Market Concept and Applications
· Fundamentally, marketing is about exchanges
· Sales orientation assumption –  customers pushed into buying a product will like it (if not, their dissatisfaction is temporary)
· Must understand needs of consumers to satisfy them & decide if market is worth it
· 4 P’s – product, price, place, and promotion
· Most analyzed part of marketing – competition
· Focus of product orientation – production and distribution efficiencies
· Practitioners of marketing orientation believe that success starts with determining the needs and wants of the target market.
· Underlying ideas of societal marketing
· satisfying customers should be done in ways that maintain or improve the well-being of both customers and society
· what’s good for corporations and individuals can also be good for society
· win-lose situations should be replaced with win-win situations
· Success in marketing orientation – producing what customers want, need and desire
· Competitive environment of employee, entrepreneur, professional, artist – monopolistic

Situation Analysis and Self-Assessment
· Marketing planning – analysis, planning, implementation, evaluation and control
· External influences
· Economic trends
· Social and demographic trends
· Technological trends
· Market size and growth
· Regional market importance
· Customer data
· SWOT – strengths, weaknesses, opportunities, threats
· Amount of opportunities open to individuals and organizations is infinite
· Fundamental reason to conduct a situation analysis – acquire “big picture” understanding of competing marketing environment
· Today’s most prominent demographic trends
· Aging of the population
· Increasing multi-culturalism
· Decreasing household size
· Changing family formation
· Fundamental reason to analyze competitive market – to outperform competitors, need to know their strengths as well as how they can be topped
· Goal of competitive or market intelligence – predict, anticipate, or improve reaction times to changes in the market

Setting Personal Marketing Goals
· Marketing objectives – short term destinations on path to longer term organizational or personal goals
· According to Maslow, the need for status = a self-esteem need
· Values provide individuals with guidance of appropriate behavior in a given culture
· ABC principle – goals should be actionable, bounded, and compelling
· Values and goals – provide a sense of direction in your life
· Motivated individuals tend to be committed, disciplined and not afraid to take initiative

Creating My Marketing Strategy
· Market segmentation – dividing market into distinct groups with certain characteristics
· Objectives – specific, measurable, and time-based
· Strategy
· when in doubt, just check whatever you want to do against strategy
· strategy gives you a framework for thinking
· Concentrated marketing = niche marketing
· Successful marketing strategy – helps you react swiftly to adversity and move in a direction that’s right for you
· Targeting – decisions about which market to enter and how to use the marketing mix in each chosen market
· Steps in Marketing Plan
· Select target markets
· Own a market position (what you want to be known for)
· Define a market mix (how will 4 P’s be used)
· A budget

Personal Product Strategy I
· Service characteristics
· Intangible
· Perishable
· Variable
· Inseparable
· According to Philip Kotler, a product is anything that can be offered to a market for attention, use or consumption that may satisfy a need or want
· Core product – basic benefit or key feature of a product
· All products should satisfy a customer need
· In the delivery of services, production and consumption are inseparable
· Marketing mixes for specialty products – emphasis on personal selling and advertising
· Brand’s equity rests primarily with the sum of associations and mental images that customers have about it

Personal Product Strategy II
· Features that define you as a product – education, experience, skills/personality, attitude
· Potential employers frequently make up their minds about hiring interviewees within less than 5 seconds after meeting them
· Your product strategy needs to be revised systematically and periodically
· Types of product improvement
· Continuous improvement
· Dynamically continuous improvement
· Discontinuous/dramatic innovations (crisis)
· Brand loyalty – cost of getting new customers is a multiple of the cost of keeping your current customers
· NOT way of building brand loyalty – having lowest prices on the market
· Characteristics of loyal customers
· Spend more on your brand
· Engage in positive word-of-mouth about brand
· More positive attitudes about brand
· Sensitive to small changes in price of brand’s product
· According to a KPMG Consulting Group study, 80% of large Canadian companies have an established policy on ethics and 42% consulted employees in establishing their ethics policy
· 3 V’s people use to evaluate each other – visual appearance, verbal, and voice

