Marketing: process for creating, capturing, communicating, and delivering value, and managing customer relationships to benefit organization & stakeholder
· Creates value
· Satisfy customer needs and wants
· Entails exchange
· Exchange: trade of things of value between buyer and seller to satisfy each needs
· Requires product, price, place, and promotion decisions
· Affects stakeholders
· Can be performed by individuals and organizations
Marketing Plan: analysis of current marketing situation, opportunities and threats, objectives and strategy, projected income statements
1. Business Planning (define business mission and objectives – planning phase)
I. Ethics, marketing and consumer research
II. Constant, consistent
III. Mission and vision
2. Situation Analysis (SWOT) – planning phase
I. Research
II. Macro and intermediate environment (PEST)
III. SWOT
3. Develop strategy (identify and evaluate opportunities) – implementing and strategy phase
I. Target market
II. 4P’s: product, price, place, promotion
III. Sustainable competitive advantage: not easily copied, maintained/updated, multifaceted
i. Customer excellence – retain loyal customers and excellent customer services
ii. Operational excellence – efficient operations and excellent supply chain and HR management
iii. Product excellence – products with high perceived value and effective branding and position
iv. Locational excellence – good physical location and internet presence
4. Implement strategy (implementing marketing mix) 
5. Monitor and Control (evaluate performance using marketing metrics)
I. Check if strategy works
Exchange cycle
Seller  communications and deliver  buyers  money and information 

Marketing mix (4P’s)
· to respond to target market’s desire
1. Product: creating value 
I. Tangible goods 
II. Service 
III. Places 
IV. Ideas 
V. People
2. Price: capturing value
3. Place: delivering value
4. Promotion: communicating value

Individuals and Organizations
· B2C: business to consumer
· B2B: business to business
· C2C: consumer to consumer
Manufacturers  Retailer  Consumer A  Consumer B
           (B2B)     (B2C)        (C2C)

Marketing History
1. Product-oriented era: 20th century, good product will sell itself
2. Sales-oriented era: 1920 – 1950, personal selling and advertising to compensate for low consumption in Great Depression and WWII
3. Market-oriented era: after WWII, began to focus on consumer desire and needs
4. Value-based marketing era: marketing today
I. Value: benefits vs costs of consumer
II. Value cocreation: consumer collaborates with seller to create product/service

Successful marketing
· Mutually beneficial
· Satisfies both sellers and consumers
· Driven by value
· Balance benefits and costs
· Build long term relationship with customers

Marketing in the 21st Century
· Sustainability
· Ethics
· Health
· Social values

Situation Analysis
Value Based Marketing
1. Maximize value
2. Create long term relationship (instead of transactions)
3. Beyond just customers
4. Evolve overtime
New customers      Regular purchase  Loyal supporter    Brand advocate
(more resources allocated)    (different resources ex. Campaigns)
Marketing strategy
1. Firm’s target market
2. Related marketing mix (4P’s)
3. Bases on which firm plans to build a sustainable competitive advantage

BCG Portfolio analysis
· Evaluate firm’s various products and businesses and allocates resources to most profitable product expected in the future
· Conducted at strategic business unit (SBU)/product line level
· SBU – division of the firm that can be operated and managed independently, may have different visions or objectives 
· Product line – groups of associated items
High

Relative Market Share
Market Growth Rate
Low
High
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Dog
(Google Fiber)
Cash Cows
(Google Search)
Question Mark
(Google Plus)
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(Android)


Should companies pour resources to transform it into a star?






Deallocate resources?







· Relative market share: measure product’s strength in particular market
· Market growth rate: annual growth rate of a specific market

Analyzing Marketing Environment
Demographics
Culture
Company





Political/ 
legal 
Political/ 
legal 


Social Trend
Consumers


Partners
Competition
Immediate environment


Economic
Technology

Macro Environment

Immediate environment
· Company 
· Consistent with brand 
· Core strength match with opportunities
· Fit with portfolio
· Focus on satisfying consumer needs
· Competitor
· Act/react
· Target segment, need, product
1. Direct competitor: same target, need, and similar product
2. Indirect competitor: same target, need, but different product
3. Marketplace competitor: same target, but different need and product
· Corporate partners 
· Parties that work with focal firm
Macro environment
· External factors that affect the business
· Not found on company’s current consumers, but the market
· Potential customers/ opportunities/ threats
· Culture
· Country, regional, sub-culture
· Shared meanings, beliefs, morals, values, and customs
· When adapting product to a different culture, needs to be inoffensive, useful, understandable, work in native language
· Demographics
· Characteristics of human populations and segments
· Age, gender, race, income, generation, education, ethnicity
· Age ≠ generation when marketing
· Generational cohort: same generation, have similar purchase behaviours due to shared experiences, in same stage of life
· Gen Z – digital natives, 2001-2004 
· Gen Y – millennials, 1977-2000
· Gen X – first of latchkey children (both parents working), 1965-1976
· Baby boomers – after WWII, 1946-1964
· Social trends
· Unlike culture, short term
· Recent trends:
1. Health and wellness concerns
2. Green marketing
I. Strategy of supplying consumers with environmentally friendly goods
II. Green washing: lying about the product being environmentally friendly
3. Privacy concerns

