market
Product Mix Pricing Strategies

1. Product line pricing: takes into account the cost difference between products in the line, customer evaluation of their features, and competitors’ prices
2. Optional-product pricing: takes into account optional or accessory products along with the main product
3. Captive-product pricing: involves products that must be used along with the main product (i.e. disposable razors, ink for a printer)
4. By-product pricing: involves breaking the price into:
a. Fixed fee
b. variable usage fee
5. Product bundle pricing: combines several products at a reduced price (i.e. McDonalds mean vs. trio)
Price Adjustment Strategies

1. Discount and allowance pricing: reduces prices to reward customer responses such as a paying early. Discounts are straight reductions in price on purchases during a stated period of time:
a. Cash discount
b. Quantity discount
c. Seasonal discount
2. Segmented pricing: is used when a company sells a product at two or more prices even though the difference is not based on cost. (i.e. Evian mist and water bottle)
a. Customer segment pricing: when a different customers pay different prices for the same product or service
b. Product-form segment pricing: is when different versions of the product are priced differently but not according to differences in cost
c. Location pricing: when the product sold in different geographic areas is priced differently even though the cost is the same
d. Time pricing: varies by the season, month, day and even the hour
3. Psychological pricing: occurs when sellers consider the psychology of prices and not simply the economics
a. Reference pricing: prices that buyers carry in their minds and refer to when looking at a given product
i. Nothing current prices
ii. Remembering past prices
iii. Assessing the buying situations
4. Promotional pricing: when prices are temporarily priced below list price or cost to increase demand
a. Loss leaders: are products sold below cost to attract customers in the hope they will buy other items at normal markup
b. Special event pricing: used to attract customers during certain seasons or periods
c. Cash rebates: given to customers who buy products within a specified time
d. Low-interest financing: (longer warrantees and free maintenance) lower the consumer’s “total price”
5. Geographical pricing: adjusting prices to account for the geographic location of customers
6. Dynamic pricing: adjusting prices continually to meet the characteristics and needs of individual customers and situations
7. International pricing: adjust prices for international markets
Price Changes

Price cuts occur due to:
1. Excess capacity
2. Increase market share
Price increase from:
1. Cost inflation
2. Over demand
3. Lack of supply
Buyer Reaction

Price increases:
1. Product is “hot”
2. Company greed
Price cuts:
1. New model will be available
2. Models are not selling well
3. Quality issues
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Marketing Channels: Delivering Customer Value

Distribution: most producers use intermediaries to bring their products to market. There importance of distribution channels is through wholesalers, agents, brokers, retailers, etc. A company’s channel decisions affect other marketing decisions:

1. Place decisions
2. Price decisions
3. Distribution decisions
4. Positioning
Supply Chain Partners

Upstream partners: include suppliers of raw material, components, parts, information, finances and expertise to create a product or service

Downstream partners: include the marketing channels or distribution channels that look toward the customer

Value Delivery Network

Is the firm’s suppliers, distributors, and ultimately customers who partner with each other to improve the performance of the entire system (focus on downstream partners) 

How Channel Members Add Value

Marketing distribution channels: are sets of independent organizations that help make a product or service available for use or consumption by the consumer user

Intermediaries: offer product greater efficiency in making goods available to target markets

Information: gathering and distributing marketing research and intelligence information about actors and forces in the marketing environment needed for planning and aiding exchange

Promotion: developing and spreading persuasive communications about an offer

Contract: finding and communicating with prospective buyers

Matching: shaping and fitting the offer to the buyer’s needs, including activities such as manufacturing, grading, assembling and packaging

Negotiation: reaching an agreement on price and other terms of the offer so that ownership or possession can be transferred

Physical distribution: transporting and storing goods

Financing: acquiring and using funds to cover the costs of the channel work

Risk taking: assuming the risks of carrying out the channel work

Number of Channel Levels

Channel levels: are layers of intermediaries that preform some work in bringing the product and its ownership closer to the final buyer

Direct marketing channel: refers to a marketing channel that has no intermediary levels

Indirect marketing channels: contains one or more intermediary levels

i.e.
Producer to consumer (channel 1)


Producer to retailer to consumer (channel 2)


Producer to wholesaler to retailer to consumer (channel 3)

Channel Behavior

Marketing channel: consists of firms that have partnered for their common good with each member playing a specialized role

Channel conflict: refers to disagreement over goals, roles, and rewards by channel members (horizontal conflict vs. vertical conflict)

Two Types of Marketing System

Conventional marketing channel: consists of one or more independent producers, wholesalers and retailers

Vertical marketing channel: provide channel leadership and consist of producers, wholesalers and retailers acting as a unified system. One channel member owns the others, has contracts with them or has so much power that they must all cooperate.

