CHAPTER ONE

Marketing: 
	A set of business practices designed to plan for and present an organizations products and services that build customer relationships.

· Six core aspects of marketing:
1. satisfying customers’ needs and wants
· needs
· wants
2. exchange
3. marketing mix (4P’s)
4. performed by both individuals and organizations
· B2B
· B2C
· C2C
5. multiple settings
· profit/non-profit
· entire industries
6. helps create value

· Four Orientations of marketing:
1. product orientation
· focus on developing and distributing products with little concern for customers wants and needs
2. selling orientation
· marketing is viewed as a selling function= sell as much as possible rather than focus on customers wants and needs
3. marketing orientation
· focus is on customers wants and needs
· customers make purchases based on quality, convenience and price
· goal is to develop a target market!
· Create a sustainable competitive advantage
4. Value-based orientation
· Triple bottom line
· People = wants and needs
· Profits = long-term profits with customers and suppliers
· Planet = social responsibility 





CHAPTER TWO

Marketing Strategy:
	Identifies a firms’ target market related to the marketing mix (4P’s) which the firm builds a sustainable competitive advantage

· Marketing Plan:
· Planning Phase
· STEP 1: Define mission and objectives
· Mission statement: a broad description of a firm’s objectives and scope of activities it plans to undertake
· STEP 2: Evaluate situation (SWOT)
· Assess internal environments- STRENGTHS & WEAKNESSES
· Assess external environments- OPPORTUNITES & THREATS
· Implementation Phase
· STEP 3: Identify and evaluate opportunities (STP)
· Segmentation: dividing the market into distinct groups 
· Targeting: evaluating segments and deciding which to pursue
· Positioning: refers to place in customers mind and distinguishing from competitors
· STEP 4: Implement marking mix (4P’s)
· Place: accessible for customer to obtain (direct VS indirect)
· Price: based on the value the customer perceives
· Product: success is the creation of value
· Promotion: making customers aware of products and services
· Control Phase
· STEP 5: Evaluate performance using marketing metrics
· Determine what worked and what didn’t
· Determine how performance can be improved in the future 

· Growth Strategies:
· Market Penetration
· Focuses on existing customers (loyalty programs, coupons, discounts)
· Market Development
· Existing marketing offering to reach new segments (domestic/international)
· Product Development
· Offers new product/service to current target market
· Diversification
· Introduces new product/service to new market segment

*** Sustainable Competitive Advantage:
Long-term competitive advantage not easily copied, very secure and not easy to surpass
CHAPTER THREE

· Marketing Framework:
· Companies analyze their marketing environment by using a framework
· The consumer is the heart of the analysis
· The consumer is influenced by the micro and macro environments

· MICRO Environmental Factors
· Things you can influence within a company
· Affects consumers directly
· The company capabilities
· Core competency: existing knowledge applied to new markets and products
· The competition
· Identify and analyze direct/indirect competitors and know their strengths and weaknesses
· Competitive intelligence (CI): collect and synthesize information about their position with respect to their rivals
· Corporate partners
· Firms are allied, very few operate in isolation
· Allied with competitors, supplies, manufacturers

· MACRO Environmental Factors
· Affects consumers indirectly but companies directly
· Aspects on external environment- CDSTEP
C: Culture
· Shared meanings, beliefs, morals, values and customs of a group 
D: Demographics
· Characteristics of populations and segments like age, gender, income, race, ethnicity and education
S: Social Trends
· Influence how people live (privacy concerns/ time-poor society)
· Green Marketing: strategic effort to supply environmentally friendly merchandise 
T: Technological Advances
· Rapid changes to the way we live
· New forms of communication/ new retail channels
E: Economic Situation
· Affects consumers buying habits
· Inflation, recession
· Foreign currency exchange, interest rates
P: Political/Legal Environment
· Government actions that affect operations of a company/business
CHAPTER FOUR

· The Consumer Decision Process
· STEP 1: Need Recognition
· Realization for an unsatisfied want or need (functional/psychological)
· STEP 2: Information Search
· Begin search to satisfy want or need
· The more important the purchase, the more time spent researching
· Internal search (buyers own memory)
· External search (family, friends, internet, social media, TV)
· Factors affecting search
· Perceived benefits/ actual or perceived risks
· Internal/external locus of control
· STEP 3: Alternative Evaluation
· Asses options available to determine best possible option
· Evaluative criteria: important attributes about a product (features, price)
· Determinant attributes: features that are important and differ
· Decision heuristics: mental shortcuts to narrow decisions
· STEP 4: Purchase Decision
· Obtaining and using the product
· Ritual consumption: behavioural pattern affects what & how we consume
· STEP 5: Post purchase Evaluation
· Determine whether consumer is satisfying or dissatisfied 
· Customer satisfaction/ customer loyalty
· Post purchase dissonance (buyers’ remorse)
· Undesirable consumer behaviour (negative word-of-mouth) 

