Marketing Notes
CHAPTER 1:
What is Marketing?
Marketing is managing profitable customer relationships. The twofold goal of marketing is to attract new costumers by promising superior value and to keep and grow current customers by delivering satisfaction. 
5 concepts under which companies design and carry out their marketing strategy:
The production concept:
The idea that consumers will favour products that are available and highly affordable and that the organization should therefore focus on improving production and distribution efficiency. 
The product concept:
The idea that consumers will favour products that offer the most in quality, performance, and  innovative features and that the organization should therefore devote its energy to making continuous product improvements. 
The Selling Concept: 
The idea that consumers will not buy enough of the firm’s products unless it undertakes a large-scale selling  and promotion efforts. 
The Marketing Concept:
A philosophy that holds that achieving organizational goals depend on knowing the needs and wants of target market and delivering the desired satisfactions better than competitors do. 
The Societal Marketing Concept:
The idea that a company’s marketing decisions should consider consumer’s wants, the company’s requirements, consumers’ long-run interests and society’s long-run interests. 
The selling concept takes an inside out perspective by starting with the factory, focuses on the company’s existing products, and calls for heavy selling and promotion to obtain profitable sales. The marketing concept take an outside in perspective, it starts with a well defined market, focuses on customer needs and integrates all marketing activities that affect customers. Profits through lasting relationships. 
The 5 step model of the marketing process. 
Step 1: Understanding the marketplace and customer needs and wants. – reason- Given their wants and resources, people demand products with benefits that add up the most value and satisfaction. 
Step 2: Design a customer-driven marketing strategy. – reason- The aim is to find, attract, keep and grow target customers by creating, delivering, and communicating superior customer value. 
Step 3: Construct a marketing program that delivers superior value
Step 4: Build profitable relationships and create customer delight
Step 5: Capture value from customers to create profits and customer equity


CHAPTER 2
The marketing mix is the set of tactical marketing tools-product, place, price and promotion – that the firm blends to produce the response it wants in the target market. 
	
	Description
	Examples

	Product
	The goods and services combinations the company  offers to the target market. 
	A ford escapes consists of nuts, bolts, spark plugs, pistons, headlights, etc. Ford offers several escape models and dozens of optional features. The car comes fully serviced and with a warranty.

	Price
	The amount of money costumers must pay to obtain the product.
	Ford calculates suggested retail purchases that its dealers might charge for each Escape. Dealers rarely charge the full sticker price. Instead, they negotiate the price with each costumer, offering discounts, trade-in allowances, and credit terms. These actions adjust prices for the current competitive and economic situations and bring them into line with the buyer’s perception of the car value.

	Place
	Includes the company activities that make the product available to target costumers.
	Dealerships that keep the automobiles in their inventory to offer clients.

	Promotion
	The activities that communicate the merits of the product and persuade target costumers to buy it.
	Special advertising that offers special deals such as rebates, low financing rates, etc.



The product market expansion grid is a portfolio planning tool for identifying company growth opportunities through market penetration, market development, or diversification.
	
	Description
	Example

	Market Penetration
	Is company growth by increasing  sales of current products to current market segments without changing the product. 
	Building new locations so that Tim Horton’s is everywhere with a new design for people to stay.

	Market Development
	Is company growth by identifying and developing  new market segments for current company products.
	Expanding in different areas/countries such as Starbucks is swiftly expanding in non-US markets such as Asia.

	Product Development 
	Is company growth by offering modified or new products to current market segments.
	Tim Horton’s releasing a new dark roast coffee or McDonald’s offering new salads.

	Diversification
	Is company growth through starting up or acquiring businesses outside the company’s current products and market
	Starbucks sells merchandise such as books and music. 



