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Chapter 1 
Marketing
· requires thoughtful planning with an emphasis on the ethical implications of any of those decisions on consumers and society in general 
· marketers divide the market into subgroups of people to whom they are interested in marketing their products, services, or ideas 
· then they can build a marketing strategy that meets the needs and wants of that target group
Marketing Mix
· product: creating value
· goods
· services
· ideas
· price: transacting value 
· everything the buyer gives up
· price: based on the potential buyers belief about its value 
· place: delivering value 
· all the activities necessary to get the product from the manufacturer or producer to the right customer
· promotion: communicating value 
· informs, pursuades, and reminds potential buyers about a product or service e to influence their opinions or elicit a response 
· can enhance a product/service' value
VALUE
1. production oriented era: 20th century 
· belief: a good produt will sell itself 
· manufacturers concerned with product innovation, not with satisgying the needs of individual consumers
· focus: developing and distributin innovative products with little concern whether the products best satisfy customers needs
2. sales-oriented era: 1920 - 1950
· great depression and WWII meant consumers spent less 
· manufacturers could produce more than consumers were willing to buy 
· focus: companies try to sell as much as possible of the products they make rather than focus on making products consumers really want 
· depended on a lot of personal selling and advertising 
3. market-oriented era: post WWII
· focus: from war effort to consumer products 
· customer became king - consumers had choices again (quality, price, convenience)
· manufacturers had to consider what consumers wanted 
4. value-based marketing era: today
· attempt to satisfy customer needs and wants
· dependent on: what customers value 
Becoming value driven
1. sharing information
2. balancing benefits with costs 
3. building relationships with customers 
1) transactional orientation: regards the buyer-seller relationship as a series of individual transactions, so anything that happened before or after the transaction is of little importance
2) relational orientation: a method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long-term relationship
3) customer relationship management (CRM):  a business philosophy and set of strategies, programs, and systems that focus on identifying and building loyalty among the firm's most valued customers 
Chapter 2
The Strategic Marketing Planning Process: a set of steps a marketer goes through to develop a strategic marketing plan
PLANNING PHASE
1) define the mission or vision
· a key goal embedded in a mission statement is building a "sustainable competitive advantage": Something the firm can persistently do better than its competitors.
· 
2) SWOT: situational analysis
3) identify and evaluate different opportunities by engaging in segmentation, targeting, and positioning, and develop the marketing mix 4Ps
1. segmentation
· market segment: a group of consumers who respond similarly to a firm's marketing efforts
· Market segmentation: The process of dividing the market into groups of customers with different needs, wants, or characteristics—who therefore might appreciate products or services geared especially for them.
2. targeting: After a firm has identified the various market segments it might pursue, it evaluates each segment’s attractiveness and decides which to pursue.
3. Positioning: When the firm decides which segments to pursue, it must determine how it wants to be positioned within those segments so that target customers have a clear, distinctive, desirable understanding of the product in comparison with competing products.
4. set marketing objectives: normally, marketing manager is responsible for setting the objectives for the product or brand. objectives could include: market share, revenues, profitability targets, brand awareness etc. usually 1-5 years  
	Developing Marketing Mix
1) product and value creation: firms attempt to develop products or services that customers perceive as valuable to buy 
2) price and value for money:  a firm provides a product or service and in return receives money
· Cost-based pricing: When a firm determines the costs of producing or providing its product and then adds a fixed amount above that total to arrive at the selling price. 
· Competitor-based pricing: When a firm prices below, at, or above its competitors’ offerings. 
· Value-based pricing: When the firm first determines the perceived value of the product from the customer’s point of view and then prices accordingly.
