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Syllabus aims and objectives

design and implement the best combination of marketing efforts to carry out a 
firm's strategy in its target markets. 

develop the student's understanding of how the firm can benefit by creating and 
delivering value to its customers, and stakeholders, and skills in applying the 
analytical concepts and tools of marketing to such decisions as segmentation 
and targeting, branding, pricing, distribution, and promotion. 

enhance students` problem solving and decision making abilities by learning 
how to leverage strategic marketing analysis to inform tactical marketing mix 
decisions while providing them with a comprehensive framework to evaluate 
marketing decisions and to create successful marketing initiatives. 

guide students to expand their knowledge of the marketing industry while 
increasing their awareness of the strategic and tactical decisions behind today’s 
top performing brands.



Learning Outcomes

Knowledge

•Understand the role 

of marketing in the 

economy generally 

and within the 

enterprises 

particularly

•Describe the main 

components of 

marketing policies

Skills

•Adapt to the modern 

markets with the 

updated software’s and 

break down the 

informed work style

•Learn practical and 

technical skills relevant 

to the industry, enabling 

to deal with a range of 

complex situations and 

problems.

•Ability to identify and 

develop connections 

between different areas 

of business

Competencies

•Team working

•To make correct and 

motivated decisions

•To set up correct and 

argued objectives

•To collect statistic 

and marketing data



Prerequisites

ECTS Credits: 5

Microeconomics
Applied 

Mathematics in 
economy

Academic skills 
and 

communication



Grading schedule

Nr.
crt.

Type of tasks Weightings of 
the final course 

grade

1 Quiz tests 10 
2 Assessments and case presentations 10 
3 Presentation of individual work 10 
4 Final examination 40
5 Personal contribution and activism at the 

lessons
30

Total 100



What Is Marketing?

Chapter 1



1.1 Defining Marketing
1.2 Who does Marketing?
1.3 Why study Marketing?
1.4 Themes and organization of this 
course

plan



1.1 Defining Marketing

American Marketing Association:

“the activity, set of institutions, and 
processes for creating, communicating, 
delivering, and exchanging offerings that 
have value for customers, clients, partners, 
and society at large.”



1.1 Defining Marketing

Creating. The process of collaborating with suppliers 
and customers to create offerings that have value.

Communicating. Broadly, describing those offerings, as 
well as learning from customers.

Delivering. Getting those offerings to the consumer in 
a way that optimizes value.

Exchanging. Trading value for those offerings.



1.1 Defining Marketing

The traditional way of viewing the components of 
marketing is via the four Ps:

Product. Goods and services (creating offerings).

Promotion. Communication.

Place. Getting the product to a point at which the
customer can purchase it (delivering).

Price. The monetary amount charged for the product 
(exchanging).

Introduced in the early 1950s, the four Ps were called the 
Marketing Mix, meaning that a marketing plan is a mix of 
these four components.



What it is that marketing professionals do?

value - what the 
customer gets by 
purchasing and 
consuming a 
company’s offering: 
the offering is created 
by the company, the 
value is determined by 
the customer.

Value: the center of everything marketing does



What it is that marketing professionals do?

Marketers` goal is to create a profitable exchange for 
consumers, meaning that the consumer’s personal 
value equation is positive. 

The personal value equation is

value = benefits received – [price + hassle]

Hassle is the time and effort the consumer puts into 
the shopping process. 



What it is that marketing professionals do?

•Value varies from customer to customer based 
on each customer’s needs.

•The marketing concept, a philosophy 
underlying all that marketers do, requires that 
marketers seek to satisfy customer wants and 
needs. 

•Firms operating with that philosophy are said 
to be market oriented. 



What it is that marketing professionals do?

Industrial Revolution in the late 1800s -
companies being production orientation, 
believed that the best way to compete was by 
reducing production costs, thought that good 
products would sell 
themselves.

Henry Ford’s Model A automobile, 
the first product of his production
line innovation.



What it is that marketing professionals do?

From the 1920s until after World War II, companies 
tended to be selling orientation, meaning they 
believed it was necessary to push their products by 
heavily emphasizing advertising and selling.

Consumers during the Great Depression and World 
War II did not have as much money, so the 
competition for their available dollars was stiff. The 
result was this push approach during the selling era 
(door-to-door salesmen)



What it is that marketing professionals do?

In the post–World War II environment, demand for 
goods increased as the economy soared. Some 
products, limited in supply during World War II, were 
now plentiful to the point of surplus.

Companies believed that a way to compete was to 
create products different from the competition, so 
many focused on product innovation.

This focus on product innovation is called the product 
orientation. 



What it is that marketing professionals do?

Which products were best to create?

Why create them?

The answer was to create what customers 
wanted, leading to the development of the 
marketing concept.

During this time, the marketing concept was 
developed, and from about 1950 to 1990, 
businesses operated in the marketing era.



So what era would you say we’re in now?

The value era: a time when companies emphasize 
creating value for customers. 

The one-to-one era: the way to compete is to build 
relationships with customers one at a time and 
seek to serve each customer’s needs individually.

Service-dominant logic era: an approach to 
business that recognizes that consumers want value 
no matter how it is delivered, whether it’s via a 
product, a service, or a combination of the two



Creating Offerings That Have Value

Marketing creates those goods and services 
that the company offers at a price to its 
customers or clients. 

That entire bundle consisting of the tangible 
good, the intangible service, and the price is 
the company’s offering. 



Communicating Offerings

•describing the offering and its value to your 
potential and current customers

•learning from customers what it is they want 
and like

•educating potential customers about the value 
of an offering

•simply making customers aware of where they 
can find a product 



Communicating Offerings

Communicating also means that customers get a chance 
to tell the company what they think.

Today companies are finding that to be successful, they 
need a more interactive dialogue

with their customers.

Social media sites like Foursquare and Facebook

have a location feature that allows consumers

to post their location.

Retailers can then use this to send coupons and

other special offers to the consumer’s

phone or pad for immediate use.



Forms of communication

•web or television

•billboards or magazines

•product placements in movies

•salespeople

•attempting to have news media cover the 
company’s actions

•participating in special events 

•sponsoring special events



Delivering Offerings

The supply chain includes a number of 
organizations and functions that mine, make, 
assemble, or deliver materials and products from a 
manufacturer to consumers.

The actual group of organizations include 
wholesalers, transportation companies, and 
retailers.

Logistics, or the actual transportation and storage 
of materials and products, is the primary 
component of supply chain management.



Exchanging Offerings

When consumers acquire, consume (use), 
and dispose of products and services, 
exchange occurs, including during the 
consumption phase. 



1.2. Who Does Marketing?



For-Profit Companies

1. creates a new breakfast chicken 
sandwich for $1.99 - offering

2. launches a television campaign 
– communicating

3. makes the sandwiches available 
on certain dates – delivering

4. sells them in its stores -
exchanging



For-Profit Companies

•Can be defined 

- by the nature of their customers:

A B2C (business-to-consumer) company sells 
products to be used by consumers like you

A B2B (business-to-business) company sells products 
to be used within another company’s operations, as 
well as by government agencies and entities. 

-by the functions they fulfill:

retailer, 

wholesaler 



For-Profit Companies

1. bound the diet into a small book, 
along with access to a special Web 
site that people can use to plan 
their meals and record their health-
related activities

2. sent copies of the diet to doctors to 
give to patients

3. when does an exchange take place? 

AHA created a heart-healthy diet for people with high
blood pressure:



Nonprofit Organizations

When a nonprofit organization engages in 
marketing activities, this is called nonprofit 
marketing

Marketing conducted in an effort to achieve 
certain social objectives can be done by 
government agencies, nonprofit institutions, 
religious organizations, and others and is called 
social marketing



Individuals

•Creating a résumé

•Communicating the value you have to offer 
prospective employers

•Selling yourself in an interview - marketing

•Working for a wage – delivering value in 
exchange for pay



1.3. Why Study Marketing?



I. Marketing Enables Profitable 
Transactions to Occur

1. Marketing helps facilitate exchanges 
between buyers and sellers for the mutual 
benefit of both parties. 

2. Good social marketing provides people with 
information and helps them make healthier 
decisions for themselves and for others.

