Chapter 1
Overview of Marketing
· Marketing is a set of business practices designed to plan for and present an organization’s products/ services in ways that build effective customer relationships.
· It is used to create value in products or in services.
· A need is when a person feels deprived of the basic necessities of life such as food, clothing shelter or safety.
· A want is the particular way in which the person chooses to fulfill his or her need which is shaped by a person’s knowledge, culture and personality.
· Target Market: is the customer segment or group to whom the firm in interested in selling its products and services.
· Marketing Mix: Also known as the four Ps consists of: Product, Price, Place and Promotion.

The four orientation of Marketing
1. Product Orientation
· product oriented companies focus on making innovative products with little concern about whether the product best satisfies the needs of the customer.
· Manufacturers believe that a good product will sell itself
· Manufacturers think of the product they want to make then they try to sell it to the customer rather than understand the customers needs and satisfy them.
· An example of a company that uses this orientation is Ford Motors, where Ford says that “customers can have any product as long as it is black”
2.  Market Orientation
· Companies who have marketing orientation believe that the customer is a “KING” and hence customers have much more power
· The focus here is on making marketing an integrated process throughout the entire company instead of one department.
3. Sales Orientation
· Companies with this orientation focus on selling the most amount of products rather than concentrating on what consumers really want.
· Companies tend to rely on advertising and personal selling to attract new customers.
4. Value – based Orientation.
· Companies with this orientation provide their customers with greater value than their competitors.
· Focuses on the triple bottom line (People, profit & planet).
· The way to provide value Is through Value Cocreation (where customers work together with the companies to create a product or service)

· By doing this, it allows the companies to satisfy the needs of the customer directly rather than wasting money and resources to advertise and sell it to the consumer.
· An example of a company that adopts value cocreation is Nike with the introduction of sneaker customization for customers.

How Do Firms Become More Value Driven?

By Sharing information
· Information about customers and competitors are collected by marketers through Customer Relationship Management (CRM) and integrated across various departments.
· Such information can allow 

By Balancing the Benefits with Costs

By building Relationships with customers
· Marketers develop relational orientation by building long-term relationships with customers.
· The relationship approach uses a process known as customer relationship management (CRM): where a set of strategies and systems focus on identifying and building loyalty among the firms most valued customers.

By connecting with customers using social media
· Marketers connect with customers on social media to know what customers are saying about their products. 
Why is marketing important?
· Marketing expands firm’s global presence
· Marketing is pervasive across marketing channels
· Marketing enriches society
· Marketing can be entrepreneurial
CDSTEP which stands for (culture, demographics, social trends, technology, economic, Political,) are Macroeconomic factors that the business doesn’t have control over. Instead they try to make benefits from it.

Chapter #2
Developing marketing strategies and a marketing plan

What is a marketing strategy? Is a strategy that identifies a firm’s target market.
The basis upon which the firms plan to build a sustainable competitive advantage.

Sustainable competitive advantage is an advantage a company has over its competitor that can’t easily be copied and can be maintained over a long period of time.

Marketing strategies include:
· Customer excellence: Focuses on retaining loyal customers and providing excellent customer service. e.g. Walmart
· Operating excellence: Achieved through efficient operations and excellent operations, supply chain and human resource management. E.g. Netflix
· Product Excellence: Having products with high perceived value and effective branding and positioning. E.g. Apple with its well designed, high quality and fashionable products
· Locational Excellence: Having a good physical location and internet presence. E.g. (use the idea of Tim Horton’s or McDonalds and how customers don’t have drive very far to get a cup of hot chocolate. 

The three major phases of the marketing plan are:
Planning phase: 
· step1: Business mission and objectives: in this step, the mission and objectives are defined by top executives.
· Step 2: Situation Analysis: they evaluate the situation by assessing how various players both inside and outside affect the firm’s potential for success by using SWOT analysis.
· The firm should also assess market uncertainties due to changes in CDSTEP (cultural, demographic, social, technology, political forces)
Implementation phase: 
· Step 3: Identify opportunities: different market opportunities are identified by engaging in a process known as segmentation, targeting and positioning (STP). This process then determines which segments it wants to pursue or target.
· Step 4: Implement the marketing mix: At this point the firm has evaluated growth opportunities by performing the STP analysis. The marketing mix is implemented by using the 4Ps for each product based on what it believes the target market will value.
Control phase: 
Step 5: evaluate performance by using marketing metrics
 involves the evaluation of performance of the marketing strategies and taking any necessary corrective actions 
Segmentation: The process of diving the market into distinct groups of customers where each individual group has similar needs.
Target marketing:  is evaluating the attractiveness of various segments and deciding which to pursue as a market
Market Positioning: Involves defining the market mix variables such that the target customers have distinct understanding of what the product or service does.

