Mid-Term Review for Marketing
Chapter 1:
Marketing: a set of business practices designed to plan for and present an organization’s products or services in ways that build effective customer relationships.
Marketing plan: a written document composed of an analysis of the current marketing situation, opportunities and threats for the firm, marketing objectives and strategy specified in the 4p’s, action programs, and projected or pro forma incomes (and other financial statements) 
Core aspects of marketing:
· Marketing occurs in many settings
· Marketing helps create value
· Marketing is about satisfying customer needs and wants
· Marketing entails value exchange
· Marketing requires product, place, price, and promotion decisions
What is marketing about?? It is about satisfying costumer needs and wants 
· Need: a person feeling psychologically deprived of basic necessities such as food, clothing, shelter, and safety
· Want: the particular in which a human chooses to satisfy a need, which is shaped by a person’s knowledge, culture and personality
· Market: refers to the group of people to whom an organization is interested in marketing its products, service or ideas
· Target market: the customer segment or group to whom the firm is interested in selling its product and services. Potential customers to who have both an interest in the product or service and an ability to buy.
Attracting and retaining customers
· Forming strong customer bonds
· Listen to the voice of the customer
· Create superior offering
· Reward outstanding employees
· Adding financial benefits
· Frequency programs
· Adding structural ties
· Create long-term contracts
· Lower price for high volume
· Turn product into long-term service
Marketing entails value exchange
· Exchange: the trade of things of value between the buyer and the seller so that each is better off as a result
Marketing requires product, price, place, and promotion decisions
· Marketing mix (four P’s): the control label set of activities that a firm uses to respond to wants of its target markets

· Price: transaction value
· Price: the overall sacrifice a customer is willing to make- money, time, energy- to acquire a specific product or service

· Place: delivering value
· Promotion: communicating value
· Product: creating value
· Goods: items that can be physically touched
· Services: intangible customer benefits that are produced by people or machines and cannot be separated from the producer
· Ideas: include, thoughts, opinions, philosophies, and intellectual concepts
Marketing helps create	value
· Production-oriented era: product innovation, a good product would sell itself
· Sales-oriented era: depend on heavy doses of personal setting and advertising 
· Market-oriented era: consumer products, buyer’s market, focus on consumer needs
· Value-based marketing era: market oriented, discover and satisfy customer needs 
· Value: reflects the relationship of benefit to cost, or what the consumer gets for what he or she gives
· Also called and relates to marketing concept
· Marketing concept: identify and satisfy customer needs while making a profit
· Satisfaction of consumer wants and needs
· Coordinated with other business function
· Profit maximization
What is Value based marketing?
· Marketing that focuses on providing customers with benefits that far exceed the cost (money, time and effort) or acquiring and using a product of service while providing a reason-able return of the firm
How firms compete on the basis of value
· Marketers must keep a vigilant eye on the marketplace so they can adjust their offering to meet customer needs and keep ahead of their competition.
How do firms become value driven?
· Sharing information: share information about customers and completion within the firm throughout the different sections 
· Balancing benefits with costs: measure the benefits that customers perceive against the cost of their offering 
· Building relationships with customers: 
· 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
· Relationship orientation: a method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long-term relationship
· 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 
Importance of Marketing:
· Marketing expands firms global presence: Ex: Levis
· Marketing is pervasive across the organization: department works seamlessly with other functional areas of the company to promote, price, design and distribute products. 
· Marketing is pervasive across the supply chain: manufacturers buy raw materials and components from suppliers, which they sell to retailers or other businesses after they have turned the materials into their products
· Supply chain: the group of firms that make and deliver a given set of goods and services
· Marketing makes life easier and provides career opportunities
· Marketing enriches society: encourage employees to participate in activities that benefit their community and invest heavily in a number of community partnership programs
· Marketing can be entrepreneurial: Ex: Oprah Winfrey

Chapter 2:
Levels of strategic planning:
Slides: corporate marketing strategy
· External and internal intelligence and analysis
· SWOT analysis
· Industry outlook 
· An informed and inspired conclusion
· Corporate goals and values
· A corporation’s institutional standards of behaviour
· Corporate visions and mission
·  What is our business/perspective? What is of value to the customer? What do we aspire to become?

· Corporate positioning/image/branding
· Corporate positioning: how we want to be seen by stockholders
· Corporate image: how we want to be seen in terms of what kind
· Corporate branding: an active campaign to establish an awareness of the corporation, its name, its desired position and image, and to create positive affect for the corporation
· Corporate growth strategies
· Global firms offering better products or lower prices
· Some foreign markets present higher profit opportunities
· Company needs a larger customer base to achieve economies of scale
· The company wants to reduce its dependence on any one market
· The company customers are going abroad and need servicing
· Portfolio analysis
· Overall financial forecast
· Main risk scenarios and contingency planning
The strategic marketing planning process
· The strategic marketing planning process: a set of steps a marketer goes through to develop a strategic marketing plan	
· Planning phase:  where marketing executives and other top managers define the mission or vision the business, evaluate the situation by assessing how various players, both in and outside the organization, affect the firms potential for success and identify and evaluate different opportunities by engaging in segmentation, targeting, and positioning, and develop the marketing mix, 4p’s
· Implementation phase: where marketing managers implement the marketing mix, allocate resources, and develop the marketing organization.
