Course-code: MARK201
Year taken: 2018
Semester: Winter 2018
Prof: Derek Theriault

Marketing: summary of chap1-10:
Chapter 1:

Marketing:
 -Is managing profitable customer relationships. Its goal is to create value for customers and build strong customer relationships to capture value from customers in return.
- Its goal is to also attract new customers by promising superior value and to keep and grow current customers by delivering satisfaction. 
- Selling and advertising are only the tip of the marketing iceberg
- To sell products easily the marketer must engage consumers effectively, understands their needs, develops products that provide superior customer value, and prices, distributes and promotes them well. “The aim of marketing is to make selling unnecessary”.
	
Example of a successful company: Loblaws 
	The company spend approx. $40 million on customer-friendly initiatives such as pricing, store execution and customer service.
	Loblaws then created Joe Fresh which then became successful because of it is highly accessible and its style is constantly changing to meet the demands of consumers. The company provided it customers with value.

· Companies must focus to help build lasting and strong customer relationships based on creating value.
Marketing Process
This process consists of 5 steps:
1. Understanding the marketplace and customer needs:
a) Customer needs, wants and demands
· Needs: States of felt deprivation
· Wants are shaped by one’s society and are described in terms of objects that satisfy our needs. Book definition: the form human needs take as they are shaped by culture and individual personality. 
Example: We need food but eating for breakfast a sandwich + 4 donuts is a want not a need since we can eat less if we wanted too. 
· Demands: Human wants that are backed by buying power.
· Marketing companies conduct consumer research, analyze customer data, observe customers as they shop and interact offline and online.


b) Market offerings: (Products, services and experiences):
· Market offering: Some combination of products, services, information, or experiences offered to a market to satisfy a need or want.
· They also include benefits offered for sale that are essentially intangible and do not result in the ownership of anything. Ex: banking, airline, hotel etc. 
· They also include: persons, organizations, information, ideas. 

· Marketing myopia: Focusing on the product itself instead of focusing on the benefits and experiences produced by the products sold. Sellers loose sight of customers needs.

· Smart marketers create brand experiences. (People immerse in the product/service, in a world of wonder ex: (Walt Disney) 

c) Customer value and satisfaction
· Marketers must set the right level of expectations. Too low = less buyers, too high= customer disappointed. 

d) Exchange relationships
· Marketing consists of action taken to create, maintain, and grow desirable exchange relationship with target audiences involving a product, service, idea, or other object. 
· It is the act of obtaining a desired object from someone by offering something in return.  Ex: a politician who wants votes, church who wants membership.

e) Markets
· Set of actual or potential buyer of a product or service.
· Marketing means managing markets to bring about profitable customer relationships.
· Core marketing strategies: consumer research, product development, communication, distribution, pricing, and service.
· Consumers market: when they search for products, interact with companies to obtain information and make their purchases. = Marketers must deal with customer-managed relationships in which they have to ask the question: how can our customers influence us and each other?


Modern marketing system: 
Suppliers → Give to both Company & competitors →Marketing intermediaries→ Consumers
Marketing intermediaries = Major environmental forces.

2. Designing a Customer-Driven Marketing Strategy:
· Consists of marketing management: the process by which firms choose target markets and build profitable relationships with them. (It is customer management and demand management).
· The marketing manager`s goal is to find, attract, keep, and grow target customers by creating, delivering, and communicating superior customer value. 

A) Selecting customers to serve: 
Market segmentation: dividing the market into segment of customers → Target marketing (who will we serve?) marketers must know (the level, timing and nature of customers demand)
B) Value proposition: (comme un slogan)
· The set of benefits or values it promises to deliver to consumers to satisfy their needs.
· How a company will position and differentiate itself.
Marketing management Strategies (concepts): 
1.production concept:
-It focuses on the production and distribution efficiency.
- consumers will favour products that are available and highly affordable.
2. product concept: (Product quality and improvement)
- consumers focus on the quality of the product, its performance and innovative features. = product improvement
3. selling concept: selling and promotion effort 
The idea that firms will not buy enough of the firm`s products unless the firm undertakes a large-scale selling and promotion effort. 
The selling concept is typically practised with unsought goods (goods that buyers do not actually think of buying ex:insurance) 
4. marketing concept:
- Find the right products for your customers.
- it focuses on the customers wants and needs. 
-  A philosophy in which achieving organizational goals depends on knowing the needs and wants of target markets and delivering the desired satisfactions better than competitors do.
- Understanding customers needs better than they understand themselves.
5. societal concept: 
Shared value: value for society. 
The idea that a company`s marketing decisions should consider consumers wants, the company`s requirements, consumers long run interests and society`s long-run interests.