1. Corporate vertical marketing systems: integrates successive stages of producing and distribution user single ownership (i.e. ZARA - controls design, production, distribution, etc)
2. Contractual vertical marketing systems: consists of independent firms at different levels of production and distribution who join together through contracts to obtain more economies or sales impact than each could achieve alone
a. Franchise organizations: are contractual vertical marketing systems in which a channel member, called a franchisor, links several stages in the production-distribution process (or..business relationship where a franchisor grants a license to a franchisee that gives him the right to use the brand and the operation system for a fee)
3. Administered vertical marketing systems: has a few dominant channel members without common ownership. Leadership comes from size and power (i.e. Walmart)
Other..?

Horizontal marketing systems: are when two or more companies at one level join together to follow a new marketing opportunity

Multichannel distribution systems (hybrid marketing channels): are when a single firm sets up two or more marketing channels to reach one or more customer segments (i.e. Starbucks selling coffee in-store and they sell grounded coffee beans)

Changing Channel Organization

Disintermediation: occurs when product or service producers cut out intermediaries and go directly to final buyers, or when radically new types of channel intermediaries displace traditional ones

Examples: Travel industry (Expedia - travel agents becoming less relevant in the industry), Book industry (amazon.com), Computers (Dell)

Marketing Channel Decisions (design)

1. Analyzing consumer needs: What do customers what from the channel? Need vary depending on target segment
a. Distance to travel?
b. In person or online?
c. Customer service?
2. Setting channel objectives: targeted levels of customer service, what segments to serve and best channel to use
3. Identifying major channel alternatives: decisions about level of control, responsibilities of channel members and number if marketing intermediaries
a. Intensive distribution stock the product in as many outlets as possible
b. Exclusive distribution gives a limited number of dealers exclusive rights to distribute the company’s product in their territories
c. Selective distribution is the use of more than one but fewer than all of the intermediaries who are willing to carry the company’s products
4. Evaluation
Channel Management Decisions

1. Selecting channel members: select channel members based on a number of factors (not always easy):
a. Years in business
b. Other lines carried
c. Growth and profit recorded
d. Cooperativeness
e. Reputation
2. Managing channel members
3. Motivating channel members
4. Evaluating channel members
Marketing Logistics and Supply Chain Management

Marketing logistics: involves planning, implementing and controlling the physical flow of goods, services and related information from points of origin to points of consumption to meed consumer requirements at a profit

1. Warehousing: a company must decide how many and what type of warehouses it needs and where they will be located
a. Distribution centers: are large, highly automated warehouses designed to receive goods from various plants and suppliers, take orders, fill them efficiently, and deliver goods to customers as quickly as possible
2. Inventory management: “just in-time systems” producers and retailers carry only small inventories of parts or merchandise, often only enough for a few days of operations
3. Transportation: affects the pricing of products, delivery performance and condition of the goods when they arrive. Can be transported by truck, rail, water, pipeline, air or internet
4. Logistics information management
What Customers Want from the Channel

Good response time, variety, service, etc.
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Integrated Marketing Campaign

One message using all media platforms: digital marketing and social networks (Facebook, twitter, youtube), print, public stunts, tv ads, massive public relations campaign, changes to retail stores, etc.

Importance: consistency, understand the characteristics of each promotional tool

Shifts in the marketing communication model: no longer mass marketing

Importance of the message: communication process, types of appeal, steps in communication

Examples of integrated marketing campaign:

Dove real beauty: super-distribution 400 million views, level of distribution equates to some $150 million worth of free media coverage (Oprah show, Dr. Phil, news, etc)

Adidas is all in: Sidlee crafted “adidas is all in” epic story of unbridled passion and intensity deployed globally on all media platforms. Importance of the story.

Promotion mix (marketing communications mix)

The specific blend of advertising, public relations, personal selling, sales promotion and direct marketing tools that the company uses to persuasively communicate customer value and build customer relationships. Before was about mass marketing, now consumers and marketing strategies are changing. 