Step 1: 
· Define the business mission
· Mission statement: a broad description of a firms objectives and the scope of activities it plans to undertake; attempts to answer two main questions: what type of business is it? And what does it need to do to accomplish its goals and objectives
· Sustainable competitive advantage: something the firm can persistently do better than its competitors
Step 2:
· Conduct a situation analysis using SWOT
· Situation analysis: the internal environments with regards to its strengths and weaknesses and the external environment in terms of its opportunities and threats
Step 3:
· Identify and evaluate opportunities using STP (segmentation, targeting, and positioning to increase sales and profits)
· Segmentation
· Market segment: a group of consumers who respond similarly to a firms 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
· Targeting
· Target marketing/ targeting: the process of evaluating the attractiveness of various segments and the deciding which to pursue as a market
· Positioning
· Market positioning: involves the process of defining the marketing mix variables so that target customers have a clear, distinctive, desirable understanding of what the product does or represents in comparison with competing products
· After the STP is complete marketers can the develop the marketing mix (4 P’s)
· Product and value creation
· Price and value for money
· Cost-based pricing: a pricing strategy that involves first determining the costs of producing or providing a product and then adding a fixed amount above that total to arrive at the selling price
· Competitor-based pricing: a strategy that involves pricing below, at or above competitor’s offering
· Value-based pricing: a pricing strategy that involves first determining the perceived value of the product form the customer’s point of view and then pricing accordingly
· Place and value delivery
· Promotion and value communication
Step 4:
· Implement the marketing mix: allocation resources
· Budget, setting schedules, designing the marketing organization
· Strategic business unit (SBU): a division of the firm itself that can be managed and operated somewhat independently from other division and may have a different mission or objective
· Product line: a group of products that consumers may use together or perceive as similar in some way
· Relative market share: a measure of the products strength in a particular market, defined as the sales of the focal product divided by the sales achieved by the largest firm in the industry
· Market growth rate: the annual rate of growth of the specific market in which the product competes
· Boston consulting group
· P 42
· Strategic planning is not sequential
Growth Strategies
· Marketing Penetration: 
· Market penetration strategy: a growth strategy that employs the existing marketing mix and focuses the firm’s efforts on existing customers
· Market development
· Market development strategy: a growth strategy that employs the existing marketing offering to reach new market segments, whether domestic or international
· Product development: 
· [bookmark: _GoBack]Product development strategy: a growth strategy that offers a new product or service to a firm’s current target market
· Diversification
· 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
· Customer excellence: focuses on retaining loyal customers and excellent customer service
· Retaining loyal customers
· Customer service
· Operational excellence: through efficient operations and excellent supply chain management
· Product excellence: or achieving high-quality products; effective branding and positioning are key
Chapter 3:
The scope of marketing ethics:
· Business ethics: refers to a branch of ethical study that examines ethical rules and principles within a commercial context, the various moral or ethical problems that might arise in a business setting, and any special duties or obligations that apply to persons engaged in commerce
· Marketing ethics: refers to those ethical problems that are specific to the domain of marketing
Ethical issues associated with marketing decisions
· Creating an ethical climate in the workplace	
· Ethical climate: the set of values within a marketing firm, or in the marketing division of any firm, that guides decision making and behavior
· The influence of personal ethics
· The link between ethics and corporate social responsibility
· Corporate social responsibility: refers to the voluntary actions taken by a company to address the ethical, social, and environmental impacts of its  business operations and the concern of its stockholders 
· A framework for ethical decision making
· Step 1: Identify issues
· Step 2: gather information and identify stakeholders
· Step 3: brainstorm and evaluate alternatives
· Step 4: choose a course of action
Integrating ethics into marketing strategy
· Planning phase
· Implement phase: values stated in the marketing strategy must remain consistent with the values of the company’s primary target market 
· Control phase: evaluate if they have truly acted in an ethical and socially responsible manner 
· (Other ways that a firm could make ethically responsible decisions is to ensure that everyone that is working for the firm is acting in an ethically responsible manner. Also, firms can model their ethical policies after a well-established code of ethics like the one provided by the Canadian marketing association. Finally, when making ethically sensitive decisions firms can utilize an ethical decision making evaluation questionnaire) 
Understanding ethics using scenarios
· Scenario 1: who is on the lines (choosing the number you want to appear on the caller i.d)
· Scenario 2: giving credit where credit isn’t do (allowing low income families to use credit while being aware, making them your target market)
· Scenario 3: The jewelers tarnished image (people pity what they think is her life so they buy her jewelry)
· Scenario 4: no wonder it’s so good (there is alcohol in a product but is under the legal amount of disclosure, but what about kids and alcoholics?)