3. Integrated marketing plan and Program:

· Marketing mix tools: The set of marketing tools the firm uses to implement its marketing strategy 
· The 4 p’s (product, price, place, promotion).

4. Building customer relationship:
Customer relationship: the overall process of building and maintaining profitable relationships by delivering superior customer value and satisfaction.
      Key to success: superior customer value and satisfaction
Customer perceived value: consumers compare the benefits and the costs of #a product between competitors. 
Consumes satisfaction: the extent to which a product perceived performance matches the buyers expectations. 
 jetblue. Exceed expectation= consumers delighted. 

Levels and tool: full-partnership with consumers, frequency marketing programs (reward customers who buy frequently or in large amounts), club marketing programs (special benefits and create member communities) membership programs, frequent consumers = gifts, event, specials ect. 


Costumers-engagement marketing: 
Making the brand a meaningful part of consumers conversations and lives by fostering direct and continual customer involvement in shaping brand conversations, experiences, and community
Marketing by attraction not by intrusion (by the use of social media to engage consumers)
making brand live with the customers, experience, community ect. 
Consumer-generated marketing: Brand exchanges created by consumers themselves, both invited and uninvited by which consumers are creating their own brand experiences and those of other consumers. (ex: youtube videos about product reviews, those invited can help bring new ideas for the company)

Partner relationship management: other department of the company as well as the supply chain must work closely to bring value to the customer. 
    Thus= working closely with partners in other company departments and outside the company to jointly bring grater value to customers.

5. Capturing value from customers:

a) Customer lifetime value: The value of the entire stream of purchases a customer makes over a lifetime of patronage. = which is why it is important to leave the consumers with high satisfaction, so they can stay loyal to the brand.
b) Growing share of customer: The portion of the consumers purchasing that a company gets in its product categories. 
To increase their share, companies can create variety and programs to cross-tell and up-sell 
c) [bookmark: _GoBack]Building customer equity: The total combined customer lifetime values of all the company’s customers. / it measures the future value of the company’s  customer base.

There’s 4 groups of customers: Companies must build the right relationship with the right customers:

1. Strangers: low potential profitability and projected loyalty. Companies do not invest in them.
2. Butterflies: Potentially profitable but not loyal. Good fit between the companies offering and their needs. Companies invest in them for the short time.
3. True friends: Both profitable and loyal. Companies want to invest in them and make continual relationships with them, they want to turn them into true believers who come back.
4. Barnacles: highly loyal but not profitable. They are the most problematic customers. Even if company invest in them they are not profitable. (limited fit) ex: small bank customers who do have enough to cover the costs of their account)

Chapter 2:

Marketing strategy and marketing mix:
Marketing strategy: the marketing logic by which the company hopes to create customer value and achieve profitable customer relationships.
Market segmentation: dividing a market into a distinct group of buyers who have different needs, characteristics, or behaviours and who might require separate products or marketing programs.
→ What comes next is the market segment: A group of customers who respond in similar way to a given set of marketing efforts.
Market targeting: The process of evaluating each market segment`s attractiveness and selecting one or more segments to enter that will generate the greatest customer value and sustain it. 
Positioning: The place the product occupies relative to competitor’s products in the minds of consumers. To create an emotional bond between the consumer and the brand.
Differentiation: Actually differentiating the market offering to create superior customer value. / what will motivate the consumers to choose a product over the competition offerings?