Swot analysis is an overall evaluation of a company’s Strength, Weaknesses, Opportunities, Threats.
Strengths include internal capabilities(resources and positive situational factors) that may help a company reach its objectives
Weaknesses include internal limitations and negative situational factors that may interfere with the company’s performance and objectives. 
Opportunities are favourable factors or trends in the external environment that the company may be able to exploit to its advantage.
Threats are unfavourable external factors or trends that may present challenges to performance.
Goal: to match the company’s strength to attractive opportunities in the environment, while eliminating or overcoming the weaknesses and threats.
The growth share matrix is a portfolio planning method that evaluates a company’s strategic business units in terms of its market growth rate and relative market share. 
1. Stars. Are high growth, high share business or products. They often need investments to finance their rapid growth. Eventually their growth will slow down and become cash cows. New IPhone
2. Cash cows. Are low growth and, high share business or products. These established and successful SBU’s need less investment to hold their market share. Thus they produce a lot of cash that the company use  to pay its bills and support other SBU’s that need investment. Ex. Old Iphone, Macs, Ipad
3. Question Marks. Are low-share business units in high-growth markets. They require a lot of cash to hold their share, let alone increase it. Ex. Iwatch
4. Dogs. Are low-growth, low share business products. They may generate enough cash to maintain themselves but do not promise to be large sources of cash. Ex. IPod
CHAPTER 3
Macro-Environment
The company and its marketing channel members, customers, competitors and publics all operate in a larger environment called the macro environment.  It includes these factors 
1. Demographic forces – main trends and developments in size and character of size, density, location, age, gender, race, occupation, marriage etc. 
Generation X (1967-1976): High parental divorce rates/First generation of latchkey children/Maintain a cautious economic outlook/Respond to socially responsible companies/Less materialistic, skeptical, highly mobile/Family comes first/Lag behind on retirement savings/Becoming one of the primary target segments
Generation Y(1977-2000) aka. Millennials:   Children of the baby boomers/Represent approximately 20 % of the population/Comfortable with technology, “plugged-in generation”/Includes: Tweens (ages 11–12), Teens (13–19), Young adults (20’s)/Technology is a way of life with them
2. Economic forces – main trends in income and disposable income, cost of living etc.
3. Natural forces – main trends in supply and cost of natural resources and energy, pollution and environment deterioration. 
4. Technological forces – main trends in development of technology, materials and products that will be impacting
5. Political forces – main trends in legislation, government enforcement and public interest groups
6. Cultural forces – major developments in values and lifestyles such as physical activity and outdoor exercise.

CHAPTER 6
 
Factors Influencing Consumer Behaviour
1. Cultural Factors:
Culture is the most basic cause of person’s wants and behaviour. The set of basic values, perceptions, wants and behaviours learned by a member of society from family and other important institutions./Subcultures./Social Class. 
2. Social Factors:
Reference groups/Family/Roles and Status
3. Personal Factors:
Age and life cycle stages/Occupation/Economic Situation /Lifestyle/ Personality& self-concept
4.Psychological 
Motivation/Perception/Learning/Beliefs & Attitudes

Four types of buying behaviour
	
	High Involvement 
	Low Involvement 

	Significant Brand Differences
	Complex-: Consumers must learn about the product Category (Ex. PC or TV)
	Variety Seeking-: Consumers do a lot of brand switching. (Ex. Cookies, consumers may choose a brand without any evaluation and then evaluate during consumption. Next time they may pick a brand out of boredom or to try something new). May encourage habitual buying by dominating shelf space, being fully stocked and ads.


	Few Brand Differences 
	Dissonance Reducing-: An expensive, infrequent, or risky purchase. (Ex. Buying carpets, may face a high involvement  because its expensive and self expressive. Yet buyers consider carpet brands in the same price range, the same). May experience post purchase dissonance-after sale discomfort. 
	Habitual-: low cost, frequently purchased products. (Ex. Table Salt) Buy the same product out of habit. Promotions and sales often stimulate product trial. 





The Buyer decision process 
1. Need recognition- the consumer recognizes a problem or need. 
2. Information search-the consumer is aroused to search for information; the consumer may simply have heightened attention or may go into an active information search. 
3. Evaluation of Alternatives-the consumer uses information to evaluate alternative brands in the choice set. 
4. Purchase decision- the buyer’s decision on which brand to purchase. 
5. Post Purchase behaviour-consumers take further action after purchase based on their satisfaction or dissatisfaction. 
The Buying decision process for new products (a good/service that is perceived by consumers as new)
Stage 1. Awareness: The consumer becomes aware of the new product but lacks information about it.
Stage 2. Interest: The consumer seeks information about the new product
Stage 3. Evaluation: The consumer considers whether trying the new product makes sense
Stage 4. Trial: The consumer tries the new product on a small scale to improve his or hers estimate of its value (sample)
Stage 5. Adoption: The consumer decides to make full and regular use of the new product.
Individual differences in innovativeness:
Influence of product characteristics on rate of adoption:
Relative advantage- The degree to which the innovation appears superior to existing products.
Compatibility-The degree to which the innovation fits the values and experiences of potential consumers
Complexity- The degree to which the innovation is difficult to understand or use. 
Divisibility-The degree to which the innovation may be tried on a limited basis.
Communicability- The degree to which the results of using the innovation can be observed or described to others. 

