
MARKETING MIDTERM 
CHAPTERS 1,2,4,5,6,7,8.

CHAPTER 1: Creating and Capturing Customer Value 

5 Step marketing process :[image: ] 

Needs: states of felt deprivation.
	1- Physical: clothing, food, shelter.
	2- Social: belonging, affection. 
	3- individual: knowledge, self-expression.
Wants: Needs that are shaped by culture and individual personality 
Demands: Wants that are backed up with buying power [image: ]
This is a Modern Marketing System. 

The best way to design a customer-driven marketing strategy is the answer the following: 
	1- What customers will we serve? (Target market) 
	2- How can we best serve them? (Value proposition) 

You must also include the following: 
MARKETING OFFERINGS: (Product, service, info and experience) 
*Marketing Myopia: 
	Mistake of paying more attention to the specific products a company 		offers than the benefits/experiences produced by the products.
*Customer Value: 
	Comparison between whats gotten and given 
*Customer Satisfaction: 
	Comparison between what the customer expected ton get and what 		they actually get
*Marketing Management: 
	Choosing target markets and building profitable relationships with 		them. 
*Market Segmentation:
	Dividing market into groups of customers. 
*Target Marketing: 
	Choosing which segments you want to go after. Choosing 1 or more 		segments to serve.  
*Value proposition: 
	Set of benefits a company promises to deliver. This helps to 			differentiate brands in the market place. 



There are also 5 more concepts that help organizations carry out their marketing strategies: 

*Production Concept: 
	Focuses on improving production and efficiency. (although useful it 		could lead to marketing myopia) 
*Product Concept: 
	Focuses on the product and making continuous product 				improvements (this could also lead to marketing myopia) 
*Selling Concept: 
	The idea that consumers will not buy a product unless it undertakes 		large-scale selling and promoting efforts. It focuses to sell what the 		company makes (creating sale transactions) vs. making what the 		market wants (building long term profitable consumer-relations). 
*Marketing Concept: 
	Knowing the needs and wants of target market an delivering desired 		value and satisfaction better than competition. 
*Societal Marketing Concept: 
	Questions if the marketing concept overlooks -possible conflicts 		between customer short-run wants and long-term welfare. This 			results in sustainable marketing.[image: ] 

[image: ]
This shows how companies should balance 3 considerations in the setting of marketing 



This classifies custom[image: fg01_05]ers according to their potential profitability. 
	1- True friends 
	2- Butterflies
	3- Barnacles 
	4- Strangers 

Marketing Strategy: outline the consumers you will serve and how to create 		value for customers 
	**4 P’s of marketing strategy:
		Product, Price, Place (distribution), Promotion. 
Marketing Mix: set of marketing tools the firm uses to implements its 				marketing strategy 
Customer Lifetime Value: entire stream of purchases a customer makes 		from 1 company their whole life 
Share of Customer: share a comp. gets of customers purchasing in their 		product category. 
Customer Equity: total combined lifetime values of all companies current 		and potential customers. 
[image: ]
CHAPTER 2: Company and Marketing Strategy

Strategic Planning: It sets the stage for the rest of the planning in the firm. 
	The process of developing and maintaining a strategic fit between the 	organization’s goals and capabilities and its changing market 			opportunities.[image: ] 
Mission Statement: 
Statement of the organizations purpose - the value it offers and to whom. 
Translate mission into objectives. 
-Business objective            = increase profit
-Marketing objectv.
= increase market share of domestic and international markets 
This creates a hierarchy 
Assess the buss. Portfolio. 
-evaluate current buss. plans (decide which should get more, less, no invest.
-shape future portfolio by develop. Strategies for growth & downsizing 











Business Portfolio: Collection of businesses and products that make up a 		company. 