Marketing mix: The set of controllable marketing tools (the 4 P`s) that the firm blends to produce the responds it wants in the target market. /Everything a firm can do to influence the demand of its product.
1. Product: the market offering (tangible, service ect) the optional feature that comes with the product.
2. Price: The money customers must pay to get the product
3. Place: The distribution of the product and the availability of the service (inventory)
4. Promotion: Activities that communicate the merits of the product and persuade the customers to buy it. 
Thse 4 P`s = strong postionning in target markets
Now there`s also the 4 C`s:
1. Customer solution: Customers see themselves buying value or a solution to their problems.
2. Customer cost: Customers look at the total cost of them buying, obtaining, using and disposing the product.
3. Convenience: Customers want the product to be available
4. Communication: Consumer demands communication from marketers.

Managing the marketing efforts:
There`s 4 marketing management functions: analysis, planning, implementation and control.
1. Analysis: 
The marketer should conduct a SWOT analysis: Strength, weaknesses, opportunities, threats. 
-Strengths and weakness are both internal and come from the company = thus internal capabilities and limitations.
-Opportunities and threats are both external factors = Either advantage or challenge the performance of the company.
2.  Planning: 
The company decides what it wants to do with each business unit
It consists of a brief summary, current market situation = market description, product review, review of competition, review of distribution + threats objectives, budgets, actions, objectives, controls. 
3.Implementation:
Marketing implementation: The process that turn marketing strategies and plans into marketing actions to accomplish strategic marketing objectives / carry the plans.
To be able to do that, companies must design a marketing organization (or department) 
There`s a chief marketing officer, CEO, ect..
The CMO is very important for a company, he is responsible for all top level marketing functions.


Most common organization is the functional organization
There`s also the geographic organization (international), product management organization (different products), customer management organization (deal with different market segment of the same product)
4.Marketing control:
The process of measuring and evaluating the results of marketing strategies and plans and taking corrective action to ensure that objectives are achieved. 
Operating control: checking ongoing performance against the annual plan and taking corrective action when necessary
Stategic control: looking at whether the company`s basic strategies are well matched to its opportunities to respect the marketplace. 

Chapter 4:
Microenvironement: 
The actors close to the company that affects its ability to serve its customers: the company, suppliers, marketing intermediaries, competitors, publics, consumers.
1. The company:
The groups of the company who work to satisfy customer needs and creating value ex: marketing managers must work with manufacture, finance, human resources ect.
2. Suppliers:
They provide the resources needed by the company to produce its goods and services. Most companies now treat their suppliers as partners.
3. Marketing intermediaries: Firms that help the company to promote, sell, and distribute its goods to final buyers
There`s resellers: retailers, wholesellers / Physical distribution firms: help the company stock and move goods from their points of origin to their destinations / Marketing service agencies: marketing research firms, agencies, media frirms to promote the product. / Finacncial intermediaries: banks, credit companies, insurance who help finance transactions or insure risks.
4. Competitors: A company must provide greater customer value and satisfaction than its competitors do.


5. Publics: Any group that has an actual or potential impact on a firms ability to achieve objectives.
There`s 7 publics: 
a) Finanacial publics: banks, a frims ability to obtain funds
b) Media publics: television, medias, newspapers
c) Government publics: consult the companys lawyers on issues of product safety, truth in advertising ect.
d) Citizen-action public: Stay in touch with consumer and citizen groups : minorities, environmental groups ect
e) Local publics: neighborhood residents and community organizations
f) General public: The publics image of a company affects it sbuying behavior thus we must pay attention of the general public attitudes towards a product.
g) Internal publics: employees, management, volunteers of the company