· Technology 
· Can be threat/opportunities for the company
· Economic
· Way consumers spend money
· Factors include: inflation, foreign currency exchange rates, interest rates
· Political/Legal
· Political parties, government organizations, legislation and laws
· Restriction on certain supplies may affect some companies
· Laws may restrain trade/competition
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*note: opportunities/threats ≠ strategy

NEVER CONFUSE SWOT WITH STRATEGY
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· For inspiring strategy (transfer opportunities/threats to strategy)
· Not your strategy
PEST                  SWOT                  4P’s
(environmental scan)   (internal and external analysis)         (strategy)
SWOT/TOWS Matrix
· S-O strategy: pursue opportunities that fit with strength
· W-O strategy: overcome weakness to pursue opportunities
· S-T strategy: use strength to reduce threat
· W-T strategy: prevent firm from exposing itself to threat through its weakness

Marketing research
· Collecting, recording, analyzing and interpreting data to decide on how to market goods, services, or ideas
1. Plan – defining objectives and needs of research
I. If and how you will use the information before collecting data
II. Clear goal, is it worthwhile? 
2. Design 
I. Create a blueprint to ensure you ask the right questions using the right method
II. Identify type of data needed, determine the type of research to collect the data
3. Collect 
I. Sample: must represent the group the company wants to market
II. Primary data
i. Addresses specific need, more costly and time consuming
ii. Observation: examining purchase and consumption behavior
· scanner data
· clickstream data
· sentiment analysis (sentiment mining: analyzing social media posts)
· virtual community
· watching in person/via video
· some experimental research (can be both observational and asking)
iii. Asking: guide conversation without interrupting
· In-depth interview (very expensive): trained researchers ask questions, listen, and record answers, one to one
· Focus group: small group of persons (8-12), discuss on a topic guided by a trained moderator
· group members can be easily swayed by other member’s opinions, groupthink 
· survey and questionnaire
· can’t follow up and ask more (as people tend to stay as anonymous)
· unstructured questions: open-ended
· structured questions: close-ended
· most experimental research
iv.            Qualitative              VS            Quantitative
	· Observation, in-depth interview, focus group, social media
· Words based
· Open-ended
· Explanatory
· Much more informal
	· Experiments, survey, scanner, panel
· Numbers based
· Structured
· Can be statistically tested
· Confirm insights and hypothesis
· More formal


III. Secondary data
i. not about who owns the data, less costly and timely
ii. secondary “used”, pre-existing data for another purpose, collected prior to start of focal research project
iii. big data: anything from “click” to transaction, too large and complex to analyze with conventional data management and data mining software
iv. External data (data from outside firms)
· Syndicated data: available for a fee from commercial research firms
v. Internal data (generated by the firm itself)
· Data warehouse: files that store large amount of individual data
· Data mining: use of variety of statistical analysis tools to uncover previously unknown patterns in data stored in databases
· Churn: (#of consumers who stop using a product/service) / (average #of consumers of that product/service)
vi. Scanner VS Panel
· Scanner focuses on sales (product), #of good
· Panel focuses on people (individual customers), #of goods with individual’s budget, (#/$)
· Can be either external/internal data
	
	Primary Research
	Secondary Research

	Advantage
	· Specific to topic
· Behavioural insights
	· Save time
· Free/inexpensive (except for syndicated)

	Disadvantage 
	· Costly
· Time consuming
· More training and experience for research
	· Not precisely relevant to need
· May not be timely
· May not be original, usefulness issue
· Method for collecting data may not be appropriate
· Bias issue


IV. Developing questions (avoid)
i. Double barreled: two focus questions and answers
ii. Leading question
iii. Unclear, privacy
iv. Sensitive
v. Non-exhaustive, not a lot of option
V. Ethics of using customer information
i. Facial recognition software
ii. Neuromarketing: examining consumer’s brain patters for determining responses to marketing communications, products, or services
4. Analyze and Interpret
I. Transfer raw data into insights (ex. Charts)
II. Summarize and communicate
III. Make recommendation and implement them
5. Implement: use data to develop strategy