3) place and value for delivery: the firm must be able to, after it has created value through a product or service, make the product accessible when and where the customer wants it 
4) promotion and value communication: marketers communicate the value of their offering, or the value proposition, to their customers through a variety of media including television, radio, magazines, sales promotion, publicity, the sales force and the internet
IMPLEMENTATION PHASE
· allocate resources needed to put the plan into action, this involves: 
· developing a budget
· setting schedules (develop timelines for each activity and the personal responsible)
· designing the marketing organization 
· portfolio analysis: allocate resources according to which products are expected to be the most profitable for the firm in the future. Typically performed at the SBU or PRODUCT LINE level of the firm
· strategic business unit (SBU): a division of the firm itself that can be managed and operated somewhat independently from other divisions and may have a different mission or objectives 
· product line:  a group of products that consumers may use together or perceive as similar in some way
CONTROL PHASE
Evaluate Performance and Make Adjustments 
· determine why it did or did not achieve its performance goals 
· understand the causes of the performance - whether it was good or bad
· problems can arise when:
· firms successfully implement poor strategies
· poorly implement successful strategies
· evaluating a brand: measure brand awareness
· evaluating performance: consider sales, profitability, and turnover
GROWTH STRATEGIES
1) Market penetration strategy: a growth strategy that employs the existing marketing mix and focuses the firm’s efforts on existing customers.
2) Market development strategy: a growth strategy that employs the existing marketing offering to reach new market segments, whether domestic or international
3) Product development strategy:  a growth strategy that offers a new product or service to a firm's current target market 
4) Diversification strategy: a growth strategy whereby a firm introduces a new product or service to a market segment that it does not currently serve
MACRO STRATEGIES: focus on elements of excellence to create a deliver value and to deelop sustainable competitive advantages - give them a sustainable long-term advantage over their competition
1) Customer excellence: involves a focus on retaining loyal customers and excellent customer service
2) Operational excellence:  involves a firm's focus on efficient operations and excellent supply chain management
3) Product excellence: involves a focus on achieving high-quality products; effective branding and positioning are key

Chapter 4
SUCCESSFUL LEVERAGING COMPANY CAPABILITIES
· in the microenvironment - first factor which affects consumers is the firm itself 
· successful marketing firms docus their efforts on satisfying cutomer needs that match their core competencies 
· companies can use a SWOT analysis to categorize an opportunity as attractive or unattractive
BUILDING RELATIONSHIPS WITH CORPORATE PARTNERS
· second factor which affects decision making - firm's corporate partners 
· many firms collaborate with suppliers/manufacturers 
· many firms use the "Just In Time Delivery Systems": Delivery system that keeps inventories to a minimum because the company only orders them from suppliers to arrive just in time to be used.
MACROENVIRONMENTAL FACTORS: Factors that operate in the external environment, namely, the culture, demographics, social issues, technological advances, economic situation, and political/regulatory environment, or CDSTEP.
1. competitors 
· Competitive Intelligence (CI): Method of collecting and synthesizing information about a company’s position with respect to their rivals; enables companies to anticipate market developments rather than merely react to them
· strategies to gather CI:
· send retail employee to a competitive store to check merchandise, prices, and foot traffic
· reviewing public materials including websites, press releases, industry journals, annual reports, subscription databases, permit applications, patent applications, and tradeshows 
· interviewing customers, suppliers, partners, former employees
· analyzing a rival's marketing tactics, distribution practices, pricing, and hiring needs
· CI is a necessary function; however certain methods have come under ethical and legal scrutiny
2. demographics: countable characteristics of human populations and segments, especially those used to identify consumer markets such as age, gender, income, and education
(GENERATIONAL COHORT COMPARISONS: PG92)
· generational cohort: a group of people of the same generation - typically have similar purchase behaviours because they have shared experiences and are in the same stage of life
· seniors: nortth america's fastest growing generational cohort; people aged 63+
· baby boomers: generational cohort of people born after WWII, between 1946-1964
1) individualistic
2) high priority: leisure time 
3) believe they will always be able to take care of themselves - they feel economically secure even though they are a little careless with how they spend their money
4) obsessed with maintaining their youth (attitude and appearance) - spend $30billion a year on anti-aging products 
· generation x: generational cohort of people born between 1965-1976
1) first generation to grow up with 2 working parents
2) grew up in time of economic recession so they are more likely to be:
· unemployed
