Chapter 1: Overview of Marketing

Marketing: The process by which companies create value for customers and build strong customer relationships (to capture value in return).

Core Values of Marketing: 
1. Marketing occurs in many settings.
2. Marketing helps create value.
3. Marketing is about satisfying needs and wants of customers.
4. Marketing entails an exchange.
5. Requires 4 Ps, product, price, place and promotion
6. Marketing can be performed by individuals as well as by groups.

Value Proposition: Is the set of benefits or values a company promises to deliver to its customers to satisfy their needs.
· Needs = Basic necessities

Marketing entails an exchange:
Sellers provide communication and delivery to Buyers 
Buyers provide money and information to Sellers

Marketing Mix 4 Ps: 
1. Product (Creating Value)
2. Price (Transacting Value)
3. Promotion (Communicating Value)
4. Place (Delivering Value)

Price = Everything the buyer gives up in exchange for the product 
· Ex: Money, time, energy

Supply Chain Management: The field that examines all the activities necessary to get the product to the right customer when and where that customer wants it.

4 Orientations of Marketing:
Turn of the Century to 1920: Product based marketing 
1920 to 1950: Sales based marketing
1950 to 1990: Market based marketing
1990 to Present: Value based marketing

Value Based Marketing:
· Firms must constantly monitor the marketplace in order to create value.
· Firms must offer customers something that their competitors are not.
· Firms must understand how their product is valuable to their customers.

Firms focus on 4 activities:
1. Sharing info.
2. Balance customer benefits and costs.
3. Build relationships with customers.
4. Use technology to connect with customers.

Each step in the marketing process involves marketing:



Chapter 2: Developing Marketing Strategies and Plans
Marketing Strategy Identifies:
· A firm’s market
· A related marketing mix (4 Ps)
· The basis upon which the firm plans to build a sustainable competitive advantage.

Developing Customer Value:




Customer Excellence: 
· Retaining loyal customers
· Providing excellent customer service 

Operational Excellence:
· Efficient operations
· Strong supplier relationships
· Excellent supply chain management 

Product Excellence:
· High perceived value
· Effective branding and positioning 

Locational Excellence:
· Good physical location
· Good internet presence

Marketing Plan:




Planning Phase (Step 1 & 2):

Mission Statement: Broad description of a firm’s objectives and scope of activities.

SWOT Analysis:

	
	Positive 
	Negative 

	Internal 
	STRENGTHS 
	WEAKNESSES

	External
	OPPORTUNIES 
	THREATS




Implementation Phase (Steps 3 & 4)

Control Phase (Step 5):

Using Marketing Metrics to determine if someone is a: 

1. Star 
2. Question Mark ??????
3. Cash Cow [image: ]
4. Dog [image: ]

Stars: High Growth, High Market Share
· Requires heavy investments in promotions and new product innovation and new production facilities to meet their growth
· As market slows they will need less resources and may become cash cows.

Cash Cows: Low Growth, High Market share
· They have excess resources they can put into products in the question mark section.

Question Marks: High Growth, Low Market Share
· Need to invest in resources so to increase market share, they have the potential to become a star.

Dogs: Low Growth, Low Market share
· Should be phased out unless they are need to complement other products.

Growth Strategies:
1. Market Penetration (Focuses efforts on existing customers)
2. Product Development (Offers new products or services to current market)
3. Market Development (Focuses efforts on a new market segment)
4. Diversification (Introduces new product to a new segment)

Related Diversification: 
· Companies have a strategic fit with new venture
· Capitalize on competitive advantage or strengths they have already established 
Unrelated Diversification:
· Nothing to do with leveraging current business strengths/weaknesses

Chapter 3: Analyzing the Marketing Environment
Microenvironment: 



Company Capabilities: 
Core Competencies: Satisfy customer needs 
· Through People, knowledge, patents, tech, etc.
· Applied to:
· Target markets and products, etc.

