MIDTERM
3 Levels of products

· Core customer value (what is the buyer really buying?): marketers have to  define the core, problem-solving benefits or services that consumers seek. A woman buying a lipstick buys more than lip colour or buying a blackberry its more than that, they’re buying email a device, personal organizer, Freedom on the go connectivity to ppl and resources.
· Actual product ( develop brand name, features, quality level, packaging, design): ex blackberry is an actual product; its name, parts, styling, features, packaging and other attributes have been carefully combined to deliver the core customer value of staying connected.
· Augmented product:  (by offering services and benefits) delivery and credit, after-sale service, product support, warranty. EX: blackberry is more than communications device; it provides consumers with a complete solution to mobile connectivity problems. SO when consumers buy a blackberry, company and its dealers also may give buyers a warranty, instructions on how phone works, etc.
When developing products, marketers first must identify the core customer value that consumers seek from product; they must design the actual product and find ways to augment it to create this customer value and the most satisfying customer experience.

Types of consumer product
· Convenience product: prod and services that customers usually buy FREQUENTLY, immediately, with minimal comparison and buying effort. (ex: magazines, candy, fast food) They’re low priced, and marketers place them in many locations to make them more available.
· Shopping products: less frequently purchased consumer products and very that customers Compare carefully on suitability, quality, price, style. When buying these products, consumers spend much time and effort in gathering information and making comparisons. (ex: furniture, clothing, hotel, airline services). Marketers usually distribute their products through fewer outlets but provide deeper sales support to help customers in their comparison effort.
· Specialty products: prod and very with UNIQUE characteristics or brand identification for which significant group of buyers is willing to make a special purchase effort. (ex; specific brand cars like Lamborghini cause ppl would be ready to travel a great distance to buy one, designer clothes, photographic equipment) Buyers usually don’t compare specialty products. They invest the time need to reach dealers carrying the wanted products.
· Unsought Products: prod that consumer either does know about or knows about but doesn’t normally consider buying. Most major new innovations are unsought until the consumer becomes aware of them through advertising. (ex: life insurance, preplanned funerals) by their nature, they require a lot of advertising, personal selling, and other marketing efforts.
(look notes for the marketing considerations)

Service characteristics
· Service intangibility: means that services cannot be seen, tasted, felt, heard, or smelled before they are bought. (ex: when ppl undergoing cosmetic surgery, they cannot see result before the purchase).The service provider’s task is to make the service tangible*in one or more ways  and send the right signals about quality. This can be called Evidence management, in which the service organization presents its customers with organized, honest evidence of its capabilities. (ex mayo clinic)
· Service inseparability: means that services cannot be separated from their providers, whether the providers are people or machines. If a service employee provides the service, then the employee becomes part of the service. (producer-customer interaction: cause customer is also present as the service is produced, it becomes a special feature of services marketing). SO both the provider and the customer affect the service outcome.
· Service variability: means that the quality of services depends on who provides them as well as when, where, and how they’re provided.(Ex: hotels like Marriott having reputation for providing better service than others BUT still in one Marriott the receptionist might be nice cheerful while on another Marriott the receptionist could be unpleasant and slow)
· Service perishability: means that services cannot be stored for later sale or use. The perishability of services is not a problem when demand is steady. BUT when demand fluctuates, service firms often have difficult problems.  (ex: because of rush hours demand, public transportation companies have to own much more equipment than they would if demand were even throughout the day.) BUT service firms often design strategies for producing a better match between supply and demand like ex: hotels and resorts charge lower prices in the off-season to attract more guest.

Major brand strategy decisions 

Brand positioning
· Can position in 3 levels: 
· Product Attributes: Ex; P&G invented disposable diaper category with Pampers. Early, Pampers marketing focused on attributes like absorption, fit, disposability.  IN general, attributes are the least desirable level for brand positioning cause competitors can easily copy attributes BUT more importantly customers aren’t interested in attributes as such ; they’re interested in what the attributes will do for them.
· Benefit: Ex; pampers can go beyond technical product attributes and talk about the results and skin-health benefits from dryness Big examples for great benefits are: nike (performance), lexus (quality), Walmart (low-prices)
· Beliefs and values: Pack emotional wallop. EX; godiva, apple, victoria’s secret, tim hortons, they rely less on product’s tangible attributes and more on creating surprise, passion, excitement surrounding the brand.