· Scenario 5: bright baby’s bright idea (a recall is done on a dangerous toy but the C.E.O wants to sell it in Mexico under a different name where these laws don’t apply)
Consumerism, ethics, and social responsibility
· Consumerism: a social movement aimed at protecting consumers from business practices that infringe upon their rights
Chapter 4:
A marketing Environment analysis framework
· Successfully leveraging company capabilities
· Building relationships with corporate partners
· Just-in-time inventory systems: inventory management systems designed to deliver less merchandise on more frequent bases than rational inventory systems. The form get the merchandise “just in time” for it to be used in the manufacture of another product; also known as quick response systems in retailing
· Macro environmental factors
· Macro environmental factors: aspects of the external environment that affect a company’s business, such as competitors, demographics, social/cultural trends, technological advancements, economic conditions, and political/regulatory factors
· Competitors
· Competitive intelligence: used by firms to collect and synthesize information about their position with respect to their rivals; enables companies to anticipate market development rather than merely react to them
· Firms should do the following things to follow their competitors
· Send an employee to a competitors store
·  review public materials including website, press releases, industry journals, annual reports, permit applications, patent applications, and tradeshows
· Interviewing customers, suppliers, partners, or former employees
· Analyze a rivals marketing tactics, distribution practices, pricing and hiring needs
· Demographics
· Demographics: countable characteristics of human populations and segments, especially those to identify consumer markets such as age-gender, income, and education
· Generational cohorts
· Generational cohorts: a group of people of the same generation- typically have similar purchase behaviors because they have shared experiences and are in the same stage of life
· Seniors: north America’s fastest growing generational cohort: people aged 63 and older
· Baby boomers: generational cohort of people born after world war II, between 1946 and 1964
· Generation X: generational cohort of people born between 1965 and 1976
· Generation Y: Generational cohort of people born between 1977 and 1955; biggest cohort since the original postwar baby boomer
· Tweens: generational cohort of people born between 1996 and 2000, not quite teenagers, but not young children either; in between
· Income
· Education
· Gender
· Social and cultural trends
· Greener consumers
· Green marketing: involves a strategic effort by firms to supply customers with environmentally friendly merchandise
· Privacy concerns
· The time-poor society ( two working parents  changing from print media to movie screens)
· Ethnicity
· Culture
· Culture: the set of values, guiding beliefs, understandings, and ways of doing things shared by members of a society; exist on two levels: visible artifacts and underlying values
· Country culture
· Country culture: entails easy to spot visible nuances that are particular to a county, such as dress, symbols, ceremonies, language, colors, and food preferences and more subtle aspects, which are trickier to identity
· Regional subcultures
· Technological advances
· Technological advances: Technological changes that have greatly contributed to the improvement of the value of both products and services in the past few decades
· Economic situations
· Economic situations: economic changes that affect the way consumers buy merchandise and spend money, both in marketers home country and abroad
· 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 county, can influence consumer spending
· Interest rates: the represent the cost of borrowing money
· Political/regulatory environment
· Political/regulatory environment: comprises political parties, government organizations, and legislations and lay that promote or inhibit trade and marketing activities
· Legislation also has been enacted to protect consumers in a variety of way
· Require manufacturers to abstain from false or misleading advertisement
· Manufacturers are require to identify and remove any hazardous material
· Organizations must adhere to fair and reasonable business practices when they communicate with consumers 
Scenario planning
· Scenario planning: a process that integrates macroenvironmtal information in an attempt to understand the potential outcome of different applications of a firm’s marketing mix; enables a firm to predict, monitor, and adapt to the ever-changing future.
· Step 1: asses strength and weakness
· Step 2: asses opportunities and threats
· Step 3: identify different scenarios
· Step 4: apply the marketing mix to the different scenarios
· Step 5: asses the profitability of each scenario
Chapter 5:
Marketing research
· Marketing research: a set of techniques and principles for systematically collecting, recording, analyzing, and interpreting data that can aid decision makers involve in marketing goods, services or ideas
· Marketing research is also key to understanding topics such as consumer decisions
Using marketing information systems to create better value
· Marketing information system: a set of procedure 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 that store millions and even billions of pieces of individual data
· Data mining: the use of variety of statistical analysis tools to uncover previously unknown patterns in the data stored in databases or relationships among variables 

The marketing research process
· Step 1: define the problems and objectives
· Step 2: design the research project
· Secondary data: pieces of information that have already been collected from other sources and usually are readily available
· Research projects usually start with secondary research, which provides a background for which information is already know and what researchers have done previously
· Secondary data is quicker, easier and less expensive, and it requires less methodology expertise but may be outdate or biased
· Syndicated data: data available for a fee from commercial research firms 
· Some syndicated data providers also offer information about shifting brand preferences and product usage in household, which they gather from consumer’s panels. 