6. Customers: 
Consumer markets: households, and invidviduals who buy goods and services. / business markets: firms who buy for use in their production processes. / reseller markets: they gain profits. / Government markets: buy goods to produce public services and transfer to other in need. / international markets: buyer in other countries.
The macroenvironment: (6 forces)
Demographic environment: The study of human populations in terms of size, density, location, age, gender, race, occupation, and other statisctics.
Babyboomers: Are the wealthiest generation in Canadian history 
Generation X: They are less materialistic, they prize experience not acquisition. They are more skeptical for marketers. They tend to research products before considering to purchase it, They embrace the benefit of new technology. They are a prime target segment.
Millenials: They are poor, technology is a way of their lives thus they engage more with social media.
Generation Z: More then half of them prefer shopping online. They want experiences not products. Marketers target them and their parents so that they buy more. Defining people by their birth date may be less effective then segmenting them by lifestyle, life stage, or the common value they seek in the products they buy.
Geographic shifts in population create: SOHO (small office/home office).
People with disabilities, LGBT community.
The economic Environment: 
Economic factors that affect consumer purchasing power and spending patterns
Theres industrial markets: rich markets for different kinds of goods. / subsistence economies: consume their own agricultural and industrial output and offer few market opportunities. / developing economies: outstanding marketing opportunities. 
Consumers are buying less and are looking for greater value thus value marketing has become important.
Marketers should pay attention to income distribution as well as income levels by using economic forecasting.
The natural environment: 
The physical environment and the resources that are needed as inputs by marketers or that are affected by marketing activities.
Growing shortage and raw materials: water, oil ect. = Increase in costs since they are scarce resources.
Increased pollution: soil, gaz ect. / and Increased government intervention: government regulations and strong control. = Now companies pay attention and want to meet the government control so they use Environmental sustainability: Meeting presents need without compromising the ability of future generations to meet their needs. / strategies that create a world economy that the planet can support indefinitely. 
Technological environment:
Forces that create new technologies, creating new product and market opportunities. Marketers must be ware of new technologies so that their product do not outdate and miss new product and product opportunities.
Political and social environment:
Laws, government agencies, and pressure groups that influence and limir various organizations and individuals in given society.
Public policy: government regulations that limit businesses for the good of society as a whole.
Some government laws protect companies from unfair competitions. / Protect consumers: Product safety, consumers lows, privacy ect. / Protect the interest of society: to ensure that firms take responsibility for the social costs of their production or products. 
Every aspect of marketing is ethics and social responsibility issues.
Cause-related marketing: To exercise their social responsibility and build more positive images, many companies are now linking themselves to worthwhile causes, every product is tied to some cause. (corporate giving)
Cultural environment:
Institutions and other forces that affect society’s basic values, perceptions, preferences, and behaviors. 
Core beliefs: beliefs that are passed on by parents are reinforced by schools, religious institutions, government ect
Secondary beliefs: beliefs and values that are more open to change
People but products and services that match their views of themselves. 
Peoples viw of others = connected in social media no interaction
People views of organizations: now people see work as a required core to earn money to enjoy their non work hours.= organizations needs to find new way to win consumers and employee confidence.
Peoples views of society: it influences their consumption and attitudes towards the marketplace (be careful for national emotions) 
People`s views of nature: Lifestyle sand sustainability (pay attention to the environment) Healthy products. 
People view of the universe (Faith and religion): People belief of spirituality affect everything they do, from watching Tv, reading books and products and services they buy. 

Chapter 5:
· Good product and good marketing programs begin with good customer information. Marketers must use the information gathered to gain powerful customer and market insights (the capacity to gain an accurate and deep intuitive understanding of a person or thing). / Companies use these customer insights to develop a competitive advantage.
It is hard for companies to gain consumers insights since consumers themselves do not know what they want and need. Thus to gain good customer insights, marketers must effectively manage marketing information from a wide range of sources.
Sources: Because of technology, consumers are now voluntarily given tons of marketing information to marketers. Through the use of: email, text messaging, blogging, facebook, twitter. 

· However, 90% of the data that companies collect from social media and other real time sources isn’t being used effectively. Thus, they don’t need more information but better information instead.
· Now, many companies are creating customer insights teams that need to do more than just provide data, they need to tell the stories behind the data and provide ‘now what’ answers based on the insights gained.  They must design effective marketing information that give managers the right information to create customer value and stronger customer relationships.

· P. 159:

 Marketing information system (MIS): people and procedures dedicated to assessing information needs, developing the needed information and helping decision makers 

	It gives also information to external partners like; suppliers, resellers, or marketing services agencies.
MIS gives: Information that they really need and that is feasible to offer.  



· Marketers can obtain the needed information from: Internal Data, marketing intelligence and marketing research.