B2G Matrix: is a diagram used by a company that makes many products.
STARS: 
· occur in high growth markets and are high market share products.
· They require heavy resource investment in promotion to fuel their rapid growth
· As their market slows, stars will migrate from heavy users of resource to heavy generators of resources and become cash cows

CASH COWS
· Are in low growth markets but are high market share products
· Because they have already received heavy investment to develop their high market share, they produce excess resources (from the sales of cash cows like the iPad in apple for instance) that can be spun to those products that need it.

QUESTION MARKS
· Appear in high-growth markets but have relatively low market shares
With these products, Managers must decide whether to infuse question marks with resources generated by the cash cows, so that they can become stars, or withdraw resources and eventually phase out the products. 
DOGS
· Are in low-growth markets and have relatively low market shares.
· Although they may generate enough resources to sustain themselves, dogs are not destined for stardom and should be phased out unless they are needed to complement or boost the sales of another product or for competitive purposes. A good example is the iMac from apple.
Growth Strategies
Market Penetration
· This strategy employs the existing marketing mix and focuses the firm’s efforts on existing customers.
market Development
· A growth strategy that employs the existing marketing mix offering to reach new market segments, whether domestic or international or segments not currently served by the firm.
Product Development Strategy
· A growth development strategy offers new product or services to a firm’s current target market.
Diversification
· A growth strategy whereby a firm introduces a new product or service to a market segment that it doesn’t currently serve.

Sustainable Competitive Advantage
· Strong Brand 
· Technology
· Strong customer base
· Loyal customers
Customer excellence: 
· Retaining loyal customers
· Providing excellent customer service


Chapter 3
Analyzing the market environment
Micro environmental Factors
1  Company Capabilities: 
· the first factor that affects the customer is the firm itself.
· Marketers can use swot analysis to categorize an opportunity as either attractive or unattractive and if it appears attractive, to assess it relative to the firms existing competencies.
2.   Competition:
· Competition also affects consumers in the microenvironment because greater competition may mean more choices for consumers, which influences their buying decisions and gives them a higher buying power.
     3.     Corporate Partners

Macro environmental Factors
Culture are shared beliefs, morals, values and customs of a group of people.
· Firms use competitive intelligence (CI) to collect and synthesize information about their position with respect to their rivals. In that way, companies can anticipate changes in the market place rather than merely react to them.
Demographics: indicate characteristics of human characteristics and segments. Age, gender, income, race, ethnicity.
· Generational cohorts – A group of people of the same generation.
· Baby boomers – people born between 1946 and 1965
· Generation X – people born between 1966 and 1971
· Tweens – not quite teenagers but not young children either.
· Generation Y (a.k.a millennial) or the echo born generation represent people in their 20s to 40s who have started their own families.
· Seniors – are people born in 1946 and below
Technology advances – technological changes that have contributed to the improvement of the value of both goods and services in the past few decades.
· The relative ease to which customers can use social media has dramatically increased the power of consumers in affecting a firm’s marketing strategy.
Economic situation – economic changes that affect the way consumers buy merchandise and spend money.
· Inflation: refers to the persistent increase in the prices of goods and services.
· Foreign currencies fluctuations: changes in the value of a country’s currency of another country, can influence customers spending.
· Interest rates: represents the cost of borrowing money.
· Recession: A period of economic downturn when the economic growth of the country is negative for two consecutive quarters.
· In recessionary times, consumers alter their spending patterns by postponing big- ticket or discretionary items and look for the best deals for items they need. Marketers must adjust their marketing strategies accordingly. Most marketers try to cut costs, lower prices to keep their existing customers and to attract new customers, and may even introduce slightly lower quality goods or reduce the level of services offered in order to manage costs. 
Political and Legal environments
· Organizations must fully understand and comply with any legislation regarding fair competition, consumer protection, or industry-specific regulation. 
· regulations require manufacturers to abstain from false or misleading advertising practices that might mislead consumers, such as claims that a medication can cure a disease when in fact it causes other health risks 
Social and natural trends
· Greener consumers: Green marketing involves a strategic effort by firms to supply customers with environmentally friendly merchandise.
· Many consumers, concerned about everything from the purity of air and water to the safety of beef and salmon, believe that each person can make a difference in the environment.
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When it comes to choosing a global entry strategy, export is usually the least risky. Why? Because the most you can loose is the goods that you are exporting. Even at that you can have these goods covered in insurance.
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Things to consider when choosing a Global Marketing Strategy (STP)
1. Cultural Nuances: you need to know about the culture of the people who you are selling to.
2. View of product and consumer role: in some cultures, the men play the boss and head over the women. You need to understand the role of the consumers to ensure successful marketing. 
3. Subcultures
4. Different Positioning 
5. Adaptation vs. Standardization: Standardization is when the company sells the same product throughout. Adaptation on the other hand sells totally new products or services.
MANDATORY
Legal standards economic conditions
Education
Climate and geography