· Primary data: data collected to address specific research needs
· 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 of subset of the population that adequately represents the entire population of interest
· Sampling: the process of picking a sample
· Step 3: Data collection process
· Exploratory: attempts to begin to understand the phenomenon of interest; 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
· Exploratory research methods: managers commonly use several exploratory research methods: observation, in depth interviewing, focus group interviews, and projective techniques
· Observation: an 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
· In-depth interview: a research technique in which trained researchers ask question, listen to and record the answer, and then pose additional clarity or expand on a particular issue.
· Focus group interview: a research technique in which a small group of persons ( usually 8 to 12) comes together for an intensive discussion about a particular topic, with the conversation guided by a trained moderator using an unstructured method of inquiry
· Projective technique: a type of qualitative research in which subjects are provided a scenario and asked to express their thoughts and feeling about it
· Conclusive research methods is intended to verity insights and to aid decision makers in selecting a specific course of action
· Survey: a systematic means of collecting information from people that generally uses a questionnaire
· Questionnaire: a form that feature 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 worlds
· Structured questions: closed-ended questions for which a discrete set of response alternatives, or specific answers is provided for respondents to evaluate
· Web surveys have grown because the response rate in relatively high, respondents lie less and it is inexpensive. Also results are processed quickly and there is a greater use of multimedia elements. Although, some people may not be able to recall the information, misinterpret the question, or may be unable to answer the question. 
· Experimental research: a type of quantitative research that systematically manipulates one or more variable to determine which variable has a causal effect on another
· Scanner research: a type of quantitative research that uses data obtained from scanner reading of UPC codes at checkout counters
· Panel research: a type of quantitative research that involves collecting information from a  group of consumers (the panel) over time, data collected may be from a survey or a record of purchases
· Like exploratory data collection methods, the choice of conclusive data collection methods also depends foremost on the marketing research objective, which are balanced by other considerations such as cost, timeliness, and usefulness of the result. Surveys using questionnaires are the most commonly used conclusive research method
· Step 4: analyze data
· Data: raw number or other factual information of limited value
· Information: data that has been organized, analyzed, and interpreted, and converted into a useful form for decision making
· The purpose of converting data into information is to describe, explain, predict, and / or evaluate a particular situation
· Step 5: Present Results
Chapter 6
The consumer decision process
Step 1: Need recognition
· Need recognition: the beginning of the consumer decision process; occurs when consumers recognize they have an unsatisfied need and want to go from their actual, needy state to a different, desire state
· 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
· A key to successful marketing is determining the correct of functional and psychological needs that best appeals to the firm’s target markets
Step 2: Search for information
· Internal search for information: occurs when the buyer examines his own memory and knowledge about the product or service, gathered through past experience
· 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 consumer’s search processes:
· The perceived benefits versus perceived costs of search
· 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 outcome
· Actual or perceived outcome: (the higher the risk, the more likely the consumer is to engage in an extended search
· Performance risk: involves the perceived danger inherent in a poorly performing product or service
· Financial risk: risk associate 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
· Type of product or service: (another factor that affect the depth and type of search a consumer undertakes is the type of product or service
· Specialty goods/service: products or services toward which the consumer 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
Step 3: Evaluation of alternatives
· Evaluative criteria: consist of a set salient, or important, attributes about a particular product
· Determinants attributes: product or service features that are important to the buyer and on which competing brands or stores and 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:
· Compensatory decision rule: at work when evaluating alternatives and trade off one characteristic against another, such that good characteristics compensate for bad ones
· Non compensatory:
· Non compensatory decision rule: at work when consumers chose a product or service on the bases of a subset of its characteristics, regardless of the values of its other attribute
· Decision heuristics:
· Decision heuristics: mental shortcuts that help consumers narrow down choices; examples include price, brand, and product presentation
· Price: people think “you get what you pay for”
· Brand: always buying brand names allows for some consumers to feel safe with their choices
· Product presentation: many times how the product is presented can influence the decision process
Step 4: 
· Several situational factors (payment options, delivery, store atmospherics, etc.) that influence whether a customer buys the product immediately or later
· Ritual consumption: refers to a pattern of behavior tied to life events that affect what and how people consume
Step 5: Post purchase
· Generally there are three possible positive post purchase outcomes: increased customer satisfaction, decreased post purchase outcomes, and increased customer loyalty
· Customer satisfaction: `setting unrealistically high consumer expectations of the product through advertising, personal selling, or other types of promotion may lead to higher initial sales, but it will eventually will result in dissatisfaction when the product fails to achieve these high performance expectation
· Build realistic expectations
· Demonstrate proper product use
· Stand behind the product or service by offering money-back guarantee and warranties
· Encourage customer feedback which cuts down the negative word of mouth
· Periodically make contact with costumers to show that the company cares
· Post purchase dissonance 
· Post purchase dissonance: the psychologically uncomfortable state produced by and inconsistence between beliefs and behaviors that in turn evoke a motivation to reduce the dissonance buyer’s remorse
· Pay attention to positive information 
·  positive feedback from a friend about his purchase
· Seek negative information about the purchases you did not make
· Loyalty
·  In the post purchase stage of the decision-making process, marketers attempt to solidify a loyal relationship with their customers. They want customers to be satisfied with their purchase and buy from the same company again. Loyal customers will only buy certain brand and at certain stores
· Undesirable consumer behavior
· Passive consumers are those that don’t repeat purchase or fail to recommend the products to others. More serious and potetentially damaging, however, is consumer behavior, such as negative word of mouth and rumors
· Negative word of mouth: occurs when consumers spread negative information about a product, service, or store to others
· One study shows that satisfied customers tell only three people about their experience while dissatisfied customers complain to nine people
Types of consumer buying decision
· Involvement refers to the time and effort a buyer invests searching and evaluating information when buying a product or service.
