ADM 2320: Marketing

Chapter One: Overview of Marketing

Marketing
· Buyers is a larger term that refers to consumers (organizations, hospitals)
· Consumers and customers used interchangeably (in this class)
· Entails an exchange - trading things of value between buyer and seller
 
· Core Aspects
· Helps create value (what you have to give up - time, money, effort, energy, inconvenience)
· Satisfying customer needs and wants 
· Entails an exchange
· Requires a product, price, place and promotion decisions (4 P's)
· Product: creating value
· Price: capturing value
· Place: delivering the value proposition
· Promotion: communicating the value proposition 
· Performed by both individuals and organizations
· Occurs in many settings 
 
· Factors that shape marketing
· Demographics
· Psychographics
· Competition
· Government policy
· Income
· Availability of resources 
 
Importance of Marketing
· Expands firms global presence
· Pervasive throughout organization
· Pervasive across the supply chain
· Makes life easier and provides employment
· Enriches society
· Can be entrepreneurial 
 
Negative Aspects of Marketing
· Unethical and illegal marketing practices 
· Video: Makeup artists for food to look better than reality 
            Targeting children in commercial leads to obesity 
 




Textbook Readings
 
Marketing Companies
· Google: provides value to businesses that advertise on Google by delivering ad matches based on customers views
· AOL Messenger: offers more value by providing free music and web designers to connect directly with site visitors 
· Ebay: virtual community of buyers and sellers 
· *Innovative marketing companies succeeds because it provides value to its customers 
 
· Goods: items you can physically touch (shoes, coke, cheese)
· Services: intangible customer benefits that are produced by people or machines and cannot be separated from the producer (air travel, banking entertainment)
 
Marketing Eras
· Production-oriented era:
· Believed a good would sell itself 
· Not concerned with satisfying customer needs

· Sales oriented era:
· Production and distribution techniques became more sophisticated 
· Great depression and war influenced customers to consume less
· Depended on heavy doses of personal selling and advertising

· Market oriented era:
· Increased retail activity after war - plentiful supply
· Consumers made choices (quality, convenience, price) 
· Focus on consumer wants and needs - firms discovered marketing

· Value-based era:
· Most successful firms today 
· Provide customers with value - reflects the relationship of benefits to costs 
· Competitive prices - implemented strategies 
 
How firms become value driven
1. Share information about their customers and competitors across their own organization and with other firms involved in getting the product or service to the marketplace

1. Strive to balance their customers benefits and costs


1. Concentrate on building relationships with customers 
 
Building Relationships with Customers
· Transactional orientation
· Buyer-seller relationship as individual transactions
· Won't do business again 

· Relational orientation
· Buyers and sellers should develop a long-term relationship 
· Lifetime profitability more important than money made (ie. UPS)

· Customer relationship management (CRM)
· Identifying and building loyalty among information about customer needs and target their best customer with products and services 
 


































Chapter Two: Developing Market Strategies

Marketing Strategy
· Product -> Customer -> Operational -> Locational (excellent strategies = sustained competitive advantage) *no company can achieve all 4 
 
· Locational Excellence: strong physical location or internet presence (Starbucks, Tim Hortons)

· Operational Excellence: Amazon, *Walmart, *Zara, FedEx
 
· Customer Excellence: retaining loyal customers (spend more, less expensive to keep around, easily satisfied), customer service 
 
· Product Excellence: achieving effective branding and positioning (Michael Kors, competitors: Chanel, Louis Vuitton) 
 
*Refer to "Chapter Roadmap"
 
· Sustained Competitive Advantage: an advantage that you have when the way you do business cannot be replicated by other businesses (ie. WestJet always gets better reviews than Air Canada)
 
Strategic Marketing Planning Process
1. Define mission
0. Broad description of a firms objectives and scope of activities 
0. ie. "Give customers what they want and get it to them faster than anyone else" -Zara
0. Big firms: max stockholders wealth vs small firms: achieve a specific level of income and avoid risks 
0. *Build a sustainable competitive advantage: firm can do something better than its competitors 
 
1. Conduct situation analysis
0. NOT the same as SWOT Analysis
0. Includes: SWOT, customer analysis, competitor analysis, industry analysis/marketing analysis
0. Internal (strengths and weaknesses - can change) and External (opportunities and threats - cant change, must accept and make the best of it) Environment
0. Refer to slide & pg 35 in textbook 
 
1. Identify and evaluate opportunities
0. Segmentation -> targeting -> positioning 
0. Refer to slide 
0. Divide a market based on similar needs and wants to customers, in RELATION to the product or service (divide into groups called segments, the process is segmentation, target marketing is picking from those groups) 
 
