Chapter 4
What is marketing? Marketing involves promoting, advertising or selling a product or service. Marketing a product or service requires utilizing the 4 P’s of marketing (marketing mix), which is Product, Price, Place (distribution) and Promotion. The product is what the company or business is offering to sell, such as a good or a service. The price is the amount of money the product or service is being sold for. The place is where this product or service is being sold and distributed to, and the promotion involves the advertising and bringing awareness to the product or service.
What is meant by “describe the consumer target market using the 5 dimensions studied in this course?”
The 5 dimensions are demographics, psychographics, geographics, benefits and usage rate. 
Consumer behaviour is processes a consumer uses to make purchase decisions, as well as to use and dispose of purchased goods or services; also includes factors that influence purchase decisions and product use.
Consumer behaviour matters to marketers  so that they can understand customers’ desires in order to create a proper marketing mix for a well defined market. Understanding how consumers make purchase decisions can help marketing managers by knowing what is important to customers. For example, an automobile marketing manager would want to know by research that the fuel economy is the most important attribute for new car selection in a target market. That way, they can redesign the product to meet that desired requirement. If changing the product is not immediately possible, promotion can be used to change consumers’ decision making criteria such as style, durability and cargo.
5 Step Process:
1) Need Recognition: Imbalance between actual and desired state. A want is a way a consumer goes about addressing a need. Ex: Internal or external stimulus. Internal stimuli: Things you feel or experience like thirst or hunger. External stimuli: thoughts and senses from outside  source like food samples, package design, brand name mentioned, product ad. 
2) Information Search: Internal (memories, thoughts) and external (outside environment)
Non marketing controlled info: NOT associated with marketing, includes friends and family and personal experience
3) Evaluation of Alternatives: environment, internal info, external info
4) Purchase
5) Post purchase behaviour
Types of buying behaviour:  Routine response behaviour, limited decision making, and extensive decision making.
 Routine response behaviour is frequently purchased, low cost goods and services. These are also low involvement goods. These include products that consumers spend little time on to search for and to buy. Buyers are familiar with different brands but stick to one certain brand. Ex: Routinely bought Tropicana OJ or routinely bought whitening tooth paste.
Limited decision making: Customer has previous product experience but is unfamiliar with the current brands available. Associated with lower level involvement, but consumers expend moderate effort in searching for info or on considering various alternatives. Ex: Consumer’s brand of whitening toothpaste is not readily apparent because it is sold out. Customer will evaluate other brands and decide due to ingredients, benefits, etc.
Extensive decision making: Most complex type of decision making, when buying an unfamiliar, expensive product or an infrequently bought item; requires use of several criteria for evaluating options and much time for seeking information.
Factors determining the level of involvement: Previous experience, Interest (If more interested in product, more involved in purchase), Perceived risk of negative consequence (financial, social (un stylish clothes), psychological (guilty about buying foreign made cars)) , Situation(low level hotels while alone, high level when with someone), Social Visibility (designer clothing, cars)
Cultural Influence on Consumer Buying Decisions: Culture involves values, norms, attitudes that shape human behaviour and the products of that behaviour as they are transmitted from one generation to the next. As companies expand globally, they must understand the culture of those different countries. Colours mean different things in other countries, as well as language. A social class group of people in society who are considered nearly equal in status or community esteem, who socialize among each other and also share behavioural norms. Usually measured in occupation, income, education, wealth, etc.
Social influences: Reference groups to identify with or become a member of. They can be primary or secondary. Primary groups are groups in which people interact regularly face to face with such as family, friends and coworkers. Secondary groups are clubs, professional groups and religious groups- groups that are visited less and are less formal. Opinion leaders also influence others’ opinions. Ex: teenagers and text messaging (it has grown to appeal to everyone). Also celebrities, high school cheer leaders, civic leaders to promote insurance, new cars. Family is also a big social influence. Ex: some are healthy and some aren’t, therefore shopping lists will be different. Cultures and norms get passed down to children, which will also influence what they buy. Children are big influencers in purchases such as restaurants, toys and clothes.
Individual Influences: Gender, age, family life cycle, major events, personality, self concept and lifestyle.