· Complex buying behavior
· Complex buying behavior: consumers are highly involved in the purchase and perceive significant difference, among available brands
· Dissonance-reducing buying behavior
· Dissonance-reducing buying behavior: occurs when a consumers wants to buy an expensive, infrequent, or risky product that is very self-expressive but for which there are few perceived differences among the brands
· Purchase decision may be influenced by price, delivery, convenience, and installation 
· Habitual buying behavior
· Habitual buying behavior: consumers make decisions with little or no thought
· Variety seeking buying behavior
· Variety seeking buying behavior: consumer have low involvement but perceive significant differences among brand
Factors influencing consumer buying decision
· Psychological factors
· Motives
· Motives: 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 (psychological and safety) are fulfilled, people turn to satisfying their higher level human needs (social and personal)
· Psychological needs: those relating to the biological necessities of life, food, drink, rest, and shelter
· Safety needs: pertain to protection and physical well-being
· Social needs: relate to one’s interaction with others
· Personal needs: relate to the ways people satisfy their inner desires
· Attitudes (are learned and long lasting, and they might develop over a long period on of time, though they can also abruptly change)
· Attitude: a person’s enduring evaluation of his or her feelings about and behavioral tendencies towards an object or idea; consists of three components: cognitive, affective, and behavioral
· 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
· Behavior component: a component of attitude that comprises the actions a person takes with regard to the issue at hand
· Perception: the process by which people select, organize, and interpret information to form a meaningful picture of the world
· Perception influences our acquisition and consumption of goods and services because it assigns meaning to such things as colors, symbols, taste, and packaging
· In trying to influence perception, marketers must understand and focus on the four components of perception: selective exposure, selective attention, selective comprehension, selective retention
· Learning
· Learning: refers to a change in a person’s thoughts process or behavior that arises from experience and takes place throughout the consumer decision process
· Learning affect both attitudes and perception
· Social factors
· Family
· Reference groups
· Reference group: one or more persons whom an individual uses as a basis for comparison regarding beliefs, feelings, and behaviors
· Culture
· Situational factors
· Situational factors: factor affecting the consumer decision process; those that specific to the situation that may override, or at least influence, psychological and social issues
· Purchase situation (always look for good prices but now you are buying a gift for a friend’s wedding)
· Shopping situations
· Store atmosphere
· Salesperson
· Crowding
· In-store demonstrations (taste and smell)
· Promotions
· Packaging
· Temporal state (state of mind at any particular time can alter our preconceived notions of what we are going to purchase)
Chapter 7
B2B Markets
· Manufacturers or producers ( they buy raw material, components, and parts that allow them to manufacture their own goods)
· Resellers
· Resellers: marketing intermediates that resell manufactured products without significantly altering their form
· Institutions (hospitals, prisons and other nonprofit organizations)
· Government (in most countries, the central government tends to be one of the largest purchasers of goods and services)
· B2B classification system and segmentation 
· North American industry classification system codes: a classification scheme that categorizes all firms into a hierarchical set of six digit code (see ex. on page 181) 
· This is useful to B2B marketers for analyzing market shares
· B2B firms, like B2C firms, focus their marketing efforts on serving specific target markets to create value for those customers 
· Difference between B2B to B2C markets
· Market characteristics in B2C markets, consumers buy goods to satisfy their own individual or household needs and are heavily influences by price, personal tastes, brand reputation, or personal recommendation. In B2B markets, demand for goods and services is derived from B2C sales in the same supply chain 
· Derived demand: the linkage between consumer’s demand for a company’s output and its purchase of necessary inputs to manufacture or assemble that particular output
· Product characteristics inB2B markets, the products ordered are primarily raw materials and semi-finished goods that are processed into finished goods for the ultimate consumers.