This is called the BCG Growth-Share Matrix 
*Stars: 
	Strategy: Build into cash cows via investment 
*Cash Cows:
	Strategy: Maintain or harvest for cash to build sta[image: ]rs 
*Question Mark: 
	Strategy: Build into stars via investment OR let slip into dog status 
*Dogs: 
	Strategy: Maintain or divest[image: ] 

Product-Market Expansion Grid


-Product-market use example : 
	1- Market Penetration:
		To make more sales to current customers without changing the 			original product 
	2- Market Development:
		Identify and develop new markets for current products. 
	3- Product Development: 
		Offering modified or new products to current markets. 
	4- Diversification 
		Starting up or buying a business beyond its current products 			and markets[image: ]
Managing Marketing Strategies and the Marketing Mix 

 Marketing Strategy: The marketing logic by which the company hope to 		create customer vale and profitable customer relationships.
Marketing Mix:[image: ] 
Four C’s: 
		Customer Solution 			Customer cost 
		Communication 				Convenience[image: ] 
Managing Marketing 
[image: ]			
-Strengths and Weaknesses are internal forces. 
-Opportunities and Threats are external forces. 

Marketing Control:
	1- Set specific marketing goals. 
	2- Measure performance. 
	3- Evaluate performance. 
	4- Take corrective action to close the gaps between goals and 			     performance. 









CHAPTER 4: Analyzing the Marketing Environment
There are 2 environmental forces:
	-Microenvironment:
		forces with direct impact on the economy (Internal and external) 
	-Macroenvironment:
		external forces with direct impact across industries 

THE MICROENVIRONMENT[image: ]
It includes:
internal forces (company, suppliers, intermediaries) which the firm controls 
external forces (market, competitors, publics) which is behaviour outside the firms control. 

-The Company: 
	This force includes corporate culture, leadership, ownership, finance, 		R&D, purchasing, operations, accounting; which can all have a great 		impact on marketing decisions and planning strategies. 

-Suppliers: 
	- Important link in the overall customer value delivery system 
	- Provide resources needed to produce goods and services 
	- Most marketers treat suppliers like partners in creating and 			  delivering customer value 
-Marketing Intermediaries: 
	- Helps the economy to promote, sell, and distribute its goods to final 		  buyers:
		- Resellers 
		- Physical distribution firms
		- Marketing services agencies 
		- Financial intermediaries
-Competitors: 
	To be successful a company must provide greater customer value 		and satisfaction than its competitors do. 
-Publics: 
	A public is any group that has an actual or potential interest or impact 		on an organizations ability to achieve its objectives. 
	-Financial (Banks) 
	-Media (News) 
	-Government (public safety, advertising) 
	-Citizen-action (organizations ex: environmental) 
	-Local (neighbourhood residents and community organizations) 
	-General (general publics attitude) 
-Customers: Create strong relationships (most important) 
THE MACROENVIRONMENT[image: ] 
-Demographic Forces: 
	Study of human populations (size, density, location, age, gender, 		race, occupation and other statistics) 
	-Demographic environment: 
		3 Large generation groups (baby boomers, generation x, 				millennials) 
	-Households are changing (“non-traditional” households, “crowded-		  nest syndrome) 
	-Geographic shifts in population 
	-Better educated population + Increased diversity 
-Economic Forces: 
	Economic factors that affect consumer buying power and spending 		patterns. 
	Factors that affect spending include: changes in income and changes 	in spending patterns)


-Natural Forces: 
	Natural resources used to produce goods. 
	-environmental sustainability: efforts to create a world economy that 		  the planet can support indefinitely
-Technological Forces: 
	Forces that create new technologies, creating new products and 		market opportunities. 
-Political Forces: 
	Laws, government agencies and pressure groups that influence and 		limit various organizations and individuals in a given society. 
	-There is an emphasis on ethics and socially responsible behaviour. 
-Cultural Forces:
	Institutions and other forces that affect society's basic values, 			perceptions, preferences, and behaviours. 
	- Core beliefs are slow to change. 
	- Society’s cultural views are expressed by views of: themselves, 		  society, others, organizations, nature and the universe. 

RESPONDING TO THE MARKETING ENVIRONMENT 
Reactive responses (wait for change; then react, missed opportunities, 		damage from threats) 
Proactive responses (anticipate change; act now, seized opportunities, 		mitigate impact of threats) 


CHAPTER 5: Managing Marketing Information to Gain Customer Insights.

