ECOM 344 Midterm 1 Review

Chapter 1: Marketing Customer Value, Satisfaction, Relationships, and Experiences

Marketing: activity for creating, communicating, delivering, and exchanging offerings that bensfit the
organization, its stakeholders, and society at large
0 There are 4 main criteria for marketing:
= 2+ parfies, desired ability to satisfy those needs, means to communicate, something to be
exchanged (g/s]
Market: the people with desires that can be met (by a g/s or experience)
Social marketing: influsnce the behaviour of individuals in which benefits scorue to thoss individuals or to
society in general and not to the marketer
There can be different levels of members in the markst
0 Uldmate consumer vs. organizational buyers
There are many factors that affect marketing and its considerations:
0  Suppliers have partnerships with, consumers have relationships with, and shareholders hawve ownership
of the company
0 There are also 5 main environmeantal forces that impact marketing:
= Social
=  Economic
=  Technological
=  Competitive
= Regulstory

Discover And Satisfy Market's Needs
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Discover Consumer's needs
Aszess prospectve consumers, and let them know their options - they may not be aware of what they
wantAwhat would bensfit them
Discern between consumer needs and wants
Meed: physiclogical requirements Want: cpinionsdesire based on experisnce/knowledze
Satisfy Consumer Meeds
Focus on target market to satisfy needs =ffectively, and use the 4 P's to control marketing mix
o Product, Price, Fromotion, Place
The envirenmental forces are out of the control of the marketer:
o {Competitive, economical, social, technological, and regulatory =+ these effects are ever-changing
0 High-Technology or Mew-to-World Products cannot identify the consumer needs because consumers do
not know thess techs/products are even 2 potental
marketing program —a plan that integrates the marketing mix to provide a good, sarvice, or ides to prospective
buryers

Chapter 2: Developing Successful Marketing strategies
Organizational Structurs

Organization: legal entity of people who share 3 common mission/vision to deliver on promises in responss to
consurmer needs wants
0 Business firm: privately cwned organization that serves its customers in order to esrn a profit



*  Industry: groups of firms that offer similar g5
0 The foundation of a strategic company | understanding its industry
*  Sirategy: organization's long-term course of action to deliver a unigue customer experience while achieving its
goals =* develop strategies to accomplish goals
*  There are normally multiple levels within an organization to specif who works to achieve certain goals:
o BOD
o Corporate level - top management directs overall strategy for the entire organizstion
0 Strategic Business Units: subsidiary, division, or unit of an organization that markets a set of related
afferings to a dearly defined group of customers (can have internal levels)
o Functional level: Groups of specialists oreste value for the orgznization

Strategy in Visionary Organizations
*  For visionary organizations they must specify:
*  Organizational foundation [wihy they exist)
o Core values: principles that guids its conduct over ime(den’t change with financisl or economic
conditions)
o Mission: ststernant of the organization's function in society, often identifying its customers, markets,
products, and technologies
o Organizational Culture: set of values, ideas, attitudes, and norms of behaviour that is learned and shared
among the members of an organization
*  Organizational direction (what will they do)
o Business: industry or market sector of 2n organization's offering; may change over time
o Business model: strategiss an orgznization develops to provide value to the customers it serves,
narmally influenced by tech
o Goals: statements of a task to be achieved, often by = specific ime, and need fo be 5.M_A AT, Specific,
Measurable, Attainable, Relevant, Time-Based
*  Organization strategy (now will thay do it
o Variation by level - creating increasingly specific, detailed strategies and plans through levels of workers
o Variation by offering - marketing and strategy change by the company’s products (experience vs. service
vs. tangible vs. idea)

Setting Strategic Direction
*  Must taks zdvantags of competencies (specizl capabilities that distinguizh an org from others), competitive
advantage (what mzakss an orgenization unigus), =nd quality
+ Benchmarking: discovering how others do something better than your own firm so that you can imitate or
leapfrog the competition
*  To have a strong strategy, companies must consider their customers (what they want now and in future) and

their competitors

Growth Strategies
Business Portfolio Analysis
* guanfified performance measures and growth targets to analyze a firm's business units as though they were a
collection of separate investments
+  Cash Cows: low-growth, high-share requiring less investment to maintzin