CHAPTER 8
Customer Driven Marketing Strategy (STDP):
· Market Segmentation – dividing a market into smaller groups with distinct needs, characteristics or behaviors that might require separate marketing strategies or mixes
· Market targeting – the process of evaluating each market segment’s attractiveness and selecting one or more segments to enter
· Differentiation – actually differentiating the market offering to create superior customer value
· Positioning – arranging for a market offering to occupy a clear, distinctive and desirable place relative to competing products in the minds of target consumers

Identify consumer segments:
Market Segmentation:
· Geographic segmentation – dividing a market into different geographical units such as nations, regions, provinces, countries, cities or neighborhoods
· Demographic – age, gender, family size, family life cycle, income, occupation, education, religion, ethnic origin, generation, nationality
· Psychographic segmentation social class, lifestyle (achievers, strivers, survivors) or personality characteristics (compulsive, outgoing)
· Behavioral segmentation – occasions (regular, special, holiday, seasonal), benefits (quality, service, economy, convenience, speed), user status (nonuser, ex-user, potential user, first-time user, regular user), user rates (light, medium, heavy), loyalty status, readiness stage, attitude toward product
· Multiple segmentation bases – marketers rarely limit their segmentation analysis to only one or few variables. They often use multiple segmentation bases in an effort to identify smaller, better-defined target groups. Example: geodemographic segmentation.