Psychological influences: The process by which we select, organize and interpret stimuli (5 senses) to form meaningful and coherent picture is called perception. How we see the world and recognize that we need some help in a purchase is called perception. Selective exposure is the process by which a consumer notices certain stimuli and ignores others. (Shape, colour of package or ad, sexuality of ad -GUESS, perfume). Selective distortion is when consumers change or distort info that conflicts with their feelings or beliefs (smokers ignore smoking kill warning, companies give you cheques tying you to a contract). Selective retention is when a consumer remembers only information that supports his or her beliefs (forgetting about drug side effects and focus only on benefits). Motivation is also a key influencer (Maslow’s needs), as well as learning from past experiences.
Chapter 6
Market segmentation is the process of dividing a market into meaningful, relatively similar, and identifiable segments or groups. Marketers use variables/segmentation bases which are characteristics of individuals and groups to divide markets into segments. Marketers segment because it will help them define customers’ needs and wants more precisely, as well as helps decision makers define marketing objectives more accurately. Performance can also be better evaluated when objectives are more precise. They also segment because it enables marketers to identify groups of customers with similar needs and to analyze the characteristics and buying behaviours of these groups. Marketers can then design marketing mixes specifically matched with the characteristics and desires of one or more segments. It is also consistent with satisfying customer wants and needs while meeting the organization’s objectives.
To be effective, segments must be: Sustainable (enough people),Identifiable/measurable (how many people will respond), accessible (reach members of target segment), responsive (responds to marketing mix).
Geographic segmentation segments markets by region of a country or the world, market size, market density, or climate. Market density is the number of people within a unit of land, and climate can be very important for purchasers needs (snowmobiles, skis, clothing, air conditioning, heating).
Demographic segmentation includes age, gender, income, ethnic background and family life cycle.
Psychographic segmentation involves personality, motives, lifestyles, and geo demographics. Personality reflects a person’s traits, attitudes, and habits. Motives involves why the person is buying a product-such as an emotional motive when buying a baby product. Lifestyles breaks groups into how they spend their time, the importance of the things around them, their beliefs, income and education. Geo demographics involve neighbourhood lifestyle categories. It combines geographic, demographic and lifestyle segmentations. It helps marketers develop marketing programs tailored to prospective buyers who live in small geographic regions, such as neighbourhoods or who have very specific lifestyle and demographic characteristics. 
Benefit segmentation is the process of grouping customers into market segments according to the benefits they seek from the product. Ex: healthy food, nutritious food, long lasting energy.
Usage rate segmentation: The amount of product bought or consumed. Former users, potential users, first time users, light or irregular users, medium users, and heavy users are all part of a usage rate category.
Strategies for selecting consumer target markets:
Undifferentiated targeting strategy: Adopts a mass market philosophy, viewing the market as one big market with no individual segments. Assumes all customers have similar needs that can be met with a common marketing mix. Unimaginative product offerings, generalized. (Flour, sugar, etc).
Concentrated targeting: Selects one market niche (segment of a market) for targeting its marketing efforts. 	It can focus on all of the needs, motives, satisfactions from that segment’s marketing mix. Ex: Starbucks is for consumers who want gourmet coffee products. Rolex is for people who want a luxury watch.
Multi segment targeting: Chooses 2 or more well defined market segments and develops a distinct marketing mix for each. Ex: Maple leaf has regular bacon, thick sliced, maple flavoured, and salt reduced. Cover girl has products for all ages of women.
Cannibalization is when sales of a new product cut into sales of a company’s existing product. Ex: Coke Zero and Diet Coke,
One to One Marketing: An individualized marketing method that utilizes customer info to build long term, personalized, and profitable relationships with each customer. Goal is to increase revenue through customer loyalty. Ex: Dell allows customers to choose prepackaged computer systems or to build their own system.
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Business marketing is the marketing of goods and services to individuals and organizations for purposes other than personal consumption (B2B). Ex: The sale of a digital data projector to your college or university.
4 Major Categories of Business Customers:
Producers: Profit oriented individuals and organizations that use purchased goods and services to produce other products, to incorporate into other products, or to facilitate the daily operations of the organization. Ex: construction, manufacturing, transportation, finance, real estate, food service. Often called original equipment manufacturers, this includes all individuals and organizations that buys goods and incorporates them into the products they produce for eventual sale to other producers or to consumers. Ex: GM buys steel, paint, tires and batteries.
Resellers: Retail and wholesale businesses that buy FINISHED goods and resell them for a profit (NO additional production is involved). A retailer sells mainly to final customers, wholesalers sell mostly to retailers.
Governments: The MASH sector (Municipal, Academic, Social, Hospital). Health, social services, education expenses make up most of the government’s expenses.
Institutions: Seek to achieve goals other than standard business goals of profit, market share, etc. This includes unions, charities, non-profit organizations, clubs, foundations.