VS. 
Discretionary (which means it is for you to decide)
Cultural differences. E.g. in China where the number 4 is a bad number, North American companies need to pack glass cups in three’s and not fours like they do in north America.
Customer needs/ preference
Competitors’ strategy

6. Single positioning strategy:

The global marketing mix: Pricing strategies
Tariff: a tax or duty to be paid on a particular class of imports or exports.
Quota: a limited quantity of a particular product that under official controls can be produced, exported, or imported.
Anti-dumping Policies: when you’re flooding the market with your product so cheap (which could as a result of subsidization or selling at break even or selling below cost.)
Economic conditions
Competitive factors
 
Chapter 4

CONSUMER BEHAVIOUR
 Consumer decision process model are the steps that customers go through before making a purchasing decision.
The following are the steps involved in the consumer buying decision process:
Step 1: Need recognition: at this step the customer recognizes that he/she has an unsatisfied need and they want to go from their needy state to a desired state. For example: if a customer is hungry, the need recognition occurs when they want go from needing food (needy state) to being fed (desired state).

Customer needs can be classified into the following:
· Functional needs: refers to the performance of a product or service.
· Psychological needs: refers to the personal gratification customer’s associates with a product or service.

Marketers have to determine the correct balance of functional and psychological needs that best appeals to the firm’s target markets.

functional needs: based on necessities.




Psychological needs: based on the need to look good, sophisticated.
What can Marketers do? Marketing strategies 
· They associate a particular product in such a way that if you wear them you stand out.
· Altering the physical layout of a store or where products are placed in stores. An examples will be placing will be placing complimentary items that go together like bread and eggs. Such that if a customer comes to buy bread they will be reminded that they need eggs as well.
· Creating awareness for their product and showing how the product can enhance the customer’s image.

Step 2: Information search: why would you search? After the customer recognizes a need, they search for various options that will satisfy this need.
Regardless of how much they search, there are two key types of information: 
· Internal search: occurs when the buyer searches his/ her memory and knowledge on a product or service that may have been gathered through past experiences. Internal search could involve you searching your memory, like remembering a previous similar purchase.
· External search: occurs when the customers uses information outside their personal knowledge or experience to help make the buying decision.
	Internal search
           



External search

Marketing Strategies?
· Repetition strategy: The idea behind this strategy is to repeat it so that it sticks to the customer’s head so that they don’t forget it. The aim of marketers is such that if you have a headache for example, you will remember to take “head on”. Watch commercial here: https://www.youtube.com/watch?v=Is3icfcbmbs
· You could offer price match guarantee as a strategy.
· You can educate the customer. This often results in the consumers trusting you to help them make the right decisions and make it easier for them.
· Providing a comparative information and showing your product in a positive light to your consumers. 