· Buying product characteristics, generally for routine purchases or small dollar value purchases, only one or a few individuals within a department or the company may be responsible for the buying decisions. However, for purchases of highly technical or complex products involving thousands or millions of dollars, the buying effort is much more structured, formalized, and professional
· Marketing mix characteristics, another major difference between the typical B2B and B2C transaction is the role of the sales person. 
The business to business buying process
Stage 1: Need recognition
· The buying organization recognizes, through either internal or external sources, that it has an unfulfilled need
Step 2: product specifications
· The organization considers alternative solutions and comes up with potential specifications that supplies might use  develop their proposals to supply the product
Stage 3: RFP process
	Request for proposal: a process through which buying organizations invited alternative suppliers to bid on supplying their required components
Stage 4: personal analysis, vendor negotiation, and supplier selection
Stage 5: order specifications 
· the firm places its order with its preferred suppliers, the order will include a detailed description of the goods, prices, delivery dates, and sometimes penalties if the order is not fulfilled on time
Stage 6: Vendor analysis
· just as occurs in the consumer buying process, firms analyze their vendors’ performance so they can make decisions about their future purchases
· See page 187 exhibit 7.5
Factors affecting the buying process
· The buying center
· Buying center: the group of people typically responsible for the buying decision in large organizations
· Initiator: the buying center participant who first suggests buying the particular product or service
· Influencer: the buying center participant whose views influence other members of the buying center in making the final decision
· 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
· Buyer: the buying center participant who handles the paperwork of the actual purchase
· User: the person who consumes or uses the product or service purchased by the buying center
· Gatekeeper: the buying center participant who controls information or access to decision makers and influencers
· Organizational culture
· Organizational culture: reflects the set of values, traditions, and customs that guide a firm’s employees’ behavior 
· Autocratic buying center: a buying center in which one person makes the decision alone, though there may be multiple participants
· Democratic buying center: a buying center in which the majority rules in making decisions
· Consultative buying center: a buying center in which one person makes the decision but he or she solicits input from others before doing so
· Consensus buying center: a buying center in which all member if the team must reach a collective agreement that they can support a particular purchase
· Buying situations
· The type of buying situation also affects the B2B decision process. Most B2B buying situations can be categorized into three types: new buys, modified rebuys and straight rebuys
· New buy: a purchase of a good service for the first time
· Modified rebuy: refers to when the buyer has purchased a similar product in the past but has decided to change some specifications
· Straight rebuy: purchase additional units of products that had previously been purchased
Role of the internet in B2B marketing
· Easy access to information and connecting divisions and employees located in dispersed locations
· Private exchange: occurs when a specific firm, either buyer or seller, invited 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
· The process of dividing the market into groups of customers who have different needs, wants, or characteristics and who therefore might appreciate products or services geared especially for them are called market segmentation. Once the target market was identified, the company has to convince the targeted group that when it comes to hair care products, their choice should be Sunsilk. It is achieving this task by defining the marketing mix variables so that the target customers have a clear, distinctive, desirable understanding of what the product or service do or represent, relative to competing products- this is the process of positioning 
Segmentation
Stage 1: establish overall strategy or objectives
· The segmentation strategy must then be consistent with and derived from the firm’s mission and objectives, as well as its current situation- SWOT
Stage 2: profile segments
· Describe the different segments (Wants, needs, and characteristics) which help firms better understand the profile of the customers in each segment, as well as the similarities within a segment and dissimilarities across segments
· Geographic segmentation
· Geographic segmentation: the grouping of consumers on the basis of where they live
· Demographic segmentation
· Demographic segmentation: the grouping of consumers according to easily measured, objective characteristics such as age, gender, income and education
· Psychographic segmentation
· Psychographics: used in segmentation; delves into how consumers describe themselves using those characteristics that help them choose how they occupy their time (behavior) and what underlying psychological reasons determine those choices
· Self-values: goals for life, not just the goals that one wants to accomplish in a day; a component of psychographics that refers to overriding desires that drive how a person lives their life
· Self-concept: the image a person has of himself; a component of psychographics
· Lifestyles: a component of psychographics; refers to the way a person lives his or her life to achieve goals
· Vals: a psychological tools developed by SRI consulting business intelligence; classifies consumers into eight segments; innovators, thinkers, believers, achievers, strivers, experiencers, makers or survivors
· See page 210 Exhibit 8.3
· Behavioral segmentation
· Behavioral segmentation: group on consumers based on the benefits they derive 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 derive from products or services
· Loyalty segmentation: strategy of investing in loyalty initiatives to retain the firm’s most profitable customers
· Using multiple segmentation methods
· Geodemographic segmentation: the grouping of consumers on the basis of a combination of geographic , demographic, and lifestyle characteristics