3. Marketing has tremendous impact on 
society.



II. Marketing Delivers Value

Not only does marketing deliver value to 
customers, but also that value translates into 
the value of the firm as it develops a reliable 
customer base and increases its sales and 
profitability.

Marketing finishes the job by ensuring that 
what is delivered is valuable.



III. Marketing Benefits Society

Marketing benefits society in general by improving 
people’s lives in two ways:

A. It facilitates trade (being able to trade makes 
people’s lives better) and creates jobs.

B. The value delivery function of marketing 
improves the quality of life. More marketers` 
minds together - more informed decisions about a 
wider array of choices, this is, from an economic 
perspective, an indicative of a higher quality of 
life.



IV. Marketing Costs Money

Marketing can sometimes be the largest 
expense associated with producing a product. 

But when marketing results in more informed 
consumers receiving a greater amount of 
value, then the cost is justified.



V. Marketing Offers People Career 
Opportunities

Marketing is the interface between producers 
and consumers. 

Being responsible for both making money for 
company and delivering satisfaction to 
customers makes marketing a great career. 

Because marketing can be such an expensive 
part of a business and is so critical to its 
success, companies actively seek good 
marketing people. 



Jobs available in the marketing 
profession

Marketing research - responsible for studying
markets and customers in order to understand
what strategies or tactics might work best for 
firms.

Merchandising - responsible for developing
strategies regarding what products wholesalers
should carry to sell to retailers.



Jobs available in the marketing 
profession

Sales meet with customers, determine 
their needs, propose offerings, and make
sure that the customer is satisfied.

Advertising - creating advertising for 
electronic media, such as Web sites and
their pop-up ads, podcasts, and the like.



Jobs available in the marketing profession

Product development - responsible for 
identifying and creating features that meet the
needs of a firm’s customers.

Direct marketing - communicate directly with
customers about a company’s product offerings
via channels such as e-mail, chat lines, 
telephone, or direct mail.

Digital media - combine advertising, direct 
marketing, and other areas of marketing to
communicate directly with customers via social 
media, the Web, and mobile media to sell.



Jobs available in the marketing profession

Event marketing - plan special events, 
orchestrating face-to-face conversations with
potential and current customers in a special 
setting.

Nonprofit marketing - try to change behaviors
without having a product to sell.



Criticisms of Marketing

cost – prices could be lower

creates wants among consumers for products 
and services that aren’t really needed



1.4. Themes and Organization of This Course



A company’s marketing plan flows from its
strategic plan.

Both begin with a focus on customers.

The essential components of the plan are:

- understanding customers
- creating an offering that delivers value
- communicating the value to the customer
- exchanging with the customer
- evaluating the firm’s performance.



A marketing plan is influenced by environmental
trends:

- social responsibility
- sustainability
- service-dominant logic
- the increased availability of data and effective
metrics
- the global nature of the business environment
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Strategic Planning

Chapter 2



2.1 The Value Proposition

2.2 Components of the Strategic Planning 
Process

2.3 Developing Organizational Objectives and 
Formulating Strategies

2.4 Where Strategic Planning Occurs within 
Firms

2.5 Strategic Portfolio Planning Approaches

plan



2.1. The Value Proposition

LEARNING OBJECTIVES:

1. Explain what a value proposition is.

2. Understand why a company may develop different value
propositions for different target markets.



2.1. The Value Proposition

Individual buyers and organizational buyers 
both evaluate products and services to see if 
they provide desired benefits. 

A value proposition is a thirty-second 
“elevator speech” stating the specific 
benefits a product or service offering 
provides a buyer.



2.1. The Value Proposition

It shows why the product or service is 
superior to competing offers.

The value proposition answers the questions, 
“Why should I buy from you or why should I 
hire you?”



2.1. The Value Proposition

Note that although a value proposition will 
hopefully lead to profits for a firm, when the 
firm presents its value proposition to its 
customers, it doesn’t mention its own profits.

That’s because the goal is to focus on the 
external market or what customers want.

The value proposition serves as a guide for 
developing strategies.



Amazon’s value proposition

“Low price, wide selection with added 
convenience anytime, anywhere”



2.2. Components of the Strategic 
Planning Process

LEARNING OBJECTIVES:

1. Explain how a mission statement helps a company with its 
strategic planning.

2. Describe how a firm analyzes its internal environment.

3. Describe the external environment a firm may face and 
how it is analyzed.



2.2. Components of the Strategic Planning Process

Strategic planning is a process that helps an 
organization allocate its resources to capitalize 
on opportunities in the marketplace. 

It is a long-term process.

The strategic planning process includes 
conducting a situation analysis and developing 
the organization’s mission statement, 
objectives, value proposition, and strategies.



The Strategic Planning Process



Conducting a Situation Analysis

As part of the strategic planning process, a 
situation analysis must be conducted before a 
company can decide on specific actions. It involves 
analyzing:

the external environments - macro and micro 
factors outside the organization (the economy and 
its competitors)

the internal environments – company (financial 
resources, technological resources, and the 
capabilities of its personnel and their performance)



Conducting a Situation Analysis

While a business cannot control things such as 
the economy, changes in demographic trends, or 
what competitors do, it must decide what 
actions to take to remain competitive — actions 
that depend in part on their internal 
environment.



Conducting a SWOT Analysis



Conducting a Situation Analysis



Assessing the Internal Environment



Assessing the External Environment

A continuous process which includes:

Scanning: Identifying early signals of environmental 
changes and trends

Monitoring: Detecting meaning through ongoing 
observations of environmental changes and trends.

Forecasting: Developing projections of anticipated 
outcomes based on monitored changes and trends

Assessing: Determining the timing and importance of 
environmental changes and trends for firms’ strategies 
and their management



The Competitive Environment



The Political and Legal Environment

•Openness to Rule Modification

•Two-tier assumption

- Market / non-market

•Information / Advice distinction

•Changes in Courts Role



The Economic Environment

Economic factors include:

Inflation

Unemployment

Interest 

Period of economy: a growth or a recession. 



The Economic Environment

Inflation - occurs when the cost of living 
continues to rise, eroding the purchasing 
power of money.

When this happens, consumers and 
businesses need more money to purchase 
goods and services.



The Economic Environment

Unemployment - total number of able men and 
women of working age seeking paid work. 

International labor organization (ILO) computes 
unemployment on the basis of number of people 
who have looked for employment in the last four 
weeks and are available to start work within two 
weeks, plus those who are waiting to start 
working in a job already obtained.



The Economic Environment

Interest rates - often rise when inflation rises.

The annualized cost of credit or debt-capital 
computed as the percentage ratio of interest to 
the principal.

In general, interest rates rise in times of inflation, greater 
demand for credit, tight money supply, or due to higher reserve 
requirements for banks. A rise in interest rates for any reason 
tends to dampen business activity (because credit becomes more 
expensive) and the stock market (because investors can get 
better returns from bank deposits or newly issued bonds than 
from buying shares).



The Economic Environment

Period of economy: a growth or a recession. 

Recessions can also occur when inflation rises 
because higher prices sometimes cause low or 
negative growth in the economy.

During a recessionary period, it is possible for both high-end 
and low-end products to sell well. Consumers who can afford 
luxury goods may continue to buy them, while consumers with 
lower incomes tend to become more value conscious. Other 
goods and services, such as products sold in traditional 
department stores, may suffer. In the face of a severe economic 
downturn, even the sales of luxury goods can suffer



The Demographic and Social and Cultural 
Environments

social trends: people’s attitudes toward fitness 
and nutrition

demographic characteristics: people’s age, 
income, marital status, education, and 
occupation

culture, which relates to people’s beliefs and 
values

—are constantly changing in the global 
marketplace. 



