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Chapter 8: HR Management
Goals of HR Management: Locate, develop, retain
Incentive Compensation
1. Gain Sharing: Bonus based on productivity gains, cost saving, or quality improvements.
2. Profit Sharing: Bonus based on company profits
3. Lump-sum Bonus: One-time cash payment or stock option based on performance
4. Pay for Knowledge: Salary increase based on learning new tasks.
Flextime: employees set own work hours within constraints.
Downsizing: Reducing the number of employees. (Causes anxiety, health problems, and expensive severance packages)
Outsourcing: Using outside vendors to produce G+S that were previously handled in house. (Save expenses, remain flexible)
Maslow’s Hierarchy of Needs: Self-actualization (challenging job)
					Esteem (Incentives)
					Social (Activities)
					Safety (Seniority)
					Physiological (Salary)
Herzberg’s 2 Factor Model
	Hygiene Factors: Result in Satisfaction (Salary, job security, status)
	Motivator Factors: Can produce high levels of motivation if present (Responsibilities, achievements etc.)
Expectancy Theory: Process people use to evaluate the likelihood that their efforts will lead to result.
Equity Theory: An individual’s perception of fair and equitable treatment.
Theory X: Assumes employees dislike work and try to avoid it whenever possible, so management must coerce them to do their jobs (Money, and job security are motivators)
Theory Y: The typical person actually likes work and will seek and accept greater responsibility (Self-Control is motivator)
Theory Z: Worker involvement is key to increased productivity for the company and improved quality of work life for employees.
Managing By Objectives (MBO): Motivates individuals by aligning their objectives with the goals of the organization, increasing overall organization performance. 
	Principles: Specific Objectives, Participative decision making, time period to accomplish goals
Goal-Setting Theory: The idea that people will be motivated to the extent to which they accept specific, challenging goals and receive feedback that shows their progress toward goal achievement.

Chapter 11: Customer Driven Marketing
4 Elements of Marketing = Product, Promotion, Pricing, Distribution
Types of Marketing
	Person Marketing: Attract a target market toward a person.
	Place Marketing: Attract people to a particular place (city, region, country).
	Event Marketing: Marketing or sponsoring of short-term events (athletic event)
	Cause Marketing: Promoting a cause or social issue (MADD)
	Organization Marketing: Influencing consumers to accept the goals of an organization, receive the services of an organization, or contribute to it.
Selecting a Target Market  - Type of Product
	Consumer (B2C) Product: A g or s that is purchased by end users.
	Business (B2B) Product: A g or s purchased to be used in the production of other goods for resale. (Steel, Chemicals, Aircraft)
Marketing Mix: Blending the 4 elements (Product, Promotion, Pricing, Distribution) to satisfy chosen customer segments. Marketing success depends on this unique mix.
Utility: The power of  G+S to satisfy a want/need.
	Time Utility: making a good available when customers want it.
	Place Utility: Making a product available and convenient to purchase.
	Ownership Utility: Organized transfer from the seller to the buyer.
Data Mining: the use of computer searches of customer data to detect patterns and relationships.
Data Warehouse: A customer database that allows managers to combine data from several different organizational functions.
Business Intelligence: A field of research that uses activities and technologies for gathering, storing, and analyzing data to make better competitive decisions.
Market Segmentation: the process of dividing a total market into several relatively similar groups.
	Geographical Segmentation: Dividing the market into groups based on location.
	Demographic Segmentation: Dividing the market into groups based on things such as gender, age, income, etc.
	Psychographic Segmentation: Dividing into groups with similar attitudes, values and lifestyles.
	Product-related Segmentation: Dividing into groups that are based on benefits sought by buyers, usage rates, and loyalty levels.
End-use Segmentation: A Marketing strategy that focuses on the precise way a B2B purchaser will use a product.
B2C Possible Segmentation: Geographical, Demographics, Psychographic, Product- related
B2B Possible Segmentation: Geographical, End-use, Demographic
Relationship Marketing: Developing and maintaining long-term, cost-effective exchange relationships with partners.
Frequency Marketing: A marketing initiative that rewards frequent purchases with cash, rebates, merchandise, or other premiums.
Affinity Program: A marketing effort sponsored by an organization that targets people who share common interest and activities. (ie. MBNA UOttawa MasterCard)
Chapter 12: Product and Distribution Strategies
Product Line: Group of related products that share physical similarities or are targeted toward a similar market.
Product Mix: The assortment of product lines and individual goods and services a firm offers to consumers and business users.