Customer Insights:
	-Understanding customers and the market place. 
This is the basis for creating customer value and relationships 

Marketing Information System (MIS):
	It consists of people and procedures which assess information needs, 	develop the information and analyze and uses the information. 
	A good MIS balances information wants, needs and feasibility. 
[image: ]


Developing needed information:
-Internal Databases:
	-Information from the sources within the company. 
	-Accessed more efficiently but Prone to gaps in knowledge.
-Marketing intelligence: 
	-Environmental analysis + ethical issues raised.
	-Publicly available information.
-Marketing research:
	-Used when new problems exist.
	-Systematic collection, analysis, and reporting of data. 

-Marketing research: The systematic design, collection, analysis, and 			reporting of data relevant to specific marketing situations.[image: ] Objectives: 
  -Exploratory: gathers info to help define the problem 
  -Descriptive: describes marketing situations or markets 
  -Causal: test hypotheses of cause-and-effect relationships. 
-Interpret findings 
-Draw conclusions 
-Report to management 
1-Collect: 
  Most expensive and	          subject to error 
2-Process:
  Check for accuracy, code for analysis 
3-Analyze: 
  Tabulate results and compute statistical measures 
PRIMARY DATA	
-information collected for a specific problem
-must be relevant, accurate, current and unbiased
SECONDARY DATA 
Advantages 
-Quicker & cheaper 
-provides data that a firm could not get on their own 
Disadvantages
-Information may not exist or; relevance? Accuracy? currency? 
-rarely provides all necessary information 


Research Approaches:
-Observational: 
	Gathers data by observing relevant people, actions, & situations. 
	It is impossible to observe feelings. Ethnographic research yields a 		richer understanding of consumers because they could watch and 		interact with with consumers in their natural habitat. 
-Survey: 
	Gathers data by asking people questions about their knowledge, 		attitudes, preferences, & buying behaviour. Most widely used for 		primary data and is best suited for gathering descriptive information. 
-Experimental: 
	It matches groups of people by giving them different treatments, 		controlling related factors, and checking for differences in responses. 
	This is best suited for explaining cause-and-effect relationships. 

Analyzing and using market information: 
Customer Relationship Management (CRM):
	The process of building an maintaining profitable customer 			relationships by delivering superior customer value and satisfaction. 
	-Manages detailed information about individual customers to 			 maximize customer loyalty. (purchases, service calls, website visits).
	-Captures and analyzes information from all customer sources. 
	-New findings could lead to market opportunities 
	-It offers better customer service and develops deeper customer 		 relations. Enhances ability to cross-sell products. 
CHAPTER 6: Understanding Consumer and Business Buyer Behaviour
Consumer buyer behaviour refers to the buying behaviour of final consumers. (Individuals and households buying goods and services) 
Consumer market: 
	All individuals and households that buy or acquire goods and services 	for personal consumption. 
The goal: is to create marketing programs which trigger desired behaviour.[image: ] 
Factors influencing consumer behaviour 

Cultural
Culture: Basic trigger of wants and behaviour. These behaviours are 			learned. They are deeply entrenched but when they are changed it 		creates opportunity. 
Subculture: Shared value system between groups (based on experiences). 	Major subculture groups include: -regional subcultures -founding 		nations -ethnic subcultures -mature consumers.
Social Class: Divisions based primarily on socio-economic status. This 		includes a combination of occupation, income, education, wealth, and 	other variables. 
Social
Reference Groups: external influences that serve as direct or indirect 			references in forming a persons attitudes or behaviour. 
	Membership, reference and aspirational groups vary in how they 		influence (ex: marketers try to reach influential people to exert their 		social influence, or they might be recruited as brand ambassadors ex: 	kylie x puma). **Word of mouth influence.** 
Family: strongly influences buying behaviour. Children have strong  			influence on buying decisions. 
Roles and Status: 
	-Role = activities people are expected to perform depending on the 			    people around them. 
	-Status = each role carries a status reflecting the general esteem 			    given to it by society. 
Personal: 
Age & Cycle Stage: People change the goods they buy over their lifetime 		because their needs for different products change. 
Occupation: This affects the goods and services that are bought. 
Economic Situation: This affects the store ppl shop at and product choices. 
Lifestyle: Pattern of living as expressed in consumers activities, interests 		and opinions. People buy the values and lifestyles that products 		represent. 
Personality and Self-Concept: 
	-Personality: Unique psychological characteristics that distinguish a 			    person or group usually defined by traits.
	-Self-Concept: This suggests that possessions contribute to and 			    reflect personal identities. 
Psychological:
Motivation: Motive = a need that requires satisfaction. Maslow’s hierarchy 		of needs explains why people are driven by needs at different times. 
Perception: Process by which people select, organize, & interpret 			information. These can be influenced by: selective attention, 			distortion, & retention. 
Learning: Behavioural changes based on experiences. Behaviours with 		rewarding results tend to be repeated. 
Beliefs & Attitudes: 
	-Belief: A descriptive thought that a person holds about something. 
	-Attitudes: A persons favourable or unfavourable evaluations, feelings 		and tendencies towards an object or idea.[image: ]  Lower levels must be satisfied first 