· in more debt
· live longer with their parents 
3) high spending power (because they stay with parents later, get married later on in life)
4) less interested in shopping than boomers, more cynical
5) demand convenience (less likely to believe advertisments/sales people)
6) trust word-of-mouth marketing 
7) less interest in status products
· generation y: generational cohort of people born between 1977-1995; biggest cohort since the original postwar baby boom (also called the "echo boom")
1) grew up in a media-intensive brand concsious era; more skeptical about what they hear (which makes them more difficult to advertise to) 
2) internet/technological savvy
3) love digital electronics (cellphones, digital cameras, ipods, videogames)
4) 
· tweens: generational cohort of people born between 1996-2000; not quite teenagers, but not young children either
1)  spend money on: food, drinks, electronics, and clothing 
2) learn about new products from TV shows and friends 
3) known as "speeders"
4) make joint decisions with their parents 
5) difficult to market to 
6) 
· income
· upper class ($70 000+): not influenced by economic conditions, high discretionary income, purchase luxury income 
· middle class ($30 000-70 000): careful with spending, value-conscious
· working class ($20 000-30 000): barely sufficient to cover basic needs
· under class  ($20 000 or less): often rely on assistance to cover basic needs
· education
· high education = higher income & better jobs
· 60% of Cnds. with only highschool = $20,000
· 60% of Cnds. with university degree= $80,000+
· gender
3. social and cultural
· influenced by ethnicity, cultural differences, and subcultures 
· greener consumers - green marketing: involves a strategic effort by firms to supply customers with environmentally friendly merchandise
· privacy concerns
· internet has made information very accessible - loss of privacy 
· time-poor society - marketers must respond to the challenge of getting consumers attention by adjusting, such as by moving advertisement expenditures, extending open hours, online shopping etc. 
· ethnicity - 1/5 canadians are not born in canada
· is a challenge and a huge opportunity for marketers 
· need to understand the cultures, their values, and spending patterns 
· culture: The shared meanings, beliefs, morals, values, and customs of a group of people.
· country culture: entails easy-to-spot visible nuances that are particular to a country, such as dress symbols, ceremonies, language, colors, and food preferences, and more subtle aspects, which are trickier to identify
· regional subcultures: the region in which a person lives inside a country will affect with values/culture and spending habits 
4. technological
· technological advances: technological changes that have greatly contributed to the improvement of the value of both products and services in the past few decades 
5. economical
· economic situation: economic changes that affect the way consumers buy merchandise and spend money, both in a marketers home country and abroad: see inflation, foreign currency fluctuations, and interest rates
· inflation: refers to the persistent increase in the prices of goods and services
· foreign currency fluctuations: changes in the value of a country's currency relative to the currency of another country; can influence consumer spending 
· interest rates: these represent the cost of borrowing money
6. political/legal 
· political/regulatory environment: comprises political parties, government organizations, and legislation and laws that promote or inhibit trade and marketing activities 

SCENARIO PLANNING: a process that integrates macroenvironmental information in an attempt to understand the potential outcomes of different applications of a firm's marketing mix, enables a firm to predict, monitor, and adapt to the ever-changing future
1) assess strengths and weaknesses
2) assess opportunities and threats 
3) identify different scenarios 
· assess the risks, benefits, and costs of each scenario
4) apply the marketing mix to the different scenarios
· develop potential strategies for each of the different scenarios 
5) assess the profitability of each scenario 
· weigh expected revenues / expected costs 
· projects with the highest expected profit are best to pursue 
Chapter 5
Using marketing information systems to create better value
· Marketing Information System (MIS): A set of procedures and methods that apply to the regular, planned collection, analysis, and presentation of information that then may be used in marketing decisions.
· Data warehouse: Large computer files of individual data consisting of customer information and purchase history.
· Data mining: Technique that uses a variety of statistical analysis tools to extract valuable database information and uncover previously unknown patterns in the data or relationships among variables
MARKETING RESEARCH PROCESS
1) Define the Problem and Objectives 
· first define the problem, second marketers must specify the research objectives or questions to be answered 
· poor design can arise from:
1. basing research on irrelevant research questions
2. focusing on research questions that marketing research cannot answer
3. addressing research questions to which the answers are already known 
2) Design the Research Project
· identify the type of data needed + determine the the type of research necessary to collect it 
· Secondary data: Pieces of information that have already been collected from 
other sources and usually are readily available.