Convenience products: items the consumer seeks to purchase frequently, immediately, and with little effort (tissues, toilet paper, etc)
Shopping products: typically purchased only after the buyer has compared competing products in competing stores (couch, Xbox, television)
Specialty products: items a purchaser is willing to make a special effort to obtain (Cars, Watches, rings)
Capital Goods: installations are major capital items such as new factories, heavy equipment and machinery, and custom-made equipment.
Accessory equipment includes less expensive and shorter-lived capital items than installations, and involves fewer decision makers.
Expense Goods: Supplies are expense items used in a firm’s daily operations that do not become part of the final product
Inventory Good: Component parts and materials become part of a final product. Raw materials are farm and natural products used in producing other final products.
Product  Life Cyle
Introduction stage: the firm promotes demand for its new offering; informs the market about it; gives free samples to entice consumers to make a trial purchase; and explains its features, uses, and benefits.
Growth stage: sales climb quickly as new customers join early users who are repurchasing the item. The company begins to earn profits on the new product.
Maturity stage: industry sales eventually reach a saturation level at which further expansion is difficult.
Decline stage: sales fall and profits decline.
Product Development Stages
	Stage 1: Generating ideas for new offerings 
Stage 2: Strategically screen 
Stage 3: Concept development and business analysis 
Stage 4: Product development 
Stage 5: Test marketing 
Stage 6: Commercialization 
Manufacturer’s (or national) brand is offered and promoted by a manufacturer. 
(ie. Tide, Cheerios, Windex, Fossil, Nike)
Private (or store) brand is not linked to the manufacturer but instead carries a wholesaler’s or retailer’s label.  (ie. Loblaw ’s President ’s Choice foods, Sears’ Craftsman tools)
Family branding strategy uses a single brand name for several related products. 
(ie. KitchenAid, Johnson & Johnson, Hewlett-Packard, Arm & Hammer) 
Individual branding strategy gives each product within a line a different name. 
(ie. Procter & Gamble products Tide, Cheer, and Dash)
Brand recognition, the consumer is aware of the brand but does not have a preference for it over other brands. 
Brand preference, the consumer chooses one firm’s brand over a competitor’s. 
Brand insistence, the consumer will seek out a preferred brand and accept no substitute for it (the ultimate degree of brand loyalty). 
Brand equity: The added value that a respected and successful name gives to a product 
Brand awareness: the product is the first one that comes to mind when a product category is mentioned. 
Direct distribution 
· Direct contact between producer and customer. 
· Most common in B2B markets. 
· Often found in the marketing of relatively expensive, complex products that may require demonstrations. 
· Internet is helping companies distribute directly to consumer market. 
Distribution channels using marketing intermediaries 
· Producers distribute products through wholesalers and retailers. 
· Inexpensive products sold to thousands of consumers in widely scattered locations. 
· Lowers costs of goods to consumers by creating market utility. 
Wholesaler: a distribution channel member that sells primarily to retailers, other wholesalers, or business users.
Retailers: Distribution channel that sell goods and services to individuals for their own use, not for resale
	Direct-Response Retailing: Catalogues, telemarketing, TV ads
	Internet Retailing: Sales through Web-based sellers
	Direct Selling: Party plans, manufacturer to buyer
	Automatic Merchandising: Consumer products such as candy, soft drinks, ice
Intensive distribution: involves a firm’s products in nearly every available outlet, and requires the cooperation of many intermediaries.
Selective distribution: the manufacturer selects a limited number of retailers to distribute its product lines.
Exclusive distribution: limits market coverage in a specific geographical region that will enhance a product’s image.
Supply Chain: The complete sequence of suppliers that help to create a good or service and deliver it to business users and final consumers.
￼Chapter 13: Promotion and Pricing Strategies
Integrated Marketing Communications (IMC): the coordination of all promotional activities—media advertising, direct mail, personal selling, sales promotion to produce a unified, customer-focused promotional strategy.
Personal Selling: The most basic form of promotion: a direct person-to-person promotional presentation to a potential buyer.
Nonpersonal Selling: Forms of selling such as advertising, sales promotion, direct marketing, and public relations.
Promotional Mix: the combination of personal and nonpersonal selling that marketers use to meet the needs of a firm’s target customers and to effectively and efficiently communicate its message to them.
Positioning: A concept whereby marketers try to establish their products in the minds of customers by communicating to buyers the meaningful differences about the attributes, price, quality, or use of a good or service.
5 Major Promotional Objectives:
	Differentiate Product: (ie. Compare to another product)
	Provide Information: (ie. Describe features)
	Stabilize Sales: (ie. Low weekend rates for hotels)
	Increase Sales: (ie. End-of-aisle grocery displays)
	Highlight Product Value: (ie. Warranty programs and guarantees)
Elements of the Promotional Mix
Advertising
	Advantages: Reaches large consumer audience at low cost per contact, allows strong control of the message, message can be modified to suit different audiences.
