Chapter 1 

What is Marketing  

· Marketing defined 
· Marketing Process 
1. Understand the marketplace and customer needs and wants 
2. Design a customer-driven marketing strategy 
3. Construct an integrated marketing program that delivers superior value 
4. Build profitable relationships and create customer delight 
5. Capture value from customers to create profits and customer equity 

· Understanding the marketplace and customer needs and wants 
1. Customer needs, wants, and demands 
2. Market offerings- Products, services, and experiences 
3. Market myopia 
4. Customer value and satisfaction 
5. Exchange and relationships
6. Market 
· Designing a customer driven marketing strategy 
1. Selecting customers to serve 
2. Choosing a value proposition 
3. Marketing Management Orientation 
· Production concept 
· Product concept 
· Selling concept 
· Marketing concept 
· Societal marketing concept 
· Preparing an integrated plan and program 

· Building customer relationships 
· Customer relationship management 
· Customer relationship levels and tools 
· Engaging customers 
· Consumer generated marketing 
· Partner relationship management 
· Capturing Value from Customers  
1. Creating customer loyalty and retention 
2. Growing share of customer 
3. Building customer equity 
4. Building the right relationship with the right customer 





Customer Relationship Groups 


	High profitability 
	Butterflies 
Good fit between company’s offerings and customer’s needs; high profit potential 
	True friends
Good fit between company’s offerings and customers’ needs ; high profit potential 

	Low profitability 
	Strangers
Little fi between company’s offering and customer’s needs; lowest profit potential 

	Barnacles
Limited fit between company’s offerings and customer’s needs; low profit potential 

	
	Short term customers 
	Long term customers 




Changing Marketing Landscape 
· Digital Age: Online, Mobile, and Social Media Marketing 
· The Changing Economic Development 
· Growth for not for profit marketing 
· Rapid globalization 
· Sustainable marketing: the call for more environmental and social responsibility 
























Chapter 2 


Company Wide Strategic Planning: Defining Marketing’s Role 
· Strategic Planning Process 
1. Defining a market oriented mission 
2. Setting company objectives and goals 
3. Designing the business portfolio 
a. BCG growth share matrix 
b. Growth and downsizing 
c. Product market expand grid 
4. Planning marketing: partnering to build customer relationship 

Marketing Strategy and Marketing Mix 
· Customer driven marketing strategy 
· Market Segmentation 
· Market Targeting 
· Market Differentiation 
· Market Positioning 

· Developing an integrated marketing mix 
· Product 
· Price 
· Place 
· Promotion 

Managing the Marketing Effort
· Marketing Analysis 
· Market Planning 
· Marketing implementation 
· Marketing Department Organization 
· Marketing Control 

Measuring and Managing Return on Marketing Investment 












Chapter 4 

The Microenvironment 
· The company 
· Suppliers 
· Marketing Intermediaries 
· Competitors 
· Publics 
· Customers 

The Macroenvironment 
· Demographic 
· The Changing Age Structure of the Population
· The Changing Canadian Household 
 
· Geographic 
· A Better-educated, more White-Collar, More Professional Population 
· Increasing Diversity 

· Economic 
· Changes in Consumer Spending 

· Natural 
· Technological 
· Political and Social 
· Legislation Regulating Business 
· Increased Emphasis on Ethics and Socially Responsible Actions 

· Cultural 

Responding to the Marketing Environment 















Chapter 8

What is a product 

· Product, Services, and Experiences 
· Organizations, Persons, Places, and Ideas 
· Levels of Products and Services 
· Product and Service Classifications
· Industrial Products 

New Product Development 
· New Product Development Strategy 
· Why New Products Fail 
· The New-Product Development Process 
· Idea Generation 
· Idea Screening 
· Concept Development and Testing 
· Marketing Strategy Development 
· Business Analysis 
· Product Development 
· Test Marketing 
· Commercialization 

The Product Life Cycle 
· Stages of the Product Life Cycle 
· Introduction Stage 
· Growth Stage 
· Maturity Stage 
· Decline Stage 
· Styles, Fashions and Fads 

Product and Service Decisions 
· Individual Product and Service Decisions 
· Product and Service Attributes 
· Packaging and Labelling 
· Sustainable Packaging 
· Product Support Services 
· Product Line Decisions 
· Product Mix Decisions 
· International Product Marketing Decisions 






Services Marketing 
· Marketing Strategies for Service Firms 
· Service-Profit Chain 
· Managing Service Differentiation 
· Managing Service Quality 
· Managing Service Productivity 








































Chapter 5  

Marketing Information and Customer Insights 

Assessing Marketing Information needs 

Developing Marketing Information 
· Internal Data 
· Competitive Marketing Intelligence 
Marketing Research 
· Defining the Problem and Research Objectives 
· Developing the Research Plan 
· Gathering Secondary Data 
· Primary Data Collection 
· Research Approach 
· Research Instruments
· Implementing the Research Plan 
· Interpreting and Responding the Findings 
Analyzing and Using Marketing Information
· Customer Relationship Management 
· Distributing and Using Marketing Information 
Other Marketing Information Considerations 
· Marketing Research in Small Businesses and Non-profit Organizations
· International Marketing Research 
· Public Policy and Ethics in Marketing Research 
· Misuse of Research Findings 




















Chapter 6

Consumer Markets and Consumer Buyer Behaviour 
· What is Consumer Behaviour 
· Characteristics Affecting Consumer Behaviour 
· Cultural factors 
· Social factors 
· Personal factors 
· Psychological factors 
· Buyer Decision Process 
· Need Recognition 
· Information Search 
· Evaluating Alternatives 
· Purchase Decision 
· Post purchase behaviour 
· The Buyer Decision Process for New Products 
· Stages in the Adoption Process 
· Individual Differences in Innovativeness 
· Influence of Product Characteristics on Rate of Adoption
Business Markets and Business Buyer Behaviour 
· Business markets 
· Market structure and Demand 
· Nature of the Buying Unit 
· Types of Decisions and the Decisions Process 

· Business Buyer Behaviour 
· Major Types of Buying Situations 
· Participants in the Business Buying Process 


















Chapter 7 

Market Segmentation 
· Segmenting Consumer Markets 
· Geographic Segmentation 
· Demographic Segmentation 
· Psychologic Segmentation 
· Behavioural Segmentation 
· Using Multiple Segmentation Bases
· Segmenting Business Markets 
· Segmenting International Markets 
· Requirement for Effective Segmentation 

Market Targeting 
· Evaluating Market Segments 
· Selecting Target Market Segments 
· Differentiated Marketing 
· Concentrated Marketing 
· Micromarketing 
· Choosing a Targeting Strategy 
· Socially Responsible Target Marketing 

Differentiation and Positioning 
· Positioning Maps 
· Choosing a Differentiation and Positioning Strategy 
· Identifying Possible Value Differences and Competitive Advantages 
· Choosing the Right Competitive Advantages 
· Selecting an Overall Positioning Strategy 
· [bookmark: _GoBack]Communicating and Delivering the Chosen Position 
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