Brand name selection

· Desirable qualities for a brand name include the following:
· Should suggest something about the product’s benefits and qualities (ex: acuvue, food saver, etc)
· Should be easy to pronounce, recognize and remember (tide, ipod)
· Brand should be distinctive (uggs)
· Should be extendable (chapters.ca beagan as online bookseller but chose name that would allow expansion into other categories)
· Name should translate easily into foreign languages (exxon rejected the name enco cause in Japanese it meant stalled engine)
· Should be capable of registration and legal protection ( brand name cannot be registered if it infringes (violates law) on existing brand names
· Once chosen, the brand name must be protected. Many firms try to build brand name that will eventually become identified with the product category (kleenex, band-aid, jell-o) cause may threaten the company’s rights to the name (little r next to brand name)

Brand sponsorship

· A manufacturer has 4 sponsorship options:
· Manufacturer’s brand: like when Sony and Kellogg sell their output under their own brand names (kellogg’s frosted flakes)
· Private brands: created and owned by a reseller of a product or service. Studies show that consumers are buying more private brands, and most don’t plan to return to name brands anytime soon. Retailers usually price their store (private) brands lower than comparable national brands. They yield higher profit margins for the reseller (even tho they can be hard to establish and costly to stock and promote) AND they give resellers exclusive products that cannot be bought from competitors and so loyalty.
· [bookmark: _GoBack]Licensing: when companies license names or symbols previously created by other manufacturers, names of well known celebrities, or characters from popular movies and books. (apparels and accessories sellers pay a lot to adorn their products with names of well known fashion innovators like Gucci, calvin klein, Armani.  Sellers of children’s products attach almost endless list of character names to clothing, toys, etc. (dora, Hannah Montana, diego, etc)
· Co-Branding: occurs when 2 established brand names of different companies are used on the same product. Advantages: creates broader consumer appeal and greater brand quality. Can take advantage of the complementary strengths of 2 brands (ex tim hortons and Stone creamery shops; tims in morn and lunch, stone creamery after noon and evening). It also allows company to expand brand into categories they might have difficulty to enter alone like ex Nike and ipod ( Nike+ipod sport kit). 
There are some limitations, gota be careful with contracts and licences, must carefully coordinatet heir ads, sales promo,etc. 

Brand development (question5)

· A company has 4 choices in developing brands: 
· Line extensions; occurs when a company extends existing brands names to new forms, colors, sizes, ingredients, etc(ex: cheerios line of cereal includes multi grain, honey nut,…) A company may introduce line extensions as a low-cost, low-risk way to introduce new products. Line extensions have some risks; an overextended brand name can lose some of its specific meaning. OR heavily extended brand names can cause consumer confusion or frustration.
· Brand extension: extends a current brand name to new or modified products in a new category (ex: kellogg’s has extended its special K cereal brand into a full line of cereals plus lines of cracker, fruit crips, snack etc.) It gives a new product instant recognition and faster acceptance. But there are some risks; extension may confuse the image of the main brand. If brand extension fails, may harm consumer attitudes toward other products carrying the same brand name. (ex successful brand ext: mr.clean car washes)
· Multibrands: offers a way to establish different features that appeal to different customer segments, lock up more reseller shelf space, and capture a larger market share. (ex: P&G four laundry detergent brands combined capture more than 50% of north American laundry detergent market)
· New brands: created when a company believes that the power of its existing brand name is not so good, so a new brand name is needed. OR when it enters a new product category for which none of its current brand names are appropriate. (Ex: Toyota created Scion brand, targeted toward millennial consumers)


