Pre-midterm in class notes

Think outside the box – think outside your own assumptions
Unless you learn the basics, you can’t think outside the box

Trouble in Texas, early 1980’s
1. Garbage
· Garbage all over the road and they didn't know what to do. They tried implementing punishments and it didn't work. 
· “Don’t mess with Texas” ad - Mess (also like a messy room)
· 73% reduce trash
0. Cigs
· Marketing cigs to the same people has the garbage 
· Marlboro came out of it 
· Independent cowboy vibes 

Marketing
Words that can be related to the word marketing: 
- Consumers - Influencers / influencer marketing - Reaching out/targeting - Design  
- Pay-per-click - Relations - Demand - Media

People assume that it’s only advertising but it's more (see word list above)

Where do you start? 
1. Understanding the marketplace and customer need/want ->
Need, Want, Demand 
Need = essential
Want = non-essential
Demand = you’re willing to pay for it
You don’t need Evian water, but you need water 

2. Design a customer-driven marketing strategy ->
Who do we target? What is our value? What is our value proposition?
What is our value proposition = reflect product & people you are trying to sell to? 

3. Construct a marketing program that delivers superior values -> 
Marketing 4 P’s:
Product Price Place Promotion

4. Build profitable relationships and create customer delight ->
If you help something and people see you’re doing something nice then are more likely to like the company
They sell your data to make money 

Relationship: Service and product itself should be building a relationship themselves
Not just buying and bringing them back but the whole process 

5. Capture value from customer to create profits and customer equity 
Customer lifetime value - all the money you spent on the company 
Customer equity - adding up everything into one
Share of customer - you want to increase your share of customer. When you buy at multiple places, they share that customer equity (share of dollar, share of resto share of…) The share you spent with them 
EX: you buy tims and starbs for coffee then its 50/50 share. If its only tims then its 100% share 

Types of customer loyalty: (Names can always change)

	High Profitability/ Short term customer:  Butterfly 
	High Profitability/ Long term customer:  True friend

	Low Profitability / Short term customer:
Stranger 
	Low Profitability / Long term customer:
Barnacles



Light switch experiment. 

You have 3 lights and 3 switches. You need to figure out which light belongs to which switch but you’re only allowed in the room once. 
Answer: You leave one light switch on for 20 minutes. Turn it off and then turn the second light switch one and then walk into the room. The one that is on corresponds to the light switch that is one. Touch the other two light bulb. The one that is hot corresponds to the switch that was… 

____

Marketing - Tool to create value for customers. Create relationships. 

1. Always think about consumer first 
2. Design a strategy 
3.  Come up with a plan
4. Maintain relationship


Product -> Physical product, service experience
 - Product/Service = the same thing

Segmenting - Targeting 
· Targeting -> Most important word in marketing
· Segmenting -> Divide into markets 
*Choose what segment your marketing plan will focus on 

Ex: Food can be divided into 4 markets (Fruits, Meat, Dairy, Grains). You pick Fruits to focus on. 

Positioning - Differentiation 
Positioning -> where is the product in the mind of the consumer. (compared to other products)

EX: iPhone: Easy to use, cool... VS Galaxy: Advanced, customizable…
EX: Water: the same water but you prefer one. 

*Your brain has learned to like something. So, when you see it, your brain has a positive reaction and releases a chemical that creates a positive effect. 

Differentiation -> Real differences

4 P’s of Marketing 
Product, Price, Place, Promotion

SWOT Analysis 
Strengths, Weaknesses, Opportunities, Threats 


	Internal/Pos: Strength
	Internal/Neg: Weakness

	External/Pos: Opportunities
	External/Neg: Threats 



 
Example: Tim Hortons

	Everywhere, Affordable
	Quality of food

	Loyalty program, all day breakfast, specialty coffee
	Mcdo & other health issues



___

Macroenvironment -> Big events (ex consumers)
Microenvironment -> Smaller events (getting closer (ex individuals)

EX: Imagine looking at Google maps, its a large-scale environment (macro) then when you start zooming into someone house then it gets more specific (micro)



Macroenvironment: Large Scale 

Looking at:

Demographic Forces <--> Company 
Economic Forces <--> Company 
Natural Forces <--> Company 
Technological Forces <--> Company 
Political Forces <--> Company 
Cultural Forces <--> Company 

How many pets go missing (are lost) in Canada every year?
Its not what you think but how you think that matters
· Why & how you get there that matters

*All guessing
Around 34 million people in Canada -> How many households? 8 million
Animals - 2 million 
Fishes can -> 1.7 million pets can be lost 
400,000/year
5 million just in MTL
____
Macroenvironmental, microenvironmental, customer} slowly getting more specific

Macroenvironmental 6 forces =
Demographic forces = population, gender, income, education
Economic forces = money to spend, disposable income
Natural forces = Weather, environment
Technological forces = trends, artificial intelligence 
Political forces = Law
Cultural forces = Keeping up with trends 

EX: Alexa
Economy was doing well so people have money to spend 
Keeping up with artificial intelligence
Cool factor 
Material to make produce

Population
Economy 
Rare earth medal
Privacy laws
Artificial intelligence
Cool factor 
*Adjustment -> Trends can inform market - cool factor
Make better deals for material 

Microenvironmental 
The company
Suppliers
Marketing intermediaries
Competitors
Publics
Customers 

Why do companies need good information?
- There can be a backlash 

You need to know:
Your clientele & other info that you need to understand your business 

DIAGRAM 
Assessing info need <-> Internal data <-> Marketing intelligence <->   Marketing research <-> Analyzing & using info 



Balance between -> 
Info you NEED vs. What you WANT

· Be feasible 
· Can we get the info?