Competition:
· Identify and analyze direct and indirect competitors (know their strengths and weaknesses).
· Competitive Intelligence: Used by firms to collect and synthesize info about their position in respect to their rivals (enables firms to anticipate change rather than just react to changes).

Macro-environmental Factors:

Culture:
· Defined as the shared meanings, beliefs, morals, values and customs of a group of people.
· Has a powerful influence on consumer buying decisions.

Technology:
· Has had an influence on every aspect of marketing 
· New products
· New forms of communication
· New retail channels

Social/Natural trends:
· Impact marketing
· Greener Consumers 
· Time-poor society 
· Health and wellness concerns 
Chapter 5: Business to Business Marketing
Buying and selling goods to be used:
· In production of other goods/services
· For consumption by the buying firm
· For resale 

Major B2B Markets:
1. Resellers 
2. Manufacturers
3. Institutions 
4. Governments 

Governments:
· Canadian Gov’t spends over $240B buying goods/service (Provincial and Municipal Gov’ts also buy significant amounts)
· Some firms specialize in selling to Gov’ts 

Challenges of reaching B2B clients:
1. Identifying decision makers in organization who authorize or influence purchases.
2. Understand the buying process of each client.
3. Identifying factors that influence the buying process of potential clients.

Differences between B2B and B2C:
1. Market characteristics 
2. Product characteristics 
3. Buying process characteristics 
4. Marketing Mix characteristics

B2B Buying Process:

Stage 1: Need Recognition 
· Internally or externally.
· Sources for recognizing new needs: Suppliers, Salespeople and Competitors.
Stage 2: Product Specification
· What they want/don’t want in the product.

Stage 3: RFP Process
· Request for proposal.
· Buying organizations invite alternative suppliers to bid on their required component.

Stage 4: Proposal Analysis and Supplier Selection 
· Often several suppliers are negotiating against one another.
· Considerations other than price play a role in the final decision.

Stage 5: Order Specification (Purchase)
· Firm places an order.
· The exact details of the purchase are specified.
· All terms are detailed and outlined (ex: payment)

Stage 6: Vendor Performance Assessment 
· Buyer creates a list of issues that are important to consider.
· Example: Customer Service, Delivery, Issue Resolution and Quality.

Factors Affecting B2B Buying Process:
1. The Buying Centre: The group of people typically responsible for buying decisions in large organizations.

1. Initiator: Suggest buying good or service 
2. Influencer: Influences others in the buying process 
3. Decider: Decides to purchase good or service
4. Buyer: Handles paperwork
5. User: Consumes the good or service 
6. Gatekeeper: Controls info or access to influencers or deciders

Organizational Culture:
· Reflects the set of values, traditions and customs that guides a firm’s employees’ behaviours.
· Autocratic Buying Centre: One person makes the buying decision.
· Democratic Buying Centre: Majority rules.
· Consultative Buying Centre: One person decides but takes into account the opinions of others.
· Consensus Buying Centre: all members must reach the same decision. 

Buying Situations:
· New Buy: 
· First time purchase.
· Likely to be quite involved.
· Will most likely use all six steps in the buying process.
· Modified Buy:
· Purchasing similar product but changing specifications.
· Current vendors have an advantage.
· Straight Rebuy:
· Buying additional units that have been previously purchased.
· Most B2B transactions.

Chapter 6: Segmentation, Targeting and Positioning
The process: STP
Step 1: Strategy or objectives
Segmentation
Step 2: Segmentation bases

Step 3: Evaluate segment attractivenessTargeting


Step 4: Select target market 
Positioning 

Step 5: Identify and develop positioning strategy

Step 1: Establish overall strategy and objectives
· Consistent with mission statement.
· Derived from mission and current state.

Step 2: Segmentation Bases
	Base:
	Sample Segmentations:

	Geographic
	Continent, Country, Region, Province and City

	Demographic
	Age, Gender, Income, Education and Race

	Psychographic
	Lifestyle, Personality, Political Lean and Class

	Behavioural
	Benefits sought, Usage and Loyalty



VALS Framework: 
1. Innovators
2. Thinkers
3. Believers
4. Achievers 
5. Strivers 
6. Experiences 
7. Makers
8. Survivors

Multiple Segmentation Bases: 
· Used to identify smaller, better defined target groups.
· More precise then single variable segmentations.
· Current trend: Use more rather than less segmentations.