5tars: high-growth, high-share that require heavy imestment for rapid growth; will likely fall into cash cows
eventually

Dogs: low-growth, low-share that produce enough cash to maintsin but will not be flagships

Question mark: low-share, high- growth that reguire  high investment to maintzin and more investment to
grow (mormally move counter-clodowise)

As time passes, SBU's can change their position in the matrix

Market Product Analysis

firms view growth opportunities im terms of markets and products

market pen: increase szles of current product (3211 more or raise pricel

market development: sell existing products to 3 new market (new geographic market, or in naw s=gment)
product development: =l new products to edting market

diversification: developing new products and selling them in new markets (T rizk)

The Strategic Market Process
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Planning phase: How dao we allocate our resources to get where we want to go?
o Sitautional SWOT Analysis
0 Market-Product Focus and Goal Setting = use market segmentation

0 Marketing Program = preduct, price, premotion, place
Implementation phase: how do we convert our plen to actions?
0 Obtzin resources
o Design marketing organization (tezm.hisrarchy and deadlines)
0 Develop schedules
0 Executs marketing team with = ==t marketing strategy
Evaluation phase: How do our results compars with cur plans, znd do devistions reguire new plans?
0 Continually assess progress and determine if successful, if it meets goals, and correct deviations

Chapter 3: Scanning the Marketing Environment

Envirommental scanning: continually acguiring information on events ocourring outside the organization to
identify and interpret potential trends

Track the ahways-interacting enviromnmental trends, supplizs, organization, and customers through the 5
environmental forces (C-E-5-T-R), which have many components

Locial Forces
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Demographics: study of the characteristics of a human population (size, growth rate, gender, race, ethnicity,
marital status, imcome). Ex: Canadian Demographics = 135M people, aging population, growth from immigration
Generational cohort are the groups of people born in age bracksts to help identify populstion/demographic
trends

o Baby boomers: bom 1946-64, huge amount fo pepulation who will be retiring at the same time

o Gen X (baby bust): 1955-74, self-reliant, educsted, not prone to extravagance

o Gen ¥ [millennials, echo boom): 1977-94, wireless communicstion
Population shift now has 80% of people living in urban areas
Ethnic diversity has greatly increased via generaftional immigration. More than 173 immigrants will settle in
Toronto, Vancouver, or Montreal.

o Ethnic/multicultural marketing: combinations of the marksting mix that reflect the unique attitudes,

race or ancestry, communication preferences, and lifestyles of ethnic Canadians

Culture: incorporates the set of values, ideas. and attitudes that are learned and shared among the members of
5 group



0 Athtudes toward work, consumption, and lifestyle are evolving lie: women working), and there is also a
forous on the environment

Economic Forces
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MACROECOMOMIC CONMDITIOMNS: inflationany or recessicnary state of the economy, whether actuzl or perceived
by consumers or businesses

this influences the cost to preduce, sell, 2nd buy, 35 consumer spending is 2/3 of Canadizan economic actvity =
spending affected by perception of future

COMNSUMER INCOME

A consumer's ability to buy iz related to income, which consists of gross, disposable, and discretionany
components

Technological forces

Each new wave of technological innovation can replace existing products, services, and companias.
Tech is altering how consumers show and do business, which affects the marketing = now wide use of
Information and Communication technologies (ICTs)
Intranet: internal website for company Extranet: Internet-based technology that permits communication
between a3 company and its suppliers, distributors, and other partners
Tech has a major force on customers, how they shop, and how they purchase. They read a lot of reviews to scope
the product beforehand

0 Use of blogs. which contain user-generated content
Consumer-to-consumer (C2C) marketing: sites allow consumers to buy and sell among themsslves.
Customer-to-business (C2B): proactive customers initiate communication and interact with companiss online,
providing suggestons and feedback on their experiences