	Disadvantages: Difficult to measure effectiveness, limited value for closing sale.
Personal Selling
	Advantages: Message can be tailored for each customer, produces immediate buyer response, effectiveness is easily measured.
	Disadvantages: High cost per contact, high expense and difficulty of attracting and retaining effective salespeople.
– Firms focus on personal selling under four conditions: 
· –  Few, geographically concentrated customers 
· –  Product is technically complex, involves trade-ins, or requires special handling 
· –  Product carries a relatively high price 
· –  Product moves through direct-distribution channels 

Sales Promotion
	Advantages: Attracts attention and creates awareness, effectiveness is easily measure, produces increases in short-term sales
	Disadvatages: Nonpersonal appeal, difficult to differentiate from similar programs of competitors.
Public Relations
	Advantages: Improves trust in a product or firm, creates a positive attitude about the product.
	Disadvantages: Difficult to measure effectiveness, often devoted to nonmarketing activities.
Sponsorships
	Advantages: Viewed positively by consumers, enhances brand awareness.
	Disadvantages: Difficult to control message
Advertising: Paid nonpersonal communication usually targeted at large numbers of potential buyers.
	Product Advertising: messages designed to sell a particular good or service.
	Institutional advertising: messages that promote concepts, ideas, or philosophies. It can also promote goodwill toward industries, companies, organizations, or government entities. (ie. Economic Action Plan)
	Cause Advertising: a form of institutional advertising that promotes a specific viewpoint on a public issue as a way to influence public opinion and the political process. (ie. Cancer research)
Informative advertising is used to build initial demand for a product in its introductory phase. 
Persuasive advertising attempts to improve the competitive status of a product, institution, or concept, usually in its growth and maturity stages. 
Comparative advertising compares products directly with their competitors, either by name or by inference. 
Reminder-oriented advertising maintains awareness of the importance and usefulness of a product in its late maturity or decline stages. 
Types of Advertising
· Television 
· –  Easiest way to reach a large number of consumers 
· –  Leading, but most expensive, advertising medium 
· Newspapers 
· –  Dominate local advertising 
· –  Relatively short life span 
· Radio 
· –  Commuters in cars are a captive audience 
· –  Internet radio offers new opportunities 
· Magazines 
· Consumer publications and trade journals 
· Can customize message for different areas of the country (local ads, wraparounds) 
· Direct Mail 
· Average North American receives 550 pieces annually 
· High per person cost, but can be carefully targeted and highly effective 
· Outdoor Advertising 
· Billions spent annually in North America 
· Requires brief messages 
· Online and interactive advertising 
· Widgets (or gadgets) are small television screen images carrying marketing messages; contain embedded links to home sites. 
· –  Viral advertising creates a message that is novel or entertaining enough for consumers to forward it to others 
· Sponsorship: Providing funds for a sporting or cultural event in exchange for a direct association with the event 
· –  Exposure to target audience 
· –  Association with image of the event 
· Other media options 
· –  Marketers look for novel ways to reach customers 
· –  Infomercials: A form of broadcast direct marketing; 30-minute programs resemble regular TV programs, but sell goods or services 
· –  ATM commercials/receipts 
· –  Directory advertising 
Consumer-Oriented Promotions
· Premiums, coupons, rebates, samples 
· –  Marketers generally choose free/reduced price premiums likely to get consumers thinking and caring about a brand and product. 
· –  Coupons attract new customers, but focus on price rather than brand loyalty. 
· –  Rebates increase purchase rates, promote multiple purchases, and reward product users. 
· –  Three of every four consumers who receive a sample will try it. 
· Games, contests, sweepstakes 
· –  Introduction of new products. 
· –  Offer cash, merchandise, or travel as prizes to participating winners. 
· –  Subject to legal restrictions. 
· Specialty advertising: Promotional items that prominently display a firm’s name, logo, or business slogan (e.g., promotional pens). 
Product placement: A form of promotion where marketers pay placement fees to have their products featured in various media, from newspapers and magazines to television and movies.
Guerilla marketing: Innovative, low- cost marketing efforts designed to get consumers’ attention in unusual ways. 
Sales Tasks
Order processing: A form of selling used mostly at the wholesale and retail levels; involves identifying customer needs, pointing out products that meet those needs, and completing orders 
Creative selling: A persuasive type of promotional presentation:  Promotes a good or service whose benefits are not readily apparent or whose purchase decision requires a close analysis of alternatives 
Missionary selling: An indirect form of selling in which the representative promotes goodwill for a company or provides technical or operational assistance to the customer 
Telemarketing: Personal selling by telephone, which provides a firm’s marketers with a high return on their expenditures, an immediate response, and an opportunity for personalized two-way conversation 
Pushing strategy: Personal selling to market an item to wholesalers and retailers in a company’s distribution channels. (ie.)Companies promote the product to members of the marketing channel, not to end users. 