Major promotional tools:

1. Advertising: any paid form of non-personal presentation and promotion of ideas, goods, or services by an identified sponsor (print, internet, outdoor). Reaches masses of geographically dispersed buyers at a low cost per exposure, and it enables the seller to repeat a message many times. I.e. McDonald’s “our food, your questions”
2. Sales promotion: the short-term incentives to encourage the purchase or sale of a product or service. Premiums that attract consumer attention and can be used to dramatize product offers and boost sagging sales (discounts, coupons, displays, demonstrations). I.e. Second Cup “latte Tuesdays”. 
3. Public relations: very believable form of promotion that involves building good relations with the company’s various publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events (press releases, sponsorships, special events, webpages, news stories, features). I.e. Redbull sponsored the highest free-fall in 2012
4. Personal selling: the personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships (sales presentations, trade shows, incentive programs). It is the most effective method at certain stages of the buying process, particularly in building buyer’s preferences, convictions, actions, and developing customer relationships.
5. Direct marketing: is a non-public, immediate, customized and interactive promotional tool making direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relationships (telemarketing, direct response television, online marketing)
Integrated Marketing Communications

The integration by the company of its communication channels to deliver a clear, consistent and compelling message about the organization and its products. (I.e. ATMA air conditioning campaign that tapes the mouth of animals living in the arctic - result: public went against the message saying it was animal cruelty and that the overuse of air conditioning will lead to global warming)

Elements of the communication process:

1. Sender: the party sending the message to another party
2. Encoding: the process of putting thought into symbolic form
3. Message: the set of symbols the sender transmits
4. Media: the communications channels through which the message moves from sender to receiver
5. Decoding: is the process by which the receiver assigns meaning to the symbols
6. Receiver: the party receiving the message sent by another party
7. Response: the reaction of the receiver after being exposed to the message
8. Feedback: the part of the receiver’s response communicated back to the sender
9. Noise: the unplanned static or distortion during the communication process, which results in the receiver’s getting a different message that the one the sender sent
Steps in Developing Effective Marketing Communication

1. Identify the target audience: what will be said? how it will be said? when it will be said? where it will be said? who will say it?
2. Determine the communication objectives: marketers seek a purchase response that results from a consumer decision-making process that includes the buyer-readiness stages:
a. Awareness
b. Knowledge
c. Liking
d. Preference
e. Conviction
f. Purchase
3. Design the message: 
a. Message content is an appeal or theme that will produce the desired response 
i. Rational appeal: describes the benefit of the product (i.e. Advil relieves tough headaches)
ii. Emotional appeal: makes consumers feel for the product whether it be good/bad (i.e. can make you feel guilty)
iii. Moral appeal: if the message is right or wrong (i.e. many environmental ads use this appeal)
b. Message structure deals with how the message is put across:
i. Draw a conclusion, or leave it to the audience?
ii. Put forth the strongest arguments first or last?
iii. Present a one or two sided argument?
iv. I.e. Buckley’s “taste awful, and it works” designed around customer response
4. Choose the media
a. Personal: involves two or more people communicating directly directly with each other. Effective because because it allows personal addressing and feedback.
i. Word-of-mouth: is personal communication about a product between target buyers and neighbors, friends, family members, and associates
ii. Opinion leaders: people within a reference group who, because of their special skills, knowledge, personality or other characteristics; exerts social influence on others
iii. Buzz marketing: involves cultivating opinion leaders and getting them to spend information about a product or service to others in their communities
iv. Face-to-face
v. Phone
vi. Mail
vii. E-mail
viii. Internet chat
b. Non-personal: is media that carry messages without personal contact or feedback including major media, atmospheres and events that affect the buyer directly
i. Major media: include print, broadcast, display, and online media
5. Select the message source
Collecting feedback: involves communicator understanding the effect on the target audience by measuring behavior resulting from the message

· How many people bought a product?
· How many people talked about it with others?
· How many people visited the store?
Setting the Total Promotional Budget

One of the hardest marketing decisions

Four methods to set the total promotional budget:

1. Affordable budget method: sets the budget at an affordable level
2. Percentage of sales method: sets the budget at a certain percentage of current or forecasted sales or unit sales price
3. Competitive-parity method: sates the budget to match competitor outlays
4. Objective-and-task method: sets the budget based on what the firm wants to accomplish with promotion and includes:
a. Defining specific objectives
b. Determining tasks to achieve the objectives
c. Estimating costs of preforming tasks
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Personal Selling and Sales Promotion

Personal selling: is a personal presentation by the firm’s sales forces for the purpose of making sales and building the customer relationships. The interpersonal arm of the promotional mix.

Sales person: is an individual representing a company by preforming one or more of the following activities: prospecting, communicating, selling, servicing, information gathering or relationship building. They product company value and profit by representing the company to customers or representing the customers to the company.

Managing the Sales Force

Sales for management is the analysis, planing, implementing and control of sales force activities.

