MC Question ON MASLOWS HIERARCHY OF NEEDS
MC ON SELECTIVE PERCEPTION, RETENTION, SELECTIVE EXPOSURE 
Chapter 5: 
Consumer decision process: 
· The steps a consumer goes through when deciding to buy a product or service –“ 6-10 marks long answer
1. Needs recognition
· Occurs when consumers realize they have an unsatisfied need and want to move into a different desired state 
· Functional needs: Has to do w/ the performance of the product or service
· Commuting from work: Need to buy a car for work bc of weather and to save time
· Psychological needs: has to do w/ the personal gratification consumers associate from getting the product/service
· Im an adult now, all my friends have a car I need one too 
2. Information search
· Search info about the various options that exist to satisfy that need
· The degree of perceived risk of buying that g/s or importance determines the length of the search 
· External search: socially driven, buyer asks outside sources about the g/s to make their buying decision (car dealers, websites, friends)
· Internal: buyer looks within their own memory or personal  knowledge to make their buying decision 
· Perceived Benefits: time, friends like u better (they aren’t really real but make you feel good)
· Perceived costs: tinted windows, audio system, winter tires 
· Actual vs perceived risk:
· Performance risk: poor performing car
· Financial risk: cost of buying plus cost to use 
· Social risk: people judge you for having the wrong car
· Physiological risk: 
· Psychological risk: getting into an accident 
· Speciality, shopping & convenience goods: spend little to no time comparing alternatives 
3. Alternative evaluation:
· While consumers are in the process of info search, 
· Evaluative criteria: a set of necessary attributes about a product that are used to compare it to alternatives 
· Determinant attributes: this is features on which firms differ from each other and are important to the buying 
· Consumer decision rules: a set of criteria used consciously or subconsciously to quickly select from several alternatives 
· Compensatory: when  the consumer evaluates alternatives and trade-offs one characteristic vs another, so that good characteristics compensate for bad ones (iPhone 6 has more good characteristics than bad ones) 
· Non compensatory: when the consumer purchases a g/s on the basis of its characteristics, regardless of the value of its other attributes (love the iPhone 7 but only reject the price aspect) 
· Decision heuristics: mental shortcuts that help consumers narrow down their choices (price, brand, presentation) 
4. Purchase decision:
· Value determines the purchase decision 
· Research, intuition, car reviews 
· Multiple payment options, more checkout lanes, warranty, returns 
· Ritual consumption: a pattern of behaviours tied to a persons life events that determine how they consume (timmys coffee every morning)
· Increase Conversion rate
· Reduce real or virtual abandoned carts  make it easy
· Merchandise in stock plenty on hand
· Reduce the actual wait time  more checkouts
5. Postpurchase:
· Give gifts- free tinting, deals with insurance 
· Customer satisfaction: 
· Demonstrate correct product use, warranties, periodic customer contact for a thanks
· Postpurchase dissonance: internal conflict from any inconsistency between two beliefs, regret or guilt 
· Customer loyalty: developed overtime w repeat purchases 
· Undesirable consumer behaviour: arises bc of negative word of mouth or on internet, csr handle the complaints, marketers must respond quickly 
B2B vs. B2C
· B2B is the process of buying or selling g/s to be used in the production of other g/s, for consumption by the buying organization or for resale by wholesalers and retailers 
· Manufacturer  reseller  retailer 
Market Characteristics: 
· B2C: Consumers buy goods to satisfy their individual or household needs, influenced by price, personal taste or brand reputation 
· B2B: Demand for g/s comes from the B2C sales  derive demand 
· Demand for goods isn’t affected by price changes in sr- price of raw denim goes up doesn’t mean demand for apparel goes down, inelastic 
· Number of buyers is fewer than B2c and concentrated in big cities 
Product characteristics: 
· B2B: products ordered are raw materials or semi-finished goods 
· Orders must be delivered on specific dates, components undergo a lot of testing b4 shipping (dell computer parts)
· Companies provide loans to their customer which is used to buy goods from the company
· B2C: consumers buy finished goods for their own consumption
Buying Process: 
· Relationship b/w the firm and its suppliers 
· B2B: buyers and sellers want close relationship w/ each other to negotiate and have a win-win situation 
· Ex. Plastic manufacturing company works with its customers so they can come in and design the product functionality/look they need 
· Reciprocal buying arrangements: two firms agree to buy each others products/services 
Marketing Mix: 
· B2C: role of the salesperson is important for many transactions like real estate, insurance, jewellry but not important for grocery stores
· B2B: role of salesperson is always important, ex pharmaceutical manufacturers salesppl promote their drugs to doctors 

