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Chapter 1

Marketing — is the activity for creating, communicating, delivering and exchanging offerings that
benefit the organization, its stakeholders and society at large

Four factors required for marketing to occur
1. Two or more parties with unsatisfied needs
2. Adesire and ability on their part to be satisfied
3. Away for the parties to communication
4. Something to exchange

Market — people with the desire and ability to buy a specific product

Ultimate consumers — people who use the goods and services purchased for a household
4 p's Marketing Mix

1. Product — a good to satisfy consumer needs
Price — what is exchanged for the product

Promotion — a means of communication between the seller and buyer
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Place — a means of getting product into consumer hands

Environmental forces — the uncontrollable factors in a marketing decision, social, economic,
technological, competitive and regulatory forces

Marketing program — a plan that integrates the marketing mix to provide a good or service to
buyers

Marketing concept — the idea that an organization should strive to satisfy the needs of
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consumers while also trying to achieve the organization's goals

Market orientation — firms focus their efforts on continuously collecting info about consumer
needs and competitors capabilities, sharing this info throughout the organization and using the
info to create value and ensure customer satisfaction

Customer lifetime value — profit generated by the customer’s purchase of an organization's
product or service over the customer’s lifetime

Customer experience management — manages the customers interactions with the organization
at all levels so the customer is satisfied with the experience
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Business Portfolio analysis — analyses firms strategic business units as though they were a
collection of separate investments and use it to determine the amount of cash each SBU should
receive

- Cons —may be difficult to get market information,

Growth Share Matrix

- Cash cows — low growth, high market share — require less investment to maintain market
share

- Stars — high growth, high share — require lots of investment to cover growth

= Question marks — Low share, high growth — require major investment to hold share and
more to increase

- Dogs - low share, low growth — generate enough cash to maintain themselves

Market Product analysis — a favored analysis which views growth in terms of markets and
products

- Current Market/Current products — Market penetration — selling more products in existing
markets

- New Market/ Current Product — Market development — selling existing products in new
markets either geographic or new segments

- Current Market / New Product — Product Development — selling new products in existing
markets

- New/New — diversification — selling a new product in a new market
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Strategic marketing process — an organization allocates its marketing mix resources to reach its
target markets, divided into three phases:

1. Planning
a. Situational analysis (SWOT)
b. Market —Product Focus and goal setting
i. Determining which products will be directed towards which consumers

ii. Market segmentation — involves aggregating buyers into groups that have
common needs and will respond similarly to a market action. Using this
they can identify which segments it will focus on

c. Marketing Program — Developing the marketing mix and its budget

2. Evaluation — keep marketing program moving in direction set for it
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Chapter 3

Environmental scanning — acquiring information on events occurring outside the organization to
identify and interpret potential threats

Social forces — demographic characteristics of the population and its values
Baby boomers — 1946 — 64

Generation X — 1965 — 1976 (baby bust)

Generation y — 1977-94 (echo-boom)

Census Metropolitan areas (CMA) — geographic labor markets having a population of 100,000
people or more

Value Consciousness — people are more concerned about getting the best quality, features and
performance of a product for a given price

Chapter 5
Purchase decision process

1. Problem recognition — perceiving a need
Information search — seeking value
Alternative evaluation — assessing value

Purchase decision — buying value
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Post-purchase behavior — value in consumption or use
Situational Influences on purchase decision process

1. The purchase task — reason for engaging in decision
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Social surroundings — people present when purchase is made
Physical surroundings — how the store looks
Temporal effects — time of day, food eaten, etc

Antecedent states — Mood, cash on hand, choice

Selective Perception

1.
2.
3.
4.

Selective exposure — not exposed to all information
Selective attention — only pay attention to consistent messages
Selective comprehension — interpreting information to be consistent with beliefs

Selective retention — do not remember all the info

Behavioral learning — process of developing automatic responses to a situation built up through
repeated exposure