Personal Price and Place Strategies
· Types of pricing strategies
· Reference pricing
· Ceiling pricing (max)
· Floor pricing(min)
· Steps of pricing strategy
· Establish your worth to employers by determining the salary range for positions you’re interested in
· Up to 90% of the meaning transmitted between two people in face-to-face communication is through non-verbal channels.
· Characteristics of people who enjoy working on commission only basis
· Love to sell
· Don’t mind cold-calling
· Risk energizes them
· Despise routine
· Once you have agreed to the terms of employment with a prospective employer, the next step should be to get the offer in writing.
· Functions of marketing channels
· Make the exchange process easier
· Adjust for discrepancies
· Standardize transactions
· Facilitate searches by both buyers and sellers
· Distribution strategies
· Volume-based objectives – increased unit sales and market share
· Types of risk
· Functional (will not perform)
· Financial (not worth cost or better product alternatives)
· Psychological (poor choice will embarrass customer)
· Time
· Physical (harm)

Personal Promotion I
· Parts of integrated marketing communications mix
· Direct response marketing
· Sponsorship
· Event marketing
· Interactive communications
· Networking tips
· Carrying your own business cards
· Bringing a friend or colleague along if you feel nervous
· Asking others for their business cards
· Avoiding personal questions and topics
· Least expensive integrated marketing communications tool on a cost-per-1000-people-reached basis – advertising
· Advertising
· A paid communication from an identified sponsor
· Part of integrated marketing communications mix
· Marketer has control over what the message will say
· Often expensive to produce and distribute
· VALS – system for classifying consumers who support psychographic segmentation
· Communication objectives – creating desire
· Promotion objectives
· Create awareness
· Increase knowledge
· Encourage trial
· Build customer loyalty

Personal Promotion II
· Press Release
· Title
· Central message
· Boilerplate - describes company/organization
· When the receiver is not motivated or unable to process information you are sending, should use soft peripheral cues and leave him/her with a positive impression
· Central cues – hard facts
· Peripheral cues – attention-grabbing devices
· Ideal number of messages to communicate in advertisement commercial – 1
· Types of strategies
· 
· Strengths of direct marketing
· Selective reach
· Personalization
· Segmentation possibilities
· Ability to measure effectiveness
· Types of budgeting methods
· 
· Fundamental notion of integrated marketing communications – an organization or individual communicates same basic marketing message through all IMC tools
· Networking objectives
· Make as many people as possible aware that you are searching for a job or have a product to offer
· To seek job and sales referrals
· To make a good impression on potential customers and employers
· To get information about specific employers or buyers
· Products in the decline or maturity stages of their lifecycle tend to benefit most from reminder advertising
· Most expensive IMC tool – personal selling

Resume and Cover Letter
· Basic resume objectives
· Quickly show that you have the qualifications for the job
· Demonstrate that you can meet or exceed the employer’s needs
· Communicate that you are likeable and can work with others
· Appeal to the reader
· Steps in Resume Prep
· Write your job objective statement
· Use simple layout to make resume scanner-friendly
· Steps of cover letter
· Heading – date, contact, title, company, address
· Salutation
· First paragraph – Why them? How did you find out about job?
· Second paragraph – demonstrate understanding of job requirements (why me?)
· Third paragraph – request interview
· Closing salutation and signature
· Immediately after interview, you should send a thank-you note to the interviewer
· Types of resumes
· Functional – for recent graduates, people with gaps in employment, people looking to change careers
· Chronological – preferred by most large corporations
· Combination – people looking for higher position or more responsibility 
· Job objective should be expressed as a job title or the type of work you wish to do
· Tips for writing cover letter
· You are the brand your cover letter is selling and successful selling begins with a focus on the buyer
· Your letter will be competing with the letters of many other applicants
· Spelling and grammar must be prefect
· Ask for an interview