Competitive Forces

There are 4 types of competition:
Pure competition: every company has a similar product
Monopelistic: many s=llers compete with products on a substitutable basis (if coffes is $£5, switch to tea)
Qligopaly: a few companies contral the majority of the industry; non-price competition
Pure monopoly: only one firm sells that g (normally utilities)
Components of competition:
o Entry: must assess the likeliness and threst of new entrant or the barriers to entry
o Power of buyers: can they be the make ar break, or are you the only supplier who can fit their needs?
o Power of suppliers: if there are lots of choice you can shop around; if not then it could be expensive
o Existing competitors and substitutes: Competitive pressures among existing firms depend on the rate of
industry growth
Small businesses make up ¥ of Canada's GOP; they provide the most relative competition
Economic growth in Canada is largely tied to the activities of Small-Medium Enterprises, and entrepreneurs who
start new businesses provide new competition for existing large companies. (small =100, med: 101-500)

Regulstory Forces

Regulation: restrictions that provincial and federal laws place on business with respect to the conduct of its
activities to protect both consumers and producers
Thie key legislation designed to protect competition and consumers in Canada is the Competition Act

0 Encourage competition to promote efficiency and adaptability in the Canadian economy to expand

opportunities and participation

Self-regulation: an industry sttempts to police itself (Ex: Canadian Broadcasting Asm has code of ethics)
Consumerism is 3 movement to increase the influence, power, and rights of consumers in dealing with
institutions. The 4 initial and main rights are:

0 Right to safety, to be informed, to choose, to be heard (CHIS)



Chapter 5 - Comsumer Behaviour
Consumer Purchase Decision Process

Purchase decision process
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Problem Recognition
Parceive the difference between a person’ ideals and actual situstion to trigger a decision
Marketing can activate 3 consumer's decision process by showing the shortcomings of competing products
Information search
Used to yield names, suggest criteria to judge g/5 on, and develop consumer value peroeption
Internal search: scan memaory vs External search (personal sources, public, market-dominated (ie: Almanac))
0 noexperience = risk of making a wrong purchase decision T ; the cost of gathering information L
Alternative evaluation
awareness set” brands you become aware of during search  evaluative criteria: criteriz to consider for each g/s
consideration [evoked) set: the g/ that mest the evsluative criteris = consider acceptable
Purchase Decision
Must consider Who to buy from and where to buy from
The choice of which seller to buy from will depend on such considerations as the terms of sale, past experience
buying from the seller, and the return policy
Deciding when to buy @n be based on sales/promations, the economy, store atmosphere, pleasantness,
salesperson persuasiveness, time pressure, and financial circumistance
Post-purchase behaviour:
After buying a product, the consumer compares it with his or her expectstions and is either satisfied or
diszafisfied
0 Dissatisfied =* decide if product is deficient or if expectations were too high
Eansitivity to customer satisfaction can affect future sales, consumer communication, and repeat-purchase
Cognitive dissonance: post-purchase psychological tension or ansiety

LEVELS OF PROBLEM SOLVIMG

It is important to note that some people skip or minimize a step depending on invelvermsant (personal, social, and
economic significance of the purchase to the consumer)
0 High level imvohrement will include one of the 3: expensive, can have serious personal consequences, or
could reflect on social image
There are 3 main levels of problem solving:
o Extended problem solving: 2ach stags has considersble time and many options
o Limited problem solving: consumers typically s2ek some infarmation or rely on a friznd to help them
evaluate alternatives; multiple options but not too in depth
o Routine problem solving: usuzlly habit purchases with no change desired
Imvalvemnent and marketing strategy: there are different emphases based on the level of problem solving
imeoheed:
0 Low-invoheement = quality focus and constant stock
0 High imvalvement = lots of product informaticn, testimonials, etc. (comparative advertising)

Situstional Influences

Thiere are 5 states that have an impact on purchase decision processes:
0 Purchase task - reason for engaging in decision in the first place
0 Social surroundings - the people and atmosphers
0 Physical surroundings - decor, music, and crowding in retsil stores