Factors affecting consumer’s search process
· Perceived benefits vs Perceived costs: Is it worth the time and effort to search for information about a product or service? Yes! It is in some cases. For instance, most families spend a lot of time researching the automobile market before they make a purchase because cars are a relatively expensive and important purchase with significant safety implications, whereas families likely spend little time researching which inexpensive plastic toy car to buy for the youngest member of the family. 
· Internal locus of control vs External locus of control: internal locus of control refers to when customers believe that they have some control over the outcomes of their actions. Such customers tend to engage in more search activities. On the other hand, External locus of control: is when the customer believes that fate or other external factors control all outcomes. Such that if such customer feels that no matter how much search they do, he can do little to influence the outcome of the deal. Such a customer may not engage in extensive search. People at the extreme tend to have a “whatever” attitude.
· Actual or Perceived risk: the higher the risk, the more likely the consumer will engage in an extensive search. The five risks associated with purchase decisions that could delay and discourage a purchase include the following:
1. Performance risk: when the customer fears that the product may not perform as expected.

2. Financial risk: risk associated with the initial cost of purchase as well as the cost associated with using the item. 

3. Social Risk: involves the fears perceived by customers when they worry that others may not regard their purchase positively.

4. Physiological risks: This risk is also known as safety risk. Is when the customer fears that the product may harm him/her if the product isn’t functioning properly.  An example: would be in the automobile industry, customers may fear that the automobile they purchase may fall below expected performance. This can however affect purchase decision.

5. Psychological Risks: risks associated with the way view a product if it fails to carry the right image.
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Market strategies here?
· You can show testimonials of previous customers who are proud owner and have used the product without any problems. This will help reduce their perception of risk.
· You can guarantee customers by providing discounting, providing warrantees.
· Try to make your product remember able such a way that the customer would not be able to forget.
· Allow customers to return the product if they are not completely satisfied with them



Marketing strategies here?

Step 3: Evaluations of alternatives 

Consists of a set of salient, or important attributes about a particular product that are used to compare alternative products.
· Consumer Decisions Rules: compensatory vs. non-compensatory. (read this part carefully in the textbook).

Competition decision rules: are the basis which the consumers use consciously or subconsciously to quickly and efficiently select from among several alternatives.
· Compensatory decision rule: assumes that when the customer evaluates alternatives, he/she trades off one characteristic for another. An example: when Brad was looking to buy a new car he considered several factors, such as mileage, style, price, and accessories. Even if the car is priced a little higher than Brad was planning to spend, the superb mileage offsets compensates for, the higher price. 
· Non- compensatory decision rule: this is when the consumer chooses a product on the basis of subset of its characteristics, regardless of the values of other characteristics. In the case of BRAD, he might find a car with a lot of accessories and great mileage that costs considerably more than he is willing to spend but rejects the car simply on the basis of price. Because the Nissan offers a better price (he rated the price of a Toyota as 6 and a Nissan as 10 on the 10-point scale), he decides that the strength of the good points of the Toyota does not compensate for its biggest weakness—a high ticket price. 

Decisions Heuristics: It is short-hand rule of thumb.
It is also a mental shortcut that consumers use to help them narrow their choices.
Marketing Strategies here?
· Product presentation: e.g. like when apple came out with the new iPhone they presented it as the best accessory to have and own. The presented it as a revolutionary phone in the phone market.
· Emphasis on strengths and acting on the strengths on competitors.
· Providing samples of the product which will enable the customer to compare the actual products.

Step 4. Purchase Decision: 
After evaluating the alternatives, the customer is ready to buy. However, the customer may buy the item or brand they intended to buy. To encourage consumers to follow through with their purchase decisions, companies like zappos for example create urgency by telling customers when an item is almost sold out in their shopping cart.

Ritual consumption: refers to the pattern of behaviour associated to life events that affect what and how people consume. E.g. When Prof. Ajax shops for Halloween candy a day after Halloween at half price discount every year.

