Lesson 1 

Basic Marketing Notions:
How do these concepts or ideas apply to the marketing of you?

Critical people start associating your name with your chosen field.
Consider what is unique to YOU.

Marketing is now a great deal more than just a cost of doing business. it is an essential key to success. Why? Because in many industries and sectors of activity, there is a surplus of alternatives through which consumers can fulfill their needs. 
DEFINITION OF MARKETING

“Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” 
· Ongoing process
· Involves an exchange
· OFFERINGS- ay consist of goods, services, experiences, and even ideas. even individuals may constitute an offering.
· THAT HAVE VALUE- both parties must see values in the exchange. Marketers must therefore understand what, exactly, creates value in the eyes of their intended customers. Both parties must be satisfied- word of mouth spreads fast.
· FOR CUSTOMERS, CLIENTS, PARTNERS AND SOCIETY AT LARGE- today, successful marketers are not merely concerned with their immediate customers. Everyone in your life is a vital part of your success. the same goes for companiesand organizations: they meet and reconcile the needs (that are sometimes conflicting) of many stakeholders.

In a practical way, marketing invites you to look for win-win opportunities to create successful exchanges that others wouldn’t see, or might not think of exploring further. good marketers proactively seek new ways to satisfy their stakeholders; they don’t merely wait for opportunity’s proverbial knock. Marketers look at situations or problems and ask “what could be improved?” or “how can i turn this into an opportunity?”

Constantly looking for new ideas. Such ideas may come to you by looking at how other professionals approach similar situations, or through travels that expose you to different ways
of doing things, reading articles and literature outside of your immediate sphere of expertise, etc.

Four Ps of marketing: product, place, price and promotion.

Production Orientation
· Focus on the product itself, what an organization can produce and control.
· Basic Assumption- Product easily affordable and available.
· Example Ford vs. GM- Ford only in black, GM wide variety of colours making consumers pick GM for the car they truly wanted.

Sales Orientation

How to beat competition? Companies began to adopt the sales orientation, and invested heavily in advertising, sales promotion, and personal selling. this orientation led to the development of many well-known sales techniques.

· EMOTIONAL VALUE- don’t sell the steak, sell the sizzle
· DON’T WRITE TELEGRAPH- use fast moving words, don’t be fancy or technical. First 10 words are what stick with customers the most. 
· SAY IT WITH FLOWERS- what you do while speaking to customers is as important as what you say. 
The underlying assumption of the sales orientation is that consumers will not buy a firm’s products unless it undertakes a large-scale sales and promotion effort. Under a sales orientation, firms seek to find the customers that would be most likely to buy their product. Firms attempt to sell what they make rather than making what they can sell. A sales orientation is typically used for products that consumers are not actively seeking out. examples include insurance, funeral prearrangement services, encyclopedias, and magazine subscriptions.
Marketing Orientation 
Focus is on the customers needs- not on selling existing products. 
A marketing orientation requires an outside-in versus an inside-out perspective: you start from the outside with customers’ needs, wants, and desires and work backward to align the organization’s functions and resources (the inside) to meet those needs better than the competitors can or do.
Under a marketing orientation, all organizational functions and departments must focus on delivering satisfaction to one or more specific customer needs. 
Must do research on whether a specific group of customers is worth pursuing
Societal Marketing Orientation
The by-product of this was the societal marketing orientation (also sometimes called social marketing), which takes the marketing orientation one step further by including the idea that satisfying customers’ needs should be done in ways that maintain, and improve whenever possible, the well-being of society and the environment. the underlying idea is that corporate (and individual) profits and society’s well-being do not have to be mutually exclusive. 
When organizations adopt a societal marketing orientation they must ensure that all decisions and actions, no matter how difficult or costly to implement, support their stated societal orientation and goals. 

Crowded Landscapes- learn how to market yourself so you stand out for employers 
New Media Revolution- Hiring through sites such as LinkedIn
Technology- and it is now commonly held that information technology doubles in capacity every two years at the same price point. roughly speaking, this means that in two years you’ll be able to purchase a laptop twice as fast (and as powerful as the one you just purchased last week) for about the same price. 
Information Overload- filter what you need versus what is garbage. 
Entrepreneur- work for yourself.
Professional- you will be offering services that require highly developed skills/knowledge. 
Artist- similar to a professional- your personality/identity very much in your art.
Job Seeker- work for a business or organization as an employee. 