Technology

The technology available in the world is 
changing the way people communicate and the 
way firms do business. 

Applications for telephones and electronic 
devices are changing the way people obtain 
information and shop, allowing customers to 
comparison shop without having to visit 
multiple stores. 

Organizations must adapt to new technologies 
in order to succeed.



Natural Resources

Today, many firms are doing more to engage in 
“sustainable” practices that help protect the 
environment and conserve natural resources.

Green marketing involves marketing 
environmentally safe products and services in a 
way that is good for the environment. 

Sustainability, ethics (doing the right things), and 
social responsibility (helping society, 
communities, and other people) influence an 
organization’s planning process and the 
strategies they implement.



The Mission Statement

Once a company has analyzed its internal and 
external environments, managers can begin to 
decide which strategies are best, given the firm’s 
mission statement - the purpose of the 
organization and why it exists



2.3. Developing Organizational 
Objectives and Formulating 

Strategies

LEARNING OBJECTIVES:

1. Explain how companies develop the objectives driving 
their strategies.

2. Describe the different types of product strategies and 
market entry strategies that companies pursue.



Developing Objectives

Objectives are what organizations want to 
accomplish — the end results they want to 
achieve — in a given time frame. 

Objectives should be realistic (achievable) 
and be measurable, if possible.



Developing Objectives

Objectives help guide and motivate a company’s 
employees and give its managers reference 
points for evaluating the firm’s marketing 
actions. 

A firm’s marketing objectives should be 
consistent with the company’s objectives at 
other levels, such as the corporate level and 
business level. 



Formulating Strategies

Strategies are the means to the ends, the game 
plan, or what a firm is going to do to achieve its 
objectives.

Tactics include specific actions, such as coupons, 
television commercials, banner ads, and so on, 
taken to execute the strategy. The tactics may 
consist of specific actions to advertise each 
brand.



Formulating Strategies

A marketing plan is a strategic plan at the 
functional level :

-that provides a firm’s marketing group with 
direction;

- is a road map that improves the firm’s 
understanding of its competitive situation

-helps the firm allocate resources and divvy up 
the tasks that employees need to do for the 
company to meet its objectives. 



Product and Market Entry Strategies



Product and Market Entry Strategies

Market penetration strategies focus on 
increasing a firm’s sales of its existing products to 
its existing customers. 

Companies often offer consumers special 
promotions or low prices to increase their usage 
and encourage them to buy products. 



Product and Market Entry Strategies

Product development strategies involve creating 
new products for existing customers. 

A new product can be a totally new innovation, 
an improved product, or a product with 
enhanced value, such as one with a new feature.

However, that what works for one company 
might not work for another. 



Product and Market Entry Strategies

Market development strategies focus on 
entering new markets with existing products. 

Decisions to enter foreign markets are based on 
a company’s resources as well as the 
complexity of factors such as the political 
environmental, economic conditions, 
competition, customer knowledge, and 
probability of success in the desired market



Market Entry Methods



Product and Market Entry Strategies

Diversification strategies involve entering new 
markets with new products or doing something 
outside a firm’s current businesses.

Firms that have little experience with different 
markets or different products often diversify their 
product lines by acquiring other companies.

Can be profitable, but it can also be risky if a 
company does not have the expertise or resources 
it needs to successfully implement the strategy. 



2.4. Where Strategic Planning 
Occurs within Firms

LEARNING OBJECTIVES:

1. Identify the different levels at which strategic planning 
may occur within firms.

2. Understand how strategic planning that occurs at multiple 
levels in an organization helps a company achieve its overall 
corporate objectives.



Strategic Planning Levels in an Organization

A strategic business unit (SBU) is a business or product 
line within an organization that has its own competitors, 
customers, and profit center for accounting purposes, 
that may also have their own mission statement 
(purpose) and will generally develop strategic plans for 
themselves, called business-level plans.

The different departments, or functions within a 
company or SBU, might also develop strategic plans.

However, if a company has multiple planning levels, the 
plans must be consistent, and all must help achieve the 
overall goals of the corporation.



Strategic Planning Levels in an Organization



2.5. Strategic Portfolio Planning 
Approaches

LEARNING OBJECTIVES:

1. Explain how SBUs are evaluated using the Boston 
Consulting Group matrix.

2. Explain how businesses and the attractiveness of 
industries are evaluated using the General Electric approach.



A portfolio planning approach

Involves analyzing a firm’s entire collection of 
businesses relative to one another. 

Two of the most widely used portfolio planning 
approaches include the Boston Consulting Group 
(BCG) matrix and the General Electric (GE) 
approach.



A portfolio planning approach

The Boston Consulting Group 
(BCG) matrix helps companies 
evaluate each of its strategic 
business units based on two 
factors:

(1) the SBU’s market growth rate -
how fast the unit is growing 
compared to the industry in which 
it competes

(2) the SBU’s relative market share 
- how the unit’s share of the 
market compares to the market 
share of its competitors.

Because the BCG matrix assumes 
that profitability and market share 
are highly related, it is a useful 
approach for making business and 
investment decisions. 





A portfolio planning approach: General Electric 
(GE) approach

Examines a business’s 
strengths and the 
attractiveness of the 
industry in which it 
competes. 

The attractiveness of an industry can include aspects such as 
whether or not there is a great deal of growth in the industry, 
whether the profits earned by the firms competing within it are 
high or low, and whether or not it is difficult to enter the market. 

Companies evaluate their strengths and the attractiveness of 
industries as high, medium, and low. 
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Consumer Behavior: How 
People Make Buying Decisions

Chapter 3



3.1. Factors that influence consumers’ buying 
behavior

3.2. Low-involvement versus high-involvement 
buying decisions and the consumer’s decision-
making process

plan



Consumer behavior

Consumer behavior considers the many
reasons

— personal, situational, psychological, and
social —

why people shop for products, buy and use
them, sometimes become loyal customers, 
and then dispose of them



Studying what makes consumers “tick” 

•Pay for search advertising or ads that appear on
the Web pages

•Special Researches Institutes (phones location)

•Neuromarketing

•Special promo codes (small enterprises)

•Blogs and social networking Web sites to gather
information about their customers at a low cost



3.1. Factors that influence consumers’ 
buying behavior

LEARNING OBJECTIVES

1. Describe the personal and psychological factors that may influence what 
consumers buy and when they buy it.

2. Explain what marketing professionals can do to influence consumers’ 
behavior.

3. Explain how looking at lifestyle information helps firms understand what 
consumers want to purchase.

4. Explain how Maslow’s hierarchy of needs works.

5. Explain how culture, subcultures, social classes, families, and reference 
groups affect consumers’ buying behavior.



Situational Factors

Marketing professionals take physical factors
into account when they are designing their
facilities: 

- a store’s design and layout

- the longer you wander around a facility, the
more you will spend

- store locations also influence behavior

- atmospherics

- crowding - “herd behavior.”



Social Situation

The social situation you’re in can significantly
affect your purchase behavior. 



Time

The time of day, time of year, and how 
much time consumers feel like they have 
to shop affect what they buy

- “morning person” or “evening person”. 



Time

The company’s point-of-sale systems at its 
checkout counters monitor what is selling 
well and when, and stores are restocked 
with those items immediately

Companies worldwide are aware of 
people’s lack of time and are finding ways 
to accommodate them. 



Reason for the Purchase

The reason you are shopping also affects
the amount of time you will spend
shopping.

Convenience is one reason. 

The other is sheer necessity.



Mood

A sour mood can spoil a consumer’s desire to
shop.

To get buyers in the shopping mood, companies
resorted to different measures. 

The glum mood wasn’t bad for all businesses
though. 