· Segmentation: internet users - research, shop, entertainment, etc
· Targeting: evaluate attractiveness of segments and decide which to pursue using target marketing  (ie. Coke - cherry, diet, sprite, minute maid)
· Positioning: defining the marketing mix variables so that target customers have a clear, distinctive understanding of the product 
 
1. Implement marketing mix
· After identifying different growth opportunities by performing STP analysis, it looks at what to do, how to do it, and how many resources should be allocated to it
· Product, Price, Promotion, Place
 
· Cost-based pricing: a firm determines the costs of producing or providing its product and adds a fixed amount above that total to arrive at the selling point

· Competitor-based pricing: firm prices below, at, or above its competitors offerings 

· Value-based pricing: firm determines the perceived value of the product from the customers point of view and then prices accordingly
 
1. Evaluate performance 
1. Financial metrics: sales, profit, costs, etc over different time periods, markets, products, ROI, ROA
1. Marketing metrics: market share, market positioning, customer satisfaction, loyalty
1. Social responsibility metrics: resource conservation, energy utilization, human rights, workplace diversity 
 
· Portfolio Analysis (refer to slide) - used for companies with large number of products 
· *Called BCG Matrix 
· ie. Smart Phone (any brand): market growth rate (% of rate that grows) and relative market share (9% apple share /27% Samsung share = relative market share) -> Problem is that it is an estimate 

· Apple: Star: iPhone (cost less and profitable, potential to grow), Dog: iPod (not going anywhere), Question Mark: iWatch (not many sales, may not succeed), Cash Cows: Macbook (steady income/profit) 


· *Companies don’t get rid of "dogs" because if you get rid of the product it may come back later but it is difficult to bring the product back in your company 
 
· Evaluate Performance: Growth Strategies (Expansion strategies) *refer to slide 
· Selling more of your products to your existing customers (draw and label) 
 
· Market development: offering high end products to high scale clients, then introducing lower priced products to lower scale clients *be careful if your branding goes lower because it is more dangerous to lose clients 
 
· Diversification: ie. Introducing McCafe, offering organic/healthier food, multicultural food
 
Metrics, Portfolio Analysis & Growth Strategies
· BCG Matrix* (be able to draw for exam) ie. Pick a company and explain if you were responsible for marketing and want to grow the company, how would you do so? -> Bogo, up-selling, cross-selling, warranties, foreign company comes to Canada (market development), Canadian Tire $ (market penetration) - be able to analyze each 
· **not just 4 boxes , they are all closely related and repeat themselves over time (write on exam!)
 
· Market penetration
· Employs the existing marketing mix and focuses the firms efforts on existing customers 
· Increased advertising, more sales and promotions, distribution efforts 
 
· Product development
· Offers a new product or service to a firms current target market 
· (ie. Time re-evaluates its readers and their needs - expanding offerings to meet their needs)
 
· Market development
· Employs the existing marketing offering to reach new market segments, both domestic and international
· International expansion = riskier because firms deal with differences in gvmt regulations, culture, language, etc
 
· Diversification 
· Introduces a new product or service to a market segment that currently is not served 
· Opportunities could be related or unrelated 
· Related: current target market/marketing mix shares something in common with the new opportunity (ie advertise same newspapers to target markets similar to current consumers)
· Unrelated: new business lacks common elements 
 
 
Chapter Three: Analyzing the Marketing Environment

Micro environmental Factors
· Company (talented, good employees)
 
· Corporate partners (any person in the company that is relevant to marketing - ie. Tiger Woods spokesman, working with finance partners to offer "don’t pay for 3 months")
 
· Competition (Pepsi & Coke, Wendys & McDonalds) 
 
Examples
·  Video: Lululemon See-through Pants - co-founder made it worse by saying it was due to womens thighs 
· McDonald's food expired in China and Japan - blamed on supplier in Shanghai 
· KFC faces pressure after McDonald's say no antibiotics in chicken (McDonald's became leader because other companies didn't come up with a follow up announcement) 
 
Macro environment Factors (CDSTEP):
· Culture (shared morals, languages, beliefs among a variety of people)
· McDonald's only sells chicken, not beef
· Asian countries bow and give business card, Canadians are less formal 
· Ethnic aisle in Fresh Co
· *very subtle in marketing: study between 2 commercials (happiness vs health for Asians and Americans) 
· *not always necessary to be culturally sensitive 
 
· Demographics (countable characteristics of the population/subject - age, weight, income, education, sex, climate) 
 