1. Internal Data: p.160

· It is the electronic collections of consumer and market information obtained from data sources within the company’s network. (marketing department, customer service, accounting department, operations, sales ect.) 
2. Competitive marketing intelligence:
The systematic collection and analysis of publicly available information about consumers, competitors, and developments in the marketing environment.
Its goal is to improve strategic decision making by understanding the consumer environment, assessing and tracking competitor’s actions and be warned from threats. 
Chief listening officers: charged with sifting through online customer conversations and passing along key insights to marketing decisions makers. 
Now companies take steps to protect their own informations.
3. Marketing research:
The systematic design, collection, analysis and reporting of data relevant to a specific marketing situation facing an organization. 
How to define a problem?:
Exploratory research: preliminary information and hypotheses. / descriptive research: describe marketing problems.
Causal research: Test the hypotheses about cause and effect relationships. 
How to develop a research plan? 
Determine the exact information needed, written proposal that addresses management problems. 
Secondary data: Information that already exists somewhere / Primary data: Information collected for the specific purpose at hand. 
Secondary data: 
Researchers start by gathering secondary data by the companys internal database, commercial online databases, internet search engines or buy them from suppliers. / The information must be relevant, accurate, current and impartial.
Primary Data:
Observation, survey and experiments
Observe people actions and situations : Ethnographic observation: trained observes who interact and observes consumers in their natural environment. Netnography: observe people inteacrtion in the internet.
Experiments: for gathering causal information
Online focus group: trained moderator
Immersion groups: are with product designer. 
Behavioral targeting: Online consumer tracking data to target advertisements and marketing offers to specific consumers. (example you see something on amazon and then its starts popping on other websites that you visit).
2 types of research instruments: Questionnaires (exploratory research) and mechanical instruments (neuromarketing, monito sect). 




Chapter 6:
What is consumer behavior?
What consumers buy, where, how, when they buy and why they buy
Culture: basic values, perceptions, wants and behaviors learned by members of family. 
Subculture:  A group of people with shared value systems based on common life experiences and situations.
Cross-cultural marketing: including ethnic themes within a brands mainstream marketing appealing to consumer similarities. 
Social class: division in society based on education, occupation, 
Opinion leader: someone with a big personality who can influence others. /buzz marketing: opinions leaders serving as brands ambassadors ex: nina with reebok, aisha with covergirl.
Brand personality: competence, sophistication, excitement and rudeness. 
There`s 3 types or perceptual processes; selective attention, selective distortion and retention. 
The most effective sources are personal sources.
Business to buyers respond to both economic and personal factors. 

Chapter 7:
Intermarket -cross market segmentation: segments of consumers who have similar needs and buying behaviors even though they are located in different countries. 
Market segments must be: measurable, accessible, substantial, differentiable, actionable.
Competitive advantage: (an advantage over competitors)
Unique selling proposition (USP), through product differentiation, people, services (speed), channel, image. 
Possible value proposition: more for more, more for the same, the same for less, less for much less. 
Positioning statement: summarize company or brand positioning. 




Chapter 8:

Product:  Anything that can be offered to a market for attention, acquisition, use or consumption that might satisfy a want or need. They also include services, events, persons, places, organizations, ideas, or mixes of these. 
Service: An activity, benefit, or satisfaction offered for sale that is essentially intangible and does not result in the ownership of anything. Ex: amusement park or a night in a hotel.
 Product is a key element to market offering. A company’s market offering often includes pure tangible goods and pure services.
Pure tangible goods: ex = soap, toothpaste. There is no service with the product.
Pure services: the offer consists of a service ex: credit cards.
Companies are creating and managing customer experiences with their brands or their company.
Other market offerings that are considered products: Organizations, persons, places and ideas.
[bookmark: _Hlk506297621]Organization marketing: activities undertaken to create, maintain or change the attitudes and behavior of customers and the general public toward an organization. Both profit and non-profit organizations practice organization marketing.
[bookmark: _Hlk506297990]People marketing: activities undertaken to create, maintain or change the attitudes or behavior toward particular people. Ex: Politicians, entertainers and sports figures to professionals such as lawyers, real estate agents. These people use person marketing to build their reputations.
Places marketing: activities undertaken to create, maintain or change the attitudes or behavior toward particular places. Cities and countries compete to attract tourists, nw residents, conventions and company offices and factories. Ex: the government of china operates the china national tourist office in 15 overseas offices to promote travelling to China.
Ideas marketing: Activities undertaken to create ideas. Example: Molson runs ads warning of the dangers of drunk driving. / Canadian health services promoting the idea of getting flu shots in flu season.