· Geodemographics segmentation can be particularly useful for retailers because customers typically patronize stores close to their neighborhood. Thus, retailers can use geodemographic segmentation to tailor each store’s assortment to the preferences of the local community
· PSYTE clusters: the grouping of all neighborhoods in Canada into 60 different lifestyles clusters 
· Thus firms often employ a combination of segmentations methods, using demographics and geography, to identify and target marketing communications to their customers, then using benefits or lifestyles to design the product or service and a substance of the marketing message
Step 3: evaluate segment attractiveness
· Identifiable 
·  firms must determine who is within their market to be able to design products and services to meets their needs
· Reachable
· The best product or service cannot have any impact if that market cannot be reached(or accessed) through persuasive communications and product distribution
· Responsive
· For a segmentation  strategy to be successful, the customers in the segment must react similarly and positively to the firm’s offering
· Substantial and profitable 
· Once a firm has identifies its potential target markets, it needs to measure their size and growth potential
Stage 4: select target market 
· The key factor likely to affect this decision is the marketer’s ability to pursue such an opportunity or target segment
· Undifferentiated segmentation strategy, or mass marketing 
· Undifferentiated segmentation strategy, or 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 group
· Differentiated segmentation strategy
· Differentiated segmentation strategy: a strategy through which a firm targets several market segments with a different offering for each 
· Concentrated segmentation (niche) strategy
· Concentrated segmentation (niche) strategy: a marketing strategy of selecting a single, primary target and focusing all energies on providing a product to fit that market’s needs.
· Micromarketing
· Micromarketing or one-to-one marketing: an extreme form of segmentation that tailors a product or service to suit an individual customer’s wants or needs
· A custom belt made just for you
· Mass customization: the practice of interacting on a one-to-one with many people to create custom-made products or services; providing one-to-one marketing to the masses
· Nike custom made shoes for everyone over the internet
Step 5: identify and develop positioning strategy 
· Positioning: the mental picture that people have about a company  and its products or services relative to competitors 
· Basically, positioning is what determines consumers ‘preference for a company’s products or brands. 
· Value
· Value is a popular positioning method because the relationship of price to quality is among the most important considerations for consumers.
· Product attributes
· This positioning strategy focuses on those attributes of the product that are most important to the target market
· Benefits and symbols 
· The meaning created by these brands is often the reason why consumers buy them
· Competition
· Firms can choose to go head-to-head or differentiation strategy (smaller market niche)
· It is one of the most common positioning strategies
· Market leadership
· Instead of positioning head-to-head, companies, especially market leader, may emphasize their leadership positioning within their industry
Positioning stages
· Perceptual map: Displays, in two or more dimensions, the position of products or brands in the consumer’s mind
· Ideal point: the positioning at which a particular market segment’s ideal product would lie on a perceptual map
· See page 227 exhibit 8.10
· To derive a perceptual map, marketers follow five steps:
· Determine consumer’s perceptions and evaluations of the product or service in relation to competitors
· Identify competitors positions
· Determine consumer preference
· Select the position
· Monitor the positioning strategy 
Repositioning
·  Brand repositioning (rebranding): a strategy in which marketers change a brand’s focus to target new marketers or realign the brand’s core emphasis with changing preference market
· Repositioning can change the quality image of the brand
· Repositioning also breathes life into old brands
Chapter 9
Product, Branding, and Packaging Decisions
· Product: anything that is of value to a customer and can be offered through a voluntary marketing exchange
Product assortment and product line decisions
· Product assortment (product mix): the complete set of all product offered by a firm; also called the product mix
· Product lines: groups of associated items, such as those that consumers use together or think of as part of a group of similar products
· Product category: an assortment of items that the customer sees as reasonable substitutes for one another
· Brand: the name, term, design, symbol, or any other features that identify one seller’s good or service as distinct from those of other sellers
· Product line breadth: the name of product lines, or variety, offered by the firm 
· Colgate: oral care, personal care, household car, fabric care, pet nutrition
· Product line depth: the number of categories within a product line 
· In Colgate’s oral care there is whitening products, stuff for kids, toothpaste, and toothbrushes
· Stock keeping units (SKU’s): individual items within each product category; the smallest unit available for inventory control
· Category depth: the number of stock keeping units (SKU’s) within a category
· Change product mix breadth
· Increase depth
· Firms often add new product lines to capture new or evolving markets, increase sales, and compete in new venues
· Decrease Breadth
· Sometimes it is necessary to delete entire product lines to address changing market conditions or meet internal strategic priorities
· Change product mix depth
· As with product line breadth, firms occasionally either add or delete from their product line depth
· Increase depth
· Firms may add new products within a line to address changing consumer preference or pre-empted competitors while boosting sales
· Decrease depth
· From time to time it is necessary to delete product categories to realign resources
· Change number of SKUs
· Delete or add to stimulate sales or react to consumer demand
· Product line decisions for service