1. Designing the sales force structure:
a. Territorial: each salesperson is assigned an exclusive geographical area and sells the company’s full line of product and services to all customers in that territory. Defines a sales person’s job, fixes accountability, lower sales expenses, improves relationship building and selling.
b. Product: each person sells along its product lines. Improves product knowledge.
c. Customer: each salesperson sells along its customer lines. Improves customer relationship.
d. Complex: a wide variety of products is sold to many types of customers over a broad geographic area and combines several types of sales force structures. 
e. Other
i. Outside sales people: call on customers inside the feild
ii. Inside sales people: conduct business from their offices and often provide support for the outside sales people. (technical sales support people, sales assistants)
2. Recruiting and selecting sales people: companies have to recruit good sales people. Careful selection increases sales performance. 30/60 rule.
a. Bad traits: pushy, late, deceitful, disorganized, unprepared.
b. Good traits: good listeners, empathetic, honest, dependable, thorough.
3. Training people: importance of training.
4. Compensating salespeople: bases on fixed amounts, variable amounts, expenses, and fringe benefits.
5. Supervising and motivating sales people:
a. Supervising: help salespeople work smart by doing the right things in the right ways
b. Motivating: encourage sales people to work hard and energetically towards sales force goals
c. Selling and the internet: major tools to support sales people are training, sales meeting, live sales presentations, and servicing accounts.  
6. Evaluating sales people: sales reports, call reports, and expense reports.
The Personal Selling Process

The goal of the personal selling process is to get new customers and obtain orders from them. The longterm goal is to develop a mutually profitable relationship.

1. Prospecting and qualifying: 
a. Prospecting: identifies qualified potential customers through referrals from customers, suppliers, dealers and internet.
b. Qualifying: identifies good customers and screening out poor ones by looking at financial ability, volume of business, needs, location, and growth potential. 
2. Pre approach: the process if learning as much as possible about a prospect, including needs, who is involved in the buying and the characteristics and styles of the buyers.
a. Objectives: qualifying the prospect, gather information, make an immediate sale
b. Approaches: personal visit, phone call, letter
3. Approach: the process where the sales person meets and greets the buyer and gets the relationship off to a good start and involves the sales person’s: appearance, opening lines, followup remarks
4. Presentation and demonstration: is when the salesperson tells the product story to the buyer, presenting the customer benefits and showing how the product solves the customer’s problems.
a. Need satisfaction approach: buyers want solutions and sales people should listen and respond with the right products and services to solve customer problems. 
5. Handling objections: the process where sales people resolve problems that are logical, psychological or unspoken. Good way to handle objections? Positive approach.
6. Closing: the process where the sales people should recognize signals from the buyer including physical actions, comments, and questions, to close the sale.
7. Follow up: the last step in which the salesperson follows up after the sale to ensure customer satisfaction and repeat business.
Sales Promotion

Refers to the short-term incentives to encourage purchases or sales of a product or service (i.e. Up to 50% off).

Factors in the Growth of Sales Promotion

· Companies face more competition
· Competing brands offer less differentiation
· Advertising efficiency has declined due to rising costs, clutter and legal constraints
· Consumers have become more deal-oriented
· Majority of decisions taken in store (promotions influence brain activity)
Major Sales Promotion Tools

These are sales promotion tools used to boost short-term customer buying and involvement or to enhance long-term customer relationships.

1. Samples: offer a trial amount of a product
2. Coupons: are certificates that give buyers a savings when they purchase specified products
3. Cash refunds: similar to coupons except that the price reduction occurs after the purchase
4. Price packs: offer consumers savings off the regular price of a product
5. Premiums: good offered either for free or at a low price
6. Advertising specialties: useful articles imprinted with the advertisers name, logo or message that are given as gifts to consumers
7. Point-of-purchase displays: include displays and demonstrations that take place at the point of sales
8. Demonstrations:
9. Contests: require an entry by a customer, chance to win something
10. Sweepstakes: require consumers to submit their names for a drawing, chance to win something
11. Games: present consumers with something that may or may not help them win a prize, chance to win something
Developing Sales Promotion Program

· Size of incentive
· Conditions for participation
· Promote and distribute the program
· Length of the program
· Evaluation of the program
CHAPTER SEVENTEEN

Direct Marketing

Direct marketing is not mass marketing, a marketing channel without intermediaries and the fastest growing form of marketing. It consists of connecting directly with targeted individual customers to obtain an immediate response and cultivate long-lasting relationships.

Benefits to Buyers

· Connivence
· Access to many products
· Access to comparative information about companies, products, and competitors
· Interactive and immediate
Benefits to Sellers

· Tool to build customer relationships
· Low-cost, efficient, fast alternative to reach markets
· Flexible
· Access to buyers not reachable through other channels
Customer Database

This is an organized collection of comprehensive data about individual customers or prospects, including geographical, demographic, psychographic, and behavioral data.