Consumer Decision Process
1. Need recognition
I. Perceive a gap between actual and ideal state
i. Self-generated/stimuli-prompted (choose a need to fulfill)
ii. Functional/psychological depending on situation and people
II. Functional needs: performance of a product/service
III. Psychological needs: personal gratification consumers associate with a product/service
2. Search for information
I. Internal: past experience, product knowledge, firsthand experience
II. External: outside personal knowledge, commercial, public, friends, family
III. Perceived cost and benefits of search
IV. Locus of control
i. Internal: believes that they can control the outcomes of their actions
ii. External: believes that fate or other external factors control all outcomes, don’t care how much information they gather, poor decision = not their fault, good decision = lucky
V. Actual/perceived risk
i. Performance/functional: afraid that product/service will function poorly or not function at all
ii. Financial: how much money do I have to pay to maintain the product after original cost of purchase
iii. Social: worries about how other people feel, afraid that other people have negative feeling toward the purchase
iv. Physiological/safety: fear of actual harm if the product did not perform properly
v. Psychological: how you are going to feel about the product, worry about the product not expressing the correct image 
3. Evaluation of alternative
I. Attribute sets – alternative categories
i. Universal: all possible choices for a product category
ii. Retrieval: subset of universal, brands/stores that can be brought forth from memory
iii. Evoked: subset of universal, brands/stores that would be considered when making purchasing decisionUniversal set




Retrieval set










Evoked set



II. Product types
i. Specialty: specific goods people want, strong preference, will spend some time researching on where to get it and on the best supplier
ii. Shopping: comparing alternatives (price, quality, etc.), spend a lot of time comparing and researching, usually things that are more expensive (ex. Furniture)
iii. Convenience: grab and go, on the spot, won’t spend a lot of time, don’t really care which brand (ex. Commodities)
iv. Unsought: won’t be looking, not interested in the product or have never heard of it
III. Involvement: consumer’s degree of interest in product/servicehigh

i. #of brands examined
ii. #of sellersConsumer involvement
Extended problem solving (ex. Cars)

iii. #of product attributes
	Extended
	Routine

	· Educate about product and attribute
· Demonstrate how company’s perform
	· Use ad repetition to create brand familiarity
· Encourage trial use with sales promotion
· Take good shelf space



Routine problem solving (ex. Chips)



high
Consumer knowledge
low






1. Extended problem solving: purchase decision process when consumer devotes time and effort to analyze alternatives, often when purchase decision is perceived to be risky
2. Limited problem solving: moderate amount of effort and time for purchase decision
· Impulse buying: on the spot when see the product
· Habitual decision making: unconscious decision (routine problem solving)
IV. Evaluative criteria: when consumer is evaluating alternative, consists of important attributes about a particular product (ex. Price, materials, reputation of brand)
V. Determinant attributes: features that are important to buyer and on which competitors are perceived to differ
i. look for something special to differentiate from one brand
ii. can be rational (health and nutrition), or subtle and psychologically based (feelings)
VI. [image: ]Consumer decision rules: quickly and efficiently select among several alternatives, consciously/subconsciously 
i. Compensatory: has the best balance of features
· Decision based on multi-attribute model
ii. Conjunctive: has no bad features
iii. Lexicographic: scores highest on my most important feature
iv. Affect referral: gut feeling
v. Brand loyalty: favouritism
vi. Non compensatory: based on subset of its characteristics, regardless of values of its other attributes
4. Purchase and Consumption
I. Make it easy for consumer to buy product
II. Conversion rate: (#purchase/#shoppers), %consumers who buy after viewing it
III. Churn rate: (#CT1 - #CT2)/(#customers at time 1)
5. Post Purchase
I. Actual experience vs expectations (customer satisfaction)
i. Satisfaction = performance – expectation
II. Customer loyalty: brand loyalty, positive words of mouth
III. Cognitive dissonance: internal conflict from inconsistency between two beliefs or between beliefs and behavior  evokes a motivation to reduce dissonance, buyer’s remorse
IV. Negative words of mouth: consumer feels that they have been treated unfairly  spreads negative information about a product, service etc. 

Implications of Marketing (Ways of reducing cognitive dissonance)
Customer
	Before purchase
	After purchase

	· Set appropriate expectations
· Learn how to use product
· Get reviews
	· Exchange/return
· Rationalize
· vent







Marketers
	Before purchase
	After purchase

	· Set realistic expectations
· Demonstrate proper use
	· Offer exchange/upgrade
· Highlight positives (own)/ negatives (others)
· Encourage feedback
· Reach out and thank customers









Factors Influencing Consumer Decision Process

Consumer Decision Process




Psychological Factors (internal)
· Motive: need/want that is strong enough to cause the person to seek satisfaction
· Maslow’s hierarchy of needs
Physiological        Safety          Love        Esteem       Self-Actualization
(food, sleep)      (helmet, vitamins)   (friends, family)  (fulfill inner desire)   (complete satisfied)
· Attitude: evaluation of/behavioural tendency toward a stimulus (ideas, object, experience)
· Judgement on stimulus ex. Whether the donut is too sweet or not sweet enough for you
· Cognitive: think, what a person believes to be true 
· Affective: emotion, feel, like/dislike
· Behavioural: what the person do, the actions person takes with regard to the issue
· Perception: select, organize, and interpret information
· Ex. The donut is sweet
· People can have the same attitude but different perception 
· Perceive before attitude
· Do not include judgement unlike attitude
· Influenced by culture, past experiences, attitude/interest
· Can also influence attitude
· Learning: thought process/behavior from experience
· change behavior with providing info
· affects attitudes and perceptions
Free Sample       Coupons     Full Price
                  Small  Large
· Lifestyle: way consumers spend time and money to live, how a person fulfills one’s goal
· Model a certain lifestyle to consumer
· Appeal and associate with the product

