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Impact on Consumers
Consumers typically not favourable towards marketing practices
· High prices caused by high distribution costs, high advertising and promotion costs, and excessive markups
· Deceptive Practice: price, promotion and packaging (Price: fake wholesale price/fake original price) (Promotion: offering a promotion on a product that is out of stock to lure customers into the store)(Packaging: misleading labelling, exaggerated package content).  Even greenwashing (Companies falsely advertising that they better the environment when in reality it is not true)
· High Pressure Selling: Persuade people to buy a product they were not thinking of buying. EXAMPLE: Car salesman/ insurance companies/ real estate. Rewarded by their companies if reached or exceed sales quotas.
· Shoddy/Harmful products: Poor quality/function. OR product delivers little benefit or may even be harmful. 
· Planned Obsolescence: Companies causing their products to become obsolete before they actually need replacing (Either components will only last “x” amount of time OR a newer “sexier” product will be released before your product needs replacing, making you want the newer version.


Impact on Society as a whole
Accused of adding “evils” within society.
Advertising is targeted 
· False wants and too much materialism: Marketers stimulate desires for goods and create false wants .
· Too few social goods: More private goods (i.e Cars) cause the need of more public goods (i.e traffic signs, highways, police service) more cars = more social cost (worse for society : i.e pollution)
· Cultural Pollution: Advertising everywhere i.e billboards blocking beautiful sights, commercials interrupting tv shows.

Sustainable Market: Socially and environmentally responsible marketing (business) that meets the needs of customers while preserving the ability of future generations to meet their needs.








Ch1. INTRO TO MARKETING

4 “P”s: Price, product, place, promotion

Market Myopia: The mistake of paying attention to the specific product rather than the to the benefits and experiences produced by the product. Focus on existing wants and forget about underlying needs.

Conversional Marketing: act of converting window shoppers to paying customers

Stimulational Marketing: The task of turning no demand to positive demand.

Developmental Marketing: Creating access to a new product that is high in demand (no issues with competition)

Remarketing: Revitalizing / Rejuvenating a falling demand for a product.

Syncromarketing: Alter / create demand in specific times and places when the product is available (Usually for services because a service cannot be stored. i.e public transit between rush hours)

Maintenance Marketing: Retaining / defending current level of demand from competitors.

Demarketing:  When there is a need to cut back demand for a product (Uncontrollable shortage of supply OR being cut by the government)

Counter Marketing: is the attempt to destroy unwholesome demand for products that are considered undesirable, e.g. cigarettes, drugs, handguns, or extremist political parties.

Marketing Management Philosophies/Orientations
· The Production concept: Consumers favor products that are available/highly affordable. Management need focus on efficient production and distribution
· The Product concept: Consumer favors products with quality and performance. Focus on product improvements.
· The Selling concept: Consumers will not buy enough product unless company undertakes a large scale selling or promotion effort. (i.e insurance companies)
· The Marketing concept: To achieve goals requires to know the needs and wants and delivering satisfaction better than competitors. Focus on customer satisfaction.
· The Social Marketing concept: Makes sure there’s no conflict between short-run wants and long-run needs(welfare).





CH 4 ENVIRONMENT

Microeconomics

The company: marketing managers take other company groups such as management, finance, R&D(Research and Development), purchasing, operations, and accounting to design a marketing plan.

Suppliers: Supplier problems can seriously affect marketing. They provide resources needed by the company to produce its goods and services.

Marketing Intermediaries: Help the company promote, sell and distribute products to final buyers. Includes resellers, physical distribution firms, marketing services agencies, and financial intermediaries.

Competitors: Companies must gain strategic advantage by positioning their offerings strongly against competitor’s offerings.

Publics: any group that has an actual or potential interest in or impact on an organization’s ability to achieve its objectives.
· Financial Publics(Help obtain funds)
·  Media Publics(Carries news, and opinions)
·  Government Publics(Consult company lawyers on product safety and truth advertisement)
· Citizen-action Publics(Help stay in touch with consumer and citizen groups)
· Local Publics(Neighborhood residents and community organizations)
· General Publics(Public’s image of company affects its buying behavior)
· Internal Publics(Workers, Managers, and board of directors. When the company’s employees feel good about the company they work for, this positive attitude spills over to the external publics.