Marketing Strategies here?
· Time limited sales and promotion.
· Free delivery and installation
· Allowing multiple payment methods
· Offering cash back
· Offering store points

Step 5.  Post Purchase: This is the final step of the consumer decision process. This step is important to marketer because they want to ensure that they attract more potential and loyal customers.
Market Strategies here? The goal of the marketer here is to Relieve fear from customer and ensure customer loyalty.
There are usually three possible outcomes at this stage namely:
· Customer Satisfaction: In this outcome, the customer is highly satisfied and most likely to return to shop again.
· Post Purchase Cognitive Dissonance (or buyer’s remorse): It usually occurs when the customer feels guilty or regret when he questions the appropriateness of a purchase after his/her decision has been made.
· Customer Loyalty: Customer loyalty develops over time with multiple purchases of a product or brand from the same marketer. 
· Undesirable Customer behaviour may include: 
a.) negative word of the mouth: spreading negative information about a product or service to others. 
Some marketing strategies may include:
· Offering extended warrantee
· Offering technical support

Situational Factors
Purchasing
· The occasion/person
· Wedding
· Baby shower
· Self
Shopping
· Store Atmosphere
· In-store demo
· Sales people
· Crowding
· In-store promotions

Temporal state
· Time of the day
· Season
· Weather

Marketing strategies here?
· Training sales persons
· Make shopping easier for your target market.


October 3rd.
Factors influencing consumer buying decisions
1. Psychological factors – 
Physiological needs (based on necessities), 
Safety needs (based on perception and physical well being), 
Love needs (based on our interactions with others), 
Esteem needs (allows people to satisfy our inner needs.)

  Self actualization: occurs when feel completely satisfied with your life.

motives
Attitude: The way of thinking/ behaving towards an idea or object.  components include:
· Cognitive: reflects what we believe to be true.
· Affective: depends on how we feel about the issue at hand.
· Behavioural: The action we take based on what we know and how we feel.
 Perception: refers to the way people view a brand. Their views may be based on past experiences or information collected.
· Selective Exposure: 
· Selective Attention: we the consumers may pay selective attention to what we want to see, usually different from the information that is being presented.
· Selective Comprehension: refer to the way customers may choose to interpret a marketing message. E.g. the dolce and gabana message
· Selective Retention means you the customer choose what you want to retain.
What influences our perception?
· Our background
· The people around us
· What we learn as it affects our attitude and perception.
How do marketers use this information?
· They extort it all the time
· 
Learning: is a change in a person’s thought process or behaviour resulting from an experience that takes place throughout the customer decision process.
 
Lifestyle: is the way consumers spend their time and money to live. For examples: Someone who buys a Harley Davidson bicycle will want to associated as a classy and sophisticated biker. 

2. Social Factors
· Family: family members often influence purchasing decisions. E.g. Family and culture influence pressure on our purchase decisions a lot. E.g. some Muslim families may exert pressure on their kids not to eat pork but may eat it in the absence of their families.
3. Reference Groups: is when an individual uses a group of people as a basis for comparison regarding their beliefs, feelings and behaviours. An example of a reference group is Family, friends, coworkers.
These reference group affect buying decisions by providing information through conversations, enhancing consumer’s self image etc. 
4. Culture: this is defined as shared beliefs, morals and values as well as customs of a group of people. E.g. grocery stores now cater to the cultural needs of customers like Sobeys in Brampton hat carries a wide selection of east Indian foods and halal meat.
5. Situational Factors: are factors that are affecting the consumer decision. They are usually specific to the purchase and shopping situation (temporary).
· Purchase situation e.g. if my friend is getting married for example, I would want to get her something fancy as a gift to fit the occasion even though  I am a cautious shopper who likes to get a great deal.
· Shopping situation: Marketers use several techniques to influence consumers at this choice stage of the decision process. e.g. Abercrombie & Fitch stores blast loud dance music through powerful speakers and pump the company’s signature cologne, Fierce, into the air. 
· Temporal state: is when our state of mind alters our preconceived notion of what we are going to purchase.  
 

Stimulus Generalization states that if you use a brand that works, you will trust that brand and use other products of the same brand.
 Marketing strategies here?
Loyalty, Differentiation.
· They have to differentiate their product from that of the competitors so that they can maintain customer loyalty.
Psychological Factors: Lifestyle and personality.
Activities, interests, views,
Marketers can use this idea to sell you products like zip lining, etc.