Individual VS Group Buying Decisions
Initiator  Influencer  Decider  Buyer  User
· If individual, these roles are done by yourself
· These roles could be split with different person in a group setting

Social Factors (external)
· Family: firms must consider how families make purchase decisions and understand how various family members might influence these decisions
· Reference groups: a group of people whom individual uses as a basis for comparison regarding beliefs, feelings, and behaviours
· Direct: family and friends, member of your personal/social life
· Indirect: can be aspirational (ex. Idols, stars) or dissociative, non-member of your social life
· social risk
· offer information
· build self-image
· Culture: similar to reference groups, can be small group culture, or large country culture influencing consumer’s buying decision

Situational Factors
· Can override/influence psychological and social issues
· Shopping Situation: environment in the shops, experience
· store atmosphere, salespeople, crowding, in-store demonstrations, promotions, packaging
· Purchase Situation: why are you buying? Purpose of the purchase
· may go to stores the consumer usually will not go to fulfill/purchase a specific need/product
· Temporal State: temporary state of mind like moods
· Choice Environment
· Architecture: presentation of choice information
· Influence decisions
· Rarely neutral
· Ex. Snack situated near cashiers
· Choice architecture interventions
· Use behavioural economics to change choice architecture and improve decisions
· Framing
· How information is described changes choices
· Change how people perceive products (ex. Fun)
· Motivates people to do something
· Anchoring
· When estimating unknown quantity, start with an anchor and then adjust
· Sales discount
· On price $5  $2
· Instead of $10, use $9.99
· People are anchored by what they see first
· Default Bias
· Pre-selected option
· inaction: stick with default
· action: change
· often choose the pre-selected because it’s easier and faster
· ex. Consent receive promotion e-mail, automatically charge fees when free trial ends
The Ethics of Influencing Consumer Behaviour
· all factors can influence consumer behavior for good/bad
· ex. Hooking kids on healthy food/cigarette

Step 3 of Marketing Plan – Develop Strategy (STP: segmentation, targeting, and positioning) 
· Segmentation: identify and describe segments
· Market segment: group of consumers responding similarly to a firm’s marketing efforts
· Marketing segmentation: dividing the market into groups of customers with different needs
· Targeting: evaluate attractiveness and select segment for pursuing as a market
· Positioning: tailor to meet needs, define marketing mix so that customers have clear understanding of what product does/represents comparing with competing products
1. Establish strategy/objectives (segmentation)
2. Use segmentation methods (segmentation)
I. Geographic
i. Country, region city
ii. Urban, rural
iii. Climate, topography, geographyLarge, but not informative

II. Demographic
i. Age, gender, income, religion, ethnicity
ii. Education, occupation, family stage
iii. marital status, household size
III. Psychographic: how people self-select, identify one-self
i. Self-values: goals for life
ii. Self-concept: self-image
iii. Lifestyles
iv. Needs and motives
v. Perceptions
vi. Attitudes and beliefs
vii. VALS: evaluate intersection of psychology, demographics, and lifestyle
 Innovators     Ideals   Achievement  Self-Expression
             Believers    Strivers       Makers       SurvivorsMore practical, powerful, and meaningful, but more expensive