 Maslow’s Hierarchy of Needs 
Buyer Decision Process 
There are 5 stages: 
1- Need Recognition: A buyer recognizes a problem or need, this can be 		triggered either internally or externally. 
2- Information Search: The amount of your search depends on the amount 	of drive which include: personal, commercial, public, & experimental 		sources. 
3- Evaluation of Alternatives: Depends on the buying situation of the 			customer. This has to do with bran choices. 
4- Purchase Decision: This is further influenced by: attitudes of others & 		unexpected situational factors. 
5- Post-Purchase Behaviour: Hinges on buyers expectations vs. actual 		performance of product. 
		-Performance < Expectations = Disappointment 
		-Performance = Expectations = Satisfaction
		-Performance > Expectations = Delight 
	Most major purchases result in cognitive dissonance (Discomfort 		caused by post-purchase conflict. 

The buyer decision process for New Products include an adoption process:
	-Awareness: consumer becomes aware of product but lacks info. 
	-Interest: consumer seeks info about new product. 
	-Evaluation: “ decides whether trying the new prod. makes sense. 
	-Trial: “ tries new prod. on small scale to determine value. 
	-Adoption: “ decides to make regular use of prod. 
The Adoption Process[image: ] 
-Characteristics influencing rate of adoption: 
-Relative Advantage: Is it superior to an existing product?
-Compatibility: Does it fit the values and experiences of the target market? 
-Complexity: Is it difficult to understand or use? 
-Divisibility: Can it be used on a regular basis? or just limited? 
-Communicability: can results/benefits be easily described to others? 
Business Markets 
-Market structure and demand: 
	-fewer but larger buyers and demand is derived by consumers. 
-Nature of buying unit: 
	-involves more decision participants, and a professional purchasing 		  effort.
-Types of decisions: (Business buyers face more complex decisions than 		consumers) - it includes more complex and formal decisions. 
CHAPTER 7: Segmentation, Targeting and Positioning 1
2
3
4

Designing a Customer-Driven Marketing Strategy 
Market SEGMENTATION
Grouping buyers based on needs, traits, or behaviours that might require separate marketing strategies or mixes. 
	-no single way to segment is best, variables are usually combined. 
-There are 4 Key Consumer Variables:
1- Geographic Segmentation 
	This calls for dividing the market into different units including: Global 		Regions, Countri[image: ]es, Regions of Country, Provinces, Cities, 			Neighbourhoods. 
2- Demographic Segmentation
	This divides the market based on: Age, Gender, Family Size, Life 		Cycle, Household Income, Occupation, Education, Ethnic or Cultural 		Groups, and Generations. 
3- Psychographic Segmentation
	This divides the market based on: Social Class, Lifestyle and 			Personality Characteristics. **People in the same demographic group 	can have different psychographic makeups**
4- Behavioural Segmentation 
	This divides the market based on: Knowledge, Attitudes, Uses/			Responses to a product. 
	-Occasion-based purchases help firms build up product usage. 
	-Benefits sought looks at how different segments desire different 		  benefits from products.
	-User status segments consumers into: non-users, ex-users, potential 	  users, first-time users and regular users. 
	-Usage rate segments consumers into: light, medium and heavy 		  product users. 
	-Loyalty status depends on the loyalty consumers have to brands, 		  stores and companies in which they are then divided into groups on 		  their degree of loyalty.
There is also segmenting in international markets, for this we use: geographic, economic, political/legal and cultural factors to determine the segment internationally. 
In order for Market Segmentation to be effective they should be: measurable, accessible, substantial, differentiable and actionable. 