· Social trends
·  ie. fair trade products, equality, green products, healthy lifestyle, *sharing 
· Connected: apps, mobile
· Social consciousness: social, environmental
· Luxury brands
· Kids living longer at home
· Waiting longer to start family
· Small space, bigger lifestyle (new trend) 
· Multi-cultural
· *Age of access and sharing 
 
· Technological
· Information, communications, health, life, and biosciences 
· Internet, smartphones, wearables, etc
 
· Economic
· Inflation, exchange rate, growth, recession --> affects the interest of individuals (ie. Fine dining), which in turn affects restaurant businesses, 
· Unemployment, business and consumer confidence 
 
Discussion: What would be the likely impact on the Canadian economy if the US fed increase the US interest rate and Canada keeps its same rate or cut by 0.25%? 
When our dollar was higher, we could get more American goods for less. Now that our dollar is worth less, we pay more. Canadian dollar would go down (weaker) if the US were to increase their interest rate. 
 
· Political/Legal 
· Competition Act
· Consumer Packaging and Labelling Act
· Food and Drugs Act
· Access to Information Act
· Patent Act
· NAFTA 
 
· ie. Consumer choices are limited - people want the ability to pick and choose specific channels instead of packages (in progress, but government wants balance) 

 
 
















Chapter Four: Consumer Behaviour

· Strategy: long term with broader goals
· Tactic: short-term practice to attract awareness or attention 
 
· Consumer behaviour:
· The way we think, feel, and act towards products/services 
· Consider the degree of thoughts and feelings (weak vs strong, reactions, recommendations, reviews) 
· Important for creating a marketing mix that suits the consumers 
 
Consumer Decision Process
1. Need Recognition (functional needs <-> psychological needs )
0. Feeling need for a product (ie. Macbook) 
0. Marketing strategies: make you believe you need the product by - (ie. Majority of college students have it - need to be included with everyone else - psychological need)  
2. ie. Connection between Pepsi and Doritos routinely purchased (advertised in sports) 
2. ie. "Can't" have tap/bottled water at a fancy restaurant 
2. ie. "Well made, well dressed, well priced" - Moore's. 
 
1. Information Search (internal search <-> external search) 
0. Subconsciously remembering information 
0. Ie. McCain rising crust pizza - can visualize on TV commercial 
 
· What drives information search?
· Perceived Benefits <-> Perceived Costs
· Internal Locus of Control <-> External Locus of Control- the power to change an outcome 
· Perceived Risks <-> Actual Risks - physiological performance, psychological, social financial
 
· Marketing strategies:
· Show the product in use (ie. Beer commercials - popular, attracting girls, etc)
· Testimonials from past customers
· Make information available widely - newspaper, online, brochure, etc
· Educate consumers about the product
 
· How much you value the product (cost, time, importance)
· How invested you are in the product 
· ie. Video: Breast Exam - commercial influencing women to believe they need a doctor to check for breast cancer. If you believe you have control you will do it, otherwise marketers achieving goal of having doctor do the exam
 
1. Alternative Evaluation
0. Decision Heuristics: Quality perceptions, product presentation, price, brand
 
· Marketing strategies: 
· model in the front of the store is exactly the same stored in the back in a box
· ie. Dell: explained how each component works, what it does, etc. for computer illiterate users (educated consumers about the product to build trust and attract loyal consumers) - presented their product as a solution compared to other companies (tactic: proving company cares)  
 
1. Purchase Decision
0. Marketing Strategies:
1. Alternative paying choices: Mastercard, Visa, Debit, cash 
1. Provide a better deal (discount, bogo, giftcard, warranty) 
1. Money back guaranteed
1. Customer loyalty program
1. Free delivery 
 
· Online shopping: problem with cart abandonment 
 
 
Factors Influencing Consumer Buying Decisions
 
1. Psychological factors
· Motives (Maslow)
· *one marketing message can cover multiple categories (ie. Winter jacket - physiological, safety, esteem, Nestle water, life insurance) 
· Breathe Right Nasal Strips (physiological and esteem) 
 
· Self-actualization: fulfilled all other needs/wants in the hierarchy. (ie. Christian Mingle, Match.com)
· ie. Salvation Army ad (invisible person on wall - "We see what most don't" - self actualization 
 
· Attitudes
· Cognitive
· Affective
· ie. HeadOn commercial, Danier Leather commercial (music, setting) 
· Cognitive and affective --> one always emphasizes more than the other 
· Behavioural 
· ie. Kid screaming in store commercial- "use condoms" 