· syndicated data: data available for a fee from commercial research firms such as information Resources Inc. (IRI), National Purchase Diary Panel, and ACNielson
· Primary data: Data collected to address specific research needs.
· it can be tailored to fit the pertinent research questions 
· reliability: the extent to which the same result is achieved when a study is repeated under identical situations
· validity:  the extent to which a study measures what it is supposed to measure 
· sample: a segment or subset of the population that adequately represents the entire population of interest 
· sampling: the process of picking a sample
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3) Data Collection
· exploratory research: Attempts to begin to understand the phenomenon of interest; it also provides initial information when the problem lacks any clear definition.
· Conclusive research: Provides the information needed to confirm preliminary insights, which managers can use to pursue appropriate courses of action.
· hypothesis: a statement or proposition predicting a particular relationship among multiple variables that can be tested through research 
	Exploratory Research Methods 
1. Observation: Exploratory research method that entails examining purchase and consumption behaviors through personal or video camera scrutiny.
· ethnography: an observational method that studies people in their daily lives and activities in their homes, work, and communities
2. In-depth interview: An exploratory research technique in which trained researchers ask questions, listen to and record the answers, and then pose additional questions to clarify or expand on a particular issue.
3. Focus group: An exploratory research technique in which trained researchers ask questions, listen to and record answers, and then pose additional questions to clarify or expand on a particular issue.
4. Projective Technique: An exploratory research technique in which subjects are provided a scenario and asked to express their thoughts and feelings about it 
	Conclusive Research Methods
1. survey research: a systematic means of collecting information from people that generally uses a questionnaire 
· questionnaire: a form that features a set of questions designed to gather information from respondents and thereby accomplish the researchers' objectives; questions can be either unstructured or structured
· unstructured questions: open-ended questions that allow respondents to answer in their own words
· structured questions: closed-ended questions for which a discrete set of response alternatives, or specific answers, is provided for respondents to evaluate 
· questions cannot be misleading  and only address one issue at a time
· general questions first, then more specific 
2. experimental research: a type of quantitative research that systematically manipulates one or more variables to determine which variable has a causal effect on another variable
3. scanner research: a type of quantitative research that uses data obtained from scanner readings of UPC codes at checkout points
4. panel research: a type of quantitative research that involves collective information from a group of consumers (the panel) over time; data collected may be from a survey or a record of purchases

4) Analyze Data
data: raw numbers or other factual information of limited value
Information: data that has been organized, analyzed, and interpreted, and converted into a useful form for decision makers 
· Analysis must be objective
5) Present Results 




Chapter 6 
The Consumer Decision Process
1) Need recognition 
2) Information Search
3) Alternative Evaluation
4) Purchase
5) Post-purchase Evaluation

1) Need recognition 
· Consumers recognize they have an unsatisfied need
· Functional needs:  pertain to the performance of a product or service
· Psychological needs:  pertain to the personal gratification consumers associate with a product or service 
2) Information Search
· Consumer searches for information about the various options that exist to satisfy that need
· The length and intensity of the search is based on the degree of perceived risk and costs associated with purchasing the product or service
1. Internal search for information:  occurs when the buyer examiners his or her own memory and knowledge about the product or service gathered through past experiences
2. External search for information:  occurs when the buyer seeks information outside his or her personal knowledge base to help make the buying decision 
Factors Affecting Consumers Search Processes
1. Perceived benefits versus perceived costs of search
· Is it worth the time and effort to search for information about a product or service?