Customers: Most important actors in company’s Microeconomics. Goal is to serve target costumer and create a relationship with them.
· Consumer market: individuals and households that buy goods for personal use.
· Business market: buy goods and services to further process or use in their production processes
· Reseller market: Buy goods and service to resell at a profit.
· Government market: Buy goods and services to produce public services or transfer the goods and services to others who need them
· International market: Buyers in other countries. Including consumers, producers, resellers, and government.


Marketing’s 3 “C”s.
· Consumerism: movement by consumers against business injustice.
· Movement which attempts to direct marketer away from commercial gains, towards human welfare.
· Instead of how much, it deals with how well.
· Concerned with truth in advertising, safety and quality of ingredients, full and reliable labelling, etc.
· Clean up:
· Proper disposal and recycling. 
· Ecological concerns; most noticeable in the packaging and promotion aspects. Example: PCB disposal.
· Conservation:
· Discriminate use of our diminishing resources to ensure rational, constrained, and justifiable demand. 
· A reaction against the long time abuse/misuse of resources and energy sources.  Observable in product design (auto design).



Macro environments

Political Environment: Consists of laws, government agencies, and pressure groups that influence or limit various organizations and individuals in a given society.
· Increasing legislation: Protect companies from each other
 Protect consumers from unfair businesses
 Protect the interests of society

Cultural Environment: Consists of institutions and other forces that affect a society’s basic values, perceptions, preferences, and behaviours.
· Persistence of Cultural Values:    Core vs. Secondary
Core are Highly persistent
Secondary more open to change
Views of themselves
Views of others
Views of organizations
Views of society
Views of nature
Views of the universe
Demographic Environment: is of major interest to marketers because it involves people, and people make up markets.
Demography:  is the study of human populations in terms of size, density, location, age, gender, race, occupation, and other statistics.


A.Population:
       -     Malthus in 1789 wrote his first essay on population and stated that as the population grew geometrically, our food supply grew arithmetically. 
Positive checks to increase the death rate include: war, vice, disease, famine, and natural events- ie tsunamies. 
· Negative (preventive) checks to reduce the birth rate include: delayed marriages, moral restraint, and birth control.
· Discuss the ‘six pocket syndrome’. (p.77) 
· Population depends upon:
· Fertility (women between 15 to 44)
· Mortality
· Migration  (into and out of a country) 
· Other factors may include: rural / urban living, family size, educational level, occupation, ethnic origin, etc.


Baby Boomers: 9.8 Million Canadians born between 1947-1966

Generation X: 7 Million Canadians born between 1967 – 1976

Millenials(Generation Y): 10.4 Million children of the baby boomers born between 1977 – 2000

CMA (Census Metropolitan Area) 100,000+ people.
CAA (Census Agglomeration Area) 10,000 – 100,000 people.


Family Life Cycle of Stages:
· Bachelor stage
· Newly Married
· Young family (Child under 6 years old)
· Young Family II (Youngest child older than 6 years)
· Teenage Allocation
· Empty Nester (Return of the Twixter)
· Senior Citizen

Empty Nester: kids leave the home/nest and now the husband/wife pay off house, senior careers, can afford more material goods 

‘Gold-collar’ market (20-27 years old): young, living at home, buying status brands on working class pay.

Twixter: slightly older (ie 27+) than ‘Gold-collar’ (ie 20-27 years  old)

Yummies: young, urban males, good jobs, good money, upscale fashions & premium booze
Stimulus Response

Marshallian economic man theory: derived from Alfred Marshall, an economist, whose ideas were based upon a modern utility theory:  
· Maximum satisfaction is sought.  Consumer is rational.
· Faults:
- states what should be, not was is
- product not consumer centred
- Incomplete; assumes that only price and income affect our choices.

Pavlovian learning model focus is on associative processes: 
· Drive; basic stimulus; 
· Cues; weaker drives of why, when, where, or sales pitch;
· Response; individual’s reaction
· Reinforcement; if experience is positive
· Forgetting; if we have non-use
· Extinction; negative experience
· Theory uses repetition, and enforcement. Useful as an advertising strategy.