0 Temporal effects - ime of day or the amount of ime available,
0 Antscadent ststes - include the consumer's mood or the amount of cash on hand

Paychological Influences on Consumer Behawiour

MOTIVATION AND PERSOMALITY

+  Motivation: energizing force that causes behaviour that satisfies a need
*  Permonal needs are integral in the following hierarchy:
+  Physiological needs: basic needs of survival [food, shelter)
+ Safety needs: self-preservation and physical well-being
+ Social needs: concernad with love and frizndship
Personal needs: ne=d for schizvemant, status, prestigs, and self-rezpect
+  Self-actualization: persanal fulfiliment
* Personality: person's consistent behaviours or responses to recurring situations. Kay traits are normally thought
to dictate personality (assertiveness, compliance, aggression, etc.).
+ self-comcept: the way people see themselves and the way they believe others see them
*  marketers understand that people have an actual szlf-concept vs an ideal self-concept
PERCEFTION
+ perception: process by which an individuzl selects, orgsnizes, and interprets information to create a meaningful
picture of the world
+  sglective perception: the human brain attempts to organize and interpret information through = filtering
process. The 4 steps ara:
o selective exposure: consumers are only exposes to seme content, not all
o selective attention: pay attention only to messages that are oonsistent with their attitudes and beliefs.
o Selective Comprehension: interpreting information so that it is consistent with attitudes and belisfs
o Selective Retention: consumers dio niot remember zll the information they s=e, read, or hear, even
minutes after exposure to it. This affects the internal and external information s=arch stags of the
purchase decision process.
+ Subliminal perception mezns that you se= or hear messages without being swars of tham
+  Perceived risk: the anxieties felt because the consumer cannot anticipate the outcomes of a purchase

LEARMIMG

Behavioural learning: developing automatic responses to a situation built up through repeated exposure to it
Thiere are 4 pillars to behavioural learning:
o Drive, Cue, Response, Reinforcement: the reward
0 Being hungry (drive), 3 consumer se=s 3 cue (3 billboard), takes acion (buys 2 hamburger), and receives
3 renward [it tastes great!).
0 Marketers use 2 concepts from behavioural l2arning:
=  Stimulus generalization occurs when = response elicited by one stimulus (cue) is generalized to
another stimulus (using 1 product to suggest another)
»  Stimulus discrimination refers to 2 person's ability to perceive differences in stimuli.
Cognitive learning: mzking connsctions betwesn two or more ideas, or simply observing the outcomas of
others’ behaviours and adjusting your own 2ccordingly without direct experience
Brand loyalty: favourable sttitude toward and consistent purchase of a single brand over time (L risk]

WALLIES, BELIEFS, AMD ATTITUDES

Values: personally or socially preferable modes of conduct or states of existence that will not change
Beliefs: 5 consumer's subjective perception of how well 3 product or brand performs on different attributes
[bazad on personal experience and market parceptions)
Attitudes: learned predisposition to respond to an object or class of objects in a consistent way
Attitude change influenced by marketers can be done in 3 ways:

0 Changing beliafs about the extent to which a brand has certain attributes



0 (Changing the perceived importance of attributes
0 Adding new attributes to the product

LIFESTYLE

Lifestyle: mode of living that iz identified by how people spend their ime and resources, what they considar
important in their environment, and what they think of themsalves and the world around them

Psychographs (znalysiz of human lifestyle): practice of combining psycholegy and demographics, is often used to
uncover consumer motivations for buying and wsing products and services

