Chapter 8+9 Multiple choice 

Product or service 
1. Find appropriate target market 
2. Which macros are appropriate or relevant for a product
3. What price do you give it (ch.11)
4. How do objectives and life cycles affect it (ch. 9)
5. Ch. 19 major decisions in international marketing 

Chapter 3 
Macro environment 
· Demographic: the study of human populations in terms of size, density, location, age, gender, race, occupation..
· Economic: factors that affect consumer buying power and spending patterns
· Natural: natural resources that are needed as inputs by marketers or that are affected by marketing activities 
· Technological: forces that create new technologies, creating new product and market opportunities 
· Political: consists of laws, government agencies, and pressure groups that influence or limit various organizations and individuals in a given society
· Cultural: Institutions and other forces that affect society’s basic values, perceptions, preferences and behaviors  









Chapter 6 
Types of buying behavior 
· Complex buying behavior: in situations characterized by high consumer involvement in a purchase and significant differences among brands, when the product is expensive, risky, purchased infrequently or highly self expressive (buying a PC)
· Dissonance-reducing buying behavior: consumer buying behavior in situations characterized by high involvement but few perceived differences among brands, highly involved with an expensive, frequent or risky purchase but see little difference among brands example: buying carpets 
· Habitual buying behavior: consumer buying behavior in situations characterized by low consumer involvement and few significantly perceived brand differences (salt) 
· Variety-seeking buying behavior: low consumer involvement but significant perceived brand differences (cookies)

The buyer decision process 
1. Need recognition: consumer recognizes a problem or need
2. Information search: consumer is aroused to search for more information, the consumer may have heightened attention or may go into an active information search (personal sources-friends, family-, commercial sources- advertising, sales people, websites-, public sources-mass media, consumer rating, internet-, experimental sources –handling, examining, using the product-)
3. Evaluation of alternatives: consumer uses information to evaluate alternative brands in the choice set
4. Purchase decision: consumer decision about which brand to purchase 
5. Post purchase behavior: consumers take after purchase based on their satisfaction or dissatisfaction (cognitive dissonance: buyer discomfort caused by post purchase conflict) 


Chapter 8 Market segmentation 
Create value for targeted customers
Segmentation: dividing a market into smaller groups with distinct needs, characteristics, or behaviors that might require separate marketing strategies or mixes. 
Targeting: evaluating each markets segments 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 targeting consumers. 


Marketing targeting strategies
1. Undifferentiated marketing (mass marketing): a market coverage strategy in which a firm decides to ignore market segment differences and go after the whole market with one offer. 
2. Differentiated marketing (segmented): A market-coverage strategy in which a firm decides to target several market segments and designs separate offers for each
3. Concentrated market (niche): a market coverage strategy in which a firm goes after a large share of one or a few segments or niches. 
4. Micromarketing (local or individual): the practice of tailoring products and marketing programs to the needs and wants of specific individuals and local customer groups.






Value proposition: Full positioning of a brand, the full mix of benefits upon which it is positioned 
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Blue cells: winning value proposition that gives the company competitive advantage
Beige cell: at least a marginal proposition 
Red cell: represent losing value proposition 

Positioning statement: a statement that summarizes company or brand positioning it takes this form. Must take strong steps to deliver and communicate the desired position to target customer (design a marketing mix) 
The format: to (target segment and need) our (brand) is (concept) that (point out difference) 

Concept and application of positioning 












Chapter 9 
Three levels of product 
Services: products that consist of activities, benefits or satisfaction offered for sale that are essentially intangible such as banking, hotel and home-repair services. 
Consumer products: those bought by final consumer. 
Business products: purchased for further processing or for use in conducting business. 
 
Individual product decisions 
Important decisions in the development and marketing of individual products and services 
1. Product and service attributes: Developing a product or service involves defining the benefits it will offer. These benefits are communicated and delivered by product attributes such as quality, features and style and design. The characteristics of a product or service that bear on its ability to satisfy stated or implied costumer needs
2. Branding: A name, term, sign, symbol, design or a combination of these that identifies the products or services of one seller and differentiates them from those competitors. Consumers attach meanings to brands and develop brand relationship. 
3. Packaging: The activities of designing and producing the container or wrapper for a product. 
4. Labeling: they identify the label or brand, describe several thing about the product and promote the brand, support its positioning and connect with customers
5. Product support services: once the company has assessed the quality of various support services to customers it can take steps to fix problems and add new services that will both delight customers and yield profits to the company 


Production lines: 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 prices ranges. The product line length is too short if the manager can increase profits by adding items and it is too long if the manager can increase profits by dropping them. A product line length is influenced by the company objectives and resources. A company can expand its product line in two ways by line filing which involves adding more items within the present range of the line or by product line stretching which occurs when a company lengthens its product line beyond current range. 