Ch 2. Strategy

S.B.U: Strategic Business Units
Strategic Planning:  The process of developing and maintaining a strategic fit between the organization’s goals and capabilities and its changing marketing opportunities

Mission statement:  Statement of the organization’s purpose – the value it offers, and for who (What it wants to accomplish in the larger environment) (Focus should be on Market – oriented  not product oriented features)  

Market Oriented Mission:
·  The mission statement is the organization’s purpose, what it wants to accomplish in the larger environment
· Market-oriented mission statement defines the business in terms of satisfying basic customer needs
· A clear mission statement acts as an “invisible hand” that guides people in the organization.
Managing the Marketing Effort (Steps)
· Analysis (SWOT = Strengths, Weaknesses, Opportunities, Threats)
· Planning Marketing plans include: Executive summary, Analysis of current situation, Objectives, Targets and positioning, Marketing mix, Budget, Controls
· Implementation Process that turns strategies and plans into marketing actions that accomplish strategic marketing objectives 
· Control Controlling is the measurement and evaluation of results and the taking of corrective action as needed
Boston Consulting Group (BCG) Growth-Share Matrix
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Star: High-growth, high-share businesses or products. They often need heavy investments to finance their rapid growth. Eventually their growth will slow down and turn into Cash Cows. HOLD/ POSSIBLY BUILD

Cash Cows: Low-Growth, high-share businesses or products. These established and successful strategic business units (S.B.U) need less investment to hold their market share. Thus they produce a lot of cash that the company uses to pay its bills and support other SBUs that need investment. HARVEST

?: Low-share business units in high growth markets. They require a lot of cash to hold their share, let alone increase it. Management has to think hard about which question marks it should try to build into stars and which should be phased out. BUILD(fix 4Ps) /OR DIVEST

Dogs: Low growth, low share businesses and products. They may generate enough cash to maintain themselves but do not promise to be large sources of cash. DIVEST

Developing Strategies for Growth and Downsizing
Market Penetration: A strategy for company growth by increasing sales of current products to current market segments without changing the market

Market development: A growth strategy that identifies and develops new market segments for current products

Product development: A growth strategy that offers new or modified products to existing market segments

Diversification: A growth strategy through starting up or acquiring businesses outside the company’s current products and markets
Downsizing: The reduction of the business portfolio by eliminating products or business units that are not profitable or that no longer fit the company’s overall strategy.



Ch.2 & 7 SEGMENTATION

Customer-Driven Marketing Strategy: 
· Market segmentation: The division of a market into distinct groups of buyers who have distinct needs, characteristics, or behaviour and who might require separate products or marketing mixes.
· Market segment: A group of consumers who respond in a similar way to a given set of marketing efforts.

Customer-Centered Marketing Strategy: 
· Market targeting: The process of evaluating each market segment’s attractiveness and selecting one or more segments to enter.
· Market positioning: The arranging for a product to occupy a clear, distinctive, and desirable place relative to competing products in the minds of the target consumer.

Differentiation: Actually differentiating the market offering to create superior customer value


MARKET TARGETING
Target Market:  A set of buyers sharing common needs or characteristics that the company decides to serve.

Undifferentiated marketing (Mass): A market-coverage strategy in which a firm decides to ignore market segment differences and go after the whole market with one offer

Differentiated marketing (Segmented):  A market-coverage strategy in which a firm decides to target several market segments and designs separate offers for each

Concentrated Marketing (Niche):  A market-coverage strategy in which a firm goes after a large share of one or a few segments or niches.

Micromarketing is the practice of tailoring products and marketing programs to suit the tastes of specific individuals and local customer groups

Local marketing involves tailoring brands and promotion to the needs and wants of local customer groups

Individual marketing involves tailoring products and marketing programs to the needs and preferences of individual customers



CH.6 CONSUMER BEHAVIOUR

Psychological Factors : motivation, perception, learning, Beliefs and attitudes
· Motivation: A motive is a need that is sufficiently pressing to direct the person to seek satisfaction.
· Perception is the process by which people select, organize, and interpret information to form a meaningful picture of the world from three perceptual processes:
· Selective attention: tendency for people to screen out most of the information
· Selective distortion: tendency for people to interpret information in a way that will support what they already believe.
· Selective retention: tendency to remember good points made about a brand they favour and forget good points about competing brands.
· Learning is the change in an individual’s behaviour arising from experience and occurs through interplay of the following: drives, stimuli, cues, response, reinforcement.
· Belief is a descriptive thought that a person has about something based on the following: Knowledge, Opinion, Faith
· Attitudes describe a person’s relatively consistent evaluations, feelings, and tendencies toward an object or idea.