Internal Data: EX point cards
Info they hold
It holds data on consumers

Marketing Intelligence: Others
Research on other markets 

Market Research -> based on the consumer 

Marketing Research 
1. Define the problem & research objectives
2. Develop the plan for collecting info 
3. Implement the research plan. Collect + Analyze the data 
4. Interpreting & reporting the findings 

Primary vs Secondary data
Survey vs Experimental data
Focus Groups vs Telephone interviews
Observational & Ethnographic (Ethnographic -> become/on hand “under cover” be part of community)
Online vs Offline
Exploratory vs confirmatory 


1. How would you weigh a Boeing 747 without using a scale?
Put it in water (displacement of water)
2. Why are manholes covers round?
It would fall inside if it was square 

___

Consumers & Markets -> Market information
· Market info
· Assessing Marketing information needs
· Developing marketing information 
· Marketing research 

“Scaling other teams” - Competitive intelligence 
Primary = stuff you already have 
Secondary info = buy from other company 

**

Consumer Consumption Process 
Pre-Purchase = Prepping to get there
Purchase = When you’re in store
Post-Purchase = Buy then go home 

Tesco - helping pre-purchase 
Online program that offers drop off
Groceries at your house on a certain day/time 

How can we organize all the influence factor?

Influence on behaviours 
Cultural -> culture, subculture, social class
Social -> Reference Groups, family, role/status
Personal -> Age/life circle, occupation
Psychological -> Motivation, perception, learning, belief/attitude 
Biological -> Physiological, neurological, evolutionary 


What do the commercials during a TV show tell us about the viewer of that TV show?
-> Age appropriate
-> Things that are marketed to those viewers 
-> That’s who they think you are 

B2C > Business to consumer 
B2B > Business to Business 

Which is bigger?
More products in B2C
Products are worth more in B2B 

Nature of buying unit
-> single person
-> doing purchase through habit 

Market structure & demands
· In teams 
· Get management involved 
· planned/detailed purchase 

Business influence behaviour 
-> laws, Authority, Policies 

Business have different factors than consumers

Single person = quick purchase 
Business - slow process 

Business buying decision process:
Problem recognition -> General need description > Product specification > Supplier search > proposal solicitation > supplier selection > Order-routine specification > performance review 

Need recognition. 

Segmentation, Targeting & Positioning 
Customer - Driven Marketing 
Hyper Individual -> Mass production 
Now going back to individual
Divide market into segments then target
To position something, you need to create an image in someone's mind 
Target who you want to sell to 

Positioning = Graph

Y Axis = Price ^
X Axis = Quality <->

        High
Low    +   High
        Low

Bigger the circle = more opinion on the topic
Smaller the circle = more similar thoughts on the topic

Positioning Statement = To (Your Target Market) our (Your Product) is (Your Concept) that (Your Differentiation) 

Ex: To the blue collard people our Nescafe is the productivity boost that you need 

-> Should position your product in relation to other companies 

___

What is a product: Thing (physical product), Service (good), experience 

Core Customer Value = Meaning of it
Actual Product = Brand name, quality level, packaging, design, feature
Augmented Product = After-Sale Service, Warranty, Product support, deliver/credit 

Table 9.1 Marketing considerations for consumer products

Type of consumer product 
Convenience - Shopping - Speciality - Unsought 

Convenience = Body wash
Shopping = clothes 
Specialty = Rolex
Unsought = insurance 

It goes some stuff you don’t really put a lot of thought into to stuff you put a lot of thought into

New product Development 

What are 2 ways to obtain new products 
1. Buy ones that already exist 
2. New product development (Do it yourself)

Google 80:20 
Most of the week you spend doing stuff that benefits the company 
The rest of the week you work on personal projects (related to your job) 

Why do new products fail 
* People don’t usually talk about this? 

Start with small group of people 
Diffusion of innovations (hard to get new idea but out to a lot of people) 
Technology adoption life cycle (most app due) 

Figure 10.1 - Major stages in new product development 
Idea generation > Idea screening > concept development/testing > marketing strategy development > Business analysis > Product development > Test marketing > Commercialization

*Think of developing a relationship 

Idea generation -> internal/external 
Idea screening > Will it work>
Concept dev > product concept 
Marketing strategy development > marketing strategy (market, proposition)
[bookmark: _GoBack]Business analysis > projection (sales, cost, benefit)
Project development > 1. Prototype 2. Testing 
Test marketing > Test in real life 
If it works then full commercialization

Product & Service Decisions
Decision about product/Service 
- Product attributes (quality, features, style)

What’s a product line -> EX: iPhone different generations 

Product line length = Actual amount of products (ex phone and computer = 2) 
Product line filling = The types (same Priceline)
Product line stretching = the types (price up/down or quality) 

What is a product mix?
All the products that you have 

Product mix width <-> = Many different products (wide) / Not a lot (narrow)
Product mix length ^ = Inside a product line (lots or few)
Product depth -> How many kinds of variety is there 

EX: Nestle 
7 products width
1-4 under each product length 
Variety of the product:
Nestle -> KitKat -> original, chunky, white, green tea…. 

Service Marketing:
What are some of the service you pay for?
Netflix, gym, phone, bank, Spotify, STM pass… 

Each service experience involves people
Some service can go really bad 

United air way broke singers guitar
-> No one from the company did anything for him
So he wrote a song
After the song air way tried to say sorry - Guitar company made him a guitar 



