Pulling strategy: Promote of a product by generating consumer demand for it, mainly through advertising and sales promotion appeals. (ie.) Potential buyers will request that their suppliers—retailers or local distributors—carry the product, thereby pulling it through the distribution channel. 
· Most marketing situations require combinations of push and pull strategies
Cooperative advertising: Allowances that marketers provide to share with channel partners the cost of local advertising of their firm’s product or product line 
Prestige Pricing: Establishing a relatively high price to develop and maintain an image of quality and exclusiveness 
· Recognition of the role of price in communicating an overall image for the firm and its products. 
· Products that are limited in distribution or so popular that they become scarce generate their own prestige. 
Breakeven Point (in Units)=  Total Fixed Costs/Contribution to fixed costs per unit
Breakeven Point (in $)= Total Fixed Costs/ (1-Variable cost per unit/Price)
Skimming pricing: A strategy that sets an intentionally high price relative to the prices of competing products 
– Helps marketers set a price that distinguishes a firm’s high-end product from those of competitors 
• Penetration pricing: A strategy that sets a low price as a major marketing tactic 
– Often used with new products 
• Everyday low pricing (EDLP): A strategy of maintaining continuous low prices instead of using short-term price-cutting tactics such as cents-off coupons, rebates, and special sales 
– Discount pricing is used to attract customers by dropping prices for a set period of time. 
• Competitive pricing: A strategy that tries to reduce the emphasis on price competition by matching other firms’ prices and by focusing their own marketing efforts on the product, distribution, and promotional elements of the marketing mix 
Odd Pricing: a pricing method that uses uneven amounts to make prices appear to be less than they really are.




 










	
	

Chapter 15: Accounting and Financial Statements
· Accounting: The process of measuring, interpreting, and communicating financial information to support internal and external business decision-making.
· Management uses to plan and control
· CPA is going to be the only designation
· Financing activities provide necessary funds to start a business and expand it after it begins operating.
· Investing activities provide valuable assets required to run a business
· Operating
· Accounting Standards Board (AcSB): The organization that interprets and modifies GAAP in Canada for businesses.
· Corruption of Foreign Public Officials Act: A federal law that prohibits Canadian citizens and companies from bribing foreign officials to win or continue business (in US - Sarbanes-Oxley Act).
· International Financial Reporting Standards (IFRS): Makes international statements look the same (more lenient than GAAP which is in North America)
· Accounting Cycle
· Basic Data
· Processing
· Record (Journal entries)
· Classify (ledger)
· Summarize
· Financial statements
· Balance Sheet (end of year)
· Assets = Liabilities + Owner’s equity
· Assets
· Current Assets (cash, supplies, inventory, Accounts Receivable)
· Fixed Assets – one year or more (plant, equipment, land)
· Intangible Assets (Patents, copyrights, trademarks)
· Liabilities
· Current Liability (wages, bank line of credit, Accounts Payable)
· Long-term liabilities (bank loans, mortgages)
· Owner’s Equity
· Income Statement
· Reports Profit/Loss
· 1) Sales
· 2) Cost of Goods Sold
· 3) Operating Expenses
· 4) Depreciation 
· 5) Net Income


· Statement of Changes in Equity (Don’t have to calculate for exam just understand)
· Starts with Owner’s Equity on Balance Sheet, Net income is added and cash dividends paid to owners are subtracted
· Statement of Cash Flows (Don’t have to calculate on exam)
· Cash Accounting: records revenue and expenses when the cash or check is received.
· Accrual Accounting: records revenue and expenses when they occur, not when the cash actually changes hands
· Financial Analysis
· Ratio Analysis (on exam): assess and interpret the relationships among the financial results of a firm
· Produces a standardized metric
· Used as first indicators of financial and operating health
· Liquidity Ratio:
·  Current ratio = 
· Acid-test ratio = 
· Activity Ratios:
· Inventory Turnover (want to be high) = 
· Total asset turnover = 
· Receivables Turnover = Sales/ Accounts Receivable
· Profitability Ratios:
· Gross Profit Margin = Gross Profit/Sales
· Net Profit Margin = Net Income/Sales
· Return on Equity= Net Income/Average Equity
· Leverage Ratios
· Debt Ratio = Total Liabilities/Total Assets
· Long-term debt to equity = Long-term debt/Owner’s Equity
· Trend (NOT ON EXAM): Up or down?
· Comparative (NOT ON EXAM)
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