Business Textbook Notes
Chapter 15 – Managing the Market Mix: The 4 P’s

Total Product Offer - everything consumers evaluate when deciding weather to buy something; also called a value package   

Potential Components of a Total Product Offer Diagram on page 607
Product Line – a group of products that are physically similar or are intended for a similar market.
Product Mix – the combination of product lines offered by an organization.
Product Differentiation -  the creation of real or perceived product differences.
Bundling – grouping two or more products together and pricing them as a unit.
Know Brand, Brand Equity, Brand Manager and Brand Loyalty.

Product Life Cycle – A theoretical model of what happens to sales and profits for a product class overtime; the four stages of the cycle are:
1) Introduction
2) Growth
3) Maturity
4) Decline

Stages of the product life cycle page 613

Three major approaches to pricing strategy:
1. Cost based
2. Demand based (target costing)
3. Competition based

Skimming Price Strategy – a new product is priced high to make optimum profit while there’s little competition. 
Penetration Price Strategy – the product is priced low to attract many customers and discourage competition. 

Marketing Intermediaries – organizations that assist in moving goods and services from producers to businesses and from businesses to consumers. They are in the middle of a series of organizations that join together to push products through the channel of distribution. 

Selected channels of distribution for consumer and industrial goods and services on page 621
How intermediaries create exchange efficiency on page 623 

Intensive Distribution – puts products into as many retail products as possible, including vending machines. 
Selective Distribution – distribution that sends products to only a preferred group of retailers in an area

Popular Firm Objectives:
1. Achieving a target return on investment or profit – optimize profit
2. Building Traffic – building a customer base 
3. Achieving greater market share – low pricing, low finance rates, rebates
4. Creating an image – pricing high to give a good quality image

Electronic Retailing – selling products to ultimate consumers online.
Social Commerce – a form of electronic commerce that involves using social media and user contributions to assist in the online buying and selling of products and services.
Telemarketing – the sale of goods and services by telephone. Companies use it to supplement or replace in store selling and to compliment online Many telemarketers send catalogues to customers and let them order by calling a toll-free number. Many electronic retailers provide a help feature online that serves the same function.
Direct Selling – selling to customers in their homes or workplace

The Supply Chain and Channel of Distribution on page 628
The Traditional Promotion Mix on page 630
Steps in the Business to Consumer Selling Process on page 635 
Business to Consumer Sales Promotion Techniques on page 638

Promotion Mix – the combination of promotional tools an organization uses i.e. Email promotions, social networking, mobile promotions, blogging, podcasting and tweeting.
Integrated Marketing Communication – a technique that combines all the promotional tools into one comprehensive and unified promotion strategy. 
Personal Selling – the face to face presentation and promotion of goods and services.

Packaging Must Perform the Following Functions:
1. Attract the buyer’s attention.
2. Protect the goods inside, stand up to handling and storage, be tamperproof and deter theft.
3. Be easy to open and use.
4. Describe and give information about the contents.
5. Explain the benefits of the core product inside.
6. Provide information on warranties, warnings, and other customer matters.
7. Give some indication of price, value and uses. 

Target Costing (demand based) – we design a product so it not only satisfies customers but also meets profit margins we’ve set. It makes the final price an input to the product development process, not an outcome of it. 
Public Relations – the function that evaluates public attitudes, changes policies and procedures in response to the publics requests and executes and program of action and information to earn public understanding and acceptance.
Direct Marketing – any activity that directly links manufacturers or intermediaries with the ultimate customer.
Viral Marketing – any strategy that encourages people to pass on a marketing message to others, creating exponential growth in the messages influence as the message can reach thousands to millions of potential customers.
Blog – an online diary that looks like a web page but is easier to create and update by posting text, photos, or links to other sites.
Podcasting – a means of distributing multimedia digital files on the internet for downloading to a portal media player. (YouTube)
Push Strategy – promotional strategy in which the producer uses advertising, personal selling, sales promotion and all other promotional tools to convince wholesalers and retailers to stock and sell merchandise. If this strategy works the customers will walk into the store, see the product and buy it. 
[bookmark: _GoBack]Pull Strategy – directs heavy advertising and sales promotion efforts towards customers. If the pull strategy works, customers will go to the store and ask for the products. 
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