Involvement and Customer Buying Decisions
Involvement: this is the customer’s degree of interest or concern in the product or service. The level to which a customer is involved in a product or service determines how they would process a marketing message or advertisement.

Types of buying decisions 
1. [bookmark: _GoBack]Extended Problem Solving: occurs during a purchase decision that the customer devotes a lot of time and effort to analyzing the alternatives. A good strategy would be to give enough information about the product. E.g. honey moon vacation. After sales service and support (relieving fear for customers)
· Offer Payment Options
· Warrantee and guarantee
2. Limited Problem Solving: occurs during a purchase decision that calls for at most a moderate amount of time and effort.
a.) Impulse Buying: A buying decision made by customers on the spot when they see the product. In this case the buyer may not go through all the steps in the decision model.
b.) Habitual decision making: 
· Dominate shelf space
· Convert low purchase situation into high involvement e.g. offering different product types (e.g. toothpaste, breads etc. 
· Impulse Buying 
· Habitual Decision Making: e.g. would be coffee buying
Chapter is very essential for the midterm***

Chapter 5
Business to business marketing.
What is B2B marketing? 
· Business to business marketing refers to the buying and selling goods or services for production of other goods and services, for consumption by buying organization or for resale by wholesalers and retailers.
· B2B markets include:
·  Resellers: are marketing intermediaries that resell manufactured products without altering their form.
· institutions, manufacturers, Government.

Benefits of B2B Electronic Exchanges 
1. Expand market research
2. Result in lower prices for buyers 
3. Reduce operational costs
4. Higher potential profits due to reduced costs
5. Lower inventory requirements
6. Greater Transparency
7. More efficient planning – info on shortages shared easily and quickly 

Challenges of reaching B2B clients
1. IDENTIFY who is authorized in the organization to influence purchases
2. Understand the buying process involved in each potential clients
3. Identify the factors that influence the buying process of potential clients. E.g. nursing homes usually get smaller budgets and as a result they are most likely going to opt for the cheapest supplier because they’ll want great value for money.

Characteristics of B2B buying as compared to B2C buying
Market Characteristics:  ( focus a bit on the bullets may appear on the online quiz)
· Demand is derived for business products
· Fewer customers, geographically concentrated, large orders
· Demand is more inelastic
· Derived demand: the linkage between consumers’ demand for a company output and its purchase of necessary inputs to manufacture or assemble that particular output.

Product Characteristics
· Products is technical in nature, purchased based on specifications
· Mainly raw and semi- finished goods are purchased
· Heavy emphasis on delivery time, technical assistance, after sales service and financing.
Vendor financing: a practice where a company provides its customer with a loan that is used to buy goods from the company. 
Reciprocal buying arrangements: a practice where two firms agree to buy each other’s products and services. 


Socrative quiz next week class*

October the 5th
Midterm
3 questions pick two. There is going to be an additional bonus question on B2B marketing. If you are writing for more than 5 mins then you’ve gone to far.
Describe: a little bit of explanation.
List: just give a bullet point of what ever you’re asked. A one-line explanation helps

B2B Buying Process
Step 1: Need Recognition: at this stage, the buying organization recognizes that it has unfilled need.
Step 2: Product Specification: in this stage the board puts its specification i.e. the size, battery life , processor speed, how devices connect and the delivery date.
Step 3: Request for proposals (RFP) process: At this stage, the buying organization invites few selected alternative suppliers to bid on supplying their required component.
Step 4: Proposal analysis and supplier selection: This stage involves the buying organization goes through the selected vendor’s proposals and evaluates them. 
Step 5: Order Specification: the buying firm chooses the preferred supplier and places its order form that preferred supplier. 
Step 6: Vendor Performance Assessment Using Metrics: At this stage: firms analyze their vendors’ performance so they can make decisions about future purchases.