(High resource)                                     (low resource) 
IV. Behavioural: how consumer uses product/service
i. Benefits
ii. Usage rate
iii. User status
iv. Occasion: when a product/service is purchased
· Special occasion? Everyday?
v. Loyalty
vi. Product attitude
*note: each segmentation base has many segmentation variables
V. Geodemographic: combination of geographic, demographic and lifestyle characteristic to classify consumers, useful for finding new locations
3. Evaluate segment attractiveness (targeting)
I. Evaluating segment attractiveness, identify target segments
i. Identifiable (up to marketers, marketer decides)
· Coherent with segment, distinct from other segments? (not internally varied, too much overlap?)
· Needs, wants, psychographic are similar (internally similar, share needs)
ii. Substantial (up to the segment, market cannot decide)
· Sufficient size, growth, and buying power?
iii. Reachable (segment brand interaction)
· do consumers know us?
· Willing and able to receive communications and distributions from us?
iv. Responsiveness (segment brand interaction)
· Willing and able to buy product from us?
· Response the way we want it them to respond? Meet all the needs?
v. Profitable
· Financially worth pursuing for us?
· Buy your product? How often? Often enough?
· Life time profitability 
Segment profitability = (segment size * segment adoption % * purchase behavior * profit margin %) – Fixed costs
· Segment size = #of people in a segment
· Segment adoption % = %of customers who are likely to adopt the product/service
· Purchase behavior = purchase price * #of times a customer would buy product/service in a year
· Profit margin % = (selling price – variable costs) / selling price
· Fixed costs = advertising expenditure, rent, utilities, insurance, administrative salaries
*note: substantialness remains constant, but profitability, reachability, and responsiveness are dependent on the products (in same target segment)
4. Select target market (targeting)
I. Undifferentiated (mass marketing): single strategy for everyone
i. Cheap, for commodities (ex. Salt)
ii. Large daily necessities manufacturers use this strategy
II. Differentiated: multi segment, different offerings for each target market
i. Pursuing different segment at the same time
ii. Expensive, diversify 
iii. Less risk (if something doesn’t work out, there’s still other target strategy)
III. Concentrated: single segment
i. Small firm, starting firm (efficient use of resource)
ii. Pouring all resources and energy into one segment
Ex. Footloops uses concentrated (pouring resources into kids segment)
IV. Micromarketing: one-to-one
i. meet each person’s needs, very expensive
ii. usually a service (customizable) like tattoo
5. Identify and develop positioning strategy (positioning)
I. [image: ]Value proposition: unique value a product/service provides to its customer and how it is better and different from competitors
	#1 Firm’s value proposition 
#2 Consumer’s unmet needs        
#3 Firm’s unneeded benefit
#4 Redundant benefit
	#5 Competitor’s value proposition
#6 Unneeded benefit from both firm
#7 Competitor’s unneeded benefit








· Positioning = Target Market + Differentiation
· For [target segment], [company/product] is a [frame of reference] that [point of parity] and/but [point of difference]
· Relevant to target segment
· Unique compared to competitors
· Credible in that can be achieved
· Positioning method
1. Value proposition
2. Salient Attributes: focus on product attributes that are most important to target market (ex. Safety)
3. Symbols: logos (ex. Nike swoosh), something consumer can associate the product with
4. Competition: position against specific competitor/an entire product classification
I. May arise trademark issues if positioned too closely to competitor (ex. McDonald prohibits any other brand’s usage of Mc prefix)
· Perpetual Map: position of brands in consumer’s minds
· Ideal points: where a particular market segment product would lie on the map
1. Determine consumer’s perceptions and evaluations of product/service in relation to competitor’s product/service
2. Identify market’s ideal points and size
3. Identify competitor’s position
4. Determine consumer preferences (size of circles)
5. Select position
6. Monitor the positioning strategyEx. UBC Restaurant


High Value
High
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Product: something of value that can be offered through voluntary exchange
· Consumers don’t care about feature but care about benefits
· So what? Explain the product’s benefits in consumer’s perspective
· Translate your skills to benefits for company

Complexity
· Core customer value: basic problem solving benefits consumers are seeking
· Actual product: physical attributes of a product including brand name, features/design, quality level, and packaging
· Associated services/augmented product: non physical attributes, product warranties, financing, product support, after sale service
Types
· Consumer products: for personal use
	Types
	Producer

	Specialty
	More careful on product

	Shopping 
	Good strategy on all 4 (more comparison)

	Convenience
	Opposite of specialty (3P’s exclude product)

	Unsought
	Most on promotion/place (to let people know about it and increase reachability)


4P’s
Product
Place
Promotion
Price









Product Mix and Product Line Decisions
· Product mix: company’s complete assortments of goods and services
· Product lines: groups of associated items
1. Considered similar
2. Used together
· Depth: #of product in a product line
· Breadth: #of product lines in a companyProduct Line

Line extension
Brand extension
depth
breadth
1
2
3
4
1   2   3








· Cannibalize: negative impact on firm’s sales, profits, or market share when one product competes closely with a similar product offered by the same company
· Why mix?
	Pros
	Cons

	1. Increase revenue
2. Expand 
3. Respond to change
4. Less risk (if success)
5. More efficient
	1. Expensive
2. Can be risky if fail









· Line extension
· Lower introduction cost 
· 89% of new production products
· Finer segmentation can meet consumer needs better
· BUT cannibalization and increased production cost
· Shifting demands to new product  decrease demand for old product
· Don’t want to split the current consumer segment, want to create new ones to attract new customers
· Brand Extension
· 6% of new consumer products
· Risky, less common
· Depends on when, what, how
	Pros
	Cons

	· Avoid cost of new brand development
· More efficient promotion
· May enhance brand meaning
· Build brand image
	· Credibility
· Dilution of parent brand
· Dilute meaning of the company








· Sometimes will use (collaborate with or buy) existing brand because of these risks
· Or name the new developed brand differently than parent to avoid damaging parent brand
*note: all brand extensions are created equal  need to match with company’s segment