· Today marketers think about products and services in terms of levels:
Product marketers need to think about the product they manage as consisting of 3 levels.
1st level: The core customer value = “What is the buyer really buying?” → Before designing the products, Marketers must define the core problem-solving benefits or services that consumers seek. Ex: makeup = feeling beautiful, smartphone = staying connected.
2nd level: Actual product = turn the 1st level goal to a real product with all its features, associated brand name and packaging. 
3rd level: The augmented product = the additional services that go with the product. Example: A iPhone + calling plan + data plan = customer value

Total of these 3 levels = Creating customer value and the most satisfying customer experience.

Product and services classifications:
· Consumer products: products purchased by consumers for personal use.
· Convenience products: 
· Products that consumers buy frequently and want them immediately with a minimum of comparison and buying efforts. 
· These products are low priced and are sold in many locations to make them available for consumers ex: Detergent, candy, fast food.
· Shopping products: Products that are less frequently purchased. Consumers compare them based on their price, quality, style, and suitability. Marketers do not place in many locations, but they make sure to offer consumers with deeper sales support, so they can help customers in their comparison efforts.
· Specialty products: Product and services with unique characteristics or brand identification for which a group of consumers are willing to purchase. Ex: Lamborghini, designer clothes. Consumers that buy these products do not compare their prices since they contact dealers of the wanted products.
· Unsought products: products that the consumer either does not know about or knows about but does not normally think of buying. Ex: new innovations, preplanned funeral services, blood donations. These products require a lot of advertising and personal selling. 


· Industrial products:  Products purchased for further processing or for use in conducting a business. They consist of 3 groups:
1) Materials and parts = Raw materials (farm products), Natural products (fish, crude petroleum), manufactured materials (iron, cement ect.. ). It focuses on Price and service not on advertising.

2) Capital items: Products that aid in the buyer’s production or operations. It includes → Installations (buildings, fixed equipment) and accessory equipment (office equipment (such as computers, scanners, desks) and factory equipment (hand tools, lift trucks)

3) Supplies and services: Operating supplies (papers, pencils), maintenance items (brooms, paint nails, window cleaning, computer repair), business advisory services (legal, management consulting, advertising).

A firm obtain new products in 2 ways:
By acquisition (buying a company or license to produce someone else’s product) or by new-product development.
New-product development: The development of original or “new to the world” products, product improvements, product modifications, and new brands through the firm’s own product development efforts. Ex: Logitech waterproof keyboard.
The cause of failing products:
The biggest problem with most new products is that they lack differentiation. 
Diffusion of innovations theory: A social sciences theory that divides members of a social group into segments according to how likely they are to adopt a new idea. It suggests that the new idea must be differed through the group via various forms of communications since people have different motivations and beliefs.
In the marketing of high-tech products, marketers believe there is a chasm (a gap) that must be crossed before mainstream consumers will accept the product. This is based on the Technology Adoption Life Cycle: A theory that proposes that when marketing a technology product marketer must cross a gap between members of the early adopters and the early majority segment before a new product will become successful. (p.285)
To cross the gap: High-tech marketing requires marketers to understand the psychographics of the target market, its lifestyle and behavior that will make him for a consumer to fall into the innovator or early adopter category. Marketers need to go choose a different approach in their positioning strategy and marketing communications if they want to target more than one segment.

Customer-driven new-product development process consist of 8 stages:
· Idea Generation:
The systematic search for new products ideas. Major sources of new product ideas include internal sources and external sources such as customers, competitors, distributors, and suppliers. 
Why distributors?: They are close to the market, and can pass along information about consumer problems and new-product possibilities. 
Companies buy competing new products, take them apart to see how they work, analyze their sales, and decide whether they should bring out a new product of their own. 
Customers are an important source because the company can analyze customer questions and complaints to find new products that better solve consumer problems.