2. The locus of control
· Internal locus of control: refers to when consumers believe they have some control over the outcomes of their actions, in which case they generally engage in more search activities
· External locus of control:  refers to when consumers believe that fate or other external factors control all outcomes 
3. Actual or perceived risk
· Performance risk: involves the perceived danger inherent in a poorly performing product or service
· Financial risk: risk associated with a monetary outlay; includes the initial cost of the purchase as well as the costs of using the item or service
· Psychological risk: associated with the way people will feel if the product or service does not convey the right image 
4. Type of product or service
· Specialty goods/services: products or services toward which the customer shows a strong preference and for which he or she will expend considerable effort to search for the best suppliers
· Shopping goods/services: those for which consumers will spend time comparing alternatives, such as apparel, fragrances, and appliances
· Convenience goods/services:  those for which the consumer is not willing to spend any effort to evaluate prior to purchase

3) Alternative Evaluation
· Once a consumer has recognized a problem, they must sigt through the choices available and evaluate the alternatives 
· Evaluation criteria:  consist of a set of salient or important attributes about a particular product 
· Determinant attributes: product or service features that are important to the buyer and on which competing brands or stores are perceived to differ
· Consumer decision rules: the set of criteria that consumers use consciously or subconsciously to quickly and efficiently select from among several alternatives
· Compensatory decision rules: at work when the consumer is evaluating alternatives and trades off one characteristic against another, such that good characteristics compensate for bad ones 
· Noncompensatory decision rules:  at work when consumers choose a product or service on the basis of a subset of its characteristics, regardless of the values of its other attributes 
· Decision heuristics: mental shortcuts that help consumers narrow down choices, examples include price, brand, and product presentation
1- Price – consumers can choose the more expensive brand and think they are getting better quality
2- Brand – always buying brand names allows some consumers to feel safe with their choices
3- Product presentation – consumers want to see that some effort has been put into the selling process (the way it is presented can make or break a sale)
4) Purchase and consumption 
· Ritual consumption: refers to a pattern of behaviours tied to life events that affect what and how people consume 
· Value is key
· Customers seek out and purchase the products they believe provide them with the best value
5) Post-purchase Evaluation
· Customer satisfaction
· build realistic expectations; not too high not too low, and deliver on those expectations
· demonstrate correct product use
· stand behind the product by providing money-back guarantee and warranties
· encourage customer feedback
· periodically make contact with customers (can correct any problems if they arise)
· Post purchase dissonance: the psychologically uncomfortable state produced by an inconsistency between beliefs and behaviours that in turn evokes a motivation to reduce the dissonance buyer’s remorse 
· if customers expectations are not met and they are dissatisfied with the product or service 
· loyalty – marketers attempt to solidify a loyal relationship with their customers 
· undesirable consumer behaviour
· passive consumers: those that don’t repeat purchase or fail to recommend the product to others 
· negative word of mouth: occurs when consumers spread negative information about a product, service, or store to others 
TYPES OF CONSUMER BUYING DECISIONS 
1. complex buying behaviour: consumers are highly involved in the purchase and perveice significant differences among available brands 
2. dissonance reducing buying behaviour: consumers perceive few differences among brand when buying expensive, infrequent, or risky products
3. habitual buying behaviour: consumers make purchase decisions with little or no though 
4. variety-seeking buying behaviour: consumers have low-involvement buy perceive significant differences among brands 
FACTORS INFLUENCING CONSUMER BUYING DECISIONS 
Psychological factors : affect the way people receive marketers messages
1. motive: a need or want that is strong enough to cause the person to seek satisfaction 
· PSSP hierarchy of needs: argues that when lower level more basic needs (physiological and safety) are fulfilled, people turn to satisfying their higher level human needs (social and personal)
· Physiological needs: those relating to the basic biological necessities of life, food, drink, rest, and shelter
·  Safety needs: pertain to protection and physical well-being
· Social needs: relate to ones interactions with others
· Personal needs: relate to ways people satisfy their inner desires 
2. attitude: a persons enduring evaluation of his or her feelings about and behavioural tendencies toward an object or idea; consists of three components: cognitive, affective, and behavioural
· cognitive component: a component of attitude that reflects what a person believes to be true
· affective component: a component of attitude that reflects what a person feels about the issue at hand – his or her like or dislike of something
