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The Marketing Process
· In the first four steps companies work to understand consumers, create customer value, and build strong customer relationships. 
· In the final step companies reap the rewards of creating superior customer value. 
· By creating value for consumers, companies capture value from consumers in return in the form of sales, profits, and long-term customer equity.
Customer-Driven Strategy
· The manager must answer two important questions:
· What customers will we serve? (What’s our target market?)
· How can we serve these customers best (what’s our value proposition?
Customer Relationship Management 
· CRM: the overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction
· This involves market segmentation, market targeting, differentiation, and positioning
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· Step 1: Defining the company mission
· Step 2: Setting company objectives and goals
· Step 3: Designing the business portfolio
· Step 4: Planning marketing and other functional strategies 
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· Macro-Environment: The larger societal forces that affect the microenvironment- demographic, economic, natural, technological, political, and cultural forces
· Micro-Environment: The actors close to the company that affect its ability to serve its customers-the company, suppliers, marketing intermediaries, customer markets, competitors, and publics.
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· Marketing Information System: people and procedures for assessing information needs, developing the needed information, and helping decision makers to use the information to generate and validate actionable customer and market insights.
· A good marketing information system balances the information users would like to have against what they really need and what is feasible to offer
· Marketing Research: is the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization
· Step 1: Defining the problem and research objectives
· Step 2: Developing the research plan for collecting information
· Step 3: Implementing the research plan-collecting and analyzing the data
· Step 4: Interpreting and reporting the findings
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· Consumer Buyer Behaviour: The buying behaviour of final consumers – individuals and households that buy goods and services for personal consumption
· Factors that Influence Consumer Buyer Behaviour:
· Cultural
· Social
· Personal
· Psychological
· The Buyer Decision Process consists of 5 steps:
· Step 1: Need recognition
· Step 2: Information
· Step 3: Evaluation of alternatives
· Step 4: Purchase decision
· Step 5: Post purchase behaviour 
· Buyer Decision Process for New Products:
· Awareness
· Interest
· Evaluation
· Trial
· Adoption
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· Market Segmentation: Dividing a market into smaller groups with distinct needs, characteristics, or behaviours that might require separate marketing strategies or mixes
· There are different types of segmentation:
· Geographic
· Demographic
· Age and life-cycle segmentation
· Gender
· Income
· Behavioural
· Occasion
· Benefit
· Intermarket
· Target Market: A set of buyers sharing common needs or characteristics that the company decides to serve
· There are 4 types of marketing
· Undifferentiated (mass) marketing
· Differentiated (segmented) marketing
· Concentrated (niche) marketing
· Micromarketing (local or individual marketing)
· Product Position: The way the product is defined by consumers on important attributes – the place the product occupies in consumers’ minds relative to competing products
· Value Proposition: The full positioning of a brand – the full mix of benefits upon which it is positioned.
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· Three levels of product:
· 1st Level: Core Value – This addresses the question “What is the buyer really buying?” 
· 2nd Level: Actual Product – You must develop features, design, quality level, brand name, packaging
· 3rd Level: Augmented Product – Additional consumer services and benefits, warranty, quick repair services, toll-free number and website
· Consumer Product: A product bought by final consumers for personal consumption
· There are different types of products:
· Convenience Product: customers usually buy frequently, immediately, with minimum thought
· Shopping Product: compares with other products (suitability, quality, price, style)
· Speciality Product: unique characteristics, buyer is willing to make a special purchase
· Unsought Product: something you don’t normally think of buying
· Business Product: bought for further processing or for use in conducting business
· Product Line: A group of products that are closely related because they function in a similar manner, are sold to the same customer groups, are marketed through the same types of outlets, or fall within given price ranges
· Product Mix (product portfolio): The set of all product lines and items that a particular seller offers for sale
· There are 4 service characteristics:
· Intangibility: services cannot be seen, tasted, felt, heard, or smelled before purchase
· Variability: Quality of services depends on who provides them and when, where, and how
· Inseparability: Services cannot separated from their providers
· Perishability: Services cannot be stored for later sale or use
· There are 3 types of service marketing:
· Internal Marketing: Orienting and motivating customer-contact employees and supporting service people to work as a team to provide customer satisfaction
· Interactive Marketing: Training service employees in the fine art of interacting with customers to satisfy their needs
· There are 4 steps to major brand strategy decisions:
1. Brand Positioning – Attributes, Benefits, Beliefs and values
2. Brand Name Selection – Selection, Protection
3. Brand Sponsorship – Manufacturer’s brand, Private Brand, Licensing, Co-branding
4. Brand Development – Line Extension, Brand Extension, Multi-brands, New Brands
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· New-Product Development: The development of original products, product improvements, product modifications, and new brands through the firm’s own product-development efforts.
· There are 8 steps to the new - product development stages:
1. Idea Generation
2. Idea Screening
3. Concept Developing and testing
4. Marketing strategy development
5. Business analysis
6. Product development
7. Test Marketing
8. Commercialization
· Product Life Cycle: The course of a product’s sales and profits over its lifetime. It involves five distinct stages; product development, introduction, growth, maturity, and decline.
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· There are 3 approaches to price-setting:
1. Value-based Pricing: Setting price based on buyers’ perceptions of value rather than on the seller’s cost
2. Good-value Pricing: Offering just the right combination of quality and good service at a fair price
3. Cost-based Pricing: Setting prices based on the costs for producing, distributing, and selling the product plus a fair rate of return for effort and risk.
· Internal Factors: affecting pricing include the company’s overall marketing strategy, objectives, and marketing mix, as well as other organizational considerations.