Lesson 2- MODULE 2
Put your thoughts on paper, set goals and accomplish them. 
1. Know your own strengths and weaknesses
· Be frank with yourself but don’t undercut yourself either.
· If you lack experience, go out for an internship, itll give you something to talk about during an interview that’ll set you apart from other candidates.
2. Identify and know your target market
· Make a list of companies or people you want to target. And then prepare a package that will be certain to tweak the interest of these people or companies. 
· Don’t expect them to read between the lines, they need to hire you. 
3. Don’t rely on online job search sites
· Just because a company doesn’t advertise on these sites doesn’t mean they don’t have an opening. Pick up the phone and call them! 

MARKETING PLANNING: WHAT IS IT AND WHY BOTHER? 
It is a structured process (whose essential steps are illustrated in exhibit 2.1)  which typically starts with researching and analyzing the situation or field you are in—or are hoping to enter. This analysis is intended to bring to the surface the opportunities, threats and any other relevant factors likely to influence your success in the foreseeable future. 
Marketing Planning Also Involves
• Setting marketing objectives or goals 
· Developing strategies and tactics to achieve these goals 
· Implementing, evaluating, and controlling the activities used to execute the strategies. 
It is a combination between science (analysis) and art (creativity). 
Marketing Planning requires 
To be reflective and to learn from your own past experiences
To be analytical in order to see patterns and trends; picking out vital details. 
Adopt a worldly perspective and to open yourself of other and newer ways of doing things. Implement what you know/are comfortable with! 
Collaborative attitude to build win-win relationships as well as action oriented mindset to deal with the sometimes sudden changes in your environments. 
BENEFITS OF A MARKETING PLAN
FIRST, the structure and discipline that you need to use when planning will lead to the discovery of issues and dynamics (as well as threats and opportunities) that you might have otherwise overlooked. in other words, you will not go forth blindly: at the end of your planning exercise, you will be much more informed and aware of what may lie ahead on your path to success. 
SECOND, while the future may bring unforeseeable changes—and the impact of those changes may be difficult to evaluate—another benefit of marketing planning is to help you to anticipate roadblocks and detours. in fact, marketing planning invites you to think of contingencies (i.e., having a “Plan B”) and to ask “what if?” questions to evaluate the consequences of various actions (e.g., if Y happens instead of X, then what do i do?). in that respect, marketing planning is not unlike playing chess, where you need to anticipate your opponent’s moves and ask yourself, “what if my opponent makes this move?” the preparedness that comes from pro-actively asking these questions, and of course having gone through the exercise of researching and developing your answers, will make you much more nimble and quick to react to change when it later— inevitably—comes your way. 
THIRD, marketing planning forces you to make difficult decisions that would otherwise be easy to avoid or sidestep. When marketing planning is conducted to launch, manage or realign your career, it forces you to take control of your future. In the process, you may have to ask yourself some difficult questions, such as: ‘what exactly motivates me and why?’; ‘what is my definition of happiness?’; and ‘what am i really good/poor at?’ in fact, after you complete your marketing plan, you just may come to the same conclusion that many people reach: it is not so much the actual plan itself (namely, the final document) that matters, but the process of planning itself. 
Marketing Plan. 
It spells out where you are currently (your situation analysis), where you want to be ideally (your objectives), and how you plan to get there (your strategy and tactics). It should also outline how you plan to evaluate and monitor your progress (in real time, a sort of progress meter) in achieving your goals. 
1. EXECUTIVE SUMMARY- essentially table of contents
2. SITUATION ANALYSIS- know your field and what you are getting into. 
3. MARKETING OBJECTIVES- specific goals that the company, product or individual intends to achieve during planning period are stated. 
4. TARGET MARKET- current and potential customers, clients,
and employers—is identified and quantified.  Use Segmentation to break down markets into smaller groups to focus on each individually. 
5. MARKETING STRATEGIES-  4 Ps (product, place, price, promotion)
6.  MARKETING TACTICS- This portion of the marketing plan includes the series of activities you will need to carry out in order to put your marketing strategy
into action (advertising, promotions etc). 
7. IMPLEMENTATION & CONTROL- step by step information on how the marketing strategy is spelled out.
In terms of developing and drafting a personal marketing plan for yourself, articulating your personal goals and making strategic choices forces you to define and articulate who you are, what you stand for, and how you intend to best pursue your goal 
KNOW YOUR PRODUCT
And even if you’re an artist, your product is not simply your art: you are very much a part
of the product you sell, and many potential customers will be curious to find out more about you, including your background and education, your personality, and your artistic vision. 
We are, however, most of us so constantly busy that we rarely take the time to get to know ourselves. By that we mean finding our deep motivations, searching our very souls, finding what makes us passionate and truly (not just superficially) happy, as well as our shortcomings and weaknesses that prevent us from achieving our goals and ambitions. 
“what is special and unique about me that will either enable or prevent me from reaching my goals? Examine your personality- 
Myers Briggs Type Inventory 
9 types of intelligence page 11 take tests on page 12 and choose an intelligence on page 11
ARTISTS
· sell yourself and your output
· Personality & Identity are very much part of the product. It is what it makes it unique and eventually valuable




MODULE 3 
· Do not feel rushed if you do not have the work to back it up. Make sure you have some work done before unveiling a website.
· Opportunities come from knowing people so be nice!
SITUATION ANALYSIS
· Helps you figure out what you are really getting yourself into. 
· Contains both macro and micro environment analysis
· MACRO- demographic, economic, political-legal, socio-culture, technological and natural
· MICRO- Industry, competitors, customers
· SWOT (strength, weakness, opportunities and threats) also included.