Targeting:
1. Evaluating market segments:
· 3 factors: segment size and growth, structural attractiveness and company objectives and resources
· Segment less attractive if it already contains many strong and aggressive competitors
· Existence of many actual or potential substitute products may limit prices and profits
· Relative power of buyers 
2. Selecting Target Market Segments:
· Target market – segments that the company decides to serve
· Undifferentiated marketing (mass marketing): sell to everyone
· Differentiated marketing  (segmented marketing)
· Concentrated marketing (niche marketing) – firm goes after a large share of one or a few segments or niches
· Micromarketing – customizing products and programs for individuals 
Choosing a Targeting Strategy depends on: company resources, product’s life-cycle stage, market variability, and competitors’ marketing strategies.
Differentiation and Positioning
· Product position – way the product is defined by consumers in relation to competing brands
· Positioning Maps – prepared by marketers to show consumer perceptions of their brands versus competing products on important buying dimensions
Choosing a Differentiation and Positioning Strategy:
Product differentiation: differentiated on features, performance, or style and design
Service differentiation: differentiated on speedy, convenient or careful delivery
Channel differentiation: differentiation through the way they design their channel’s coverage, expertise, and performance
People differentiation: hiring and training people better
Image differentiation: perceived difference based on a strong, distinctive image conveying the product’s distinctive benefits and positioning
Overall value positioning strategy:
· More for more- involves the most upscale product or service and charging higher price to cover the higher costs. (Mercedes, or Rolex)
· More for the same- Can attack a competitor’s more for more brand by offering a comparable brand for the same quality at a lower price. (Ex Toyota and their Lexus line)
· The same for less-Offer the same brands as department stores but for a discounted price based on superior purchasing power and lower-cost operations (Ex.Walmart) 
· Less for much less- meeting consumers’ lower performance/quality requirements at a much lower price. (Ex. Dollar store)
· More for less- (Ex Home Depot)Companies aim to adopt this but often this hard in the long run. 
CHAPTER 9
Three Levels of Product and Services:
 1- Core customer value. Which addresses the question “What is the buyer really buying?” When designing products, marketers must define the core, problem-solving benefits or services that costumers seek. (Ex. A woman buying lipstick buys more than just the colour, in the store Revlon sells hope. Ex. A blackberry is  buying more than just a device, they are buying freedom and on the go connectivity to people and resources.)
2- Actual Product. Product planners must turn the core benefit into an actual product. They need to develop product and services features, design, a quality level, a brand name and packaging. (Ex. The black berry is an actual product, its name, parts, styling, features, packaging and other attributes have all been combined to deliver the core customer value of staying connected. 
3- Augmented Product. Product planner must build an augmented product around the core benefit and the actual product by offering additional customer services and benefits. (Ex. The blackberry is more than just a communication device. It provides consumers with a complete solution to mobile connectivity  problems. > when buying a blackberry, the company and dealers also may give buyers a warranty on parts and workmanship, instructions on how to use the device, quick repair services when needed, and a toll free telephone number and website to use if they have problems or questions. 
Products and Service Classifications 
· Consumer Products are products and services bought by final consumers for personal consumption.
1. Convenience products- are consumer products and services that consumer buy frequently , immediately, and with minimal comparison and buying effort. (Ex. Laundry detergent, candy, magazines, and fast food.) Usually they are low priced, and marketers place them in many locations to make them readily available when costumers need or want them. 
2. Shopping products- are less frequently purchased consumer products and services that costumers compare carefully on suitability, quality, price and style. When buying, consumers spend much time and effort in gathering information and making comparisons. (Ex. Furniture, clothing, used cars, major appliances, and hotel and airline services.)
Specialty products- are consumer products and services with unique characteristics or brand identification for which a significant group of buyers is wiling to make a special purchase effort. (Ex. Specific brands of cars (Lamborghini), high-priced, photographic equipment, designer clothes, and the services of medical or legal specialists. Buyers are willing to travel great distances to buy, buyers normally do not compare specialty products. They invest only the time needed to reach the dealers carrying the products. 
Unsought products- are consumer products that the consumer either does not know about or knows about but does not normally consider buying. Most major new innovations are unsought until the consumer becomes aware of them through advertising. (Ex. Life insurance, pre-planned funeral services, and donations to Canadian blood services.) By their vary nature, unsought products require a lot of advertising, personal selling and other marketing efforts. 
· Business Products are products bought by individuals and organizations for further processing or for use in conducting a business.
1. Material and parts- include raw materials and manufactured materials and parts. Raw material consists of farm products (wheat, cotton, livestock, fruits, vegetables) and natural products (fish, lumber, crude petroleum, iron ore). Manufactured materials and parts consist of component materials (iron, yarn, cement, wires) and component parts (small motors, tires, castings). Most manufactured materials and parts are sold directly to industrial users. Price and service are the major marketing factors; branding and advertising tend to be less important. 
2. Capital items- are business products that aid in the buyer’s production or operations, including installations and accessory equipment. Installations consist of major purchases such as buildings (factories, offices) and fixed equipment (generators, drill presses, large computer systems, elevators). Accessory equipment includes portable factory equipment and tools (hand tools, lift trucks) and office equipment (computers, fax machines, desks). They have shorter life than installations and simply aid in the production process.