Service VS Goods
1. What is the difference?
2. Why is that a challenge?
3. How do we overcome the challenge?
· Service: intangible offering that involves a deed, performance, or effort that cannot be physically possessed, cannot be separated from producer, difficult to promote
· Customer service: human/mechanical activities to satisfy customer’s needs/wants
Difference
1. Intangible: cannot be touched/seen/tasted like pure product
I. To market intangibility, producer can show the effect of the service
2. Variable/heterogeneous: differences between marketing of products and services
I. How service is provided (different employee attitudes etc.), more variability on delivery of services
II. Balance needs to be made between variability and standardization
III. Customer feedback help reduce variability
IV. On the service, not customer
3. Inseparable: service and consumption cannot be separated
I. Can’t separate service from product
II. Interaction with service provider have important impact on customer’s perception of service outcome
III. Hard to return
IV. Hard to trial
V. Hard to grow  needs to hire more people for growth  increase variability (a concern)
VI. Can use reviews and communications to set standards
4. Perishable: can’t be stored for use in the future
I. Ex. Empty seats on flight can’t be filled, restaurant closing around 10 due to decreasing numbers of customer
II. Hard to match supply and demand
III. Yield management: effectively and actively manage prices to match supply and demand

Development of New Product
· Innovation: ideas are transformed into new products and services to help firm grow
· Reason for new product
1. Changing customer needs: firms develop new products/services to satisfy change in customer tastes/desires
2. Market saturation: longer a product exists in marketplace, more likely it is that the market will become saturated (too many product, more competitors/alternatives)
I. Without new product/service, value of firm will decline
II. Can offer opportunities for company that is willing to adopt a new process/mentality
3. Managing risk through diversity: more product, less risk (if one fails, other products can still maintain the company), enhance value better 
I. Stand better against external shocks (change in consumer preference)/intensive competitive activity
4. Fashion Cycles: changing fashion trends, using old product to create new ones to draw consumers (ex. Disney movies Alice through the Looking Glass)
5. Improving business relationships: new product can serve to improve relationship with suppliers

Product Growth Strategies
	Market
	Product

	
	Current 
	New

	Current
	Market Penetration
	Product Development

	New
	Market Development
	Diversification


· Market Penetration
· Steal market shares
· Attract new customers from currently targeted consumption
· Intensify consumption
· Encourage existing customers to buy more/more often
· Low cost, limited in terms of growth, least risky
· Market Development
· Target new segment
· Introduce current product to new domestic/international market
· New segment may not respond the same way, second least risky
· Product Development
· Introduce new product to currently targeted market segment
· Slightly riskier, may not be accepted by current market segment
· Diversification
· New product to new audience
· Most risky
· Related diversification: current target market and/or marketing mix shares something in common with the new opportunity
· Unrelated diversification: new business lacks any common elements with the present business
Celebrity example
Related                Intermediate                Unrelated
New TV show      Published book, known for writing       Create personal brand 


Imagine Diet Coke is planning a new campaign. To better understand their Super Bowl mis-fire, Diet Coke conducts marketing research. What type of research are they conducting if they analyze social media postings in the 3 months following their 2018 Super Bowl ad?
a) Scanner
b) Secondary
c) Quantitative
d) Primary
· Data have already existed for another purpose
· The data is not specifically collected for the research purpose
· If the company specifically asked for consumer review in a social media post, then it would primary
Denise and Michelle are shopping for a new comforter cover. At the store, they see a cover that appears to be a blue and green swirled design. Denise thinks the cover is attractive and likes it a lot. Michelle, on the other than, thinks the cover won’t work with their décor and does not like it. Denise and Michelle have similar ___, but different ____.
a) perceptions; attitudes
b) attitudes; perceptions
c) cognitive attitudes; affective attitudes
d) affective attitudes; cognitive attitudes
· Similar perception: they both see the cover as “blue and green swirled design”
· Different attitude: Denise likes it, but Michelle doesn’t 