· Perceptions
· The way you collect, store, process, and interpret information (not just the way you view something) 

· Based on social experience, religious exposure, education, gender, parental influences, age ---> leads to the important of market segmentation 
· Perception of advertisements (ie. Dolce --> stereotypical gender roles , male domination - company wanted to push the edge despite emotional response of viewers) 

· Selective: exposure, attention, comprehension, retention 
· ie. Smoking - kids didn't  believe you could die - government changed message by saying "smoking will cause you to look old, ugly, and stink" - attacks self esteem 
 
· Learning
· Affects attitudes and perception (learn cognitively) 
· Affected by social experiences (learn experientially) 
· Ie. Stay Strong hair ad --> female boxer holding rope --> rope = strength 
 
· *Ways Marketers use Learning: 
· Stimulus Generalization (ie. Tylenol (headache, sinus, pm, arthritis, sleep) = always reliable (good for big brands) 
· Stimulus Discrimination (ie. All light beers are alike, OR Coke and Pepsi are not different) = no loyalty (use this strategy if your company is lower than national brands) 
 
· Lifestyle
 
1. Situational Factors:
0. Purchase situation
0. Shopping situation (store atmosphere, sales people, crowding, in-store demo, in-store promotions) 
0. Temporal state (timing) 
 
1. Social Factors:
0. Family
0. Reference groups (provide reviews) 
0. Culture 
 
 
1. Post - purchase 
0. Marketing strategies:
1. Offer after purchase service
1. Ie. Canadian Tire calls back to ask how if your happy with repairs, letter of thank you, survey 
 
*Looking at each box, what types of marketing strategies can a company utilize to get consumers to buy a specific product at each stage
 
Involvement and Consumer Buying Decisions
· Extended Problem Solving
· High involvement - > greater attention - deeper processing = develops strong attitudes and purchase intentions
· ie. Best Buy commercial - lots of questions to ask  , Doritos and Pepsi 

· Limited Problem Solving
· Low involvement - > Less attention - peripheral processing = generate weak attitudes and increased use of cues 
· Impulse buying
· Habitual decision making 
· ie. Ice Cream Magic commercial - not difficult , Nescafe Gold 
· Marketing Strategies: make product appear sophisticated 
 
4 Strategies for buying behaviour
· Complex:
· Give product info - uses, specifics, performance, after sales service, support
 
· Variety seeking: 
· Dominate shelf space, lower prices, deals, coupons
 
· Dissonance-reducing: 
· Price, convenience, after sales service/support
 
· Habitual:
· Price, sales promotion, product trial, tv ads, high involvement (crest, nestle) 
 















Chapter Five: Business-to-Business Marketing

B2B Markets
· Resellers: More than 325,000 establishments, employs approx 3 million, revenues over $1 trillion 
· Institutions: 161,000 non-profits, employs 2 million people, revenues over $100 billion
· Government: fed gvmt purchases over 1/2 billion worth of goods and services
· Always the single largest buyer 
· Manufacturers: 10.6% of GDP, employs 1.5 million people, revenues over $620 billion 
 
Key Challenges of Reaching B2B Clients
· Businesses always want to make profit
· Penetrating the market is more difficult
· Lots of other substitutes/ vendors (suppliers) of products and services
· Shipping costs 
· Advertising
 
*Most Important:
· Identify decision makers in organization who authorize or influence purchases
· Understand the buyer process of each potential client
· Ie. Telfer: 1 professor picks a textbook, Other schools: Multiple professors pick 
· Identify factors that influence the buying process of potential clients 
· Ie. RBC was a sponsor of the Olympics - must meet standard of environment records
 
Benefits of B2B Exchanges
· Expand market reach
· Result in lower prices for buyers
· Reduce operational costs
· Higher potential profits given reduced costs
· Lower inventory requirements
· Greater transparency
· More efficient planning - info on shortages shared easily and quickly
· Reduce bottlenecks 
· Combination of benefits depends on company and exchange 
 








Characteristics of Business Markets
· Market characteristics:
· Demand for business products is derived
· Fewer customers, geographically concentrated
· Demand is more inelastic

· Product characteristics: 
· Buy in bulk
· Technical in nature, purchased based on specifications
· Mainly raw and semi-finished goods
· Heavy emphasis on delivery time, technical assistance, after sale service,  financing 
· Ie. Walmart - floor ready products 
 
· Buying process characteristics: 
· Buying decisions more complex
· Competitive bidding, negotiated pricing, complex financing
· Qualified, professional buyers - more formalised buying process
· Buying criteria and objective specified
· Multiple participants in purchase decisions
· Close long-term relationships
· Online buying common
 