My Marketing Plan
· Importance of an action plan
· Others see direction you are going in
· You see the direction you’re aiming in
· Plan effectively for each phase, thus you are prepared for the unexpected
· Provides guidance, motivation, and recourse
· Implementation plan
· Taking responsibility for implementing the plan
· Tracking tasks, tactics, and strategies
· Measuring what is planned compared to what actually happens
· Tracking changes in the environment you’re operating in
· Parts of marketing plan process
· Where am I?
· Where do I want to be?
· How do I get there?
· Am I getting there?
· Main components of a control system
· Setting standards and defining the timing of your assessment
· Monitoring results
· Taking corrective action
· Understanding the reasons for your successes and failures
· Likely included in “environmental” section of a situation analysis – demographics, technological considerations, political considerations
· Before implementing marketing plan ask yourself
· Are my analyses still valid?
· Do I still agree with the conclusions that I came to?
· Are the goals and objectives that I have set still the ones I want to achieve?
· Have there been any changes in my personal situation or of my chosen field that need to be addressed?
· Types of marketing control
· Strategic control – gauging the effectiveness in managing marketing, customer relationships, social responsibility and ethics
· Annual plan control – gauge the progress towards achieving the marketing, financial and program objectives outlined in the marketing plan
· Purpose of plan control – to look back at previous plan control processes for clues about issues that may affect your current progress and performance
· Marketing audit – detailed, systematic analysis of marketing capabilities and performance

Interviewing and Presentation Skills
· Interview techniques
· Behavioral – employers get you to use specific examples of how you successfully applied the required skills to do that job, employers looking for content, functional, transferable, and adaptive skills
· Behaviors of a stress interview
· staying silent after you’ve answered an interview’s question
· asking question in rapid succession
· being highly critical of your responses
· trying to put you on the defensive by asking irritating questions and making off-handed remarks
· Screening interview – identify applicants for the next level of interviews
· Content skills include knowledge of particular types of software and scientific equipment
· Inappropriate questions during interview – when will my first salary review take place?
· Criteria for evaluating a job offer
· How does the job fit with my long-term career goals?
· Are there opportunities for career growth?
· Am I comfortable with the organization’s structure and employees?
· Are the values and philosophies of the organization compatible with mine?
· Ways to manage stress before an interview - rehearse, plan ahead, take care of your body, stay positive
· Accepting job offer verbally
· Confirm acceptance in writing
· Be positive and enthusiastic when you accept
· Advise other organizations that interviewed you that you have accepted this job
· Call or write to thank all of the people who helped you in job search