Situation Analysis
Scenario for Question #1:
The National Hockey League (NHL) is North America’s premier professional ice hockey league composed of 30 separately owned teams based in Canada and the US. The league attracts highly skilled players from all over the world to play at this elite level. The NHL follows the general rules of ice hockey, but its rules differ slightly from those used in the Olympics, which are organized by the International Ice Hockey Federation (IIHF). The NHL is one of five major professional sports leagues in North America, along with Major League Baseball (MLB), the National Football League (NFL), the National Basketball Association (NBA), and Major League Soccer (MLS). In the US, hockey has the smallest total fan base of the four sports leagues, the least revenue from television, and the least sponsorship. In contrast, hockey is the most popular of these four major sports in Canada. In both countries, the NHL fan base is more affluent and well-educated than the fan base of the MLB, NFL, and NBA. In addition, NHL season ticket prices have traditionally been higher (given the number of games per season) than those of the other sports. Like any business, the NHL seeks to protect and strengthen its market position. In addition to managing the league’s day-to-day activities, the NHL President and the 30 team owners are all charged with the longer-term responsibility of growing the sport and finding new revenue sources while maintaining current levels of fan and sponsor support. Like most businesses, the NHL periodically re-analyzes their environment to better achieve its goals.
(a) List four situation analysis factors that the NHL should consider. (2 marks)
(b) For each factor listed, give a specific example. (4 marks)
(c) For each example listed, explain why it is relevant to the NHL’s marketing planning. (4 marks)
Competition: 
· pay attention to its indirect competitors, such as MLB and NFL, as they target same segment and same need
· observe and monitor how its competitors attract fans and decide on what kind of sustainable competitive advantage it should maintain to differentiate itself
Economic factors: 
· research on recent economic trend: especially the Canadian and American dollar exchange rate
· exchange rate will have impact on players’ relative salaries
· if the exchange rate were to decline, this might affect relative salaries of NHL players on Canadian vs. American teams, which may affect strength of different teams
· cause cross-boarder games to be unexciting and unenjoyable to watch.
· people may not be motivated to go to cross-boarder games in situation of declining economic
Demographic
· research should be focused especially on the income and population factors
· declining in income may cause people to be reluctant to purchase hockey ticket as it is more expensive
· population factors influence the potential growth of the fan base
· decline in population, will cause a decline in fan base 
Social Trend:
· Specifically research recent social media trends, such as social media challenges
· Having a better understanding on social media trends can help NHL improve its marketing strategy as social media challenges serve as an excellent way for promotion and let people understand more about the players and the sport
· People may not be interested in hockey, but may be attracted by the players’ personality displayed through social media, which may draw in potential fans, and increase fan base  

Sample Answer
The NHL should consider their competition. Specifically, the NHL should monitor the growth of indirect competitors, such as the NFL and the MLS, that target the same segment of sports fans with similar products to satisfy the same need of sports entertainment. The NHL will need to know their competitors’ offerings in order to maintain a sustainable competitive advantage that makes them uniquely valuable.
The NHL should be aware of economic factors. Specifically, the NHL should keep an eye on the US-Canadian exchange rate (i.e., the relative value of the Canadian and American dollars). This will affect the relative salaries of NHL players on Canadian vs. American teams, which could then affect the strength of different teams. If this becomes unequal, cross-border games will no longer be competitive or enjoyable.

Marketing Research
Scenario for Question #2:
Suppose we own a small restaurant chain in Calgary, AB. We want to add a new dessert to our menus. Before developing a new dessert, we want to know more about the dessert market in Calgary. Specifically, we want to know which dessert or desserts have been most popular over the last 18 months.
(a) List two sources of secondary research that we should use to answer the research question. (1 mark)
(b) For each source listed, explain why it would be a good fit. (2 marks)
(c) For each source listed, explain one limitation that we should keep in mind when formulating our research plan. (2 marks)
Syndicated data:
· Buying syndicated data that tracks purchasing trends in the dessert market over the last 18 months
· information such as purchasing trends in different restaurants, grocery stores, cafes will be provided through syndicated data
· however, the data may not fit our research needs exactly
· it may not have specific information on dessert market in Calgary, but Alberta in general 
Scanner data
· scanner data can be pulled within our own restaurant to see which dessert is purchased the most
· would tell us the consumer preference, what they like and dislike about our dessert
· on the contrary, as it is pulled from our data, it might not serve as an accurate representation of the trend in dessert market
· we will not know the popularity of the product we don’t sell

Sample Answer
We could buy syndicated data that tracks purchasing trends in the dessert category over the last 18 months. Syndicated data would tell us about trends across different retailers – different restaurants, grocery stories, etc. However, because syndicated data was originally collected for different purposes, it may not be tailored to our question; we may not be able to find syndicated data specifically for Calgary.
We could use our own scanner data to track sales of desserts at our restaurant locations over the last 18 months. This would tell us about what our customers like. However, because this only looks at our own data, we won’t know about the popularity of any desserts we didn’t offer. For example, if the top trend in Calgary desserts is mini-donuts, but we don’t sell these, we won’t know about their popularity.

Consumer Behaviour
Scenario for Question #3:
Identify a major financial purchase you recently made. Think about the different types of psychological, social, and situational factors that influence consumer behaviour. Think about the different types of psychological, social, and situational factors that influence consumer behaviour.
(a) List three variables that influenced your purchase. (1 mark)
(b) For each variable listed, explain what it is. (3 marks)
(c) For each variable listed, explain how it influenced your purchase. (3 marks)
Major financial purchase – Iphone Xs
Cognitive Attitude
· how people think of a product, what they believe the product to be
· after seeing the ad of the Iphone Xs, I think that the design of the phone is beautiful and the face recognition is really convenient and useful
· this encourages me to go the nearby apple store to look at the real product
Reference group (direct)
· serve as basis for comparison regarding feelings, belief, and behaviours
· some of my friends have already bought the newest iphone and have been posting beautiful pictures and selfies using the phone
· before going to the physical apple store, I saw one of my friends complementing Iphone Xs’ camera quality in a Facebook post, which also made me want to buy it
Shopping situation
· environment and experience in the store that encourages the consumer to make purchases
· when I entered the store, I was welcomed enthusiastically by a salesperson and provided with detailed information on the newest iphone
· the salesperson was humorous and enjoyable to talk with, he also guided me through the new functions on Iphone Xs
· I had a great in-store experience and that caused me to make the final decision on purchasing the phone