TARGET POSITIONING PROCESS
1. Establish overall objective/goal  segmentation
2. Segmentation basis  segmentation ** the one we did in class
 DEVELOPING A TARGET MARKET PROFILE 10-12 MARKS- STPPPS 
Title: Chocofit 
Positioning Statement: For the (segment name/ target customer)), who are (statement of the need or opportunity). The (product name) is a (product category) chocolate that (statement of key benefit or reason to buy) unlike (primary competitor/alternative). Our product (statement of primary differentiation). 
Geographic: smaller towns in Ontario (very specific)  countries, provinces, cities, neighbourhoods 
Demographic- AGIEHS
· Age: 45+ 
· Gender: Female
· Income: middle class
· Education: high school
· Housing: families (children, grandchildren) 
· Status: mothers, married 
Psychographic
· Activities: family-oriented, social, health-conscious
· Interests: healthy living, chocolate lovers 
· Opinions: gift-giving
Behavioural
· Loyalty: to make them loyal we can give relatable packaging, low-calorie option 
3. Evaluate segmentation attractiveness  targeting
· Identifiable: can we develop enough info for this segment? Need to be sure its distinguished
· Reachable: can we reach them? Or are they too difficult to reach? Consumers must know the g/s exist and how to buy it
· Responsive: customers in the segment must react similarly and positively to the product
· Substantial/profitable: the size and growth potential of the segment, market competitiveness and market access 
4. Select target market  targeting
· The key factor that affects this decision is the marketers ability to pursue this target segment
· Use the swot analysis 
· Mass or undifferentiated: if the product or service is perceived to provide the same benefits to everyone with no targeting to dif groups needed ex. Gas can be segmented into quick serv, aeroplan miles.
· Differentiated: firms target dif market segments with different strategies for each 
· La senza, la senza girl, la senza express
· Concentrated (niche): selecting a single, primary target marketing and putting all energy towards providing a product that fulfills their needs 
· Cora’s has breakfast and brunch only 
· Micromarketing one-to-one: extreme form of segmentation that tailors the g/s to suit the individual customers needs 
· Build a bear
5. Identify and develop a positioning strategy  positioning 

THE MARKETING RESEARCH PROCESS 
1. Define the research problem and objectives 
· Customer characteristics, customer reactions to a new product 
· Answers what? How? 
· Ex. What do students think about food in the cafeteria 
· Ex. Issue: evaluate a new launch idea, objective: gain consumer feedback on new idea, method: concept testing, 
2. Design the research plan
· Identify type of data needed and type of research 
· What info is needed (market share, sales, retention rate) 
· Determine the brands current market share and how that position will change in the next few years 
· Ex. Mcdonalds wants to determine how their customers experience is, cant use surveys bc ppl lie so they observe how customers act in stores and interact, it starts with the given info which is that many families come in to buy happy meals during lunch time so they can ask the customers specific questions about that (secondary data) 
3. Collect data
· Secondary data: collected prior to the research process (books, journal articles, internet)
· Saves time, 
· Primary data: collected to address specific research needs (focus groups, surveys)
· Primary research understands the area of interest & provide intial info to formulate the research question, it is more informal 
· Ex. Mcdonalds wants secondary data from Nielsen about sales figures, growth and also competitor data, so they decide to follow up by using a survey  they pick a category of ppl to survey who represent the entire customer market, survey ppl w children who buy a happy meal 
4. Aalyze data and develop insights
· When data is interpreted it becomes information (checkout scanner collects data about sales, but it isn’t until that data is analyzed that it gives info about whether an in-store promotional strategy increased sales) 
· Ex. In a survey mcdonalds has lower prices than wendys but wendys food tasted better, mcdonalds might want to improve the taste of their food to compete w wendys 
5. Create action plan 
· Prepare the results and present them to decision makers leads to appropriate marketing actions and strategies 
· Ex. Mcdonalds could hire chefs to improve its menu and food offerings (bc the taste of the food is the problem), also want to use this as a promotional tactic promoting that the new products were developed by chefs 
· They could also conduct price research to find out whether their low prices have a positive or negative effect on sales and tweak the price accordingly 
TYPES OF RESEARCH
Qualitative (exploratory)
· Observation: when consumers cant articulate their experiences- examine purchase/consumer behaviours 
· Ethnography: to get insights that consumers may not want to reveal- examine ppl in their daily lives at home/work 
· In-depth interview: when 
· Focus group: 
· Projective: express thoughts about a scenario 
· Social media: likes, dislikes, preferences, interactions
Quantitative (conclusive) 
· Provides the information needed to confirm insights from the qualitative research and pursue courses of action 
· Allows u to test ur hypothesis 
· Survey
· Experimental: used to determine which variable has a causal effect on the other
· Scanner: data from UPC codes at checkout
[bookmark: _GoBack]Panel: collecting info from a group of consumers overtime, surveys or record of purchases 

























FACTORS THAT INFLUENCE CONSUMER DECISIONS:
 know 4 soid ones & how/what they influence ur 4 p’s (price, product, place, promotion) 
Psychological: 
- Motives: when a need isn’t satisfied, it drives u to seek satisfaction,  maslows hierarchy of needs, this affects your promotion and place 
· Self actualization: u feel satisfied with ur life and lifestyle, u drive a prius bc it suits urself not bc a celeb endorsed it 
· Esteem: satisfy ur inner desires, yoga, health clubs 
· Love: our interaction with others, greeting cards, haircuts to make u attractive, deodorant 
· Safety: protection and physical wellbeing, products like organic foods & vitamins or alarms in homes 
· Physiological: food, water, rest, shelter, marketers take the opportunity to convert these needs into wants by reminding us to eat taco bell, drink milk and stay at a Marriott 
Attitudes: your feeling towards an object or idea, they can change abruptly, 3 components
· Cognitive: what someone believes to be true 
· Affective: what someone feels about the issue at hand 
· Behavioural: the actions someone takes about the issue 
· Promo+product: Attitudes can be influenced through persuasive marketing communications- ads, salesppl and can change what someone believes to be true (cognitive) about the product** or the affective
Social:
· Reference groups: one or more person an individual uses as a basis to compare themselves to regarding beliefs, feelings and behaviours (family, friends, famous ppl) 
· Enhance a customers self image (ppl want to be seen as high fashion so buy brand name shoes), give rewards for specifc buying behaviours (smokers must go outside=bad), provide information  promotion 
· Hollister employees serve as reference groups 
Situational: 
· Purchase situation: you may normally be frugal but you splurge for your bff’s bday for the special occasion **price
·  the underlying trait changes in certain situations  
· Shopping situation: influential salespeople, nice store atmosphere, promotions, in-store demos ** place and promotion 