· Marketing mix characteristics:
· Direct selling and physical distribution often essential
· Advertising more technical, promotions emphasize personal selling
· Price often negotiated, inelastic, affected by trade/quantity discounts 
 
B2B Classification System and Segmentation
 
NAICS Code - Level

51 - Information
515 - Broadcasting except internet
5151 - Radio and television broadcasting
51511 - Radio broadcasting
515111 -Radio networks 
 








[bookmark: _GoBack]The B2B Buying Process
· Need Recognition (internal and external sources)-> 
· Product Specification (features: technical, look, feel, performance) -> 
· RFP Process (invite suppliers)-> 
· Proposal Analysis and Supplier Selection -> 
· Order Specification (Purchase) -> 
· Vendor Performance Assessment using Metrics 
 
Factors Affecting the Buying Process
· The Buying Centre (influencer, decider, buyer, user, gatekeeper, initiator) 
· What roles they play and what influence they have
· Why should marketers care about the buying centre? 
· Influencer and gatekeeper most important
 
· Organizational Culture
· Buying culture: 
· Democratic (majority rules)
· Autocratic (2 or 3 people in buying centre decide)
· Consultative
·  Consensus 
 
· Buying Situations 
· New buy (first time purchase)
· Straight buy (buy and order additional units of same thing)
· Modified buy (upgrading)
· *Consider how much involvement in the buying centre for each (effort of analysis)



















Chapter Six: Segmentation, Targeting, and Positioning

The Segmentation-Targeting-Position Process
 
Step 1: Strategy or objectives
Step 2: Segmentation bases
Step 3: Evaluate segment attractiveness
Step 4: Select target market
Step 5: Identify and develop positioning strategy
 
Step 1: Establish Overall Strategy or Objectives
· Consistent with mission statement
· Derived from mission and current state 
 
Step 2: Segmentation Bases
· Geographic (continent, country, region, climate)
· Demographic (age, gender, income, education, occupation)
· Psychographic (lifestyle - thinkers, believers, strivers, experiencers, social class, personality
· Behavioural  (benefits sought - convenience, economy, prestige, loyalty, usage)
 
Geographic Segmentation
· Divide market into separate geographic units
· Countries, regions, provinces, cities, neighbourhoods, climate, etc
· Develop appropriate marketing programs 
 
Demographic Segmentation
· Most common method
· Divide market into groups based on
· Gender, age, ethnic group, family lifecycle stage
· Household type, income, occupation, education, religion
 
Psychographic Segmentation
· How consumers describe themselves:
· Self-values
· Self-concept
· Lifestyles 
 
Vals Framework
· Innovators (high resources and high innovation)
· Survivors (low resources and low innovation
· Figure 6-11* Vals Framework
· Table 6-12* Description of Vals Categories
 



Behavioural Segmentation
· Groups consumers on the benefits they derive from products or services, their usage rate, their loyalty, and the occasion 
 
Case: Neighbourhood Scout
· How can geodemographic segmentation be used to help consumers find the perfect place to live? 
 
· Challenge: to help homebuyers find the perfect neighbourhood for their needs
· Answer: use geodemographic segmentation to identify the neighbourhoods that most closely match their needs and wants
· Results: a patented neighbourhood search engine with 70,000 subscribers and more than 1 million people who have used the service 
 
Step 3: Evaluate Segment Attractiveness
· Segment attractiveness: identifiable, reachable, substantial and profitable, responsive 
 
· Identifiable:
· Who is in their market? 
· Are the segments unique?
· Does each segment require a unique marketing mix? 
 
· Reachable:
· Know the product exists
· Understand what it can do
· Recognize how to buy 
 
· Responsive: (customers must)
· React positively to firms offering
· Move toward the firms products/services
· Accept the firms value proposition 
 
· Substantial and profitable:
· Size matters
· Too small and the segment is insignificant = not profitable
· Growth potential equally important 
 
· *How to determine segment profitability?
· Segment size (# of people in segment) = 60 million (<15years)
· Segmentation adoption percentage = 35%
· Purchase behaviour = $500x1 time purchase
· Profit margin % = 10%
· Fixed cost = $50 million 
 
Step 4: Select Target Market
· Targeting strategies:
· Mass or undifferentiated
· Differentiated
· Concentrated
· Micromarketing one-to-one
 
Step 5: Identify and Develop Positioning Strategy
· Positioning methods:
· Value
· Product attributes
· Benefits and symbolism
· Competition
· Market leadership 
 