Socio-Cultural Influences on Consumer Behaviour

PERSOMAL INFLUEMCES

Opinion leaders: people wha evert direct or indirect sodial influence over others who are knowledgesble
Word of mouth: influencing of people during conversations.
0 Buzz marketing: stimulzsts positive consumer word of mouth about their products or services
Viral marketing: use of messages “infectious™ enough that consumers wish to pass them along to others through
anline communicstions
Reference Groups: people to whom an individual looks 25 = basis for self-appraisal or 25 3 source of personal
standards; this is strongly related to luxury goods and social image. There are 3 main reference groups:
o Membership group (social club, fratemity, etc)
0 Aspiration group (wish to be a part of or identified with - professional sodety)
o Dissociative group (d/not want to be 3 part of)
Family influences on consumer behaviour result from thres sources:
o Consumer socialization: process by which people acquire the skills, knowledge, and sttitudes necessary
to function as consumers
o Family life cycle concept: the distinct phases that a family progresses through, from formation to
retirement, each phase bringing with it identifiable purchasing behaviours
o Family decision making:
= Joint-decision making: most decizions =re made by both husband and wife
»  Spouse-dominated: only one will make mast of the major decisions
= There are also 5 roles within family decision making: (1) information gatherer, (2] influencer, (3)
decision maker, (4] purchaser, and (5) user
Social dass: the relatively permanent, homogeneous divisions in 2 society into which people sharing similar
values, interests, and behaviour can be grouped (normally based on occupation, inoome source, and education)
Culture and subculture: culture incorporates the set of values, ideas, and attitudes that are learned and shared
among members of 3 group
o Subculture: Subgroups within the larger, or national, culture with unigue values, idess, and stttudes
0 Canada is traditionally a cultural mosaic (mot a melting pot)] and the subcultures are a potpowrr of
diverse groups

Chapter & - Marketing Research: From Information to Action

Marketing rezesrch
+  Marketing research: process of defining 2 marksting problem/opportunity, systematically collecting and
analyzing information, and recommending actions to improve an organization's marketing activities
+ Exploratory research: preliminary research conductad to clarify scope an nature of marketing problem
+  Descriptive Research: describe the basic characteristics of 3 given population or to profile particular marketing
situations. Mormally sesk condusive data to answer questions
+ Causal Research: identify cause and effect relstionships among variables. Mormally there is already a relstionship
expectation
The Marketing Rezearch Progesz

Should be systematic and anzhytical; the sxperiments must be reliable (replicable) and valid (true&proved)



o0 the typical steps include: *dafining preblem, *formal reseanch design, *data collection, ‘conclusions and
report

Problem Definition

for marketing research, must determine the scope and nature of the marketing problem

Explorstory Research

1

done during the early stages of research with different lengths and intensities. 4 main types:
secondary data: previoushy collected and assembled data for a different project (can still relste to research) =
T° research = specific to project
internal secondary data = financial reports, research, customer letter, etc. external sources can be varied, and
may have to be purchased (StatsCan, databaszes, st

o single source data: integrated information from multiple sources (Ex: loyalty cards info collection)

Focus Groups: informal interviews of §-10 people relevant to the research are brought together for modulated
discussion of topics surrounding the market research

Depth Interviews: detsiled individusl interviews of people relevant to the research project.
Other tools: other various tools to help find what is the next big thing, find future trends, etc.

Formal Research Design

Must determine the basic framework for finding solutions to a problem. Must plan out method and provide to
collect and analyze the required information
The plan includes the objectives of the research, the sounces of information to be used, the research methods
[e.g.. survey, experiment}, the sampling plan, and the schedule and cost of the res=arch
Basic methods the reseancher can use for causal and descriptive research include:
Survey: generates information based on preset questions. They @n be conducted face-to-face, by mail, by
telephone, or online as you increase price, you normally increase the efficiency.
Factors to consider when using a sunvey:
0 Cost, complex gquestion, interviewer bias, respondeant anonymity, responss rate, and collection speed
Survey panel: sample of consumners, stores, or experts, from which researchers can take 2 series of
measuremsents - this is helpful for determining ongoing information
Issues in guestioning
0  Leading guastion - lead consumer to make a certain statement/opinion
Ambiguous question - common words that have variable meanings [ie: “regularly”™)
Unanswerable gquestion - asks for too much detail with little relevance
Dwouble question
Monexhaustive question - does not include all appliable options (or an “other” option)

0 Mon-mutually exclusive answers - there is overlap lie: age <=20, 20-40, 20-50...)
It is also important to survey the distributors in a field, as companies are likely dependant on them
The magic of the internet has made it easier to ask questions and obtsin information
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2. Experiment: mznipulation of an independent varizble (cause) and the messurement of its effect on the
dependent variable [effect] under controlled conditions.