Buying Process Characteristics
· Buying decisions are more complex 
· Competitive bidding, negotiated pricing, complex financial arrangements,
· Qualified, professional buyers- more formalized buying process criteria and objective specified 
· Multiple participants in purchase decisions 
· Close long-term relationship 
· Online buying common

Marketing Mix Characteristics 
· Direct selling and physical distribution is often essential
· Advertising more technical, promotions emphasize personal selling
· Price often negotiated, inelastic, affected by trade and inequality

The buying centre
The buying centre involves a group of people who are responsible for making purchase decisions in large organizations like the Volkswagen group for example.
The buying centre may influence the sixth stage of the B2B buying process (vendors assessment using metrics)

What roles do they play and what influence do they have?
· The buyer is the least powerful role.  This participant handles the paper work of the actual purchase.
· Gate keeper is the most powerful role because they can withhold information and access e.g. the chief of staff has power in deciding whether you can see the president or not.
Other roles include:
· The user: The person who consumes or uses the product or service purchased by the buying centre.
· The influencer: this participant is one whose views influences the other members in making the final decision.
· The decider: This participant determines any part of the buying decision. i.e. what to buy, how to buy, or where to buy.
· The Initiator: the initiator is the person who first suggests buying the particular product or service.

Why should marketers care about the buying centre?
· So that they will not waste their time and so they’ll know who to pitch to.

Organizational Culture
Why should marketers care about the organizational / buying centre culture?
Buying cultures include:
Autocratic culture: A buying centre where one participant makes all the decisions alone even though there may be multiple participants present.
Consensus culture: A buying centre in which all members of the team must reach a collective agreement on a particular purchase 
Consultative culture: A buying centre which one person makes the decision. However, in this case he solicits from the rest of the participating members.
Democratic culture: A buying centre where majority rules in the decision making.

Buying situations
Marketers need to take into consideration, the buying situations that may affect B2B buying
New buy
· In this situation the buying organization is purchasing for the first time.
Modified re-buy
· in this case, the buyer has purchased a similar product before but has decided some specifications
Straight rebuys
· the buyer is often the only member of the buying centre involved in the process.

Chapter 6
Segmentation, targeting, and positioning
The Segmentation – Targeting – Positioning Process
Step 1:  Establish Overall Strategy or objectives
· articulate the mission and the objectives of the marketing strategy clearly.
· Ensure that the segmentation strategy is consistent with the firm’s mission and objectives as well as SWOT

Step 2: Segmentation criteria/ bases
 it is important that the marketers know they are going for. i.e. the target consumers
The various bases that marketers use to determine that is the following:
Geographic: The grouping of consumers on the basis of where they live.
· Usually the most useful for companies whose products satisfy needs that vary by region.

Demographic: The grouping of consumers according to easily measured, objective characteristics such as age, gender, income and education. 
· is the easiest and most widely used. 
· An example of a company who uses this bases would be Kellogg’s as they use age to define segments for its line of breakfast cereals.

Behavioural Segmentation
· groups consumers on the basis of the benefits they derive from products or services, their usage rate, the loyalty and the occasion.
· OCCASION SEGMENTATION: is a kind of business segmentation that groups customers based on when a product is purchased or consumed.
· Benefit segmentation: groups customers based on the benefits they derive from products or services.
· LOYALTY SEGMENTATION: strategy of investing in retention and loyalty initiatives to retain the firms most profitable customers.
When all the criteria are mixed and combined is called Geo demographic.


Psychographic Segmentation:
This segmentation base allows people to describe themselves by using those characteristics that help them choose how they occupy their time (behaviour).
To better understand psychographics, it is important that marketers understand three components: self-values, Self concept and lifestyles.
· Self – values: are life goals like self – respect, a sense of belonging.
· Self – concept: The image a person has of himself or herself.
· Lifestyles: are how we live our lives to achieve goals.
· The most commonly used psychographic system is the VALS 
· VALS enables firms to identify target segments and their underlying motivations.
· Some limitations to using psychographic may include: that it may be harder to identify potential customers.
Step 3: Evaluate Segment Attractiveness
Evaluation of Segment Attractiveness
· Identifiable: firms must identify several distinct segments to pursue. 
· Reachable: the firm must be able to reach the segments its targeting through effective communication and distribution
· Responsive: the firm must be responsive to the needs of others in that segment
· Substantial and Profitable: must be worth pursuing such that it is cost-effective. 