3. Supplies and Services- supplies include operating supplies (lubricants, coal, paper, pencils) and repair and maintenance items (paint, nails, brooms). Supplies are the convenience products of the industrial field because they are usually purchased with a minimum of effort or comparison. Business services include maintenance and repair services (window cleaning, computer repair) and business advisory services (legal, management consulting, advertising). Such services are usually supplied under contract.
The Nature and Characteristics of a Service
1. Service Intangibility-services cannot be seen, tasted, felt, heard or smelled before they are bought. (Ex. People undergoing cosmetic surgery cannot see the results before the purchase. Airline passengers having nothing but a ticket and a promise that they and their luggage will arrive safely at the intended destination.) To reduce uncertainty, buyers look for signals of service quality. They draw conclusions about quality from the place, people, price, equipment, and communications that they see.  
2. Service Inseparability-services cannot be separated from their providers, whether the providers are people or machines. If a service employee provides the service, them the employee becomes a part of the service. Because the costumer is also present as the service is produced, provider-customer interaction is a special feature of services marketing. Both the provider and the customer affect the service outcome. 
3. Service variability- the quality of services depends on who provides them as well as when, where, and how they are provided. (Ex. Hotels such as the Marriott, is known for good customer service, in the hotel one employee may be cheerful and energetic, while another just a few feet away may be slow and unpleasant.) Even the quality of a single employee’s service varies according to his or her energy and frame of mind at the time of each customer encounter. 
4. 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. However, when demand fluctuates, service firms often have difficult problems. Service firms often design strategies for producing a better match between supply and demand.
Brand positioning: Marketers need to position their brand clearly in target customers’ minds. They can position brands at any of three levels.
1.Product attributes (Ex. Pampers marketing focuses on attributes such as fluid absorption, fit and disposability.)
2.Benefits- What the attributes do for them (Ex. Nike: Performance, Walmart: Low prices, Lexus: quality).
3.Beliefs and Values-Theses brands pack an emotional wallop. Rely less on a product’s tangible attributes and more on creating emotions surrounding a brand.
Brand Name Selection- It should suggest something about the product’s benefits and qualities. Easy to pronounce, recognize, remember. It should be distinctive. It should be extendable. It should translate easily into a foreign languages. It should be capable of registration and legal protection. 
Brand Sponsorship:
1.National brands (manufactures‘ brands) (ex. Kellogg’s and Sony) vs. Store brands (private brands) – a brand created and owned by a reseller of a product or service (Joe Fresh – Loblaw).
2.Liscensing- Some companies license names or symbols previously created by other manufacturers, names of well-known celebrities, or characters from popular movies and books. For a fee, any of these can provide an instant and proven brand name.
3. Co-branding- The practice of using the established names of two different companies on the same product. This creates broader consumer appeal and brand equity. (Nike+Ipod Sport Kit or Tim Horton’s in the same place as an ice cream shop).
Brand development Strategies
1.Line Extensions- Extending an existing brand name to new forms, colours, size, ingredients, or flavours of an existing product category. Low-cost, low-risk way to introduce new products; meet costumers desires of variety (Pro). An over extended brand name can loose some of its specific meanings (Con).
2.Brand Extensions- Extending an existing brand to new product categories. (Ex. Kellogg’s has extended its Special K cereal brand into a full line of cereals plus lines of crackers, fruit crisps, snack and nutrition bars, breakfast shakes etc.) A brand extension gives a new product instant recognition and faster acceptance (Pro). The extension may confuse the image of the main brand (con). 
3.Multibrands-  Companies often market many different brands in a given product category. (Ex. P&G sells 4 types of laundry detergents, 5 types of shampoo, 2 brand of dishwashing detergent). Multi-branding 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 (Pro). Each brand might only obtain one market share, and none may be very profitable (con).
4. New Brands- A company may believe that the power of its existing brand name is waning, so a new brand name is needed. Or it may create a new brand name when it enters a new product category.
CHAPTER 10
New Product development Process
Idea generation: The systematic search for new product ideas. Ex: Internal – R&D, costumers. External- Distributors, Suppliers.
Idea Screening: Screening new product ideas and drop poor ones asap. Ex: Real, Win Worth doing (R-W-W)
Concept and testing: A detailed version of new product idea stated in meaningful costumer terms and testing new product concepts with groups of target consumers to find out if the concepts have strong consumer appeal. Ex: (car) 1.Affordable, mid-size family car. 2.Mid price, sporty, young singles and couples. 3.A green car, practical. 4.High-end big car, poor gas mileage. Questions consumers on the concept to test it. 
Marketing Strategy and development: Designing an initial marketing strategy for a new product based on the product concept. Ex. Using (3.) Target market – young, educated, med-high income, practical, individual/couple/small fam. Planned price – 25000, with accessories, discounts. Long run-3% share...
Business Analysis: A review of sales, costs, and profit projections for a new product to find out whether these factors satisfy the company’s objectives. Ex: Review past sales on similar product, estimate expected costs. 
Product Development: Developing the product concept into a physical product to ensure that the product idea can be turned into  a workable market offering. Ex. New balance’s Wear Test Program. 
Test Marketing: The stage of new-product dev. in which the product and its proposed marketing program are tested in realistic market setting. Ex. Starbucks instant coffee (only sold in 3 cities before it went national, gave samples to start the motion). 
Commercialization: Introducing a new product into the market. Ex. McCafe cost millions of dollars om ads., timing and location. 
4 Stages of PLC
Introduction- A new product is first distributed and made available. – Low sales, high cost per customer, Negative profits, Customers are innovators, few competitors. Obj: offer a basic product, use cost-plus on price, build selective distribution, and build product awareness among early adopters and dealers, use heavy sales promotion to entice trail.

