Chapter 2

Marketing Plan

1. Define objective				(1, 2 Planning Phase)
2. Situation analysis
3. Identify opportunity				(3, 4 Implementation Phase)
a. Segmentation
b. Targeting
c. Positioning
4. Implement market mix
a. Product (creating value)
b. Price (transacting value)
c. Place (delivering value)
d. Promotion (communicating value)
5. Evaluate performance			(5 Control Phase)

Market Growth Strategies
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Market Penetration – A growth strategy that employs the existing marketing mix and focuses the firm’s effort on existing customers.
E.g. increased advertisement, issuance of coupons.

Product Development – a growth strategy that offers a new product or service to a firm’s current target market.
	E.g. introduction of a new product and try to get existing customers to buy it.

Market Development - a growth strategy that employs the existing market offering to reach new market segments, whether domestic or international or segments not currently served by the firm. 
E.g. servicing a new segment of the market that may have otherwise not been served.

Diversification – a growth strategy whereby a firm introduces a new product or service to a market segment that it does not currently serve.
	E.g. Apple introducing the iPad to compete in the tablet market.

Evaluating Performance

Performance Objective Metrics – To compare a firm’s performance over time or to competing firms, using common financial metrics such as sales and profits.

Financial Performance Metrics – Some commonly used metrics to assess performance include revenues, or sales, and profits.

Social Responsibility Performance Metrics – Firms’ impact on the environment, their ability to diversify their workforce, and their energy conservation initiatives. 

Building a Competitive Advantage – Customer Value

Customer Excellence – achieved when a firm develops value-based strategies for retaining loyal customers and provides outstanding customer service.

Operational Excellence – accomplished through a firm’s efficient operations, excellent supply chain management, strong relationships with suppliers, and excellent human resource management (which yields productive employees).

Product Excellence – occurs by having product with high-perceived value and effective branding and positioning.

Locational Excellence – involves a focus on a good physical location and Internet presence.
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Chapter 3

Macroenvironment Factors (CDSTEP) are factors that are out of the control of any company. You must understand and react to it, but it’s beyond the authority of any company to stop or change it.
	E.g. Culture, Demographics, Social, Technological, Economic, Political.

Microenvironment Factors:
The 3 C’s.
	E.g. Company, Competition, Corporate partners.

A group of people of the same generation, generational cohorts, have similar purchase behaviors because they have shared experiences and are in the same stage of life.
1. Tweens
· Ages 9 – 12
· Immense buying power, $2.9B annually in Canada.
2. Generation Y
· Ages 13 – 32.
· 7M Canadians, or ~21% of the population.
· Marketing to this group is challenging.
3. Generation X
· Ages 36 – 47.
· 5M Canadians or ~15% of population.
· Considerable spending power.
4. Baby Boomers
· Ages 48 – 66.
· 30% of all Canadians.
· Great spending power.
5. Seniors
· Over 65.
· Projected to be 21.2% of overall population in 2026.
· Tend to require special attention.
· Change of attitude, now possess great spending power.

Income
Upper class
· Family income in excess of $70000.
· Not influenced by economic condition, and tend to buy luxury items.
Middle class
· Family income between $30000 to $70000.
· Majority tending toward the higher end of this scale, often value conscious.
Working class
· Family income between $20000 to $30000.
· Barely sufficient income to cover their most basic needs.
Under class
· Family income under $20000.
· Often rely on assistance cover their basic needs.

Cellphone (1984)  $115.5M sales
LCD Televisions (1988)  $924M sales
MP3 players (1991)  $719M sales
Internet Access (1993)  $582M sales
Digital Camera (1998)  $828M sales
iPhone (2007)  $360M sales
iPad (2010)  $9.8M sales
[bookmark: _GoBack]
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Marketing Research Process

1. Define research objective
2. Design the research project.
· Primary data (methods include focus groups, in-depth interview & surveys)
· Secondary data (collected prior to the start of the focal project)
3. Collect data.
· Exploratory (in-depth interview, focus groups, projective techniques, observation and social media)
· Conclusive (surveys, experimental, scanner, panel)
4. Analyze data.
5. Present action data.

Conclusive Research Methods

Survey research is widely used to study consumers’ attitudes, preferences, behaviors, and knowledge about products and brands. Four components:
· Reliability is the extent to which you will get the same result if the study is repeated under identical solutions.
· Validity is the extent to which the study actually measures what it is supposed to measure.
· Unstructured questions are open-ended and allow respondents to answer in their own words.
· Structured questions are close-ended questions for which a discrete set of response alternatives, or specific answers, is provided for respondents to evaluate.
Experimental research is a type of quantitative research that systematically manipulates on or more variables to determine which variables have a causal effect on another variable.
Scanner research is a type of quantitative research that uses data obtained from scanner readings of UPC codes at checkout counters.
Panel research is a type of quantitative research that involves collecting information from a group of consumers (the panel) over time.

Exploratory Research Methods

Observation entails examining purchase and consumption behaviors through personal means or the use of technology, such as video camera or other tracking devices.
In-depth interview is an exploratory research technique in which trained researchers ask questions, listen to and record the answers, and then pose additional questions to clarify or expand on a particular issue.
Focus groups are small groups of persons (8 – 12) comes together for an in-depth discussion about a particular topic.
Projective technique is a type of qualitative research in which subjects are provided a scenario and asked to express their thoughts and feelings about it.
Social media sites are a booming source of data for marketers. They believe that social media can provide valuable information that could aid them in their marketing research and strategy endeavors.

EXPLORATORY							CONCLUSIVE

Projective techniques					Experiments
Observation			DATA	 	Surveys
In-depth interviews		COLLECTION	Scanner
Focus groups			RESEARCH			Panel
Social media
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Internal search – you start with your memory, often times it will direct you to an external search.
External search – research usually done on the internet, books and other external resources.

Wendy’s will move to a new location
You’re the boss of a cycling company, targeting professional cyclist. You want to introduce new product.
What do you do to ensure your success?
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