Segment Profitability = (segment size x segment adoption x purchase behaviour x profit margin percentage) – fixed costs
Where: 
Segment size = Number of people in the segment
Segment adoption percentage = percentage of customers in the segment who are likely to adopt the product or service 
Purchase behaviour = Purchase price x Number of times the customer would buy the product or service during a given time period
Profit margin percentage = (Selling price – Variable costs) / Selling price
Fixed Costs = Advertising expenditure, rent, utilities insurance, administration, salaries.

Step 4: Select Target Market: Target Strategy
Mass/ Undifferentiated marketing: When a company produces one type product for everyone. E.g. Louis Vuitton Bags.
· It reduces cost through economies of scale.
· However, it may difficult to market the product as special to the consumer
· Based on the assumption that everyone would buy the product

Differentiated Strategy: When companies target different market segments by producing different products to suite the taste of different customers e.g. McDonalds makes different products to suite different countries and cultures like in India, China. 
· Reduces the company’s overall risk as a result of diversification
· However, differentiation strategies could be expensive 

Concentrated Strategy:

· Also known as Niche Marketing.
· A marketing strategy that focuses on a single primary target market by providing a product that fit that market’s needs.
· E.G. Abercrombie & Fitch targets 18 to 22-year-old good-looking people that love edgy and fun 
Micro Marketing (one – to – one): 
· Tailors a product to suit an individual customer’s wants or needs.
· E.g. Build a bear workshop, Dell allows you to customize computers as you like it with your own features.
· Mass customization: Provides one – to – one marketing to the masses 

Step 5: Identify and Develop Positioning Strategy
Positioning: The mental picture that people have about a company and and its products or services relative to competitors.
Why is positioning difficult?
· Its not easy to shape customers’ perceptions in the way marketers may want. 
· If not done correctly, the brand may not succeed in the marketplace or may be idolized or interpreted in the wrong way. E.g. when Tiffany and co. started selling affordable bracelets for a $110 in attempt to reach more target markets and attract teenagers.
· Customers mistook this and began to perceive tiffany as a regular brand rather that what it was known for top designer jewelry store.
· 

Positioning Methods 
· Value is a popular positioning method because the relationship between price and quality is the most important consideration for customers when they make a purchase decision. For example: mega block uses the low price, value based strategy while its competitor Lego relies on high price strategy.
· Product attributes: focuses on the product’s attributes that are most important to the target market. E.g. Volvo positioned itself as a safety – conscious vehicle with its boxier cars.
· Benefits and symbolism: emphasis is placed on the benefit of the brand as well as the psychological meaning of the brand to customers. E.g. Abercrombie and Fitch represents casual luxury. 
· Competition: when firms choose to position their products head to head against a specific competitor or an entire product or services classification on similar attributes within the target market. E.g. when bmw went against the Audi by comparing them and putting its product in a positive light.
· Market Leadership: instead of positioning head to head, companies especially market leaders, may emphasize their leadership position within their industry. E.g. Canadian Tire, Loblaw etc.

Positioning by Using Perpetual Mapping
Steps firms go through to position their products include:
· Determine Consumers’ perceptions and evaluations of the firm’s product or service in relation to competitors: Marketers do this by conducting surveys and asking customer questions about their product as well as that of their competitors.
· Identify the market’s ideal points and size: On the perceptual map, marketers can represent the size of current and potential markets
· Identify competitors’ positions: when the firm understands how its customers vie its product relative to competitors’. It will study how their competitors position themselves
· Determine consumer preferences: The firm knows what the customer the product and services of the marketplace and their position relative to another. Now it must find out what consumers really want. i.e. the ideal product or service that appeals to each market segment.
· Select the position: 
· Monitor the positioning strategy: because markets are not stagnant and product tastes shift, and competitors also react to that shift, It is important for the firm to keep monitoring the position strategy and make necessary changes to adapt when needed. This is because using one position strategy year in, year out could be a recipe for disaster.
Brand repositioning (rebranding)
Is a strategy which marketers change a brand’s focus to target new markets with changing market preferences.


Chapter 7:  Market Research
The market research process

Primary Data: is the data collected for the project at hand.

Primary collection of data:
Sampling (randomness, size, representatives)
Questions asked – closed /open-ended e.tc

Look at this, could be important for exam: http://www.focusgrouptips.com/projective-techniques.html