1. The main reasons to set personal marketing objectives – provide direction & means to control/evaluate your progress
2. Basis for market segmentation – demographics, benefits sought, purchase behavior, psychographics
3. Marketing strategies
a. Individual marketing
b. Differentiated marketing
c. Selective marketing
d. Niche marketing
e. Micromarketing
4. Seller’s image = highest priority in shopping products
5. X
6. Marketing = process of creating exchanges that satisfy individual & organizational goals
7. X
8. Situation analysis
a. Power of suppliers
b. Power of buyers
c. Threat of new entrants
d. Rivalry among competitors
9. Types of interviews
a. Behavioral
b. Screening
c. Reference
d. Stress 
10. To maximize integrated marketing communications (IMC) synergy & message impact, organizations and individuals should communicate same message to all stakeholders through IMC tools
11. ABC principle = goals should be actionable, bounded, compelling
12. Personal Situation Analysis
a. Strengths and weaknesses
b. Competition
c. External environment
d. Markets/industries you wish to enter
13. Levitt – marketing myopia (industries/companies with limited view of market will not grow
14. Higher GDP per capita = higher citizen purchasing power
15. 60 is the new 40 appropriate for “baby boomer” demographic
16. Income
a. Disposable
b. Discretionary
17. Innate physiological needs = hunger and thirst
18. Myers-Briggs Type Inventory – 1943, 4 dimensions & contains 16 personality types
19. Gardner’s Theory of Multiple Intelligences
a. Intrapersonal intelligence – aware, in touch with feelings, intuitive, appear shy
20. Maslow’s Hierarchy
a. Needs for safety
b. Needs for self-esteem
21. Values – guide decision-making & reflect culture’s appropriate behavior
22. Psychographic information – concerned with people’s lifestyles
23. Market intelligence – search for patterns from data & information collected about environment (especially competitors)
24. Length of product lifecycles can be extended by redefining the market
25. Parts of Consumer Adoption Process
a. Awareness
b. Interest
c. Evaluation
d. Trial
26. External Factors 
a. Economic
b. Social
c. Technological
d. Legal
e. Competitive
f. Demographic
g. Political
27. Strategies – guide for decision-making, set priorities & guide allocation of resources
28. VALS Lifestyle Classification – consumers motivated by ideals, achievement, or self-expression (“life orientation”)
29. X
30. X
31. Market segmentation – segmenting market based on customer characteristics & selecting 1 or more for specific marketing mix
32. X
33. Positioning – teaching customers to think of product as unique solution from competition/what distinguishes your total product from competition
34. X
35. X
36. X
37. X
38. X
39. Brand’s position often communicated to customers through clever slogan
40. X
41. Situation analysis – allows organization/person to develop & hold competitive advantage
42. Three M’s Criteria for Market Segmentation
a. Meaningful, measurable, manageable
43. Parts of Organization Buying Centre
a. Gatekeepers
b. Deciders
c. Buyers
d. Users
44. Types of Products
a. Convenience products
b. Shopping products
c. Specialty products (marketing mix – emphasis on personal selling & advertising)
d. Unsought products
45. Pricing Strategies
a. Competitive pricing
b. Odd pricing
c. Bundling
d. 
46. Public Relations Functions
a. Crisis management
b. Investor relations
c. Media relations
d. Public affairs
47. X
48. Types of Improvements
a. Continuous
b. Dramatic
49. Price
a. Only marketing mix element that generates revenue
b. Function of perceived value of product
c. Shapes perceptions of product
d. Frequently misunderstood tool
50. Total Quality Management – continuous improvement of products/processed with goal of highest customer satisfaction
51. Steps of marketing Strategy
a. Conducting marketing research
52. Customer satisfaction depends on performance & quality they receive from product and on their expectations
53. Diffusion Process
a. Innovators – first to buy/try new products or services
54. Brand equity – added value that a brand name gives the product
55. Sales promotion – used for immediate customer response by providing incentives
56. Strategies for Managing Growth (Development)
a. Market penetration
b. Product development
c. Market development
d. Product diversification
57. Product Life Cycle
a. Introduction
b. Growth
c. Maturity
d. Decline
e. Extinction
58. Types of Resumes
a. Chronological
b. Functional
c. Combination
59. Invest in CRM programs because of long term value of customer
60. Positioning – about owning “mind space” & creating a desirable image associated w product or service
61. Marketing Channel – system of organizations that products, resources, & information flows between producers and consumers
62. X
63. X
64. X
65. Price floor – minimum price customer will pay before becoming suspicious of quality
66. Types of Marketing Channels
a. Direct channel
67. Rational Appeal
a. Feature appeal
b. Comparative appeal
c. News appeal
d. Popularity appeal
68. X
69. Maslow’s Hierarchy – triangular because people must satisfy one level before moving on
70. Terminal values – equality and freedom
71. Lacoste started targeting younger customer after decline in 1990’s
72. Studying/learning from market leaders – way to implement the right output controls to make sure marketing objectives are met
73. X
74. X
75. Elements of IMC
a. Public relations
b. Direct response
c. Interactive communication
d. Advertising
76. NO UNIVERSAL OVER LETTER
77. Underlying assumption of sales orientation – possible dissatisfaction is only temporary
78. Market Skimming – setting a high price for a new product
79. Functions of Marketing Channels
a. Facilitate searches by buyers and sellers
b. Standardize exchange transactions
c. Satisfy demand from large number of customers
d. Adjust for discrepancies in product assortments
80. [bookmark: _GoBack]Steps of Preparing Presentation
a. Collecting background information
b. 