Personal Factors
Personality and Self-Concept

Personality describes a person’s disposition, 
helps show why people are different, and
encompasses a person’s unique traits.



Personality and Self-Concept

The “Big Five” personality traits:

oopenness or how open you are to new
experiences

oconscientiousness or how diligent you are

oextraversion or how outgoing or shy you are

oagreeableness or how easy you are to get along
with

oneuroticism or how prone you are to negative
mental states.



Gender, Age, and Stage of Life

Men and women need and buy different 
products - men see what they want and buy it, 
but women “try on everything and shop ‘til they 
drop.”

One survey found that approximately 45% of 
married men actually like shopping and consider 
it relaxing.

When shopping online, men prefer sites with 
lots of pictures of products and women prefer to 
see products online in lifestyle context.



Lifestyle

To better understand and connect with
consumers, companies interview or ask people
to complete questionnaires about their lifestyles
or their activities, interests, and opinions.

Psychographics combines the lifestyle traits of
consumers and their personality styles with an
analysis of their attitudes, activities, and values
to determine groups of consumers with similar
characteristics.  



Lifestyle

One of the most widely used systems to classify
people based on psychographics is the VALS
(Values, Attitudes, and Lifestyles) framework.

Using VALS to combine psychographics with
demographic information such as marital status, 
education level, and income provide a better
understanding of consumers. 



Motivation



PERCEPTION

Perception is how people interpret the world
around you and make sense of it in your
brain.

They do so via stimuli that affect your
different senses — sight, hearing, touch, 
smell, and taste. 



PERCEPTION

Consumers are surfing the Internet, 
watching television, and checking their cell
phones for text messages simultaneously.

Some, but not all, information makes it into
our brains. Selecting information we see or
hear is called selective exposure.



PERCEPTION

Selective attention is the process of filtering
out information based on how relevant it is
to you.

It’s been described as a “suit of armor” that
helps you filter out information you don’t
need.



PERCEPTION

At other times, people forget information, 
even if it’s quite relevant to them, which is
called selective retention. 

Often the information contradicts the
person’s belief. 

To be sure their advertising messages get
through to you and you remember them, 
companies use repetition. 



PERCEPTION

Another potential problem that 
advertisers may experience is selective 
distortion or misinterpretation of the 
intended message. 

Using surprising stimuli or shock
advertising is also a technique that works. 



PERCEPTION

Subliminal advertising is the opposite of 
shock advertising and involves exposing 
consumers to marketing stimuli such as 
photos, ads, and messages by stealthily 
embedding them in movies, ads, and 
other media. 



LEARNING

Learning refers to the process by which 
consumers change their behavior after 
they gain information or experience.

It’s the reason people don’t buy a bad 
product twice.



LEARNING

Learning doesn’t just affect what people 
buy; it affects how they shop.

People with limited experience about a 
product or brand generally seek out more 
information than people who have used a 
product before.



LEARNING

Companies try to get consumers to learn about
their products in different ways:

•samples to try

•operant or instrumental conditioning, learning
occurs through repetitive behavior that has positive
or negative consequences

•classical conditioning, occurs by associating a
conditioned stimulus (CS) with an
unconditioned stimulus (US) to get a particular
response. 



ATTITUDE

Attitudes are “mental positions” or emotional 
feelings, favorable or unfavorable 
evaluations, and action tendencies people 
have about products, services, companies, 
ideas, issues, or institutions. 

Attitudes tend to be enduring, and because 
they are based on people’s values and beliefs, 
they are hard to change.



SOCIETAL FACTORS

Societal factors are a bit different.

They are more outward and have broad 
influences on your beliefs and the way 
you do things.

They depend on the world around you 
and how it works.



Culture

Culture refers to the shared beliefs, 
customs, behaviors, and attitudes that
characterize a society. 

Culture is a handed down way of life and is
often considered the broadest influence on
a consumer’s behavior. 

Your culture prescribes the way in which
you should live and has a huge effect on
the things you purchase



Subcultures

A subculture is a group of people within 
a culture who are different from the 
dominant culture but have something in 
common with one another such as 
common interests, vocations or jobs, 
religions, ethnic backgrounds, and 
geographic locations.



Social Class

A social class is a group of people who have 
the same social, economic, or educational 
status in society. 

While income helps define social class, the 
primary variable determining social class is 
occupation. 

To some degree, consumers in the same 
social class exhibit similar purchasing 
behavior. 



Social Class
Class Type of Car Definition of Class

Upper-Upper
Class

Rolls-Royce People with inherited wealth and
aristocratic names (the Kennedys,
Rothschilds, Windsors, etc.)

Lower-Upper
Class

Mercedes Professionals such as CEOs, doctors, and
lawyers

Upper-
Middle Class

Lexus College graduates and managers

Middle Class Toyota Both white-collar and blue-collar workers

Working
Class

Pontiac Blue-collar workers

Lower but
Not the
Lowest

Used Vehicle People who are working but not on
welfare

Lowest Class No vehicle People on welfare



Reference Groups and Opinion Leaders

Reference groups are groups a consumer 
identifies with and may want to join.

If you have ever dreamed of being a 
professional player of basketball or another 
sport, you have an aspirational reference 
group. 

There may also be dissociative groups or 
groups where a consumer does not want to be 
associated.



Reference Groups and Opinion Leaders

Opinion leaders are people with expertise in 
certain areas.

Consumers respect these people and often ask 
their opinions before they buy goods and 
services. 

Today’s companies are using different 
techniques to reach opinion leaders. Network 
analysis using special software is one way of 
doing so. 



Family

Companies are interested in which family 
members have the most influence over certain 
purchases. 

Children have a great deal of influence over 
many household purchases. 

Marketing to children has come under increasing 
scrutiny. Some critics accuse companies of 
deliberately manipulating children to nag their 
parents for certain products. 



3.2. Low-Involvement Versus High-
Involvement Buying Decisions and the 
Consumer’s Decision-Making Process

LEARNING OBJECTIVES

1. Distinguish between low-involvement and high-involvement
buying decisions.

2. Understand what the stages of the buying process are and
what happens in each stage.



Low-involvement and high-involvement 
buying decisions

The level of involvement reflects how 
personally important or interested people 
are in consuming a product and how much 
information people need to make a 
decision.



Low-involvement and high-involvement 
buying decisions

The level of involvement in buying 
decisions may be considered a continuum 
from decisions that are fairly routine 
(consumers are not very involved) to 
decisions that require extensive thought 
and a high level of involvement. 



Low-involvement and high-involvement 
buying decisions

Low-involvement decisions are, however, 
typically products that are relatively 
inexpensive and pose a low risk to the buyer 
if she makes a mistake by purchasing them.

Some low-involvement purchases are made 
with no planning or previous thought. These 
buying decisions are called impulse buying. 



Low-involvement and high-involvement 
buying decisions

High-involvement decisions carry a higher risk to 
buyers if they fail, are complex, and/or have high 
price tags. 

Buyers don’t engage in routine response behavior 
when purchasing high-involvement products. 

High-involvement decisions can cause buyers a 
great deal of postpurchase dissonance (anxiety) if 
they are unsure about their purchases or if they 
had a difficult time deciding between two 
alternatives. 



Stages in the Buying Process
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4.1. The Characteristics of Business-
to-Business (B2B) Markets

LEARNING OBJECTIVES

1. Identify the ways in which business-to-business (B2B) 
markets differ from business-to-consumer (B2C) markets.

2. Explain why business buying is acutely affected by the 
behavior of consumers.



Business-to-Consumer Markets versus
Business-to-Business Markets: How They

Compare

Consumer Market Business Market

Many customers, 
geographically dispersed

Fewer customers, often 
geographically concentrated, with a 
small number accounting for most of 
the company’s sales

Smaller total dollar
amounts due to fewer
transactions

Larger dollar amounts due to 
more transactions

Shorter decision cycles Longer decision cycles

More reliance on mass 
marketing via advertising, 
Web sites, and retailing

More reliance on personal selling



The Demand for B2B Products

B2B sellers carefully watch general economic
conditions to anticipate consumer buying patterns, 
because the demand for business products is based
on derived demand.