Market Targeting
	MARKET TARGETING 
	TARGET MARKETING 

	Evaluating Segments: Profitability? Growth? Corporate Objectives? 
	Differentiates & Undifferentiated Marketing 

	Selecting segments 
	Niche Marketing 

	
	Micromarketing 




Market Targeting involves: 
Evaluating: segment size, growth, structural attractiveness, company objectives and resources. It also involves being socially responsible. 
Target Marketing involves: 
Undifferentiated (mass) marketing: ignores segmentation opportunities 
Differentiated (segmented) marketing: targets several segments and 			designs separate offers for each. 
Concentrated (niche) marketing: targets one or a couple of small segments 	(it goes after a large share of few or small segments)
Micromarketing: local or individual marketing. (specific segments) In evaluating different market segments, marketers must look at three factors: segment size and growth, segment structural attractiveness, and company objectives and resources. They do this by collecting and analyzing data on current segment sales, growth rates, and expected profitability for various segments. They choose their target market segments by figuring out which ones have the “right” size and growth characteristics.


Evaluating Market Segments
Structural factors “Five Forces”: 
1- Competitors 
2- New Entrants 
3- Substitute Products 
4- Relative Power of Buyers 
5- Power of Suppliers 

Choosing a Targeting Strategy
Companies need to consider many factors when choosing a market-targeting strategy. Which strategy is best depends on company resources. When the firm’s resources are limited, concentrated marketing makes the most sense. 



Factors in choosing a targeting strategy: The best strategy also depends on the degree of product variability. 
Undifferentiated marketing is more suited for uniform products such as grapefruit or steel. Products that can vary in design, such as cameras and cars, are more suited to differentiation or concentration. The product’s life-cycle stage must also be considered. 
When a firm introduces a new product, it may be practical to launch only one version, and undifferentiated marketing or concentrated marketing may make the most sense. In the mature stage of the product life cycle, however, differentiated marketing often makes more sense.
Another factor is market variability. If most buyers have the same tastes, buy the same amounts, and react the same way to marketing efforts, undifferentiated marketing is appropriate. 
Finally, competitors’ marketing strategies are important. When competitors use differentiated or concentrated marketing, undifferentiated marketing can be suicidal. Conversely, when competitors use undifferentiated marketing, a firm can gain an advantage by using differentiated or concentrated marketing, focusing on the needs of buyers in specific segments.

-Company resources 
-Product Variability 
-Product’s Life Cycle 
-Market Variability 
-Competitors Marketing Strategies 

Differentiation and Positioning 
Product Positioning: 
    The way the product is defined by 
    consumers on important attributes
-The place the product occupies in the minds of consumers relative to competitors (this is usually based off of the price & quality of the product)

Positioning Maps show consumer perceptions of their brands versus competing products on important buying dimensions. 
[image: ]
A differentiation and positioning strategy involves: 
-Identifying competitive advantages 
-Selecting competitive advantage(s) on which to create position 
-Developing a positioning strategy 

Competitive Advantage relies on the extent that a company can differentiate and position itself as providing superior customer value. 

To identify competitive advantages you must: 
-Understand customer needs better than competitors & deliver more value 

A difference is worth establishing if it satisfies the following criteria: 
	Important, Distinctive, Superior, Communicable, Pre-emptive, 	Affordable, Profitable. 

Ways to differentiate include: 
	Product 
	Features, Performance, Style, Design 

	Services 
	Expedient, Convenient, Cautious 

	Channels 
	Coverage, Expertise, Performance 

	People 
	Training (staff), Culture, Morale 

	Image 
	Convey distinctive benefits and positioning 



An important advantage on which to base positioning is by using One Unique Selling Proposition (USP) 









More for More = More benefits for a higher price 
More for the Same = More benefits for the same price
More for Less = More benefits [image: ]for a lower price Positioning statement:
· Format: 
“To (target segment and need) 
(our brand) is (a concept) that (point of difference).”
· Example: 
“To busy, mobile professionals who need to always be in the loop, 
BlackBerry is a wireless connectivity solution that gives you an easier, more reliable way to stay connected to data, people, and resources while on the go.”