· External Factors: include the nature of the market and demand, competitors’ strategies, and prices, and other environmental factors
· With New – product pricing strategies there are two broad strategies:
· Marketing-Skimming Pricing: Setting a high price for a new product to skim maximum revenues layer by layer from the segments willing to pay the high price; the company makes fewer but more profitable sales
· Market-Penetration Pricing: Setting a low price for a new product to attract a large number of buyers and a large market share
·  There are 7 Price Adjustment Strategies:
1. Discount and allowance pricing: reducing prices to reward customer responses such as paying early or promoting the product
2. Segmented Pricing: Adjusting prices to allow for differences in customers, products, or locations
3. Psychological Pricing: Adjusting prices for psychological effect
4. Promotional Pricing: Temporarily reducing prices to increase short-run sales
5. Geographical Pricing: Adjusting prices to account for the geographic location of customers
6. Dynamic Pricing: Adjusting prices continually to meet the characteristics and needs of individual customers and situations
7. International Pricing: Adjusting prices for international markets
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· Few producers sell their goods directly to their final users, instead most use intermediaries. They try to force a marketing channel.
· Marketing Channel (or 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 Conflict: Disagreements among marketing channel members on goals and roles – who should do what and for what rewards
· Channel Design: Designing effective marketing channels by analyzing consumer needs, setting channel objectives, identifying major channel alternatives, and evaluating them
· Channel Management: Selecting, managing, and motivating individual channel members and evaluating their performance over time
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· Integrated Marketing Communications (IMC): Carefully integrating and coordinating the company’s many communications channels to deliver a clear, consistent, and compelling message about the organization and its products
· It is important to have an IMC because consumers are bombarded with advertising from a broad range of sources. The IMC helps distinguish a clear message about its brand. 
· IMC tools include:
· Advertising
· Sales Promotion
· Direct Marketing
· Public Relations
· Personal Selling
· There are 6 steps to developing IMC
1. Identify the target audience
2. Determine the communication objectives
3. Design a message
4. Choose the media through which to send the message
5. Select the message source
6. Collect feedback
[image: ]
1. Objectives Setting
· Communication Objectives
· Sales Objectives
2. Budget Decisions
· Affordable approach
· Percentage of sales
· Competitive parity
· Objective and task
3. Message Decisions
· Message strategy
· Message execution
4. Media Decisions
· Reach, frequency, impact
· Major media types
· Specific media vehicles
· Media Timing
5. Advertising Evaluation
· Communication Impact
· Sales and profit impact
· Return on advertising

· Public Relations: Building good relations with the company’s various publics by obtaining favourable publicity, building up a good corporate image, and handling or heading off unfavourable rumours, stories, and events
· Public Relations can have a strong impact on public awareness at a much lower cost than advertising can. The company does not pay for the space or time in the media. Rather, it pays for a staff to develop and circulate information and to manage events. If the company develops an interesting story or event, it could be picked up by several different media, having the same effect as advertising that would cost millions of dollars.
· Public Relations tools include:
· News
· Speeches
· Special Events
· Written Materials
· Audiovisual Materials
· Public Service Activities
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· Personal Selling: Personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships
· There are 7 steps to the Selling Process:
· 1. Prospecting and qualifying
· 2. Pre-approach
· 3. Approach
· 4. Presentation and demonstration
· 5. Handling objectives
· 6. Closing
· 7. Follow-up
· The people who do personal selling go by:
· Salespeople, sales representatives, district managers, account executives, sales consultants, sales engineers, and agents
· The sales force serves as a critical link between a company and its customers. They represent the company to customers and vice versa.
· The value of sales promotion is to build long-term customer relationships
· Sales promotion tools include:
· Consumer promotions
· Event Marketing
· Trade Promotions
· Business Promotions
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· Direct Marketing: Connecting directly with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relationships
· Examples of Direct Marketing include:
· Catalogues
· Direct mailers
· Telemarketers
· E-newsletters
· Searchable archives
· Digital Catalogues 
· Websites
· Benefits of Direct Marketing:
· For buyers, it is easy and private. Customers don’t have to deal with traffic, find parking, and trek through stores to find a product.
· For sellers, it is a powerful tool to build customer relationships. Using database marketing, today’s marketers can target small groups or individuals consumers and promote their offers through personalized communications.
· Online Marketing: company efforts to market products and services and build customer relationships over the internet
· Online marketing has its problems, which leads to Public Policy Issues
· Sometimes marketers use, irritating ads, unfair practises, and even deception and fraud
· Invasion of Privacy is also a big concern
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· Major International Marketing Decisions:
1. Looking at the global marketing environment
2. Deciding whether to go global
3. Deciding which markets to enter
4. Deciding how to enter the market
5. Deciding on the global marketing program
6. Deciding on the global marketing organization
· Global Marketing Environment
· Companies must first understand the international trade system. There are certain restrictions when selling to another country:
· Quotas
· Tariffs
· Taxes
· Companies must also take into account the 
· Economic Environment
· Political-Legal Environment
· Cultural Environment
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· There are social and ethical criticisms of marketing which include:
· High Prices
· Deceptive Practices
· High-Pressure Selling
· Shoddy, Harmful or Unsafe Products
· Planned Obsolescence 
· Poor Service
· False wans and too much materialism
· Consumerism: An organized movement of citizens and government agencies to improve the rights and power of buyers in relation to sellers
· Environmentalism: An organized movement of concerned citizens, businesses, and government agencies to protect and improve people’s current and future living environment 
· Companies need to create Corporate Marketing Ethics Policies
· These are guidelines that the company should follow as not to upset their customers 
· These policies should cover distributor relations, advertising standards, customer service, pricing, product development, and general ethical standards.
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