Derived demand is demand that springs from, or is
derived from, a source other than the primary buyer
of a product.

When it comes to B2B sales, that source is consumers.

If consumers aren’t demanding the products produced
by businesses, the firms that supply products to these
businesses are in big trouble



The Demand for B2B Products

Inelastic Demand

a)     Inelastic demand is a demand not significantly 
altered by a price increase or decrease.

b)     When a sizable price increase for a component 
part represents a large proportion of the product’s 
cost, demand may become more elastic; the price 
increase of the component part causes the price at 
the consumer level to rise sharply.

c)     The inelasticity characteristic applies to market or 
industry demand for the business product, not to the 
demand from an individual supplier.



The Demand for B2B Products

Joint Demand

a)     Joint demand involves two or more items 
used in combination to produce a product.

b)     With joint demand, shortages of one item 
may jeopardize sales of all jointly demanded 
products.



The Demand for B2B Products

Fluctuating demand is another characteristic of
B2B markets: a small change in demand by
consumers can have a big effect throughout the
chain of businesses that supply all the goods
and services that produce it.

Essentially, consumers are the handle and
businesses along the chain compose the whip
— hence the need to keep tabs on end
consumers.

They are a powerful purchasing force.



4.2. Types of B2B Buyers

LEARNING OBJECTIVES

1. Describe the major categories of business buyers.

2. Explain why finding decision makers in business markets is 
challenging for sellers.



Business customers in B2B markets

Producers - companies that purchase goods
and services that they transform into other
products, including both manufacturers and
service providers.

Resellers - companies that sell goods and
services produced by other firms without
materially changing them. They include
wholesalers, brokers, and retailers.



Business customers in B2B markets

Governments. Business-to-government (B2G) 
markets, or when companies sell to local, state, 
and federal governments, represent a major
selling opportunity, even for smaller sellers.

Institutions - include nonprofit organizations
such as the Red Cross, churches, hospitals, 
charitable organizations, private colleges, civic
clubs, and so on. 



Who Makes the Purchasing Decisions in 
Business Markets?



4.3. Buying Centers

LEARNING OBJECTIVES

1.  Explain what a buying center is.

2. Explain who the members of buying centers are and 
describe their roles.

3. Describe the duties of professional buyers.

4. Describe the personal and interpersonal dynamics that 
affect the decisions buying centers make.



Buying centers 

•groups of people within organizations who 
make purchasing decisions.

Large organizations often have permanent 
departments that consist of the people who, in 
a sense, shop for a living.

They are professional buyers (purchasing agents, 
purchasing managers, or procurement officers) 



Other Players

•Initiators - people within the organization who 
first see the need for the product. 

•Users - people and groups within the organization 
that actually use the product. 

•Influencers - people who may or may not use the 
product but have experience or expertise that can 
help improve the buying decision.

•Gatekeepers - people who will decide if and when 
you get access to members of the buying center. 

•Deciders - person who makes the final purchasing
decision



The Interpersonal and Personal Dynamics 
of B2B Marketing

Interpersonal dynamics between the people in 
a buying center will affect the choices the 
center makes. 

Personal factors, such as how likeable a seller 
is, play a part because buyers are often 
overwhelmed with information and will find 
ways to simplify their decision making.



4.4. Stages in the B2B Buying Process 
and B2B Buying Situations

LEARNING OBJECTIVES

1. Outline the stages in the B2B buying process.

2. Explain the scorecard process of evaluating proposals.

3. Describe the different types of B2B buying situations and 
how they affect sellers.



Stages in the B2B Buying Process

1. A need is
recognized

2. The need is
described and

quantified

3. Potential
suppliers are
searched for

4. Qualified suppliers are asked
to complete responses to

requests for proposal (RFPs)

5. The proposals are evaluated
and supplier(s) selected

6. An order routine
is established

7. A postpurchase evaluation
is conducted and the

feedback provided to the
vendor



Types of B2B Buying Situations

straight rebuy is a situation in which a 
purchaser buys the same product in the same 
quantities from the same vendor.

new-buy selling situation occurs when a firm
purchases a product for the first time

modified rebuy occurs when a company
wants to buy the same type of product it has in
the past but make some modifications to it



4.5. International B2B Markets and 
E-commerce

LEARNING OBJECTIVES

1. Describe the reasons why firms in the same industries are 
often located in the same geographic areas.

2. Explain the effect e-commerce is having on the firms, the 
companies they do business with, where they are located, 
and the prices they charge.

3. Outline the different types of e-commerce sites and what 
each type of site is used for.



International B2B Markets

Another characteristic of B2B markets is that 
firms in the same industry tend to cluster in the 
same geographic areas. 

The clustering occurs because the resources 
these firms need — both human and natural —
are located in some areas and not others.

Another reason is the sellers want to be close
to their buyers.



B2B E-Commerce

Not all B2B buyers and sellers are cozying up to 
one another location - wise today, though: e-
commerce, or commerce conducted 
electronically, such as over the Internet, has 
made locating near buyers less important. 



Types of B2B Web Sites

Not all B2B buyers and sellers are cozying up to 
one another location - wise today, though: e-
commerce, or commerce conducted 
electronically, such as over the Internet, has 
made locating near buyers less important. 

There are:

•sell-side e-commerce sites

•buy-side e-commerce sites



An Example of a Sell-Side B2B Web site



Pricing in E-commerce Markets

E-commerce has made it especially easy for 
buyers to compare prices.

The cheapest price often attracts the most 
attention

To avoid e-commerce price wars, some 
companies refuse to sell their products directly 
online or put prices on them



4.6. Ethics in B2B Markets

LEARNING OBJECTIVES

1. Explain how the ethical dilemmas B2B marketers face 
differ from the ethical dilemmas B2C marketers face.

2. Outline the measures companies take to encourage their 
employees and executives to act in ethical ways.



Ethics 

Ethics come into play in almost all business
settings.

Business-to-business markets are no different.

For example, unlike B2C markets, offering
customers perks is very common in B2B
settings. 

In many foreign countries, government buyers
demand bribes be paid if a company wants to
do business with them. 



Transparency International’s Bribe Payers 
Index

1. Russia

2. China

3. Mexico

4. India

5. Italy



Ethics 

Understanding the laws and regulations that
apply to their firms is an obvious starting point
for companies, their executives, and employees
in terms of knowing how to act ethically.

Companies are also adopting ethics codes that
provide general guidelines about how their
employees should behave, requiring their
employees to go through ethics training, and
hiring chief ethics officers. 



Ethics 

Companies want to do business with firms
that are responsible, because they know
ethics are important to consumers and
that they are increasingly demanding
firms behave responsibly.



Bibliography

1. Tanner John F. Jr., Raymond M-A. Principles of Marketing. Flat World 
Education, 2012. p. 99-136

2. Kotler Ph. Marketing Management. 273-301 p.
3. National Bureau of Statistics of Republic of Moldova. 

http://www.statistica.md/.
4. Proiectul Social Media. www.socialmedia.md
5. The American Marketing Association. www.ama.org

http://www.statistica.md/
http://www.socialmedia.md/
http://www.ama.org/


Market Segmenting, Targeting, 
and Positioning

Chapter 5



5.1. Targeted marketing versus mass 
marketing
5.2. How markets are segmented
5.3. Selecting target markets and target-
market strategies
5.4. Positioning and repositioning offerings

plan



5.1. Targeted marketing versus mass
marketing

LEARNING OBJECTIVES

1. Distinguish between targeted marketing and mass marketing and 
explain what led to the rise of each.

2. Describe how targeted marketing can benefit firms.

3. Explain why companies differentiate among their customers.



Targeted marketing

The segment(s) or group(s) of people and
organizations you decide to sell to is called
a target market.