Buyer Decision-Making Process:
1) Need Recognition: Occurs when the buyer recognizes a problem or need triggered by Internal Stimuli External stimuli.
2) Information Search: 
Personal sources—family and friends
Commercial sources—advertising, Internet
Public sources—mass media, consumer organizations
Experiential sources—handling, examining, using the product
3) Evaluation of Alternatives: How the consumer processes information to arrive at brand choices.
4) Purchase Decision: the act by the consumer to buy the most preferred brand
5) Post-Purchase Decision: The satisfaction or dissatisfaction that the consumer feels about the purchase

Personal Factors
· Occupation affects the goods and services bought by consumers.
· Economic situation includes trends in the following: income, savings, interest%
· Lifestyle is a person’s pattern of living as expressed in his or her psychographics.
· Personality and self-concept

Groups and Social Networks
· Membership Groups 
· Aspirational Groups
· Reference Groups


Factors Influencing Consumer Behaviour:
· Culture is the set of basic values, perceptions, wants, and behaviours learned from family and other important institutions.
· Subcultures are groups of people within a culture with shared value systems based on common life experiences and situations.
· Social classes are society’s relatively permanent and ordered divisions whose members share similar values, interests, and behaviours.


Stages of the Adoption Process:
· Adoption process is the mental process an individual goes through from first learning about an innovation to final regular use.
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CH.5 MARKETING RESEARCH


Marketers obtain information from the following:
1) Internal databases are electronic collections of consumer and market information obtained from data sources within the company network.
· Accounting system
· Operations/production
· Sales reporting system
· Past research studies
Internal data is cheap, quick, and easy.

2) Marketing Intelligence: is the systematic collection and analysis of publicly available information about consumers, competitors, and developments in the marketplace.
3) Marketing research: the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization.



Marketing Research Process:
1) Defining the Problem and Research Objectives
· Exploratory research 
· Descriptive research
· Causal research
2) Developing the Research Plan
· Secondary data consists of information that already exists somewhere, having been collected for another purpose.
· Primary data consists of information gathered for the special research plan.
3) Research Approaches
· Observational research involves gathering primary data by observing relevant people, actions, and situations.
· Ethnographic research involves sending trained observers to watch and interact with consumers in their natural environment.
· Survey research is the most widely used method and is best for descriptive information—knowledge, attitudes, preferences, and buying behaviour.
· Experimental research is best for gathering causal information—cause-and-effect relationships.


Sampling Plan: Sample is a segment of the population selected for marketing research to represent the population as a whole.





CH. 8 PRODUCT SERVICES


Product: Anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need.

Service: An activity, benefit, or satisfaction offered for sale that is essentially intangible and does not result in the ownership of anything.

Product line is 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

Width : Number of product lines (width)

Length: Number of products within a product line (length)
Product and Service Classification

Convenience products are consumer products and services that the customer usually buys frequently, immediately, and with a minimum comparison and buying effort
Newspapers
Candy				PLACE
Fast food           		


Shopping products are consumer products and services that the customer compares carefully on suitability, quality, price, and style
Furniture
Cars				PRICE
Appliances	    



Specialty products are consumer products and services with unique characteristics or brand identification for which a significant group of buyers is willing to make a special purchase effort
Medical services
Designer clothes		PRODUCT
Rolex watches


Unsought products are consumer products that the consumer does not know about or knows about but does not normally think of buying
Life insurance
Funeral services		PROMOTION
Blood donations
Google Glasses



Service Characteristics

Intangibility: They cannot be seen, tasted, felt, heard, or smelled before they are bought.

Inseparability: They are produced and consumed at the same time and cannot be separated from their providers

Variability: Their quality may vary greatly, depending on who provides them and when, where, and how.

Perishability: They cannot be stored for later sale or use.
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