*  Marketing experiments offer the potential for establishing cause-and-effect relationships (causal
research). Mormally the independent variables are one of the marketing mix variables (product, price,
promotion, placement).

+ Field experiment: research is conducted in the real world, such as in a store, in 2 bank, or on the strest,
wherever the behaviour being studied cocurs naturally.

+  Lab experiment: highty controlled environment

*  The Intemet, including social media, has also opened up opportunities to do creaftive online market
testing of products, packaging, adwvertising, and 50 on.

3. Observation: watching (mechanically or in person) how individuals behave



+ Ethnographic research: anthropologists and other trained observers seek to discover subtle emotional
reactions as consumers encounter products intheir “natural use environments,” such as in homes, cars,
or hotels.

*  Personal observation is both useful and flexible, but it can be costly and unreliable, especially when
different observers report different conclusions inwatching the same activities.

Sampling
*  Although sampling is an inherent component of the research design stage, it is a distinctive aspect of the
resesrch process
+  Sample: subset of a larger population; although generally an "equal” representation of a population, there can
b= error based on size, individuals, and selecting the sample units
*  There are 2 basic sampling technigues:
o Probability sampling: precise rules to salect the sample such that each element of the population has 2
spacific known chance of being selectad
o Monprobability Sampling: use of arbitrary judgment by the marketing researcher to select the sample so
that the chance of selecting a particular element of the population is either unknown or zero

Data Collecion and Analbysis
+ Fieldwork: us= of arbitrary judgment by the marksting researcher to select the sample =o that the chance of
selecting a particular element of the population is either unknown or zero
*  This can be 3 major source of error, 5o focus is key. Look for patterns and consistencies

Conclusion and Report
*  This part interprets the data to make meaningful condusions to communicate research findings and suggestions.

Using 3 marketing information system to trigger marketing actions
*  managers need reliable action plans to exdract and act on data they find useful amid 3 sea of data
*  must consider the brand drivers to help induce people to buy:
0 product, price, promotion, placemeant, competition, consumers, and distribution

+ marketing information system: people. computers, and communication systems to satisfy an organizstion's
n=eds for data storage, procassing, access, and marketing decision-making

*  the cors of the marketing information system is the data warehouse.

*  models select and link the pertinent data, often presenting them in tablas and graphics for easy interpretation.
Marketers @n also use sensitivity analysis to query the database with “what if” questions to determine how a
hypothetical change in a driver, such as advertising, can affect sales

Market Segments
*  |tizs important to segment the overall market and appeal to those that are your sbrength in order to turm a profit
- cannot safisfy everyone
+  Market Segments: homaogsnous groups who have common needs snd will react similarly to marketing action
+  Product differentiation: firms using different marketing mix activities, such as product festures and sdvertising,
to help consumers perceive the product s being different from and better than competing products
*  The 3 main steps to help group people into segments based on need are:
o Identify market needs (product, festures, gualityl
o Link needs to action - take steps to sagment and target markets
o Execute marketing program action (4 P'z)

*  Cznuse market-product grids to segment percentzges of product to different target groups
*  Obwviously if it costs more to segment a market than the ROl is, then don't do it There are nermally 3 main

situations where it iz worthwhile to segment 3 market:
o One product and multiple market segments: can use marketing to z=ll the same product ta 2 different
segments (ie: books - HP is sold to younger children and to adults)



o Multiple products, multiple segments: similar but distinct products that suit different markets better (ie:
Ford - 5UV's to families, smaller cars to younger people, stc ).
= This method may be beneficial if you meet the needs of customers, but it can also @use a2
decreasze in quality/increase in price if the sagments aren’t on point
o0 Segments of One - Mass Customization: catering to the unique nesds and wants of individual
customers
0 Itis important to to consider the trade-off of segmentation. One needs to balance the needs of
customers (customization) and achieving organizational synergy
o Organizational synergy: increased customer value achieved through performing crganizational functions
such as marketing or manufacturing more efficienthy
o Cannibalization: when a new product/chain (added to increase synergy and customer value) ends up
competing with andsor overriding existing products you offer
= Many companies now have a higher and lower end line: Old Navy v=. Bamana Republic, Lincoln
ws. Ford