· behavioral component: a component of attitude that comprises the actions a person takes with regard to the issue at hand
3. perception: the process by which people select, organize, and interpret information to form a meaningful picture of the world – must consider: selective exposure, selective attention, selective comprehension, and selective attention 
4. learning: refers to a change in a person’s thought process or behavior that  arises from experience and takes place throughout the consumer decision process 
Social Factors
1. family: many products are purchased for the entire family to use, so many family members influence the decision to purchase items 
2. reference groups: one or more persons whom an individual uses as a basis for comparison regarding beliefs, feelings, and behaviours 
· family, friends, coworkers, famous people, consumers want to emulate
· reference group affect buying decisions by:
1. offering information
2. providing rewards for specific purchasing behaviours
3. enhancing a consumers self-image
Cultural Factors
Culture: the set of values, guiding beliefs, understandings, and ways of doing things shared by members of a society; exists on two levels: visible artifacts (behaviors, dress, symbols, physical settings, ceremonies) and underlying values (thought processes, beliefs, and assumptions) 
Situational Factors: those that are specific to the situation that may override, or at least influence, psychological and social issues 
1. purchase situation
2. shopping situation:
· store atmosphere – scent, color, lighting, and atmosphere, can positively influence 
· salespeople 
· crowding – too many people, too much merchandise, or too long lineups can negatively influence
· in-store demonstrations
· promotions
· packaging 
3. temporal state: our state of mind at any particular time can alter our preconceived notions of what we are going to purchase


Chapter 7 
Resellers: marketing intermediaries that resell manufactured products without significantly altering their form
B2B Classification System and Segmentation
North American Industry Classification System (NAICS) codes:  a classification scheme that categorizes all firms into a hierarchichal set of six-digit codes 
· helpful in B2B:
· analyzing market shares
·  demand for goods and services
· Import competition into the Canadian market
· Segmenting and targeting markets 
CHARACTERISTICS OF BUSINESS-TO-BUSINESS BUYING AND B2C: EXHIBIT 7.3 (PG.182)
THE BUSINESS-TO-BUSINESS BUYING PROCESS
1) Need recognition
2) Product specifications
3) REP process: a process through which buying organizations invite alternative suppliers to bid on supplying their required components 
4) Proposal analysis, vendor negotiation, and supplier selection
5) Order specifications
6) Vendor analysis 
FACTORS AFFECTING THE BUYING PROCESS
The buying center
Buying center: the group of people typically responsible for the buying decisions in large organizations
6 different roles within a typical buying center:
1. Initiator: the buying center participant who first suggests buying the particular product or service
2. Influencer: the buying center participant whose views influence other members of the buying center in making the final decision
3. Decider: the buying center participant who ultimately determines any part of or the entire buying decision – whether to buy, what to buy, how to buy, or where to buy
4. Buyer: the buying center participant who handles the paperwork of the actual purchase
5. User: the person who consumers or uses the product or service purchased by the buying center
6. Gatekeeper:  the buying center participant who controls information or access to decision makers and influencers
ORGANIZATIONAL CULTURE: reflects the set of values, traditions, and customs that guide a firm’s employee’s behavior 
1. Autocratic buying center: a buying center in which one person makes the decision alone, though there may be multiple participants
2. Democratic buying center: a buying center in which the majority rules in making decisions
3. Consultative buying center: a buying center in which one person makes the decision but he or she solicits input from others before doing so
4. Consensus buying center: a buying center in which all members of the team must reach a collective agreement that they can support a particular purchase 
BUYING SITUATIONS
1. New buy: in a B2B setting, a purchase of a good or service for the first time: the buying decision is likely to be quite involved because the buyer or the buying organization does not have any experience with the item
2. Modified buy: refers to when the buyer has purchased a similar product in the past but has decided to change some specifications, such as the desired price, quality level, customer service level, options or so forth
3. Straight buy: refers to when the buyer or buying organization simply buys additional units of products that had previously been purchased 
ROLES OF THE INTERNET IN B2B MARKETING
· Private exchange: occurs when a specific firm, either buyer or seller invites others to join to participate in online information exchanges and transactions; can help streamline procurement or distribution processes
· English auction: goods and services are simply sold to the highest bidder
· Reverse auction:  the buyer provides specifications to a group of sellers, who then bid down the price until the buyer accepts a specific bid 