Various factors considering human

· Cultural:
· Culture: most basic values, perceptions, wants, and behaviours learned by a member of society form family and other important institutions. (ex: americans value success, freedom, individualism, hard work… great example: the recent great concern on health and fitness has created a huge industry for health and fit services.
· Subculture: groups of people with stand value systems based on common life experiences and situations. It includes nationalities, religions, racial groups, geographic regions.  Its divided in 4 groups: 1) Regional subcultures (ex; canada different regions each has different character personalities like he provinces near the sea  have distinctive programs) 2) Founding nations: ex:in Canada; the French, English, and aboriginal peoples.  Unique history and language of each of the nations has driven many cultural differences the result in different buying behaviours across Canada. 3) Ethnic consumers: being sensible to the values of immigrants (ex: queen latifah commercials promoting covergirl line for women of colour) 4) Mature consumers: different age cohorts have distinct cultures (Canadian pop aging more and more so mature consumers are becoming a very attractive market.
· Social class:  its measured as a combination of occupation, income, education, wealth,etc.  Marketers are interested in social class cause people within a give social class tend to exhibit similar buying behaviour. They show distinct product and brand preferences like clothing, automobiles, etc .

· Social Factors: 
· Small groups: 2 or more people who interact to accomplish individual or mutual goals. People are often influenced by reference groups to which they don’t belong. 1) word-of-mouth influence and buzz marketing; can have a powerful impact on consumer buying behaviour. ( personal word of a friend or someone you trust is more credible) Marketers must figure out how to reach Opinion leaders: people within a reference group who, cause of special skills, knowledge personality, exert social influence on others. Buzz marketing: involves enlisting or creating opinion leaders to serve as “brand ambassadors” who spread the word’s about a company’s products. 2) Online social networks: new form of consumer-to-consumer and business-to-consumer dialogue has big implications for marketers. (tweeting about a brand, product, or post-ads or custom videos on youtube)
· Family: family members can strongly influence buyer behaviour. (ex: usually women is the main purchasing agent for the family in areas like food, clothing, etc but recently studies show that 65% of men shop for groceries regulargy and prepare atleast one meal a week,)
· Role and status: a person belongs to many groups; family, clubs, organizations, online communities. Its position in each group can be defined in terms of both role and status.  A role consists of the activities people are expected to perform according to the people around them. Each role carries a status reflecting the general esteem give to it by society. (ex: a mother plays role of brand manager in her company; in her family, she plays role of mother and wife, etc and as brand manager she’ll buy clothing that reflects her role and status.)

· Personal factors:
· Age and Life-Cycle Stage: ppl change goods and services they buy over their lifetime (food, clothes, furniture, etc) Buying is also shaped by the stage of the family life cycle (the stages through which families might pass as they mature over time). Marketers often define their target markets in terms of life-cycle stage and develop appropriate  products and marketing plans for each stage.
· Occupation: A person’s occupation affects the goods and services bought. (ex: blue collar workers tend to buy more rugged work clothes, whereas executives buy business suits) 
· Economic situation: a person’s economic situation will affect his or her store and product choices. Marketers watch trends in personal income, savings, and interest rates. (ex: target discount retailer effect of recession)
· Lifestyle: People coming from the same subculture, social class, and occupation may have different lifestyles. Def: is a person’s pattern of living as expressed in his or her psychographics. It involves measuring consumer’s major dimensions; interests, activities, opinions. It profiles a person’s whole pattern of acting and interacting in the world. Consumers don’t just buy the product, they buy the values and lifestyles those products represent.
· Personality and self-concept:  Each person’s distinct personality influences his or her buying behaviour. A brand personality is the mix of human traits that may be attributed to a particular brand. (5 brand personality; sincerity, excitement, competence, sophistication, ruggedness) Ex; apple excitement, jeep ruggedness, etc.