Main differences between business and consumer markets: The demand for a business market is organizational whereas consumer markets are individual. The purchase volume of a business market is larger, and the number of customers is fewer. The location of buyers for a business market is geographically concentrated, and consumer market is dispersed. Distribution of products is more direct and buying is more professional for a business market.
7 Types of Business Products: Major Equipment, Accessory Equipment, Raw Materials, Component Parts, Processed Materials, Supplies, Business Services.
Major equipment: Capital goods such as large or expensive machines, blast furnaces, generators, airplanes, buildings.
Accessory equipment:  Less expensive and shorter lived than major equipment, such as power tools, office equipment, data projectors, computer servers, photocopiers.
Raw materials: Unprocessed extractive or agricultural products, such as mineral ore, lumber, wheat, corn, fruits, vegetables.
Component parts: Finished items ready for assembly or products needing very little processing before becoming part of some other product.
Processed materials: Products used directly in manufacturing other products. Unlike raw materials, they have had some processing. Ex: Sheet metal, chemicals, specialty steel, lumber, corn syrup, plastics.
Supplies: Consumable items that do not become part of the final product. Ex: lubricants, detergent, paper towel, pencils and paper.
Buying center: Initiator, influencer, decider, purchaser, user
Evaluative criteria: Quality, service, price
Buying situations: New buy: purchase of a product for the first time. Modified rebuy: Wanting change in the original good or service. Ex: New colour, greater tensile strength in a component part, more respondents in a study. Straight Rebuy: Purchaser reorders the same goods or services without looking for new info or investigating alternatives.
Segmenting Business Markets: **USED FOR THE BUSINESS THAT A COMPANY IS TARGETING, NOT THE BUSINESS BEING ADVERTISED!!!**DESCRIBING THE SERVICES IT CAN PROVIDE!!!**
Product use (7 categories- major equipment, raw material, accessory equipment, component parts, processed materials, supplies, business service), Volume of Purchases, Type of Company (4 categories- producer, reseller, institution, government), size of company, buying process (quality, service, price).
Ex: Holiday Inn to a small business starter- Product use is business service, Volume of purchases is small, the type of company is all (anybody can use the holiday inn), the size of company is small (one man business), and service comes first in buying process.
Chapter 7
Market research is the process of planning, collecting, and analyzing data relevant to a marketing decision. The results of this analysis are then communicated to management. It plays a key role in marketing, by providing decision makers with data on the effectiveness of the current marketing mix- and where changes should be made. 
It is the main source of data for both management info systems and decision support systems, which enables managers to obtain and manipulate info as they are making decisions. Marketing research improves the quality of decision making for managers, and helps them trace problems. It also helps them keep customers, and helps understanding of the marketplace as well as trends.
Secondary data is previously collected data for any purpose other than the one at hand. Ex: Annual reports, reports to shareholders, product testing results, business data summaries from government. It saves time and money! It is also easy to access. However there is a mismatch between the unique problem and the purpose for which the secondary data was originally gathered. The quality and less detail of secondary sources may pose a problem.
Primary data is used when research questions cannot be answered with only secondary data. It is information collected for the first time, and is used for solving a specific research question. The main advantage is that it will always answer a specific research question that secondary data cannot answer. However, it is very expensive and quality may decline if questions are too long. 
First, researchers have to identify the problem, through management or secondary data. Then, they must plan their research design. Then, a sampling procedure is used, which is probability or nonprobability. Then, primary data has to be collected; primary data can involve In home personalized interviews, Mall intercept interviews, Telephone interviews, Mail surveys, Focus groups, questionnaires, observation research, ethnographic research, experiments. After this, companies collect the primary data and then analyze it. They must then prepare and present a report, and then follow up.