· Value
· Relationship of price to quality is among the most important considerations for consumers when they make a purchase decision 
· Different value for different consumers 
· Ie. Customer knows price of everything he buys, has coupons, searches for best price, willing to pay more for quality 
 
· Product attributes
· Focuses on attributes that are most important
· Vary by target market 
· Ie. Student chooses college based on close to home, good academic reputation, good financial aid package
 
· Benefits and Symbolism 
· Emphasizes the benefits of the brand, as well as the psychological meaning of the brand to consumers
 
· Competition
· Position against a specific competitor
· Position against an entire product classification 
· Firms that lack market leadership often position themselves in contrast with the leader to demonstrate that they offer the same or better service and quality 
 
Positioning by Using Perceptual Mapping
 
1. Determine consumers perceptions and evaluation in relation to competitors
1. Identify the markets ideal points and size
1. Identify competitors positions
1. Determine consumer preferences
1. Select the position 
 
**Perceptual Maps figure 6-35 
 
· A perceptual map displays in 2 or more dimensions the position of products or brands in the consumers mind
 
· Repositioning:
· Strategy in which marketers change a brands focus to target new markets or realign the brands core emphasis with changing market preferences
· ie. Whirpool: new design, surf detergent: new message, Arm&Hammer: new uses 

Sample Exam Questions 
 
Give 3 reasons why it is important for marketers to understand the factors that influence consumers purchasing decisions. Be specific using appropriate examples to illustrate your answers. (10). 
· Maximize profit
· Design marketing mix strategy to suit the customer
· Understand needs and wants (consumer behaviour) and respond appropriately
· Target 
· Ie. Can have 2 users of bikers (recreational and avid users) - segment into 2 groups - buy in bike store vs advertising in magazine 
 
A consumer is at the stage where she is ready to buy a hybrid car but has not yet done so, what can the dealership do to positively influence the purchase decision? Explain how the ideas you propose will aid the customer in making the purchase decision. Be very specific and detailed as you can. (40). 
· Consumer decision process 
· Hybrid car is high involvement purchase (customer is going to research and go through all the stages) 
· Discuss what the dealership could do to influence as she goes through each stage 















Chapter Seven: Market Research

Market Research
· Consists of a set of techniques and principles for systematically collecting, recording, analyzing and interpreting data that can aid decision makers involved in marketing foods, services or ideas 
· *systematically is most important word because it reflects the reliability and validity of the study 
 
The Marketing Research Process
 
Step One: Define research problem and objectives
0. Research question, topic, issue, problem  
0. (*most important --> ie. Wake up with a headache, need to identify what the problem is) 
 
Step Two: Design the research plan 
0. Identify type of data (primary, secondary, both)
1. Primary = data you collect to answer a specific problem
1. Becomes secondary data once collected for a different purpose  
0. Research method (qualitative, quantitative, both)
0. Determine the approach (techniques, process, people, technologies) needed to collect the data - called rigorous research 
 
Step Three: Collect data
0. Recruit qualified researchers
0. Prepare instruments (questions)
0. Detailed description of the process
0. Technologies?
0. Approvals?
0. *very important to have researchers who are trained and qualified to ask question that won't interject bias - must not include personal opinion in the question (read the question the exact same to everyone) 
 
Primary Data Collection Techniques
 
· Qualitative Research:
· Observation
· In-depth interviews
· Focus groups
· Social media 
· Methods: transcribe notes, coding data, and analysis software available to help analyze qualitative da
 
· Projective Techniques: 
· Metaphors, analogies, similes (My "personal item" is like…) 
· Third-party projections (What other people do, think, feel, believe, say about product, service company) 
· Role playing (If we were the CEO, manager, etc, how would you change the product, service 
· Associations (Personification - if your product could talk, what would it say to you?) 
ie. Michelin man = pure, safety, durable, Mr. Clean = women associate good product with dependency 
 
· Quantitative Research:
· Experiments
· Survey
· Scanner
· Panel 
 
· Data Collection Research
· Includes both qualitative and quantitative research 
· Sampling (random ,size, representativeness)
· Questions asked (designing a questionnaire Table 4-7) 
· Measured used (yes, no, scales)
· Researcher bias (reliability and validity important!) 
 
Step Four: Analyze data and develop insights
0. Data cleaning, screening
0. Data analysis (rigorous) 
 
Data Screening
· Basic Statistical Techniques (e.g.)
· Averages, standard deviation, frequencies
· Cross-tabulations, correlations, etc. 
 