Sample Answer
I recently purchased a new mattress to help me get a good night’s sleep.
For psychological factors: My cognitive attitude (what I think) about the product category influenced my decision. I thought a memory foam mattress would be higher quality than other mattress types. This led me to search more for memory foam mattress and to be willing to pay more a memory foam mattress.
For social factors: My indirect aspirational reference groups (a group to which I don’t belong, but which I like to associate myself with) influenced my decision as well. One of my favourite podcast hosts raved about his experience with a Casper mattress. This led me to add Casper to my evoked set.

Segmentation, Targeting, and Positioning
Scenario for Question #4:
Adapted from:
American Giant: For Breathing New Life into U.S. Apparel Manufacturing
By Andrew Rice, Fast Company
Published March 2015
American Giant is an e-commerce phenomenon: Its sweatshirts, t-shirts, and polo shirts, almost entirely sourced and produced in North and South Carolina and sold only via the web, are comfortable, flattering, durable, and popular with a fanatical fan base. CEO Bayard Winthrop says its business has tripled each year since its launch in 2012. The company’s products routinely sell out and can be back-ordered for weeks. And Slate spoke for many fans when it called American Giant’s primary product "the greatest hoodie ever made." American Giant targets one or more market segments with their hoodie product.
(a) Use market segmentation variables to describe one market segment you think American Giant should target with their hoodie product. (3 marks)
(b) Write a positioning statement for American Giant that is targeted to the segment you just identified. (2 marks)
The Pretending to be Actives 
· Demographic: age from 14 to 22
· Psychographic: who is still attending school and wants to fit in (needs and motives)
· Behavioural: they will want to find a clothing that will make them look active and sporty to obtain a cool look 
For the pretending to be actives, American Giant’s hoodies are not just comfortable, but can also provide a cool and fashionable look.  

Sample Answers
(a) Weekend warriors are adults aged 18-50 (age; demographic) who work during the week, but then like to be active on the weekend (lifestyle; psychographic). Weekend warriors are looking for a sweatshirt that will stand up to messy activities such as gardening and camping (benefit; behavioural).
(b) For weekend warriors, American Giant’s hoodies are comfortable and, unlike other sweatshirts, are the perfect fit for whatever you do this weekend, whether you’re gardening, camping, or washing the car.
Segment = weekend warriors, Brand = American Giant; Frame of reference = Hoodies, POP = Comfort, POD = Durability

Product Strategy
Scenario for Question #5:
The growth of smoking bans in recent years has had a major effect on Zippo Manufacturing, maker of the well-known Zippo cigarette lighters. Suppose Zippo is looking for new ways to grow its revenues in light of the proliferation of smoking bans.
(a) List two growth strategies that Zippo could follow to grow its revenues. (1 mark)
(b) For each strategy listed, describe a specific tactic. (2 marks)
(c) For each tactic listed, explain why Zippo should (or should not) use it to grow revenues. (2 marks)
Diversification
· Zippo could use a related diversification strategy
· Specifically, it could target the parents who usually throw birthday parties for their kids
· The new product should be birthday candle sets including a candle lighter (with designs appealing to kids)
· as the new product has some relations to what Zippo does currently, it will not be too costly and time consuming to produce it, and it will also extend its product line which will help with lowering risk if the cigarette market were to decline
· However, its new target segment may be skeptical of the new product as Zippo is famous for cigarette lighters (credibility issue)
· [bookmark: _GoBack]Parents may fear negative influence on children, therefore this strategy could be considered but not recommended
Market Development
· Zippo could pursue a market development strategy to use the same product but targeting it in a new target segment
· Specifically, Zippo should reposition its lighter as multi-purposed instead of just for cigarettes
· For example, Zippo could promote its lighter as a candle lighter.
· Zippo is still using its current product (lighter) but marketing it in a new segment (fragrance candle enthusiasts)
· Though new marketing campaign may be needed to persuade and communicate the value to its new target, the strategy will be less expensive and risky as no new product needs to be developed

Sample Answer
Market development: Zippo should reposition its cigarette lighter as a candle, fireplace, and grill lighter. Because Zippo is marketing its existing product (i.e., the lighter) to a new segment (i.e., homemakers vs. smokers), this tactic would be an example of market development. Although Zippo would need a new promotional campaign to reposition its lighter, this tactic may be relatively cheap and less risky because Zippo doesn’t need to develop a new product.
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