· Factors Influencing Consumer Buying Decisions
· Psychological Factors
· Motives: want or need strong enough to cause satisfaction 
(Maslow’s Hierarchy of Needs)
· Attitudes: feeling and behaviour toward an object or idea
· Cognitive, behavioural, affective
· Perception: process of selecting, organizing and interpreting information
· Learning: a change in a persons’ though process
· Lifestyle: how consumers spend their time and money
· Social Factors
· Family, reference groups, culture
· Situational Factors
· Purchase situations- predisposed to purchase due to psychological trait or social factor
· Shopping situations- store atmosphere, salesperson, promotion
· Temporal state- our state of mind can alter our purchase decision
CHAPTER SIX

· Segmenting – Targeting – Positioning Process
· Segmentation
· STEP 1: Establish strategy or objective
· Consistent with mission statement
· STEP 2: Segmentation bases
· Develop description of segments and their characteristics 
· Geographic segmentation
· Demographic segmentation
· Psychographic segmentation 
· Behavioural segmentation (Occasion, Benefit, Loyalty)
· Targeting
· STEP 3: Evaluate Segment Attractiveness
· Identifiable: knowing the types of people in the market
· Reachable: through communication and distribution
· Responsive: to the needs and be embraced by the segment
· Substantial and Profitable: substantial enough to be worth pursuing and profitable in both present and future
· STEP 4: Select Target Market
· Mass or Undifferentiated: everyone is considered a potential user
· Differentiated: targets several segments with different offering in each
· Concentrated: focus is on a single primary market
· Micromarketing/one-to-one: tailoring a product to an individual
· Positioning
· STEP 5: Identify and Develop Positioning Strategy
· Positioning: mental picture consumers have about a company relative to competitors
· Positioning statement: expresses how a company wants to be perceived by consumers
· FIVE positioning methods:
· Value Strategy
· Product Attributes Strategy
· Benefit and Symbolism Strategy
· Competition Strategy
· Market Leadership Strategy
· Positioning using Perceptual Mapping
· Perceptual map: displays the position of brands in consumers’ minds
· Ideal point: where a market segments ideal product would lie on the map
1. Determine consumer perceptions of a product/service in relations to competitors
2. Identify the markets ideal points and size
3. Identify competitors positions
4. Identify consumer preferences
5. Select the position
6. Monitor the position strategy

· Brand repositioning: strategy to change brands focus to target new markets





































CHAPTER SEVEN

Market research:
	Action or activity of gathering information about consumers’ needs and preferences

· Marketing Research Process
· STEP 1: Define research problem and objectives
· “what” information is needed to answer research questions
· “how” will that information be obtained
· STEP 2: Design the research plan
· Identify the type of data needed (primary, secondary)
· Determine the type of research necessary to collect it
· STEP 3: Collect data
· Based on the design of the project, data is collected from primary or secondary sources
· Primary: new data collection research
· Secondary: existing data prior to research
· STEP 4: Analyze data and develop insights
· Convert data into information to evaluate a situation
· Data: raw numbers of limited value
· Information: data that’s been converted into information
· STEP 5: Present action plan
· Analyst prepares results and presents to decision makers
· includes executive summary, body, conclusions, appendix

· Secondary Data
· Internal data: derived from company records like sales, reports, lists
· Data-mining: examining large databases to generate new information
· External data: collected from other sources like internet, databases, Stats. Can., newspapers
· Syndicated data: data available for a fee
· Scanner data: quantitative data from scanners of UPC codes
· Panel data: quantitative data from a group (panel) over time
· Primary Data
· Qualitative research: primary exploratory research used to gain an understanding of main reasons and motivations
· Observation, in-depth interviews, focus groups
· Reliability: can an identical result be achieved if duplicated
· Validity: the study measures what its suppose to 
· Quantitative research: numerical analysis needed to confirm qualitative 
· Experiments, survey (structured/unstructured), panel
· Hypothesis: predicting information among multiple variables
CHAPTER SIXTEEN

· The 4E Framework of Social Media Marketing
· EXCITE the customer with relevant offers
· Mobile applications and games
· Facebook and Google+ to communicate deals
· EDUCATE the customer about the offering
· Draw customers into online websites of retail stores
· Educate on value and communicate offering
· Developing into a sustainable competitive advantage
· EXPERIENCE the product or service
· Vivid information (YouTube)
· DIY’s (Home Depot)
· Try before you buy
· ENGAGE the customer
· With engagement comes action, the potential for relationships, possibly loyalty and commitment

· Categories of Social Media 
· Used to promote themselves, product, service or business
· Social networking sites: Facebook, LinkedIn, Google+
· Media-sharing sites: YouTube, Instagram
· Thought-sharing sites: blogs, Twitter

· Engaging Customers using Social media
· Listen
· Listen to what your customers are saying
· Sentiment analysis: to determine favourable/unfavourable
· Analyze
· Three main categories used
· Site traffic (hits, visits)
· Who is visiting site, what they’re doing (bounce rate, click paths)
· Keyword analysis
· Do
· Use information to develop tactics and engage customers

· Managing your Personal Brand in Social Media
· Individual brand management (social reach, influence, extended network)
· What does it mean?
· Leverage your personal brand to induce action
· It takes consistent time and effort
· [bookmark: _GoBack]Being influential means you excite, educate, give experience and engage
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