Chapter 18
CRM involves capturing data associated to a specific, individual customer, not aggregate/collect total market information. It is designed to optimize profitability, revenue, and customer satisfaction by focusing on precisely defined customer groups. It is different from mass marketing because instead of scattering messages across the spectrum of mass media, CRM marketers are able to focus on each individual customer.
Ex. Of how Caesar’s website captures data a number of ways. 
1. Reservations: allow you to make an online reservation. This would require you to provide personal data and credit card information. 
1. A simple “contact us link”. This would involve sending an email and providing an email contact address. 
1. You can also go to the Caesars’ Windsor Facebook page or contact them on Twitter.
1. Finally, you could register for a Total Rewards Card for discounts and perks for game play. 
1. Reviews: Customers have the option of giving the hotel a review, including rating various aspects of their stay and writing comments.
1. Receipt Requests: To get a receipt mailed to them, customers must again fill out their personal information, but there is also a comments section, which would encourage people to give some feedback if they maybe didn’t have time to before.  
1. Mobile: There is a mobile text program customers can sign up for, which allows them to recive text messages about special offers.

Steps of CRM: Identify customer relationships, understand interactions with current customer base, capture customer data based on interactions, store and integrate customer data using information technology, identify best customers, leverage customer information.
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Business Mission Statement: answers “what business are we in?”
Ex: WestJet
-To Provide safe and affordable travel
-To become one of the most successful international airlines by 2016
-To be appreciative of customers by providing caring and friendly service

Ex: Red Lobster
-To have fresh food delivered to store daily
-To always give our guests excellent, warming service
-To provide affordable and healthy options to families

SWOT ANALYSIS
INTERNAL (controllable)  S(Strengths), W(Weaknesses)

EXTERNAL (out of control)  O(Opportunities), and T(Threats)

CREST is used for O and T
C (competitive), R (Regulatory/Legal), E (Economical), S (Social), T (Technological)

Marketing Plan Objective:
Must be… SMART!
S (Specific)
M (Measurable- benchmark)
A (Attainable)
R (Realistic)
T (Time Bound).
Ex: To increase market share from 30% in 2012 to 40% in 2013 by increasing promotional expenditures by 14% in 2013 over 2012.
Cost competitive advantage: Being the low cost competitor in an industry while maintaining satisfactory profit margins. This can be attained by experience curves, efficient labour, no frills, government subsidies, product design, re-engineering, production innovations and new methods of service delivery.

Product/service differentiation competitive advantage is when a firm provides something unique that is valuable to buyers besides offering a low price. Ex: brand names, product reliability, image, or service.

Niche competitive is when a firm seeks to target and effectively serve a small segment of the market. Ex: limited geographic market (TBQ Restaurant in Windsor), or only on certain products (Only focusing on tooth products).

Building a sustainable competitive advantage is an advantage that cannot be readily copied by the competition. Ex: Rolex watches, Nike
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