MICRO ENVIRONMENT
· Your ideal industry would like to work in day to day! 
· Includes an analysis of your chosen field or industry, an analysis of your competition, and a big picture overview of your eventual target market’s needs and buying or hiring patterns. 
INDUSTRY ANALYSIS
1) Develop an understanding of the structure and forces involved of your chosen industry/ field.
2) Get an understanding on how revenues and profits are made in this industry. 
FIVE FORCES
1) The threat of new entrants- 
· How difficult/easy is it for competition to enter the industry?
· What are barriers from preventing new people like myself from entering the industry? Easy to enter=lots of competition!

2) Power of suppliers-
· To what extent do suppliers have the ability to influence the cost, availability, and the quality of materials needed in your chosen industry or field? 

3) Power of buyers 
· If a single buyer represents a high percentage of a firm’s business,
that buyer will have more power. 
· If quality is critical, they will be less price sensitive. 

4) Substitution
· Can buyers or employers substitute another good, service or person
for yours? 
· If the answer is yes, than that is a really big threat.

5) Rivalry amongst competitors
· Relationship between competitors in the firm/ applying for the same job.

Your product will never always be the same and will have to adapt from its original form.
YOU AS AN ARTIST
What sector will you like to work in? 
Approximately what have sales levels or trends been in this sector for the past three years, and what are they likely to be five years from now? What factors drive demand and prices in that sector? 
COMPETITIVE ANALYSIS
ANALYZE COMPETITION- The fundamental reason why you need to do this is that if you’re going to outperform your competitors, you need to know what they are good at, as well as how they can be surpassed. 
ASK THESE QUESTIONS
Who are your competitors? 
What is the structure or organizational type of your main competitors? Independents? Franchised operations? Large national or multinational organizations or divisions thereof? 
Which competitor(s) have the strongest influence on the market or industry? 
On what basis does each of your main competitors primarily compete? Product quality? Price? Location? Promotion? Service? Variety or product selection? 
• How do they typically react to threats and opportunities? 
• What are your competitors’ major strengths? Their major weaknesses? 
• What does your target market think/believe about your competitors? What is the reputation of your competitors? This answer will require some research, but the effort will be more than worth it! 
• How does your product stack up against the competition? Which
of your product’s key features or benefits can be used to differentiate yours in the eyes of your market? (remember that you are the product to your potential employers when you’re selling a service.) 
CUSTOMER ANALYSIS
Who are your customers or potential employers? 
Approximately how many people are there who might potentially be interested in you or your goods or services? -> This estimate will likely change as you focus more precisely on your potential customers, but for now, develop a sense of who your customers will be and how many there might be out there. 
How will they approach the process of buying your product or hiring
you as an employee, for example? Typically, customers need to first recognize that they need or want your product. next, customers usually look for alternative ways to satisfy their needs. Which of your potential competitors do they think of first? Do they buy the first alternative they think of, or do they have a reason to keep searching? if customers only consider one product (or are loyal to an existing one), how might you interrupt or disrupt their decision process or purchase habit and get your product or yourself noticed and considered? Or, if customers consider more than one alternative, how does yours fare in this process? How might you influence the outcome of the comparison? Who are the opinion leaders in your field of interest? Making sure that these people know of your product and speak well of it can have an enormous impact on your marketing efforts 
Where do customers typically buy your product? When do they typically purchase? Why do customers buy this product? What functional and/or psychological benefits does your product provide to customers? Alternatively, you may want to ask the reverse question: why don’t they buy your product(s)? 
What do customers do with your product? How customers use and interact with your good or service in a real world context. This could lead you to ideas for improving your product, or for promoting different uses for it, thereby expanding your total market size.
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That being said, from a marketing perspective, successful companies and individuals tend to owe their success to their marketing strategies—marketing strategies that are sharply focused on meeting the needs or solving the problems of a clearly-defined and well-known group (or groups) of consumers. 
focusing one’s resources to serve the needs of a group or groups of consumers that are most likely to buy what you have to offer. 
As a result, a company—and individuals as well—needs to adapt its targeting approach as conditions in its environment change over time. 
exercise: Why are targeting decisions said to be “strategic” ones? 
B2C BUSINESS TO CONSUSMER B2B BUSINESS TO BUSINESS 
