Marketing
You are selling an idea, your product and your services.

Definition:  is everything from coming up with an idea, conception of a product, then going through the marketing stages, then selling and evaluating the after selling, and examining how the customers react to the products and services.

Marketing concept: the idea most organizations live by. Believing that ever decision you making is first oriented to the customers and second maximizes the profit. 

*Consumerisms: (the economic and social justification) to meet the needs and wants of the consumers. 

*You have to wonder and think about consumerism, do firms really work to meet the needs and wants of consumers, or are they satisfying their own needs
Marketing segmentation: understanding what are you selling.
Once you truly understand it, you have to ask. Who has the greatest propensity to buy my product?

Segmentation is dividing the market.

· Geographic

· Demographics

· Personality

· Income/ life style

Then you have to develop a strategy to attract and get after that individual. This is known as the marketing mix or the 4P’s.
What Does Marketing Deal With?

There are two types of goods consumer and industrial.

· Consumer good: a good that is sold a consumer. There are many different types of consumer goods.
· Convenience: you can get it anywhere; and you do accept substitutes. For example: milk, when you are buying homo milk for example, it does not matter what the company that produces the milk is s long as you get it. Sometimes there are certain companies that advertise their products well, to attract the customer into buying their product.
· Shopping: a good that you shop around for. For example if you want to buy a car you can go to many dealerships and choose which one you like best.
· Specially: knowing exactly what you want. Example if you know that you want a certain type of camera that you can not get except from a certain place, you will only buy that camera, even if you have to pay a high price for it. Nothing else will do and you are not going to accept substitutes.
· Unsought goods: a good that you are not seeking, example a casket.

· Industrial goods: goods that are produced and used by other industrial users.
· Services: the fastest growing sector in the Canadian economy. We are in a service developed country.
The marketing mix

The marketing mix is also known as the 4 P`s (product, price, place and promotion), but some people believe that there is also a 5th P which is Public image.

· Product
· Price
· Place (distribution)

· Promotion

· Public image
Products:

We are talking more than just a physical good; we are talking about all the things that go with it, such as the image, the color…etc.

· Strategies

· Width: range of pricing for a specific product line.
· Depth: all the styles produced that accommodate the need of people.
· Consistency: when a company wants to add an additional line to their mix, you do something consistent with what you already do.

· All of these strategies include 3 basic elements

· Branding: using symbols to communicate the quality of the product. (Nike)
· Packaging: the physical container in which the product is sold.

· Labelling: indentifying the product name, the colour...etc. 
· Product life cycle: every product goes through a product life cycle, the product goes through the intro stage, growth, maturity, saturation, declining. Every time your product reaches the declining stage you are supposed to improve it to bring it back to the maturity stage.
Pricing

An interesting phenomenon: because we associate quality with it.
There are some strategies that we have to know.

· Cost-plus: the cost plus how much you want profit on it.
· Price lining: each product line has a max point and a min one.
· Loss leader: taking a product that everyone knows and putting it on sale, for a limited amount of time. You put it in the back of the store and take a loss on it to get the person into the store.
· Bait/switch: when you see a sale on something, but when you get there they tell you that there is no more left or any excuse like that, but now they have you in the store and they try to convince you to buy another one. It is illegal but they get away with it by putting the restrictions on the ad’s for example. Limited only 2 per store, or limited quantities.
· Skim the cream: when a new product is produced and putting the product at a high price then lower the price after that to make the customer think that they are getting a deal.
· Mass penetration: put the product on the market at a low price and eventually over time you start selling more.
· Odd pricing (psychological pricing): when for example you have 7.99 instead of 8
· Promotional pricing: creating an image of a product.
Distribution (Place)
The way of getting the product from the supplier to the consumer, usually through middle men
· Channel

· Direct

· Wholesalers

· Retailers

Promotion
The promotional mix
· An exercise in persuasion, information, and influence
· Personal selling: one on one
· Sales promotion devices: things like coupons, contests, free samples, used to increase the selling of the goods.
· Publicity: free advertising, it might be good and it might be bad. 
· Advertising (product: institutional):
· Direct action: going home and looking at the deals, designed to get you to buy the products today or tomorrow
· Indirect action:  designed to get you to buy the product when you feel like it.
· Institutional advertising: designed to build up good will about something. Example Ottawa university Canada’s university