Growth- A product’s sales start climbing quickly. – Rapidly rising sales, average cost per customer, rising profits, customers are early adopters, growing number of competitors. Obj: offer product extensions/service/warranty, price to penetrate market, build intensive distribution, build awareness and interest in the mass market, reduce to take advantage of heavy consumer demand.

Maturity- A product’s sales growth slows or levels off. – Peak sales, low cost per customer, high profits, middle majority of customers, stable number beginning to decline in competitors.  Obj: diversity brand and models, price to match or beat competitors, build more intensive distribution, stress brand differences and benefits, differentiate, increase to encourage brand switching.

Decline A product’s sale decline. – declining sales, low cost per customer, decline profits, customers are laggards, declining number of competitors. Obj: phase out weak items, cut price, go selective and phase out unprofitable outlets, reduce to level needed to retain hard-core loyal, reduce to minimal level.



CHAPTER 11
Product Mix Pricing Strategies 
	
Pricing Situation 
	Description

	Product line pricing 
	Setting price across an entire product line. 

	Optional product pricing 
	Pricing optional or accessory products sold with the main product.

	Captive product pricing 
	Pricing products that must be used with the main product. 

	By-product pricing
	Pricing low-value by-products to get rid of them.

	Product bundle pricing 
	Pricing bundles of products sold together. 



Price Adjustment Strategy 
	Strategy
	Description

	Discount Allowance pricing
	Reducing prices to reward customer responses such as paying early or buying in volume.

	Segmented Pricing
	Adjusting prices to allow for differences in customers, products, or locations.

	Psychological Pricing
	Adjusting  prices for psychological effect.

	Promotional Pricing
	Temporarily reducing prices to increase short-run sales.

	Geographical Pricing 
	Adjusting prices to account for geographic locations of costumers.

	Dynamic Pricing
	Adjusting prices continually to meet the characteristics and needs of individual costumers and situations.

	International Pricing
	Adjusting prices for international markets.


New Product Pricing Strategies
Market Skimming: Setting a high price for a new product to skim max. revenues layer by layer from the segments willing to pay the high price; the company makes fewer but more profitable sales. Criteria: 
1. The products quality and image must support it’s higher price  and enough buyers must want the product at that price. 
2. The cost of producing a smaller volume cannot be so high that they can the advantage of charging more. 
3. Competitors should not be able to enter the market easily and undercut the high price.
Market Penetration: Setting a low price for a new product to attract a large number of buyers and a large market share. Criteria:
1. The market must be highly price sensitive so that a low price produces more market growth. 
2. The production and distribution costs must decrease as sales volume increases. 
3. The low price must help keep out the competition, and the penetration price must maintain its low-price position
NoHold current price; continue to monitor competitors price
Has competitor cut price?


,
Yes 					No		NoWill lower prices negatively affect our market share and profits?

Reduce Price


Raise perceived quality

Yes
Can/Should effective action be taken?


Improve quality and increase price


YesAssessing and Responding to Competitor Price Changes
Launch low-price “fighting brand”








CHAPTER 12 
Supply chains and the value delivery network:
· Value delivery network – the network made up of the company suppliers, distributors, and ultimately customers who “partner” with each other to improve the performance of the entire system in delivering customer value

Marketing Channels (direct& indirect): 
· Marketing channel (distribution channel) – a set of interdependent organizations that help make a product or service available for use or consumption by the consumer or business user
· Channel level – a layer of intermediaries that perform some work in bringing the product and its ownership closer to the final buyer 
· Direct marketing channel – a marketing channel with no intermediary levels
· Indirect marketing channel – a marketing channel containing one or more intermediary levels 
[image: fig12]
Hybrid channel: more than one channel to reach the targeted segment
· Advantages: 
· Each channel may expand market coverage and increase sales. 
· Offers opportunities to meet the specific channel needs of various segments
· Disadvantages: 
· Hard to control
· May generate conflict as more channels compete for sales and customers.

· Intensive Distribution: A strategy in which they stock their products in as many outlets as possible. These products must be available where and when consumers want them. Ex. Toothpaste and candy are sold in millions of outlets to provide maximum brand exposure and consumer convenience. 
· Exclusive Distribution: Giving a limited number of dealers the exclusive right to distribute the company’s products in their territories. Ex. Luxury brands, such as Bentley are sold only in a handful of dealers. This allows Bentley to gain stronger dealer selling support and more control over dealer prices, promotions and services. Also enhanced brand image and higher mark-ups. 
· Selective Distribution: The use of more than one but fewer than all of the intermediaries who are willing to carry the company’s product. Ex. Television or home appliances and furniture. Sell appliances through dealer networks and selected large retailers. They can develop good working relationships with selected channel members and expect a better-than-average selling effort. Gives good market coverage with more control and less cost.
CHAPTER 14
Promotion mix (marketing communication mix) :
The specific blend of promotion tools (5) that the company uses to persuasively communicate customer value and build costumer relationships.
	Promotion tools 
	Description
	Examples

	Advertising 
	Any paid form of non-personal presentation and promotion of ideas, good or services by an identified sponsor. 