Service marketing: Intangibility, inseparability (can’t be separated from providers)
Variability (quality of service depends on who provides it, when, where and how)
perishability. (can not be stored for later sale or use) 















Chapter 9:
What is a brand?
A brand is a name, symbol, icon, design or a combination of these, that identifies the maker of the product. / A brand is not a logo.
Brands have status and value, they have a personality and so they involve our emotion as consumers and as human beings.
A brand id nothing more than an idea which generate most of the company’s revenue. 
Now as consumers we base our choices more on symbolic attributes like what kind of people buy it? And what other say about a product? / Thus, we make our choices based on what we know, feel or believe about the brand. 
Brands also say something about product quality and consistency. 
Brand names and trademark provide legal protection for unique product features that might be copied by competitors. / A marketer can have different sub-brands ex: Toyota with different cars. 
Trademarks: It can be names, character, shapes ex: Coca cola bottles. / They have monetary values thus they must be protected from copyright of other competitors. 
Brand relationships:
Brands are more than names and symbols, they are a key element in the company’s relationship with consumers. / they represent consumers’ perceptions and feeling about a product and its performance. / Key factor: What consumers believe about brands. 
People as brands:
Influencers/ Developing, growing, and managing a person as brand requires the same amount of dedication to marketing as marketers apply to products. 
Their names take on meanings that exceed the person/ life outside the person ex: 	louis Vuitton, coco chanel ect.
Brand characteristics:
-There’s logos: logos are designs that represents the brand, they may or may not incorporate the brand name. / A company’s image or positioning. Ex: Nike and the swooch (check mark).
-There’s brand personality: They are created by marketers and it’s the sum total of all the attributes of a brand and the emotions it inspires in the minds of consumers. It basically adjectives that we use like we describe people. / A brand personality has a status ex: Rolls Royce, bently vs Hyundai. 

-There’s brand equity: 
The dollar amount attributed to the value of the brand, based on all intangible qualities that creates that value. / Basically, it is the extent to which people are willing to pay more for the brand. / its about the value of the brand not the company). 
A brand has positive brand equity when consumers react more favourably to it than to a generic or unbranded version of the same product. 
There’s 4 consumers perception dimensions about brands: differentiation, relevance (how it meets customers needs), knowledge (how much they know about the brand) and esteem (how highly they respect the brand). 
Customer equity = the value of the customers relationships that brands create. 
Brand strategy and management:
Brand name selection:
To find the name, you must review the products and its benefits, target market and marketing strategies. 
You name must be about: - Type of product, easy to pronounce, distinctive, extendable (not only about one product), pronounceable in many languages, capable of registration and protection as a trademark.
Brand positioning:
Brands are positioned based on product attributes. The best strategy is to associate the brand with a particular benefit.
They must be positioned on strong beliefs and values because as such they engage consumers on a deep emotional level.
Brand sponsorship:
· National brand: A brand created and owned by the manufacturer of the product. Ex: Samsung, Kellogg’s) They are well known and established.

· Private brand: Brands applied by the marketer to products manufactured for them under contract. (store brand, private labels) / they account for 25% of Canadian grocery stores and drugstores revenues. / Retailers often price their store brand lower than comparable national brands to appeal to budget-conscious shoppers.

· Licensing: The buying and selling of the rights to use a brand name, logo, character, icon, image. Basically, other licence the right to use a brand name and then focus on marketing and selling their products under that name. / The value of a brand can also be determined by the willingness of other companies to purchase the rights to use it. Ex: clothing. 

· Co-branding: when 2 established brand names of different companies are used on the same product. The 2 brands must be complementary so that combined they can create broader customer appeal and greater brand equity. Ex: Financial services (credit cards, air Canada with CBIC) fashion magazines.