Forms of Direct Marketing

1. Direct mail marketing: involves offer, announcement, reminders, or other items to a person at a particular address
a. Personalized
b. Easy-to-measure results
c. Costs more than mass media
d. Provides better results than mass media
e. Can take the form of voice mail, text messaging and email
2. Catalogue direct marketing: involves web-based catalogues (i.e. Ikea Catalogue)
a. Benefits: lower costs than printed catalogues, unlimited amount of merchandise, real-time merchandising, interactive content, promotional features
b. Challenges: require marketing, difficulties in attracting new customers
3. Telephone direct marketing: involves using the telephone to sell directly to consumers and business customers
a. Outbound telephone marketing: sells directly to consumers and businesses
b. Inbound telephone marketing: uses toll free numbers to receive orders from television and print ads, direct mail, and catalogues
4. Direct response television (DRTV): can take two forms (less expensive that other forms of promotion)
a. 60-120 second advertisements that describe products and give customers a toll-free number or website to purchase
b. 30 minute infomercials such as home shopping channels
5. Mobile form marketing: includes
a. Ring tone giveaways
b. Mobile games
c. Ad-support content
d. Contests and sweepstakes
Online Marketing

Is a company’s efforts to market products and services and build customer relationships over the internet.

Online companies: are the so-called dot.coms, which operate only online without any brick and mortar market presence (i.e. Google, Ebay)

Hybrid (click-and-mortar) Companies: are traditional companies that have added online marketing to their operations

Online Marketing Domains

· Business to consumer: involves selling good and services online to final consumers
· Business to business: involves selling good and services, providing information online to businesses and building customer relationships
· Consumer to business: involves consumers communicating with companies to send suggestions and questions via company websites
· Consumer to consumer: occurs when the web between interested parties over a wide range of products and subjects
· Kijiji
· Ebay
· Criagslist
· Blogs
· Social Networks
Setting Up and Online Presence

· Marketing websites: are designed to engage consumers in interaction that will move them closer to a direct purchase or other marketing outcome
Designing Effective Websites 

To attract visitors, companies must:

· Promote an offline promotion and online links
· Create value and excitement
· Constantly update the site
· Make the site useful
1. Context: the sites layout and design
2. Content: the text, pictures, sound, and video that the website contains
3. Community: the ways in which the site enables user-to-user communication
4. Customization: the sites ability to tailor itself to different users or allow users to personalize the site
5. Communication: site-to-user, user-to-site, or two-way communication
6. Connection: the degree to which the site is linked to other sites
7. Commerce: the sites capability to enable commercial transactions
Placing Ads and Promotions Online

· Viral marketing: the internet version of word-of-mouth marketing and involves the creation of a website, email message, or other marketing event that customer pass along to friends
· Online advertising: is advertising that appears while consumers are surfing the web, including display ads, search-related ads, online classifieds, and other forms.
· Banners: banner-shaped ads found on websites
· Interstitials: ads that appear between screen changes
· Pop-ups: ads that suddenly appear in a new window on front of the window being viewed
· Rich media ads: incorporate animation, video, sound and interactivity
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The Global Marketplace

Global firm: operates in more than one country. They gain marketing, production, R&D and financial advantages not available to purely domestic competitors.

Global marketing today:

1. Looking at the global marketing environment
2. Deciding whether to go global
3. Deciding which markets to enter
4. Deciding how to enter the market
5. Deciding on the global marketing program
6. Deciding on the global marketing organization
Global Marketing Forces

External

1. Economic factors
2. Political and legal factors
a. Country’s attitude toward international buying
b. Government bureaucracy
c. Political stability
d. Monetary regulations
3. Social cultural factors
4. Demographic and geographic characteristics
Internal

1. Price
2. Product
3. Distribution
4. Promotion and communication
Impact of Cultural on Marketing Strategy

1. Business norms
2. Cultural preferences, traditions and behaviors
3. To success abroad, must adapt to local culture value and traditions rather than forcing their own
Deciding the Global Marketing Strategy

Standardize: using the same marketing strategy and mix in all of the company’s international markets 

Adapted: adjusting the marketing strategy and elements to each international target market, more expensive but a greater return

Adaption: adapting the marketing mix elements, product, etc. to suit the foreign markets values and traditions

Uniform pricing: same price in all markets, doesn’t consider income or wealth

Market based pricing: price the market can pay but does not consider actual costs

Standard markup pricing: price based on percentage of cost but can cause problems in countries with high costs