Targeted marketing, or differentiated marketing, 
means that you may differentiate some aspect of
marketing (offering, promotion, price) for different
groups of customers selected.

It is a relatively new phenomenon.



Mass marketing

Mass marketing, or undifferentiated marketing,
came first.

It evolved along with mass production and
involves selling the same product to everybody.



Automaker Henry Ford
was very successful at both
mass production and mass
marketing. 

He pioneered the modern-day
assembly line early in the
twentieth century, which
helped him cost-effectively
pump out huge numbers of
identical Model T automobiles. 

They came in only one color: 
black.

By 1918, half of all cars on
America’s roads were Model Ts

“Any customer can have a
car painted any color he
wants, so long as it is
black,” Ford used to joke.



Alfred P. Sloan, the head of General Motors (GM)

Sloan appeared on the scene
and began to segment
consumers in the automobile
market — to divide them up by
the prices they wanted to pay
and the different cars they
wanted to buy.

The idea was to offer a car for
every target market or for every
income level.

His efforts were successful, and in the 1950s, GM
overtook Ford as the nation’s top automaker.

http://catalog.flatworldknowledge.com/bookhub/reader/5229?e=fwk-133234-ch01


Benefits of Segmenting and Targeting
Markets

The process of segmenting can help you do the
following:

Avoid head-on competition with other firms
trying to capture the same customers.

Develop new offerings and expand profitable
brands and products lines.

Remarket older, less-profitable products and
brands.



Benefits of Segmenting and Targeting
Markets

Identify early adopters.

Redistribute money and sales efforts to
focus on your most profitable customers.

Retain “at-risk” customers in danger of
defecting to your competitors.



Segmenting and Targeting a Firm’s Current 
Customers

Finding new customers, getting to know them, 
and figuring out what they really want is a
difficult process, one that’s fraught with trial
and error. 

That’s why it’s so important to get to know, form
close relationships, and focus selling efforts on
current customers.



Segmenting and Targeting a Firm’s Current 
Customers

In addition to studying their buying patterns, 
firms also try to get a better understanding of
their customers by surveying them or hiring
marketing research firms to do so or by utilizing
loyalty programs. 

Finding ways to interact with customers that
they enjoy is the key to forming relationships
with them.



Segmenting and Targeting a Firm’s Current 
Customers

Regardless of how well companies know their
customers, it’s important to remember that
some customers are highly profitable, others
aren’t, and others actually end up costing your
firm money to serve. 



Steps in One-to-One Marketing

1. Establish short-term measures to
evaluate your efforts

2.Identify your customers

3. Differentiate among your customers

4. Interact with your customers, targeting
your best ones

5. Customize your products and
marketing messages to meet their needs



5.2. How Markets Are Segmented

LEARNING OBJECTIVES

1. Understand and outline the ways in which markets are segmented.

2. Explain why marketers use some segmentation bases versus others.



Types of Segmentation Bases

By Behavior By Demographics By Geography By
Psychographics

 Benefits sought
from the product

 How often the
product is used
(usage rate)

 Usage situation
(daily use, 
holiday use, etc.)

 Buyer’s status 
and loyalty to
product 
(nonuser, 
potential user, 
first-time users, 
regular user)

 Age/generatio
n

 Income
 Gender
 Family life 

cycle
 Ethnicity
 Family size
 Occupation
 Education
 Nationality
 Religion
 Social class

 Region
(continent, 
country, state, 
neighborhood)

 Size of city or 
town

 Population
density

 Climate

 Activities
 Interests
 Opinions
 Values
 Attitudes
 Lifestyles



Age

Generation Also Known As Characteristics

Seniors
1945 and
prior

“The Silent
Generation,” 
“Matures,” 
“Veterans,” and
“Traditionalists”

Experienced very limited credit growing up
Tend to live within their means
Spend more on health care than any other age
group
Internet usage rates increasing faster than any
other group

Baby 
Boomers,
1946–1964

Grew up in prosperous times before the
widespread use of credit
Willing to use new technologies as they see fit

Generation
X, 1965–
1979

Comfortable but cautious about borrowing
Buying habits characterized by their life stages
Embrace technology and multitasking

Generation
Y, 1980–
2000

“Millennials,” 
“Echo Boomers,” 
includes 
“Tweens” 
(preteens)

Largest U.S. generation
Grew up with credit cards
Adept at multitasking; technology use is innate
Ignore irrelevant media



Psychographics

Innovators.

Thinkers.

Achievers.

Experiencers.

Believers.

 Strivers.

Makers.

Survivors.



Psychographics - Innovators
Innovators are successful, sophisticated, take-charge people with 
high self-esteem.

They are change leaders and are the most receptive to new ideas 
and technologies. 

Are very active consumers, and their purchases reflect cultivated 
tastes for upscale, niche products and services. 

Image is important to Innovators, not as evidence of status or 
power but as an expression of their taste, independence, and 
personality. 

Innovators are among the established and emerging leaders in 
business and government, yet they continue to seek challenges.

Their lives are characterized by variety. 

Their possessions and recreation reflect a cultivated taste for the 
finer things in life.



Psychographics - Thinkers

Thinkers are motivated by ideals.

They are mature, satisfied, comfortable, and reflective people
who value order, knowledge, and responsibility.

They tend to be well educated and actively seek out information
in the decision-making process. 

They are well informed about world and national events and are
alert to opportunities to broaden their knowledge.

Thinkers have a moderate respect for the status quo institutions
of authority and social decorum but are open to consider new
ideas.

Although their incomes allow them many choices, Thinkers are
conservative, practical consumers; they look for durability, 
functionality, and value in the products they buy.



Psychographics - Achievers

Motivated by the desire for achievement, Achievers have goal-
oriented lifestyles and a deep commitment to career and family.

Their social lives reflect this focus and are structured around
family, their place of worship, and work.

Achievers live conventional lives, are politically conservative, and
respect authority and the status quo.

They value consensus, predictability, and stability over risk, 
intimacy, and self-discovery.

With many wants and needs, Achievers are active in the consumer
marketplace.

Image is important to Achievers; they favor established, prestige
products and services that demonstrate success to their peers.

Because of their busy lives, they are often interested in a variety of
timesaving devices.



Psychographics - Experiencers

Experiencers are motivated by self-expression. 

As young, enthusiastic, and impulsive consumers, Experiencers 
quickly become enthusiastic about new possibilities but are 
equally quick to cool. 

They seek variety and excitement, savoring the new, the offbeat, 
and the risky. 

Their energy finds an outlet in exercise, sports, outdoor 
recreation, and social activities. 

Experiencers are avid consumers and spend a comparatively high 
proportion of their income on fashion, entertainment, and 
socializing. 

Their purchases reflect the emphasis they place on looking good 
and having “cool” stuff.



Psychographics - Believers

Like Thinkers, Believers are motivated by ideals.

They are conservative, conventional people with concrete beliefs 
based on traditional, established codes: family, religion, 
community, and the nation. 

Many Believers express moral codes that are deeply rooted and 
literally interpreted. 

They follow established routines, organized in large part around 
home, family, community, and social or religious organizations to 
which they belong. 

As consumers, Believers are predictable; they choose familiar 
products and established brands. 

They are generally loyal customers.



Psychographics - Strivers

Strivers are trendy and fun loving.

Because they are motivated by achievement, Strivers are
concerned about the opinions and approval of others. 

Money defines success for Strivers, who don’t have enough of it to
meet their desires. 

They favor stylish products that emulate the purchases of people
with greater material wealth. 

Many see themselves as having a job rather than a career, and a
lack of skills and focus often prevents them from moving ahead.