Chapter 8 
SEGMENTATION, TARGETING, AND POSITIONING PROCESS
1) Establish overall strategy or objectives 
2) Profile segments
1. Geographic: the grouping of consumers on the basis of where they live
· country, region, province, urban, rural, climate, continent
2. Demographic: the grouping of consumers according to easily measured, objective characteristics 
· age, gender, income, education, occupation, race, marital status, family size, family life cycle, religion, ethnic background, generational cohort
3. Psychographic:  used in segmentation; delves into how consumers describe themselves; allows  people to describe themselves using those characteristics that help them choose how they occupy their time (behaviour) and what underlying psychological reasons determine those choices 
· Self-values: goals for life, not just the goals one wants to accomplish in a day; refers to overriding desires that drive how a person lives his or her life 
· Lifestyle: a component of psychographics; refers to the way a person lives his or her life to achieve goals
· (conservative, liberal, adventuresome, outgoing, health-and-fitness-conscious)
· Vals: a psychographic tool developed by SRI Consulting Business Intelligence,= classifies consumers into eight segments (Personality): innovators, thinkers, achievers, experiencers, believers, strivers, makers, survivors
· Social class: upper, middle, working
4. Behavioural: group of consumers based on the benefits they derice from products or services their usage rate their user status and their loyalty 
· Benefit segmentation: the grouping of consumers on the basis of the benefits they derice from products or services
·  (
Multiple segmentation methods
)Loyalty segmentation:  strategy of investing in loyalty initiatives to retain the firms most profitable customers 
· Geodemographic segmentation:  the grouping of consumers on the basis of a combination of geographic, demographic, and lifestyle characteristics
· PSYTE clusters: the grouping of all neighborhoods in Canada into 60 different lifestyles clusters 
3) Evaluate segment attractiveness
1. Identifiable
2. Reachable – the best product cannot have any impact if that market cannot be reached (or accessed) through persuasive communications and product distribution
· the consumer must know the product or service exists, understand what it can do for him or her, and recognize how to buy it 
3. Responsive
4. Substantial and profitable
· Marketers must focus their assessments on the potential profitability of each segment both current and future
· Key facrors of analysis:
· Market growth (current size and expected growth rate)
· Market competitiveness (number of competitors, entry barriers, product substitutes)
· Market access (ease of developing or accessing distribution channels and brand familiarity)
4) Select target market 
1. Undifferentiated segmentation strategy (mass marketing): a marketing strategy a firm can use if the product or service is perceived to provide the same benefits to everyone with no need to develop separate strategies for different groups
2. Differentiated segmentation strategy: a strategy through which a firm targets several market segments with a different offering for each
3. Concentrated segmentation (Niche) strategy: a marketing strategy of selecting a single, primary target market and focusing all energies on providing a product to fit that markets needs 
4. Micromarketing: an extreme form of segmentation that tailors a product or service to suit an individual customers wants or needs (one-to-one marketing)
· Mass customization:  the practice or interacting on a one-to-one basis with many people to create custom-made products or services,; providing one-to-one marketing to the masses 
5) Identify and develop positioning strategy
Positioning: the mental picture that people have about a company and its products or services relative to competitors 
1. Value: the relationship of price to quality 
2. Product attributes: focuses on attributes most important to target market
3. Benefits and symbolism: emphasizes the benefits of the brand as well as the psychological meaning of the brand to consumers
4. Competition: can position either “head-to-head” against a specific competitor or an entire product/service classification. OR position “differentiation” by going after a less competitive smaller market niche
5. Market leadership: instead of going “head-to-head”, companies may emphasize their leadership position within their industry (Canadian Tire, Royal bank, Loblaws)
Positioning Steps:
1. Determine consumers’ perceptions and evaluations of the product or service in relation to competitors 
· Must ask consumers a series of questions about competitor products
2. Identify competitors positions
· Study how competitors position themselves
3. Determine consumer preferences
· Find out what consumers really want – determine the “ideal” product that appeals to each market 
4. Select the position
· Decide what type of product they are going to make to satisfy which market
5. Monitor the positioning strategy

6) Repositioning 
· Marketers must constantly reevaluate their brand’s position in order to determine when to reposition it 
· Must reposition brands to keep up with changes in the marketplace 
Brand repositioning: a strategy in which marketers change a brands focus to target new markets or realign the brands core emphasis with changing market preferences 
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