 Product Mix Decisions: The set of all product lines and items that a particular seller offers for sale.  Product mix has four important dimensions: width, length, depth and consistency. Product mix width refers to the number of different product lines the company carries. Product mix length refers to the total number of items the company carries within its product lines. Product mix depth refers to the number of versions offered of each product in the line. The consistency of the product mix refers to how closely related the various product lines are in end use, in production requirements, in distribution channels or in some other way. 

Major brand strategy decisions 
· Brand positioning: Lowest level of positioning is positioning the brand on product attributes, a brand can better be positioned by associating its name with a desirable benefit. The strongest brands go beyond attribute or benefit positioning, they are positioned on strong beliefs and values.
· Brand name selection: begins with a careful review of the product and its benefits, the target market and proposed marketing strategies. Desirable qualities for a brand name include: suggest something about the product’s benefits and qualities, easy to pronounce, recognize, remember, distinctive, extentable, the name should translate easily into foreign languages 
· Brand sponsorship: Store brands or private brand are created and owned by a reseller of a product or service. Licensing is when 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 name. Co-branding occurs when two established brand names of different companies are used on the same product or retail outlet. 
· Brand development: A company has four choices when it comes to developing brands. Line extensions: extending an existing brand name to new forms, colors, sizes, ingredients, or flavors of an existing product category. Brand extension: extending an existing brand name to new product categories. Multibrands: companies often introduce additional brands in the same category, offers a way to establish different features and appeal to different buying motives. New Brands: may create a new brand name when it enters a new product category for which none of the company’s current brand names are appropriate. 

Fig 9.6 Three types of service marketing
 
[image: ]

Internal Marketing: Orienting and motivating customer-contact employees and supporting service people to work as a team to provide customer satisfaction. Marketers must get everyone in the organization to be customer-centered. 
External Marketing:
Interactive Marketing: Service quality depends heavily on the quantity of the buyer-seller interaction during the service encounter, service marketers have to master interactive marketing skills. 

Chapter 10 
Steps in the new product development 
New product idea stem from internal or external sources. 
· Internal: companies conduct formal research and development, ask their employees and brainstorm at executive meetings. 
· External: by conducting surveys and focus groups and analyzing customer questions and complaints, companies can generate new-product ideas that will meet specific customer needs. 
· Track competitors offerings and inspect new products. 
· Distributors and suppliers are close to the market and can pass along information about consumer problems and new product possibilities. 


Product life cycle strategies 
1. Product development: When the company finds and develops a new product idea. During product development, sales are zero and the company’s investment cost mounts. 
2. Introduction: is a period of slow sales growth as the product is introduced in the market. Profits are nonexistent in this stage because of the heavy expenses of product introduction. 
3. Growth: Is a period of rapid market acceptance and increasing profits.
4. Maturity: is a period of slowdown in sales growth because the product has achieved acceptance by most potential buyers. Profits level off or decline because of increased marketing outlays to defend the product against competition.
5. Decline: is the period when sales fall off and profits drop. 






Chapter 11 
Pricing (value base, psychological pricing, skimming, reinvention)

Value-based pricing versus cost based pricing 
Value-based pricing: setting price based on buyers’ perceptions of value rather than on the sellers cost. 
1. Assess customer needs and value perceptions 
2. Set target price to match customer perceived value
3. Determine costs that can be incurred 
4. Design product to deliver desired value at target price 
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. 
1. Design a good product
2. Determine product costs 
3. Set price based on cost 
4. Convince buyers of products value 

Fixed costs: cost that do not vary with production or sales level. 
Variable costs: costs that vary directly with the level of production. 

Target costing: Pricing that starts with an ideal selling price, then targets costs that will ensure that the price is met. 









Chapter 12 
Channel conflict: disagreements among marketing channel members on goals and roles- who should do what and for what reward. 
· Horizontal conflict: occurs among firms at the same level of the channel. For example ford dealers complaining about other ford dealers in the same city.
· Vertical conflict: conflicts between levels of the same channel, which is more common. Example is Goodyear created hard feelings with its first independent dealer channel. 
Comparison of a conventional distribution channel with a vertical marketing system
· Conventional distribution channel: A channel consisting of one or more independent producers, wholesalers, and retailers, each a separate business seeking to maximize its own profits, even at the expense of profits for the system as a whole. 
· Vertical marketing system: A distribution channel structure in which producers, wholesalers, and retailers act as a unified system. One channel member owns the others, has contracts with them or has much power that they must all cooperate. 