Step 3: Evaluate Segment Attractiveness 

Step 4: Select Target Market

Targeting Broadly
Targeting Narrowly



Step 5: Identify and Develop Positioning Strategy
May use one or more of the following strategies:
1. Value
2. Product Attributes
3. Symbolism
4. Competition 
5. Market Leadership

Repositioning: Strategy where marketers change a brands focus to target new markets or realign the brands core emphasis with changing market preferences.

Chapter 7: Market Research
Value (Gross Value) = Value Proposition
Customer Value (Net Value): Benefits vs. Costs

Marketing Research: A set of techniques and principles for systematically collecting, recording, analyzing and interpreting data that can aid decision makers.












Research Process:


Step 1: Define research problem and objectives 
· Helps know what you are looking for.
· Guides the entire process and helps keep the scope 
· What info is needed to answer the research question 

Step 2: Design Research Plan 
· Identify: Type of data needed (Secondary/Primary).
· Determine: Type of research needed (Exploratory or conclusive, descriptive or causal).
Spells out:
· Research approach (observation, survey, experiment)
· Contact methods (Phone, online, in person)
· Sampling plans (unit, size, procedure)
· Instruments to gather data (Questionnaire etc.)

Step 3: Collect Data
· Secondary data: Info collected prior to the start of the project
· Primary data: Addresses specific research needs

Step 4: Analyze Data and Develop Insights
· Converting data into information to describe, explain, predict and evaluate a particular situation.



Step 5: Present an Action Plan
a) Prepare the Results:
· Exec Summary
· Body (Objectives, methodology and findings)
· Conclusions / Recommendations
· Supplemental Tables and Appendices
b) Present the Results:
· Short and to the point
· Interesting
· No technical jargon
· Recommendations

Types of Data:
	Secondary
	Primary

	· Can be free or inexpensive
· Saves time
· May not be: Relevant/Specific, accurate, current, important or could be bias
· External Source: Census, Journal
· Internal Source: Invoices, Customer Lists (Use data mining if there is a large amount of data)
	· Can be tailored to fit research questions
· Offers behavioural insights
· Usually more costly
· Takes longer
· Requires more sophisticated research skills



Types of Primary Data:

	Qualitative (Exploratory and informal)
	Quantitative (conclusive, suitable for testing hypothesis)

	· Observations
· Focus Groups 
· Social Media
	· Experiments
· Survey
· [bookmark: _GoBack]Scanner
· Panel




Step 1: Business Mission and Objectives 


Step 2: Situational Analysis


Step 3: Identify Oppotunites (Segmentation, Targeting, Postioning)


 Step 4: Implement Marketing Mix (4Ps)


Step 5: Evaluate Performance by using Marketing Metrics 






Company


Corporate Partners 


Consumers 


Competion 



Consumers 


Culture


Demographics 


Technology 


Social


Economic 


Political/Legal





Need Recognition


Product Specification 


RFP Process


Proposal Analysis, Supplier Selection 


Order Specification 


Vendor Performance Assesment 






Roles in the Buying Centre


Influencer 


Decider


Buyer 


User 


Initiator

Gatekeeper



Segment Attractiveness


Identifiable 


Reachable


Sustainable + Profitable 


Responsive 


Undifferentiated (Mass) Marketing


Differentiated (Segmented) Marketing 


Concentrated (Niche) Marketing


Micromarketing (Local/Individual)




Step 1: Define Research Problem and Objectives 


Step 2: Design Research Plan


Step 3: Collect Data


Step 4:Analyze Data and Develop Insights


Step 5: Present Action Plan





Raw Materials Suppliers


Manufactuers 


Distributors


Customers 
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