· Psychological factors: 
· Motivation: a motive is a need that’s sufficiently pressing to direct the person to seek satisfaction of the need. The term motivation research refers to qualitative research designed to probe consumer’s hidden, subconscious motivations.  A person tries to satisfy the most important need first, when that’s satisfied, it will stop being a motivator and the person will then try to satisfy the next most important need. (ex: starving people wont care about the latest happenings in the art world(self-actualization needs) nor in how theyre seen by others or even if theyre breathing clean air.
· Perception: how person’s act is influenced by his or her perception of the situation. Perception is the process by which ppl select, organize, and interpret info to form a meaningful picture of the world.  Ppl can form different perceptions of the same stimulus cause of 3 perceptions; selective attention(marketers focus on attention of customer), selective distortion( tendancy of ppl interpret info in a way that will support what they already believe), and selective retention( consumers are likely to remember gd points made about a brand they favour and forget gd points made about competing brands). Although most marketers worry about whether their offers will be perceived at all , some consumers worry that they will be affect by marketing messages without even knowing it.
· Learning: when ppl act, they learn. (ex: suppose a customer buy Nikon cam, if experience rewards him, he’ll use it more and more so next time he will shop for cam or cam supplies he’ll most likely buy Nikon)
· Beliefs and attitudes: attitudes put people into a frame of mind of liking or disliking things, of moving forward or away from them. (ex: customer may hold attitudes like “buy the best”, if so Nikon cam would fit into the consumer’s existing attitudes. Sometimes there are exceptions like ex of onion and shrek.

Types of buying behaviour

· Complex buying behaviour: characterized by high customer involvement in a purchase and significant perceived differences among brands. Consumers may be highly involved when the product is expensive, risky, purchased infrequently, highly self-expressive. Normally, consumer has a lot to learn about the product category. (ex: someone who buys a PC might not know what attributes to consider, many of the products features have no real meaning like 3.2Ghz intel Core i1 processor. SO this buyer will pass through a learning process, first developing beliefs about the product, then attitudes, and then making a thoughtful purchase choice.
· Dissonance-reducing buying behaviour: occurs when consumers are highly involved with an expensive infrequent o risky purchase but see little difference among brands. (ex: consumers buying a carpet might face high-involvement decision because carpeting is expensive and self-expressive. YET buyers may consider most carpet brands in a given price range to be the same. SO cause perceived brand differences aren’t large, buyers may shop around to learn what’s available but buy quickly. They’ll respond to good price or purchase convenience. ( after the purchase, consumers might experience postpurchase dissonance where they notice disadvantages of the product or hear good things about other brands they haven’t bought)
· Habitual buying behaviour: occurs under conditions of low consumer involvement and few significant brand differences. (ex: table salt, consumers have little involvement,they just go to the store and reach for a brand, if keep reavhing for same brand its usually out of habit and not loyalty). Consumers appear to have low involvement with most low-cost, frequently purchased products. Consumer select a brand cause its familiar. And cause buyers aren’t highly commited to any brands, marketers of low-involvement products gotta use price and sales promotions to promote buying.
· Variety-seeking buying behaviour: in situations characterized by low consumer involvement but significant perceived brand differences. Consumers do a lot of brand switching. (ex: when buying cookies, a consumer may hold some beliefs, choose a cookie brand without much evaluation, and then evaluate that brand during consumption. The next time, consumer might pick another brand out of boredom or to try smtg different. Brand switching happens for the sake of variety rather than because of dissatisfaction.

Buying decision process for new products

* define the adoption process as “the mental process through which an individual passes from first learning about an  innovation to final adoption”.

· Stages in the adoption process: (5 stages)
· Awareness: consumer becomes aware of the new product but lacks information about it
· Interest: consumer seeks info about the new product
· Evaluation: consumer considers whether trying the new product makes sense
· Trial: consumer tires the new product on a small scale to improve his or her estimate of its value
· Adoption: consumer decides to make full and regular use of the new product.
Ex; Hyundai created the Hyundai Assurance Program which allowed the customers who financed or leased a new Hyundai vehicle to return their vehicles at no cost and with no harm to their credit ratings if they lost their jobs or incomes within a year ( because the company discovered that many potential customers were interested in buying new cars but couldn’t get past the evaluation stage of the buying process).