Strivers are active consumers because shopping is both a social
activity and an opportunity to demonstrate to peers their ability to
buy.

As consumers, they are as impulsive as their financial
circumstance will allow.



Psychographics - Makers

Like Experiencers, Makers are motivated by self-expression.

They express themselves and experience the world by working on it and 
have enough skill and energy to carry out their projects successfully. 

Makers are practical people who have constructive skills and value self-
sufficiency. 

They live within a traditional context of family, practical work, and 
physical recreation and have little interest in what lies outside that 
context. 

Makers are suspicious of new ideas and large institutions such as big 
business.

They are respectful of government authority and organized labor but 
resentful of government intrusion on individual rights. 

They are unimpressed by material possessions other than those with a 
practical or functional purpose. Because they prefer value to luxury, they 
buy basic products.



Psychographics - Survivors

Survivors live narrowly focused lives.

With few resources with which to cope, they often believe that 
the world is changing too quickly. 

They are comfortable with the familiar and are primarily 
concerned with safety and security. 

Because they must focus on meeting needs rather than fulfilling 
desires, Survivors do not show a strong primary motivation. 
Survivors are cautious consumers. 

They represent a very modest market for most products and 
services. 

They are loyal to favorite brands, especially if they can purchase 
them at a discount



Segmentation in B2B Markets

A price-focused segment is composed of
small companies that have low profit margins
and regard the good or service being sold as
not being strategically important to their
operations.

A quality and brand-focused segment is
composed of firms that want the best possible
products and are prepared to pay for them.



Segmentation in B2B Markets

A service-focused segment is composed of
firms that demand high-quality products and
have top-notch delivery and service
requirements.

A partnership-focused segment is
composed of firms that seek trust and
reliability on the part of their suppliers and
see them as strategic partners.



5.3. Selecting Target Markets and 
Target-Market Strategies

LEARNING OBJECTIVES

1. Describe the factors that make some markets more attractive targets 
than others.

2. Describe the different market-segmenting strategies companies 
pursue and why.

3. Outline the market-segmentation strategies used in global markets.



Selecting Target Markets

1. It is sizeable (large) enough to be

profitable given your operating cost.

Only a tiny fraction of the consumers in China can afford to

buy cars.

However, because the country’s population is so large

(nearly 1.5 billion people), more cars are sold in China

than in Europe (and in the United States, depending on

the month).

Three billion people in the world own cell phones.

But that still leaves three billion who don’t.

An attractive market has the following characteristics:



Selecting Target Markets

2. It is growing.

The middle class of India is growing rapidly, making it a very 

attractive market for consumer products companies. 

People under thirty make up the majority of the Indian 

population, fueling the demand for ―Bollywood‖ (Indian-

made) films.

An attractive market has the following characteristics:



Selecting Target Markets

3. It is not already swamped by

competitors, or you have found a way

to stand out in a crowd.

IBM used to make PCs.

However, after the marketplace became crowded with 

competitors, IBM sold the product line to a Chinese 

company called Lenovo.

An attractive market has the following characteristics:



Selecting Target Markets

4. Either it is accessible or you can find a

way to reach it.

Accessibility, or the lack of it, could include geographic 

accessibility, political and legal barriers, technological 

barriers, or social barriers.

For example, to overcome geographic barriers, the 

consumer products company Unilever hires women in 

third-world countries to distribute the company’s 

products to rural consumers who lack access to stores.

An attractive market has the following characteristics:



Selecting Target Markets

5. The company has the resources to

compete in it.

You might have a great idea to compete in the wind-power 

market.

However, it is a business that is capital intensive.

What this means is that you will either need a lot of money 

or must be able to raise it.

An attractive market has the following characteristics:



Selecting Target Markets

6. It “fits in” with your firm’s mission and

objectives.

Consider TerraCycle, which has made its

mark by selling organic products in 

recycled packages.

Fertilizer made from worm excrement

and sold in discarded plastic beverage bottles is just one of 

its products. 

It wouldn’t be a good idea for TerraCycle to open up a 

polluting, coal-fired power plant, no matter how 

profitable the market for the service might be.

An attractive market has the following characteristics:



Target-Market Strategies: Choosing the 
Number of Markets to Target



Multisegment Marketing

Marriott Courtyard. Targeted at over-the-road travelers.

Kempinski Hotels. Targeted at luxury travelers.

Marriott Conference Centers. Targeted at businesses
hosting small- and midsized meetings.

Marriott ExecuStay. Targeted at executives needing
month-long accommodations.

Marriott Vacation Clubs. Targeted at travelers seeking to
buy timeshares.



Concentrated Marketing

- targeting a very select group of customers.

-can be a risky strategy because companies 
really do have all their eggs in one basket

Niche marketing involves targeting an even more select
group of consumers.

When engaging in niche marketing, a company’s goal is
to be a big fish in a small pond instead of a small fish in a
big pond



Concentrated Marketing

Microtargeting, or narrowcasting, is a new effort to
isolate markets and target them.

Microtargeting involves gathering all kinds of data
available on people — everything from their tax and
phone records to the catalogs they receive.

Clearly, microtargeting has ethical implications and
privacy issues.



Targeting Global Markets

Firms that compete in the global marketplace can use
any combination of these segmenting strategies or none
at all.

Sellers are increasingly targeting consumers in China, 
Russia, India, and Brazil because of their fast-growing
middle classes. Firms are creating low-cost products to
capture large markets in developing countries such as
these and then selling the products in developed
countries.

Other strategies for targeting markets abroad include
acquiring foreign companies or forming partnerships
with them.



Targeting Global Markets



5.4. Positioning and Repositioning 
Offerings

LEARNING OBJECTIVES

1. Explain why positioning is an important element when it comes to 
targeting consumers.

2. Describe how a product can be positioned and mapped.

3. Explain what repositioning is designed is to do.



Positioning 

Positioning is how consumers perceive a product
relative to the competition.

Companies want to have a distinctive image and
offering that stands out from the competition in
the minds of consumers.



Example of a Perceptual Map



Positioning 

Many companies use taglines in their advertising
to try to position their products in the minds of
the buyer — where they want them, of course.

A tagline is a catchphrase designed to sum up the
essence of a product. 



Repositioning 

Sometimes firms find it advantageous to
reposition their products — especially if they
want the product to begin appealing to different
market segments.

Repositioning is an effort to “move” a product to
a different place in the minds of consumers
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Creating Offerings
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6.1 What Composes an Offering?

LEARNING OBJECTIVES

1. Distinguish between the three major components of an offering—
product, price, and service.

2. Explain, from both a product-dominant and a service-dominant 
approach, the mix of components that compose different types of offerings.

3. Distinguish between technology platforms and product lines.



What Composes an Offering

People buy things to solve needs.

Offering are products and services designed 

to deliver value to customers — either to 

fulfill their needs, satisfy their ―wants,‖ or 

both



Product, Price, and Service

Offerings consist of a product, or a tangible 

good people can buy, sell, and own

An offering also consists of a price, or the 

amount people pay to receive the offering’s 

benefits.



Product, Price, and Service

The price paid can consist of a one-time payment, 

or it can consist of something more than that.

Many consumers think of a product’s price as only 

the amount they paid.

The total cost of ownership (TCO), then, is the 

total amount someone pays to own, use, and 

eventually dispose of a product.

When we first introduced the personal value 

equation, we discussed hassle as the time and 

effort spent making a purchase. 

A TCO approach, though, would also include the 
time and effort related to owning the product.



Product, Price, and Service

A service is an action that provides a buyer 

with an intangible benefit.

―Pure‖ services are offerings that don’t have 

any tangible characteristics associated with 

them.

Skydiving is an example of a pure service.

You are left with nothing after the jump but the memory of it 

(unless you buy a DVD of the event). Yes, a plane is 

required, and it is certainly tangible.

But it isn’t the product — the jump is. 