· Advanced Statistical Techniques (e.g.)
· Regression analysis, analysis of variance 
 
Step Five: Present action plan 
0. Executive Summary
0. Body
0. Conclusions - *make sure comes directly from data in report - not own thoughts 
0. Limitations
0. Supplements (tables, figures, appendixes) 
 





Midterm Sample Question
 
In Ottawa South, a new community was opened called Finlay Creek about 10 years ago. A men's clothing store in downtown Ottawa is considering opening a branch in Finlay Creek. They need your help to tell them whether you should go ahead or not. What kind of data would you collect in order to make your decision and justify? 50 marks 
 
· Find population of Finlay Creek (secondary data) 
· Refine how many males are in the population (male store) 
· How many clothing shops are in the area (secondary data) 
· Income level (secondary data) 
· Age demographic of males
· Survey to find where men shop and how often? (primary data) - ie. Utilize own personal customer records
· Find competitors
· Determine behavioural data, attitude toward store, perceptive data based on primary and secondary data 




























Chapter Eight & Nine: Developing New Products &
Branding and Packaging Decisions


· What is a product?  Product Management
· What is a brand?  Brand Management
· Why develop new products?  New Product Management 

Product Layers
· Core Product: core customer benefit/value
(physical product satisfies needs and wants)

· Actual Product: brand name, quality, packaging, design
(high involvement purchase for a complex, expensive, image risk product)
· ie. Tide products: powder, liquid, pods (variety of product line)

· Augmented Product (Associated Services): financing, warranty, product support 

What is Branding and Why Do It?
· A brand is a promise made by a company to its consumers  the logo, jingle, packaging, jingle, personality, identity, etc. are expressions of the promise (ie. Tim Horton’s promises “always fresh” – buying a stale donut breaks the promise) 

· Brand because it offers values to customers and marketers 
· Brand reflects personal values for customers which creates loyalty
· Makes consumer purchases easy

Value of Branding
· Brands facilitate purchasing
· Brands establish loyalty
· Brands protect from competition
· Brands reduce marketing costs
· Brands are assets
· Brands impact market value

*Brand Equity 
= Brand Awareness + Brand Associations  + Brand Loyalty + Perceived Value 
(if all are high, you have high brand equity) 

· Brand Awareness: ie. “Scrub Daddy” on Shark Tank – other news stations started featuring him to create awareness

· Brand Associations: ie. Old Spice commercial – associate with being a man

· Brand Loyalty: Nike shoe – engaging consumers (words written in shoe), ie. Encouraging customers to participate online in designing the Ford F150 truck	
· Attitudinal Loyalty: promoting the product/brand without buying it 
· Behavioural Loyalty: going out and purchasing the product

· Perceived Value: Lululemon (value isn’t high for customers anymore)

Branding Strategies
· National (manufacturers brand) – ie. Coca-Cola
· Private Label (store brand) ie. PC Cola
· Generic – NoName Cola (difficult to identify because NoName is a brand) 

· Need national and store brand within the same store to appeal to costumers with different income levels, create variety	
· *Important for marketers because margin on store brands is always higher than national brand 

Brand Naming
· Corporate 
· Individual
· Corporate Product Line 
· *Create individual brands for individual market segments (ie. Fruit Loops for children and All Bran for adults) 

Brand Extension
· Extensions can fail – ie. Roots Airlines, Heinz pet food 

Brand Dilution 
· ie. Quaker Oats: rolled, toasted 
· People can’t understand what the brand means
· Runs risk of cannibalization (keep switching brands within same target market – same company brand attacking each other) 

Co-Branding
· Two brands come together to work
· ie. Chapters and Indigo, Walmart and McDonalds, Tim Hortons and Coldstone, uOttawa and Mastercard
· Cons: one brand tarnished reputation brings down the other 
· Pros: shared brand loyalty, advertising costs, physical space 

Brand Licensing
· Ie. Joe Fresh clothes for girls with Barbie print, Coke trying to sell with Barbie, McDonalds and the Olympics 

Q: Define these strategies, why implement these strategies, benefits to consumer and organizations, and downside risks to organizations. 
Packaging and Labelling
· Ie. Fat free, nice designs, appreciation for gifts 
· All about branding – not just convenience

Why develop new products?
· * Sometimes can improve value
· * Fashion cycles
· * Changing customer needs
· * Market saturation
· * Improving business relationships
· * Competitive pressures managing risk through diversity

How firms develop new products?
· Idea generation
· * Development of viable new product ideas
· * Can come from literally anywhere

· Concept Testing
· * Testing the new product idea among a set of potential customers
· * A short description describing the concept to communicate it to people inside the business and outside (manufacturers, suppliers)