Chapter 14 
Promotion mix: The specific blend of promotion tools that the company uses to persuasively communicate customer value and build customer relationship. 
· Advertising: Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsor. 
· Sales promotion: Short-term incentives to encourage the purchase or sale of a product or service. 
· Personal selling: Personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships.
· Public relations: Building good relations with the company’s various publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events. 
· Direct marketing: Direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relationships. 

Setting the total promotion budget
· Affordable method: Setting the promotion budget at the level management thinks the company can afford.  
· Percentage-of-sales method: setting the promotion budget at a certain percentage of current or forecasted sales or as a percentage of the unit sales price. 
· Competitive-parity method: setting the promotion budget to match competitors’ budget. 
· Objective-and-task method: developing the promotion budget by defining specific objectives, determining the tasks that must be performed to achieve these objectives and estimating the costs of performing these tasks, The sum of these costs is the proposed promotion budget. 

 Promotion mix strategies 
Push strategy: a promotion strategy that calls for using the sales force and trade promotion to push the product through channels. The producer promotes the product to channel members who in turn promote is to final consumers. 
Pull strategy: a promotion strategy that calls for spending a lot on advertising and consumer promotion to induce final consumers to buy the product, creating a demand vacuum that pulls the product through the channel. 



Chapter 15 
Major advertising decisions 
Advertising objectives: Advertisers should set clear target, task and timing objectives, whether the aim is to inform, persuade or remind buyers. Advertising goal is to move consumers through the buyer-readiness stages. 
Budget: based on sales, on competitors spending or on the objectives and tasks of the advertising program. 
Message: calls for planning a message strategy and executing it effectively. 
Media: involves defining reach, frequency and impact goals, choosing major media types, selecting media vehicles and deciding on timing.
Evaluation of results: evaluating the communication and sales effects of advertising is placed. 











[bookmark: _GoBack]Chapter 16 
Steps in the selling process 
1. Prospecting and qualifying: The step in the selling process in which the salesperson or company identifies qualified potential customers. 
2. Pre approach: process in which the salesperson learns as much as possible about a prospective customer before making a call. 
3. Approach: the salesperson meets the customer for the first time.
4. Presentation and demonstration: the salesperson tells the value story to the buyer showing how the company’s offer solves the customer’s problems.
5. Handing objections: the step in the selling process in which the salesperson seeks out, clarifies, and overcomes customer objections to buying. 
6. Closing: the salesperson asks customer for an order. 
7. Follow-up: salesperson follows up after the sale to ensure customer satisfaction and repeat business. 

Objective of Sale promotions
Sales promotions should be consumer relationship building, selecting tools and developing and implementing the sales promotion program 

The major sales promotion categories and tools 
Consumer promotion tools: coupons, refunds, premiums, and point-of-purchase promotions to contests, and events. 
Trade promotion tools: discounts, allowances, free goods, push money. 
Business promotion tools: conventions, trade shows, sales contest. 







Chapter 17
Direct marketing: Connecting directly with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relationship. 
· Benefits to buyers: it is convenient, easy and private because direct marketers never close their doors, customers do not have to battle traffic, find parking or trek through stores to find products. Direct marketing is interactive and immediate the buyers can interact with the seller by phone of their website. It gives the consumer greater measure of control. 
· Benefits to sellers: direct marketing is a powerful tool for building customer relationship using database marketing, today’s marketers can target small groups or individual consumers and promote their offers through personalized communications. Offers sellers a low-cost, efficient, speedy alternative for reaching their markets. 

Consumer database: an organized collection of comprehensive data about individual customers or prospects, including geographic, demographic, psychographic and behavioral data. 

Forms of direct marketing 
· Direct-mail marketing: direct marketing by sending an offer, announcement, reminder, or other item to a person at a particular physical or virtual address. 
· Catalogue marketing: direct marketing through print, video, or digital catalogues that are mailed to select customers, made available in stores or presented online. 
· Telephone marketing: using the telephone to sell directly to customers. 
· Direct-response television marketing: via television including direct-response television advertising and home shopping channels.

 Public policy issues in direct marketing 
Aggressive and shady tactics of a few direct marketers can bother or harm consumers, giving the entire industry and black eye. Abuses range from simple excesses that irritate consumers to instances of unfair practices or even outright deception and fraud. 



Chapter 19
Major decisions in international marketing  
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