Same for Less = Same benefits for a lower price 
Less for much less = Fewer benefits for a much lower price 





CHAPTER 8: Developing and Managing Products and Services
Products are differentiated based on experiences in acquiring and using them. Products are evaluated at 3 levels demonstrated below:[image: ] 
Consumer Products are purchased by consumers for their personal use. 
Industrial Products are those purchased for further processing or for use in conducting a business 

	Consumer 
	Industrial 

	Convenience (you will pay any price if you really need the product) 
	Material (raw & manufactures materials & parts)

	Shopping 
-Homogeneous= commodities are all the same so you look for the cheapest.
-Heterogeneous= a lot of difference so the last thing you look at is the price (look at fit, etc..) 
	Capital Items (Industrial products that that aid in buyers production or operations including installation) 

	Specialty (you pay anything if you find what you look for) 
	Supplies and Services (operating …

	Unsought (when ur not looking for something, someone has to sell it to you) 
	supplies (paper) + repair and maintenance items (paint))







New Product Development: 
-Development of original products, improvements, modifications, or new	          brands.
-New product innovation is expensive and risky and most new products either fail or underperform. 
-Diffusions of innovation theory: divides members of a social group into segments according to how likely they are to adopt a new idea. 

Technology Adoption Life Cycle[image: ] 
Major stages in new-product development (look @ slides for more info) [image: ] 


Product Life Cycle (PLC) 
	The course of a products sales and profits over its lifetime involving 5 stages: product, development, introduction, growth, maturity, & decline.[image: ] 

- Product development begins when the company finds and develops a new-product idea. During product development, sales are zero and the company’s investment costs mount.
- Introduction is a period of slow sales growth as the product is introduced in the market. Profits are non-existent in this stage because of the heavy expenses of product introduction.
- Growth is a period of rapid market acceptance and increasing profits.
- Maturity is a period of slowdown in sales growth because the product has achieved acceptance by most potential buyers. Profits level off or decline because of increased marketing outlays to defend the product against competition.
- Decline is the period when sales fall off and profits drop.
- Product class has the longest life cycle
- Product form tends to have a standard PLC shape
- Style: A basic and distinctive mode of expression
- Fashion: A popular style in a given field
- Fads: Temporary periods of unusually high sales driven by consumer enthusiasm
- Problems with PLC:
- The PLC can help develop strategies for different stages of the PLC
- However, in practice, it is difficult to:
- Forecast sales level, length of each stage, and shape of PLC
- Develop marketing strategy because strategy is both a cause and result of the PLC
- Do not blindly push products to next stage
- Seek ways to rescue products and grow sales

Product and Service Decisions 
-Product decisions include: 
	Physical attributes such as quality and design, Packaging, 	Labelling, Sustainable Packaging, Product Support Service. 
Product Line: group of products that are closely related because they function in a similar manner, are sold to the same customer groups, are marketed thru the same types of outlets or fall within given price ranges. 
Product line decisions include product line strengths and line filling (adding more items within the present line range)/stretching (lengthen a product line beyond its range). 
Product Mix/Portfolio: consists of all the product lines and items that a company markets. 
It deals with 4 dimensions: Width, Length, Depth, & Consistency. 
 
Special Characteristics of Services[image: ]
Distinctive Characteristics of Services 
3 Major marketing tasks to manage: 
	-Service Differentiation 
	-Service Quality 
	-Service Productivity 
In these days of intense price competition, service marketers often complain about the difficulty of differentiating their services from those of competitors. To the extent that customers view the services of different providers as similar, they care less about the provider than the price.
The solution to price competition is to develop a differentiated offer, delivery, and image—in other words, to establish a clear positioning. The offer can include innovative features that set one company’s offer apart from competitors’ offers. 

A service firm can differentiate itself by delivering consistently higher quality than its competitors provide. Like manufacturers before them, most service industries have now joined the customer-driven quality movement. And like product marketers, service providers need to identify what target customers expect with regard to service quality.
With their costs rising rapidly, service firms are under great pressure to increase service productivity. They can do so in several ways. They can train current employees better or hire new ones who will work harder or more skillfully. Or they can increase the quantity of their service by giving up some quality.[image: ]

Service Profit Chain 
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