· Individual differences in Innovativeness: (5 adopter groups)
· Innovators; venturesome, they try new ideas at some risk ( are the first 2.5% of buyers to adopt a new idea)
· Early adopters: guided by respect; they are opinion leaders in their communities and adopt new ideas early but carefully. (they’re the following 13.5%)
· Early majority: deliberate; although they’re rarely leaders, they adopt new ideas before the average person. (following 34%)
· Late majority: sceptical; they adopt an innovation only after a majority of people have tried it. (following 34%)
· Laggards: are tradition bound; they’re suspicious of changes and adopt the innovation only when it has become something of a tradition itself (following 16%).

· Influence of product characteristics on rate of adoption: some products catch on almost overnight like the ipod and iphone, others take longer time like HD tv in 1990. (there are five characteristics ):
· Relative advantage: the degree to which the innovation appears superior to existing products. (HDTV offers substantially improved picture quality and this speeded up its rate of adoption)
· Compatibility: degree which the innovation fits the values and experiences of potential consumers. (ex: HDTV highly compatible with lifestyles of Tv watching public, BUT in early years,  it wasn’t  yet compatible with programming and broadcasting systems, which slowed adoption)
· Complexity: degree to which the innovation is difficult to understand or use. (ex: hdtv not very complex, but as there are more programming available and prices have fallen, the rate of HDTV adoption is increasing faster than that of more complex innovations)
· Divisibility: degree to which the innovation may be tried on a limited basis. (early HDTVs and HD cable and satellite systems were very expensive, which slowed rate of adoption. So as prices fall, adoption rates increase)
· Communicability: degree to which the results of using the innovation can be observed or described to others.(ex; cause HDTV lends itself to demonstration and description, its use will spread faster among customers)
Other characteristics influence the rate of  adoption, like initial and ongoing costs, risk and uncertainty and social approval. 

Marketing segmentation variables for consumer markets

· Geographic segmentation: dividing the market into different geographical units such as nations, regions, provinces, counties, cities or neighbourhoods. A company could decide to operate in one or few geographical areas or to operate in all but pay attention to geo differences in needs and wants. A lot of companies today are localizing their products, advertising, promotion and sales efforts to fit the needs of individual regions, cities even neighbourhoods. (ex: walmart operates virtually everywhere but has developed special formats tailored to specific types of geographic locations.
· Demographic segmentation: divides the market into groups based on variables such as age, gender, family size, family life cycle, income, occupation, education, religion, race, generation, and nationality.
· Age and life-cycle stage: ex; Oscar Mayer offers for children Lunchables, its fun, kid appealing finger food. For older generations, it markets Deli Creations with “warmth, flavour etc”.
· Gender: usually used in clothing, cosmetics, toiletries and magazines. (ex; P&G with Secret, was among one of first deodorant brand packaged and advertised to reinforce the female image. Recently, women’s health and beauty marketers like Dove or Nivea have launched products lines aimed at men.)
· Income: divides the market into different income groups. Many companies target affluent consumers with luxury goods and convenience services. (EX: hotels like Four Seasons, which is mentioned in the book. Their product offerings are deluxe:
Kids in the City package for $520 a night and, among other things, children enjoy a visit in their room from the Ice Cream Man) but could also be used to target low-and middle-income groups like Dollarama did.
· Psychographic segmentation : divides buyers into different groups based on social class, lifestyle, or personality traits.
· Lifestyles: based on lifestyle appeals. (ex: zipcar rents car by the hour or the day, but doesn’t see itself as car rental company, Instead it sees itself as enhancing its customer’s urban lifestyles while helping ppl making greener choices)
· Personality:  based on personality. (ex: cruise lines target adventure seekers like Royal Carribean appeals to high-energy couples and families by providing lots of activities like rock wall climbing and ice skating.)
· Behavioural segmentation : divides buyers into groups based on consumer knowledge, attitudes, uses, or responses to a product:
· Occasions: grouped according to occasions. (ex: most consumers drink orange juice in the morning, but orange powers have promoted drinking OJ as a cool, healthful refresher at other times of the day)
· Benefits sought: grouping according to different benefits they seek from a product. (ex; “fit and polish” consumers seek a balance between function and style)
· User status: Includes, nonusers, ex-users, potential users, first time users. Marketers want to reinforce and retain regular users, attract targeted nonusers, and reinvigorate relationships with ex-users.
· Usage rate: Markets can also be segmented into light, medium and heavy product users. (ex: network operators like Rogers, telus, saw internet usage increase by 100% in one year and 10% of customers constantly seek more bandwidth while downloading heavy data like games, videos, etc)
· Loyalty status: buyers can be divided into groups according to their degree of loyalty. (ex for brand, tide, company; apple) Some are completely loyal 9 one brand all the time) other are somewhat loyal; loyal 2 or 3 brands of a given product or favor one brand while sometimes buying others.
.Behaviour is more tied into how consumers use the product. A good illustration is greeting cards ( different benefits in buying cars, some look for safety other look for best gas mileage)