Brand development (4 options): analyzed by brand managers
Line extension: Extending an existing brand name to new forms, colours, sizes, ingredients, or flavours, of an existing product category. 
A company might use it as a low-cost, low-risk way to introduce new products. 
It can have some risks such as: an overextended brand name might lose its specific meanings, or a sale of an extension may come at the expense of other item in the line. Ex: Doritos with multiple flavours.
Brand extension: Extending an existing brand name to new product categories. Ex: Kit kat, Kit kat chunky, Kit kat caramel. However, the extension may confuse the image of the main brand. 
Multibrands: A brand development strategy in which the same manufacturer produces many different brands in the same product category. Ex: whirpool is kitchen aid, ect. (p.335)
Newbrands: New brand and new product. Thus, a company creates a new brand when it develops a new product or product line.
Brand communications:
Touchpoints: Anything that brings consumer into contact with a brand such as: advertising, marketing communications, personal experience. 
Brand experience are crucial for building a brand relationship and brand loyalty. 
Brand icon: objects with distinct shapes, colours, or patterns that are associated with the brand. 
brand character: lifelike brand icons that can move, interact and that have personality traits
brand engagement: The interaction between consumers and brands, based on the emotional connection consumers feel towards the brand. 
brand ambassador:  real people who under contract with the brand’s marketing organization, acts as a spokesperson for the brand. / They are typically selected for their looks. 
Brand stories: Stories are what bring brands to life and keep them interesting / stories give value to the things we love, they have meaning.
Branded content: any form of information or story written and produced by a brand marketer, with the brand clearly and prominently featured.
Branded entertainment: A form of entertainment, usually a video that is created with the cooperation or financial support of a marketer.
Brands must engage with customers in social media, thus, they must have brand advocates: which are customers, employees, and other who willingly and voluntarily promote their favorite brands (they are not paid to talk about the brand) Advocacy begins with : trust, feeling of home (brand supporters), make the part of the brand, deliver an experience that gets them talking, outperform where they care the most. 

Chapter 10:
Price:  The amount of money charged for a product or a service, or the sum of the values that customers exchange for the benefits of having or using the product or service. 
Price is the only element in the marketing mix that produces revenue, the others represent costs. / improvement in price = profitability. 
Pricing strategies:
Customer value-based pricing:
It consists of setting the price based on buyers` perceptions of value rather than on the sellers’ cost. / it means that the marketer cannot design a product and marketing program and then set the price. 
Cost-based pricing is often product driven whereas value-based pricing is about assessing customers needs and value perceptions. (see page 355, figure 10.2)
-However good value is not the same as low price. 
Good-Value pricing: Offering just the right combination of quality and good service at a fair price. / Others define value as being able to get brand-name or high-quality products at lower prices than normal. / Redesigning existing brands to offer the same quality for less. 
There’s everyday low pricing and high low pricing (involves charging higher prices but having frequent promotions).
Value added pricing: Attaching value added features and services to differentiate a company’s offers and charging higher prices. 
Cost based pricing: Setting prices based on costs for producing, distributing, and selling the product plus a fair rate of return for effort and risk.
Types of costs: Fixed and variable costs (depend on production)
Cost-plus pricing: adding a standard mark up to the cost of the product. 
Break-even pricing: Setting price to break even on the costs of making and marketing a product. However, it fails to consider customer value and the relationship between price and demand. 
Competition-based pricing: Setting prices based on competitors’ strategies, prices, costs, and market offerings. 
Pricing strategy are determined by decisions on brand positions. Many firms use target costing: Pricing that starts with an ideal selling price, and then targets costs that will ensure that the price is met. 
Pricing in different types of markets:
· Pure competition: many buyers and sellers trading in a uniform commodity
· Monopolistic competition: many buyers and sellers who trade over a range of prices
· Oligopolistic competition: new sellers who are careful to each others pricing
· Pure monopoly: Only one sell ex: Hydroquebec, government. 

Demand is elastic if it changes greatly. It is inelastic if it there’s a hardly change with a small change in price.
Economy, external factors and social concerns have a big impact on pricing strategy.
New-product pricing:
Market-skimming pricing: Setting a high price for a new product to skim maximum revenues layer by layer from the segments willing to pay the high price, the company makes fewer but more profitable sales. 
Market-penetration pricing: Setting a low initial price for a new product in order to attract a large number of buyers and a large market share. 
Product mix pricing:
· Product line pricing: Setting the price steps between various products in a product line based on cost differences between the products, customer evaluations of different features and competitors price.
· Optional product pricing: The pricing of optional or accessory products along with a main product. Ex: GPS.
· Captive product pricing:  Setting a price for products that must be used along with a main product such as blades for a razor. Ex: fixed fee, usage rate.
· By product pricing: Setting a price for by products to make the main products price more competitive. 
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