· Many of the strategies used to make product line decisions for physical products can also be applied to services
Branding
· Value of branding for the customer and the marketer
· Brands add value to merchandise and services beyond physical and functional characteristics or the pure act of performing the service
· Brands facilitate purchasing 
· Brands are often easily recognized by consumers and because they signify a certain quality level and contain familiar attributes, brands help consumers make quick decisions
· Brands establish loyalty
· Over time and with continued use, consumers learn to trust certain brands
· Brands protect from competition and price competition
· Strong brands are somewhat protected from competition and price competition. Because such brands are more established in the market and have a more loyal customer base, neither competitive pressures on price nor retail-level competition is as threatening to the firm
· Brand reduce marketing costs
· Firms with well-known brands can spend relatively less on marketing costs than firms with little-known brands because the brand sells itself
· Brands are assets
· Brands are also assets that can be legally protected through trademarks and copyrights and thus constitute a unique ownership for the firm
· Brands impact market value
· Having well-known brands can have a direct impact on the company’s bottom line. The value of the brand can be calculated by assessing the earnings potential  of the brand over the next 12 months 
· Brand equity
· Brand equity: the set of assets and liabilities linked to a brand that add to or subtract from the value provided by the product or service
· Brand awareness
· Brand awareness: measures how many customers in a market are familiar with the brand and what it stands for; created through repeated exposures of the various brand elements (brand name, logo, symbol, character, packaging or slogan) in the firm’s communications to consumers
· Perceived value
· Perceived value: the relationship between a product or service’s benefits and its costs
· Good marketing raises customers’ quality perceptions relative to price; thus, it increases perceived value
· Brand association
· Brand associations: the mental link that consumers make between a brand and its key product attributes; can involve a logo, slogan or famous personality
· Brand personality: refers to a set of human characteristics associated with a brand, which has symbolic or self-expressive meanings for consumers
· Brand personality elements include male, female, young, old, fun-loving, and conservative, as well as qualities such as fresh, smooth, round, clean, or floral
· Brand loyalty
· Brand loyalty: occurs when a consumer buys the same brand’s products or service repeatedly over time rather than buying from multiple suppliers within the same category
Branding strategies
· Brand ownership
· Manufacturer brands (national brands) brands owned and managed by the manufacturer
· Private-label brands (store brands): brands developed and marketed by a retailer and available only from that retailer, also called store brands
· Generic:  product sold without a brand name, typically in commodities markets
· Naming brands and product lines
· Corporate or family brand
· Corporate brand (family brand): the use of a firm’s own corporate name to brand all of its product lines and products
· Corporate and product line brands
· Corporate  and product line brands: the use of a combination of family brand name to distinguish a firm’s products
· Individual brands
· Individual brands: the use of individual brand names for each of a firm’s products
· Choosing a name
· When it comes to naming new products, companies should consider the following desirable qualities:
· The brand name should be descriptive, suggestive of benefits and qualitites associated with the product
· The brand name should be easy to pronounce, recognize, and remember
· The company should be able to register the brand name as a trademark and legally protect it
· For companies looking to global market, the brand name should be easy to translate into other languages
· Brand extension
· Brand extension: the use of the same brand name for new product being introduced to the same or new materials
·  Advantages:
·  the brand name already exists
· If the brand is known for its high quality, that perception will carry over to the new products
· The marketing costs for a new product by an established brand are lower because consumers already know and understand the brand
· When brand extensions are used for complimentary products, a synergy exists between the two products that can increase overall sales
· Successful brand extensions can result in cross category trial and boost sales because adopters of the new extended brand may try other products
· Brand dilution: occurs when a brand extension adversely affects consumer perceptions about the attributes the core brand is believed to hold
· Cobranding
· Cobranding: the practice of marketing two or more brands together, on the same package or promotion
· Brand licensing
· Brand licensing: a contractual arrangement between firms, whereby one firm allows another to use its brand name, logos, symbols, or characters in exchange for a negotiated fee
· Licensing is an effective form of attracting visibility for the brand and thereby building brand equity while also generating additional revenue
· For the licensor, the major risk is the dilution of its brands equity through overexposure of the brand, especially if the brand name and character are used inappropriately
· Licensors also run the risk of improperly valuing their brand for licensing purposes or entering into the wrong type of licensing arrangement
Packaging
· Package is an important brand element with more tangible or physical benefits than the other brand elements because packages come in different types and offer a variety of benefits to consumers, manufacturers, and retailers. Consumers typically seek convenience in term of storage, use, and consumption
· Packaging acts as a point of differentiation and makes consumers feel proud to own the brand
Product labeling
· Labels are also an important element of branding and can be used for promotion
· Many labeling requirements stem from various lawn, including the competition act, the consumer packaging and labeling act and many more 
· Labels have become increasingly important to consumers because they supply important safety, nutritional and product usage information
