Chapter2
· Marketing planning process PIC (Planning, Implementation, Control
· Steps:
1. Define biz mission
2. Situational analysis SWOT
3. Identify and evaluate opportunities using STP (segment, target ,position)
i. Segment(Divide market)
ii. Target (choose 1) 
iii. Position (defining 4Ps so customers understand product)
b. Develop marketing MIX (Product, Price, Place, Promotion)
i. value creation
ii. value for money: Pricing: (cost based, competitor based, value based)
iii. value delivery
iv. value communication
4. Implement Marketing Mix: allocating resources
a. Budget, schedules, organization
5. Evaluate Performance

· Growth Strategies MMPD
· Market Penetration
· Market development
· Product development
· Diversification
· Macro strategies COP
· Customer excellence: Retaining customers, customer service
· Operational excellence: Supply chain management
· Product Excellence: branding and positioning



CHAPTER 4: Analysing the marketing environment
· Macro environmental Factors CDSTEP
· Competitors
· Demographics
1. Baby boomers 46-64 (indivisualistic, love liesuer, obsession with youth)
2. Gen x 65-76 (latchkey children, unemployed, convenience)
3. Gen Y 77-95 ()
· Social / Cultural trends (Green, Privacy, Time-poor, Ethnicity)
· Technology
· Economic (inflation, interest, Forex,)
· Political

· Scenario planning AAIAA 
1. Assess strengths and weaknesses
2. Assess opportunities and threats
3. Identify different scenarios (that might happen in next 5 years)
4. Apply marketing mix to scenarios 
5. Assess profitability of scenarios (expected revenues/ expected costs)


Chapter 5: using marketing information systems

MIS: Procedures and methods for collecting data to be used in marketing decisions

Market Research Process
1. Define Problem and objectives correctly
2. Design research project ( Determine Data needed, and research necessary )
· Secondary data (free) & Syndicated Data (cost) : Pre collected data from other sources
· Primary Data: Data collected (observing, focus groups, surveys)
· Reliability of data: Same result obtained
· Validity of data:  Measures what its suppose to
3. Data Collection
· Exploratory Research: Attempt to begin to understand phenomenon 
i. Observation (ethnography: watch people in daily life)
ii. In-Depth Interviews
iii. Focus group interviews
iv. Projective technique 
· Conclusive Research: Provides info needed to confirm insights
i. Survey Research: Questionnaire, Structured/ Unstructured Questions
ii. Experimental research: Quantitative Manipulate variables to determine causation
iii. Scanner research: Quantitative research uses data from scanner reading
iv. Panel research: quantitative: Collecting info from panel over time
4. Analyze data (Data -> information)
5. Present Results
Chapter 6
Consumer Decision Process:
1. Need recognition
· Functional (performance) & psychological (Gratification) needs
2. Information search
· Based on perceived level of risk
· Internal (memory, Knowledge) vs External (Mags, Internet)  search for info
· 4 factors affecting search
i. Percieved benifts vs cost of search
ii. Locus of control
iii. Risk (Performance: breaks, Financial: repair costs, Psychological: right image)
iv. Type of product/service (Specialty: Car, shopping: Shoes, Convenience: Soap)
3. Evaluation of alternatives (while in process of info search)
· Consumer decision rules:
· Compensatory: Good characteristics compensates for bad
· Non compensatory : Strength does not compensate for weakness
· Decision heuristics: Price, Brand, Product Presentation 
4. Purchase and consumption (Value drives decision)
· Ritual Consumption: Consumption tied to life events (Coffee, Cards, Brushing)
5. Post purchase
· Customer satisfaction
· Post purchase dissonance

Complex Buying behaviour:
· Highly involved, perceive differences among brands. Ex car
Dissonance reducing buying behaviour
· Highly involved, few perceive differences among brands. Ex Hardwood
Habitual Buying Behaviour
· Not involved, few perceive differences among brands. Ex coffee
Variety seeking buying behaviour
· Not involved,  perceive differences among brands. Ex Diff ice-cream


Factors influencing consumer buying decisions:
1. Psychological (internal to customer) MAPL
a. Motives PSSP
i. Physiological, Safety, Social (haircut, makeup), Personal (yoga, health clubs)
b. Attitudes  (3 components: beliefs & feelings about & behaviour toward object or idea)
c. Perception (process witch by people select, interpret, and organize info)
d. Learning (change in thought process through experience)
2. Social (family & reference groups)
3. Cultural (shared values, meanings, beliefs, morals)
4. Situational 
a. purchase Situation Buy something for wedding
b. Shopping Situation  (store, salespeople, crowding, demonstrations, promotions, packaging)
c. Temporal state (ex, parking ticket)

CHAPTER 7

B2B buying process:
1. Need recognition
2. Product specification
3. RFP process
4. Proposal analysis, Negotiation, supplier selection
5. Order Specifications
6. Vendor analysis

3 Factors affecting B2B process
1. Buying centre
1) Initiator : Doctor
2) Influencer: The medical device supplier (salesperson)
3) Decider: Hospital
4) Buyer: materials manager
5) User: Patient
6) Gatekeeper: Insurance
2. Organizational Culture
1) Autocratic buying centre: 1 person
2) Democratic buying centre: Majority
3) Consultative buying centre: 1 person with input
4) Consensus buying Centre: Everyone must agree
3. Buying Situations (new buys, modified rebuys, Straight Rebuys)

Chapter 8: STP Process

1) Establish overall strategy or objectives
2) Profile segments
a. Geographic segmentation (country region province city)
b. Demographic segmentation (Age gender sex income education occupation)
c. Psychographic segmentation 
i. Personality (VALS: innovators, thinkers, achievers, Experiencers , believers, Strivers, makers, survivors)
ii. Lifestyle (Conservative, Liberal, Adventuresome, Outgoing, Health conscious)
iii. Social Class (Upper, Middle, Working)
d. Behavioural segmentation
i. Based on Benefits sought (convienence, speed, service,)
ii. Based on Usage (high, low, moderate, potential user)
iii. Based on Loyalty (Completely loyal, not loyal, somewhat loyal)
e. Multiple segmentation
3) Evaluate Segment Attractiveness 4 IRRP
a. Identifiable, reachable, responsive, profitable
4) Select target market
a. Undifferentiated Mass marketing strategy
b. Differentiated strategy
c. Niche strategy
d. Micromarketing strategy
5) Identify and develop Positioning Strategy