	Communicates to customers through broadcast, print, Internet, outdoor etc. 

	Sales Promotion 
	Short term incentives to encourage the purchase or sale of a product or service (boost sales).

	Discounts, coupons, displays and demonstrations.

	Personal Selling 
	Personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships. 

	Sales presentations, trade shows, and incentive programs. 

	Public Relations
	Building good relations with the company’s various publics by obtaining favourable publicity, building a good corporate image, and handling or heading off unfavourable rumours, stories and events. 
	Press releases, sponsorships, special events, and web-pages.

	Direct marketing 
	Direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate long lasting customer relationships.  
	Catalogues, telephone marketing, kiosks, the Internet, mobile marketing and more. 



Integrated Marketing Communications (IMC) (476)
Carefully integrating and coordinating the company’s many communications channels to deliver a clear, consistent and compelling message about the organization and its products. 
Steps in developing an effective IMC promotion program:
1. Identifying the Target Audience
2. Determining the Communication Objectives (Build Awareness and Knowledge depending on which buyer readiness stage they belong to)
3. Designing a Message 
4. Choosing Media
5. Selecting the Message source
6. Collecting Feedback 
Push and Pull Strategies:
Push Strategy: Involves “pushing” the product through marketing channels to final costumers. The producer directs its marketing activities (primarily personal selling and trade promotion) toward channel members to induce them to carry the product and promote it to final consumers. 
Push Strategy: The producer directs its marketing activities (primarily advertising and consumer promotion) toward final consumers to induce them to buy the product, creating a demand vacuum that “pulls” the product through the channels.
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CHAPTER 16
Personal selling :–personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships
Sales person – an individual representing a company to customers by performing one or more of the following activities: prospecting, selling, communicating, servicing, information gathering or relationship building
Sales Promotion tools:
              Sales promotion – incentives to encourage purchase or sale of a product
· Consumer promotions – promotion tools used to boost short-term customer buying and involvement or to enhance long-term customer relationships
· Event marketing – creating a brand-marketing event or serving as a sole or participating sponsor of events created by others
· Trade promotions – promotion tools used to persuade resellers to carry a brand, give it shelf space, promote it in advertising, and push it to consumers
· Business promotions – sales promotion tools used to generate business leads stimulate purchases, reward customers, and motivate salespeople

Major Sales Promotion Tools:
Samples (free trial amount of a product), Coupons (certificates that give a buyer a saving), Cash refunds and rebates (price reduction that occurs at purchase), Price packs (saving off the regular price), Premiums (additional goods offered for free or at reduced price as an incentive), Advertising specialties (articles that are imprinted with brand name, logo), patronage rewards (loyalty points), Point-of-purchase displays, Produce demonstrations, Contests, Sweepstakes, Games, Event marketing
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CHAPTER 19
Major International Marketing Decisions: 
1.Looking at the Global Marketing Environment:
The International Trade 	System- May face restrictions on:
Tariffs (taxes on certain imported products designed to protect domestic products)
Quotas (Limits the amount of foreign imports that will be accepted to a country in certain product categories)
Non tariff trade barriers (product standards that aim to restrict imports, excessive host-country regulations that are biased against imports)
Regional Trade free Zones (European Union + North American Free Trade Agreement, works together to remove restrictions on international trade. 
Economic Environment-study each country’s economy, the industrial factor and the income distribution. 
Political-Legal Environment- must consider factors such as, the company’s attitude towards international buying, government bureaucracy, political stability, and monetary regulations. 
Cultural Environment- Each country has their own folkways, norms and taboos, must understand how culture affects costumer reactions in of its world markets and how their strategies affect local cultures. 
2.Deciding whether to global:

















 
 
Innovators-are venturesome, they try new ideas at some risk.
Early adopters- are guided by respect, are opinion leaders and adopt new ideas but carefully. 
Early majority- they adopt new ideas before the average person. 
Late majority- they are skeptical, they adopt innovation after a majority of people have tried it. 
Laggards-are suspicious of changes and only adopt innovation when it becomes traditional. 
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