How to segment and target Markets (link needs to actbon)

1

Group Potential Buyers into Segments
Must first consider if it is worthwhile to segment buyings into markets, or to keep a general approach
Some main criteria to consider if segmentation is worthwerhile:
0 Potential for inoreased profit
0 Similarity of needs of consumsars in segmant
0 Difference of needs of different segments - can combine if needs Are similar
0 Potential of marketing action to resch segment
0 Simplicity and cost of assigning potential buyers to segments
There are normally a set of dimensions on how to segment the market, each with many variable to consider
wikhin:
0 Geographic, demographic, psychographic (lifestyle), and behavioural
=  Benefit sought, usage rate, user status, loyalty status
= Usage rate: quantity consumed or patronage per period of fime; consider the 20520 rule (BO% of
business from 20% of customers)
Marketers @n consider multiple dimensions to sagment a smaller (but potentially more profitable) segment =*
higher-income men, not married, in "outback areas" of Southern USA would be 3 segment for Jeep Wrangler's

Group Product to be Sold in Categories

It is important for brands with multiple products to hawve meaningful groupings so consumers can relate the
products

Dioes not necessarily need to be a group of products - can be the experience, the satisfaction gained, etc.

Develop a market-product grid and estimate the size of the markets
Must lay out systematically the markets, products, and size of the market in 2ach cell

Select target market
Companies must ensure they pick the right target market segments: too narrow and they won't make sales; too
broad and they will spread their marketing efforts too thin
Commion criteria to use includes:
0 Market size, expected growth, competitive position, cost of resching segment, and compatibility with
objectives and resources
Chose the segment: ultimately, = marketing exec must choose the segments to targst

Take marketing action to reach target markets
Using the market-product grid, a marketing plan shiould be trigged into development and action



Depending on how your advertising actions work, you can repeat, modify, or drop them and design new
campaigns for other segments you feel are worth the effort

Positioning the product

Product position: the place an offering occupies in consumers” minds on important attributes relstive to
competitive products
Product repositioning: changing the place an offering occupies in consumer's mind relstive to compatition
There are two ways that products can be positicned:
0 Head-to-head: competing directly with competitors on similar product sttributes in the same markst
o Differentiation: secking s less competitive, smaller market niche in which to locate 2 brand, usually
stressing the unique aspects of the product
Most manager will producs = positioning statement about the product to identify where they balieve thair
offering lies in the market
Managers can use s perceptual map to identify the brand/product perception by consumers
0 Main points of consideration are to:
»  |dentify important sttributes of the product or brand class
*  Find consumer perception of competing products/brands
=  Discover consumer perception of 0Wn products
»  Reposition if necessary

Eales Forecasting Technigues

Market Industry Potential: maximum total sales of a product by all firms to a segment during a specified time
period under specified environmental conditions and marketing efforts of the firms

Sales forecast: totzl sales of a product that s firm expects to sell during a specified time period under specifisd
environmental conditions and its own marketing efforts

There are 3 main tools for forecasting:
Judgements of the decision maker:
A lot of forecasts are the judgement of the decision maker acting om results of the forecast
0 Direct forecast: estimating the value to be forecast withowut any intervening steps
0 Lost-horse forecast: making = forecast using the last known value and medifying it according to positive
aor nagative factors expected in the future (ie: mak=s conziderations in steps]
Survey of Knowledgeable Groups
Two common groups to ask are prospective buyers and firm's salesforce
o survey of buyers' intentions forecast: zsking prospactive customers if they are likehy to buy 2 product
during some future time period.
o salesforce survey forecast: asking a firm's salespeople to estimste sales during a coming period
Statistical Methods
Trend Extrapolation: extending a psttern observed in past data into the future (can be linear)