· Product Development
· * Development of prototypes and/or the product
· * New product development has huge risk
· * You create prototypes which demonstrate the function of the prosuct

· Market Testing
· * Testing the actual products in a few markets
· * After the product development you re ready for market testing
· * Pre-trial
·  Consumers contactedàexposure to consept stimulusàevaluation of concept
· * Post-trial
· o Eligible consumers placed with productà consumers re-contacted after usage period evaluation of product

· Product Launch
· * Full-scale commercialization of the product

· Evaluation of Results
· * Analysis of the performance of the new product and making appropriate modifications

· *Know the Diffusion of Innovation or consumer Adoption Cycle
· *Know the characteristics for each group on graph and now that each group send a signal to the next

· Innovator- those people who are adventurous, excited, not looking for a cheap, product, not price-sensitive, they can live with an imperfect product, they like to be the1st one to get their hand on the newest products

· Early Adaptors- want to show off your products, willing to pay
· Early Majority- Third group is price sensitive, so they will demand the same product with additional features
· Late Majority- They want the product with tons of features, with loads of features, fully loaded and for cheap
· Laggarts
· These two are the majority of the market

· ** Remember PLC (Product Life Cycle)
4 stages:
· Introduction
· Growth
· Maturity
· Decline

· At the introduction stage, you want to build awareness about it and get it mentioned around the world and this is done through word of mouth

· **see table 9-3 in textbook

Strategies for Extending the PLC
· * Develop new uses
·  ie. Multiple uses for baking soda
·  Modify product
·  Increase frequency of use
·  Increase # of users
·  Find new users
· ie. New use of duct tape, when it was originally made for soldiers in war carrying ammunition
· Reposition product
· Tweak marketing strategy


*Midterm:
· At the end of each chapter there are concept review questions
· Up until chapter 7 answer the questions on. For every question, think up examples to go along with the question that can be used for each question, can’t be hypothetical.
· There are 4 questions; piece of each will be on the exam



Chapter Ten: Services: The Intangible Product

· Service: intangible because it is experienced

Key Questions:
· What are the unique characteristics of services?
· How to assess service quality?
· How to provide excellence service quality?
· How to recover from poor service quality? 

The Service Product Continuum
· Doctor-Hotel-Dry Cleaners-Restaurant-Apparel (10-3)

Unique Dimensions of Services (10-4)
· Unique Characteristics Affecting Service:
· Inconsistent (different experience provided to different people depending on tone or mood of service, different service provided within same company with different employees) 
· ie. Seinfeld car rental customer service example
· *lower risks – warranties, guarantees


· Inseparable (exchange of service – cannot separate provider and receiver of service) 
· *training, standardization customized services, bundled packages

· Inventory (service cannot be inventory – lose when you have over capacity/not enough customers such as planes)
· *understand demand trends – capacity management
 
· Intangible 
· *cue, images, atmosphere

· *Idea of making tangible intangible 
· Service demonstration (if a customer doesn’t want this physical demonstrate, you can show a portfolio demonstration of the service)
· Ie. Dress codes suggest quality of service customers expect 
· Starbucks – friendly expectation, professional dress – quality service 
· Ie. Hotel lobbies suggest quality 






Providing Great Service: The Gaps Model

· Customer expectations for service quality (knowledge gap)

· Management perceptions of customer expectations (standards gap)
· Ie. Fast food expectations to be served quickly

· Standards specifying service to be delivered (delivery gap)
· Not delivered on time 

· Actual service delivered (communication gap)
· Ie. Claims for cleanliness, fast service, etc. not fulfilled

· Retailer communications about service quality
· Ie. Zappos company has free shipping and returns 


Evaluating Service Quality (multiple choice final example)
· Reliability
· The ability to perform the service dependably and accurately
· Responsiveness
· The willingness to help customers and provide prompt service
· Assurance
· The knowledge of and courtesy by employees and their ability to convey trust and confidence
· Empathy
· The caring, individualized attention provided to customers
· Tangibles
· The appearance of physical facilities, equipment, personnel and communication materials 

· Ie. “Outsourced” movie clips 

Fixing the Gaps
· Market research
· Understand consumers, employees and organizational culture
· Ie. Give the public everything you can give them (Disney says its not my fault, but it is my problem)
· Ie. Zappos – its all about the Wow! 

· Provide emotional support
· Reward employees – use consistent management practice
· Use technology, set standards, develop systems for high quality service (self-scan)


Service Recovery (when you mess up) 
· Listen to customer
· Resolve problem quickly
· Provide a fair solution (distributive and procedural fairness) 
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