exercise: What is “business process outsourcing”? answer: Business process outsourcing (or BPo) involves giving the responsibility for running specific business functions or processes to a third party. For instance, a company may outsource entire functions (or specific portions thereof) such as marketing, distribution, or supply chain management to another company (or individual) who possesses the skills and competencies to do so. 
Did each of the relatively successful companies—IBM, Xerox, Royal Caribbean—continue to target the same customers as their competitors on their roads to success? no. Did they expand their customer bases to include new ones? yes. Was their success primarily a result of environmental factors, such as technology and The economy working out in their favour? no. Did they make conscious choices that steered
them toward success, and did these choices involve the companies’ products, promotion, price, place,or some combination of these? yes. 
Marketing Strategy- DON’T TARGET TO EVERYONE BUT A SPECIFIC MARKET
MARKET SEGMENT- The process of identifying your potential customers or employers begins with choosing a market that offers the most promise of achieving your marketing objectives. 
A market segment consists of a group of potential buyers (customers or employers) who share some common characteristic(s) and who will be likely to respond to your marketing offer in the same way. There are two key elements in that definition. Let’s briefly expand on each one to clarify and convey their importance. 
Members of a target segment share characteristics 
Members of a segment respond in a similar way to a marketing offer. Understanding and predicting customers’ responses is as important as identifying their characteristics: 
market segmentation is the process of dividing a market into distinct segments of customers (or organizations) that share certain characteristics and respond predictably and in a similar manner to your marketing mix. 
DO THIS BASED ON GEO-DEMOGRAPHICS (age, sex, relationship status), PURCHASE BEHAVIOUR, BENEFITS SOUGHT, MEDIA PREFERENCES, PSYCHOGRAPHICS-LIFESTYLE (customer’s inner feelings and predisposition to behave in certain way. The study of psychographics relies on psychological, sociological, and anthropological factors along with lifestyles and self-concept)
people buy goods and services that reflect what they prefer, their self-images, and what gives meaning and direction to their lives. 
benefits sought refers to the most important or desirable benefits that the customer seeks from purchasing or by using your product. 
There are two types of benefits. functional benefits are the practical consequences of using the product— namely, what does it do for the customer? psycho-social benefits are often less tangible or visible, that is, how does your product make the customer feel, or how does your product cause
people to perceive the user in social situations?
purChase behaviOur 
purchase behaviour (also called behavioural segmentation) refers to data that describes the purchasing habits of customers. This can include usage rate (non-user; first-time user; repeat user; light, medium, and heavy users), frequency and timing of purchase (e.g., every week, every month, every two years), location of purchase (e.g., grocery store, convenience store, internet), brand loyalty, and price sensitivity. This type of information may be assessed for an entire product category (e.g., clothing), a specific product within a category (e.g., men’s casual wear), or a specific brand (e.g., Dockers, gap). The idea is to understand customer spending and shopping patterns so that marketing strategies can be planned and timed appropriately. 
 
So how do you know that your segmentation approach has led
you closer to defining segments that are attractive and potentially viable to target? Check to see if the segments that you’ve identified meet the following criteria: 
• Meaningful: Are there meaningful differences between the segments? 
• Profitable: Is each segment large or profitable enough to serve? 
• Marketable: You must be able to effectively reach and serve the segment. 
When it comes to choosing target markets, a decision can be made
to include just about everyone. This is called undifferentiated or mass marketing. 
Alternately, one could choose to focus on a very small group of customers, or on just one or two potential employers. This is called micromarketing. 
When organizations or individuals use differentiated or segmented marketing, they decide to target several market segments, and they create a different marketing mix for each. 
Concentrated marketing is also known as niche marketing, and it is most frequently used by organizations and individuals with limited resources or with a very exclusive, limited production offering. 
undifferentiated marketing – EVERYONE- EVERYTHING 
differentiated marketing- RESEARCH EACH DEPARTMENT AND SEND A SEPARATE LETTER FOR EACH )EX: NHL, NBA, MLB)
Concentrated marketing.- CHOOSE A FEW AND SPECIALIZE
individual marketing.  ONLY PICK ONE
positioning is about teaching your customers to think of your product as a means of satisfying one or more of their needs (wants, desires, problems) in a way that competitors cannot 
Stand for something- . if you try to be everything to everyone, you are likely to end up meaning nothing to anyone. 
if you can’t be the best, you have to be different. 
MODULE 5
[bookmark: _GoBack]Consumers buy products to solve a problem or to make themselves feel good.
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