Marketing targeting strategies
· Undifferentiated marketing : Broadly approach. It targets the whole market with one offer. It focuses on what is common in the needs of consumers rather than on what is different. The company designs a product and a marketing program that will appeal to the largest number of buyers. (ex: Wal-Mart has an undifferentiated approach that stresses its low costs,  supermarket neighbourhood market)

· Differentiated marketing:  targets several different market segments and designs separate offers for each. 
· Goal is to achieve higher sales and stronger position.
· More expensive than undifferentiated marketing.
It focuses on a specific market, “different market”, that’s interested in buying a certain type of product.(Ex: tide laundry soaps; there’s the family size so targets families, lots of people and the apartment size for one or 2 people.) Targets at least 2 market segments or groups.

· Concentrated marketing:  is targeted to one specific market segment or audience. Targets a large share of one or a few segments or niche.
-limited company resources
-Knowledge of the market
-More effective and efficient
(ex: lulu lemon targets people practicing yoga, running room targets people who like run, jog)

· Micromarketing: is the practice of tailoring products and marketing programs to suit the tastes of specific individuals and local customer groups.
· Local marketing; involves tailoring brands and promotions to the needs and wants of local customer segments (cities, neighborhoods, etc)
· Individual marketing; to the needs and preferences of individual customers.
It’s the narrowest approach of targeting. It is most effective technique for small business users to sustain, build and grow their own brand. It targets the potential customer at the very basic and personal level. 
(ex: MyMMs.com,you can upload your photo and order a batch of M&Ms with your face and a personal message printed on each piece of candy).

Possible value propositions
5 winning value propositions :
· More for more :  involves providing the best possible product or service and charging a higher price to cover the higher costs.(ex: companies like Mercedes benz, rolex, claim superior quality, durability, performance style and charge a price to match. It also gives prestige to the buyer)
· More for the same: introducing a brand offering comparable quality at a lower price. (ex: Toyota introducing its Lexus line versus Mercedes and BMW. Offering more cars, comparable to Mercedes at lower prices)
· The same for less: can be a powerful value proposition- everyone likes a good deal. Discount stores like Costco, Walmart or category killers like Bestbuy, Winners. They don’t claim to offer different or better products, they just offer many of the same brands as department stores and specialty stores but at deep discounts based on superior purchasing power and lower-cost operations.
· Less for Much less: offering a brand, product or service of less quality for lower price.(ex; travelers seeking lodgings prefer not to pay for what they consider unnecessary extras like pools, restaurants, etc. So there are hotel chains like holiday inn for that. Another example could be Dollarama.)
· More for less: more features, more product, more value for a very low price. (ex: home depot had best product selection, best service and the lowest prices compared to local hardware stores. Yet in the long run, it could be difficult to sustain such best-of-both positioning.) offering more usually costs more, making it difficult of keeping  the ”for less” promise.
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