Intangibility of service

Services can suffer from high variability in 

quality due to the fact that they are often 

created as they are received

Services usually require the consumer to 

be physically present or involved.

A service often (but not always) involves

the consumer in its creation.



Perishability of service

Services can’t be stored. 

A night at a hotel, for example, can’t be 

saved and sold later. If it isn’t sold that day, it 

is lost forever. 

A barber isn’t really paid for a haircut but for 

time. 



Product, Price, and Service

Many tangible products have an intangible 

service components attached to them.



The Product-Dominant Approach to
Marketing

During Industrial Revolution era, businesspeople 

focused on the development of products that could 

be mass produced cheaply, they became product-

oriented, meaning that

they believed the best way to capture market 

share was to create and manufacture better 

products at lower prices.

Marketing remained oriented that way until after 

World War II.



The Service-Dominant Approach to 
Marketing

The advantage of the service-

dominant approach is that it integrates the 

product, price, and service dimensions of an 

offering.

This integration helps marketers think more like 

their customers, which can help them add 

value to their firm’s products. 



The Service-Dominant Approach to 
Marketing

In addition to the offering itself, marketers should 

consider what services it takes for the customer to 

acquire their offerings, to enjoy them, and to 

dispose of them,

because each of these activities create costs for 

their customers — either monetary costs or time 

and hassle costs.



The Service-Dominant Approach to 
Marketing

Critics of the service-dominant approach argue 

that the product-dominant approach also 

integrated services

The argument is that at the core of an offering is 

the product

The physical product is the core product

Surrounding it are services and accessories, 

called the augmented product, that support the 

core product. Together, these make up the 

complete product.



Product Levels and Product Lines

A product line is group of related offerings.

Product lines are created to make marketing 

strategies more efficient.

A product line can be broad, or narrow.



Product Levels and Product Lines

How many offerings there are in a single product 

line — that is, whether the product line is broad or 

narrow — is called line depth.

When new but similar products are added to the 

product line, it is called aline extension.

Companies can also offer many different product 

lines. Line breadth (or width) is a function of how 

many different, or distinct, product lines a company 

has.

The entire assortment of products that a firm offers 

is called the product mix.



6.2 Types of Consumer Offerings

LEARNING OBJECTIVES

1. Define the various types of offerings marketed to individual 
consumers.

2. Explain why a single offering might be marketed differently to 
different types of consumers.



Consumer offerings categories

1. Convenience offerings

2. Shopping offerings

3. Specialty offerings

4. Unsought offerings



Convenience Offerings

Convenience offerings are products and services 
consumers generally don’t want to put much 
effort into shopping for because they see little 
difference between competing brands.

Marketing convenience items is often limited to 
simply trying to get the product in as many 
places as possible where a purchase could occur.

Closely related to convenience offerings 
are impulse offerings, or items purchased
without any planning.



Shopping Offerings

A shopping offering is one for which the 
consumer will make an effort to compare and 
select a brand.

Consumers believe there are differences 
between similar shopping offerings and want to 
find the right one or the best price.

Buyers might visit multiple retail locations or 
spend a considerable amount of time visiting 
Web sites and reading reviews about the 
product.



Specialty Offerings

Specialty offerings are highly differentiated 
offerings, and the brands under which they are 
marketed are very different across companies, 
too. 

For example, exotic perfumes available only in 
exclusive outlets are considered specialty 
offerings. 

Specialty offerings are purchased less frequently 
than convenience offerings. Therefore, the profit 
margin on them tends to be greater.



Specialty Offerings

Marketing specialty goods requires building
brand name recognition in the minds of 
consumers and educating them about your 
product’s key differences.

This is critical.

For fashion goods, the only point of difference 
may be the logo on the product



Unsought Offerings

Unsought offerings are those that buyers do not 
generally want to have to shop for until they 
need them.

Towing services and funeral services are 
generally considered unsought offerings.

Marketing unsought items is difficult.



6.3. Types of Business-to-Business (B2B) 
Offerings

LEARNING OBJECTIVES

1. Define the various types of offerings marketed to businesses.

2. Identify some of the differences with regard to how the various types 
of business offerings are marketed



B2B offerings categories

consumer offerings, are categorized by 

how consumers shop,

B2B offerings are categorized by how they 

are used.



B2B offerings categories

1. capital equipment offerings,

2. raw materials offerings,

3. original equipment manufacturer (OEM) 

offerings,

4. maintenance, repair, and operations

(MRO) offerings,

5. facilitating offerings.



Capital Equipment Offerings

Any equipment purchased and used for more than 

one year and depreciated over its useful life. 

Professionals who market capital equipment often 

have to direct their communications to many 

people within the firms to which they are selling 

because the buying decisions related to the 

products can be rather complex and involve 

many departments.

From a marketing standpoint, deciding who should 

get what messages and how to influence the 

sale can be very challenging.



Raw Materials Offerings

Raw materials offerings are materials firms 

offer other firms so they can make a product 

or provide a service. 

Raw materials offerings are processed only to 

the point required to economically distribute 

them. 



OEM Offerings or Components

An original equipment manufacturer (OEM) is a 

manufacturer or assembler of a final product.

An OEM purchases raw materials, manufactured 

materials, and component parts and puts them 

together to make a final product.

OEM offerings or components, are components, 

or parts, sold by one manufacturer to another 

that get built into a final product without further 

modification. 



MRO Offerings

Maintenance, repair, and operations (MRO) 

offerings refer to products and services used to 

keep a company functioning.

MRO items are often sold by distributors. 

However, you can buy many of the same 

products at a retail store. 



Facilitating Offerings

Facilitating offerings include products and 

services that support a company’s operations 

but are not part of the final product it sells.

Facilitating offerings might not be central to the 

buyer’s business, at least not the way 

component parts and raw materials are.

Yet to the person who is making the buying 

decision, these offerings can be very important. 

Many companies that supply facilitating offerings 

try to build strong relationships with their clients.



6.4 Branding, Labeling, and Packaging

LEARNING OBJECTIVES

1. Understand the branding decisions firms make when they’re 
developing new products.

2. Identify the various levels of packaging for new products.



Branding

A brand is a name, picture, design, or symbol, or 
combination of those items, used by a seller to 
identify its offerings and to differentiate them 
from competitors’ offerings. 

Branding is the set of activities designed to create 
a brand and position it in the minds of 
consumers.



Branding



Branding

A successful branding strategy is one that creates 
consumer recognition of what the brand 
(signified by its name, picture, design, symbol, 
and so forth) means.

Consequently, when marketing professionals are 
considering whether a potential new offering fits 
a company’s image, they are very concerned 
about whether the offering supports the 
organization’s brand and position in the mind of 
the consumer. 



Branding

Characteristics of the offering, such as pricing and 
quality, have to support the brand’s position.

Branding itself refers to strategies that are 
designed to create an image and position in the 
consumers’ minds.

A brand mark is the symbol, such as Coke’s wave 
or Apple Computer’s multicolor apple, associated 
with a brand.



Branding

An important decision companies must make is 
under which brand a new offering will be 
marketed

A brand extension involves utilizing an existing 
brand name or brand mark for a new product 
category.



Branding

One thing firms have to consider when they’re 
branding a new offering is the degree of 
cannibalization that can occur across products.

Cannibalization occurs when a firm’s new offering 
eats into the sales of one of its older offerings. 

Some marketers argue that cannibalization can be 
a good thing because it is a sign that a company is 
developing new and better offerings. 

These people believe that if you don’t cannibalize 
your own line, then your competitors will.



Packaging Decisions

Another set of questions to consider involves the 
packaging on which a brand’s marks and name 
will be prominently displayed.

Sometimes the package itself is part of the brand.



Packaging functions

• communicating the brand and its benefits;

• protecting the product from damage and 
contamination during shipment, as well as 
damage and tampering once it’s in retail outlets;

• preventing leakage of the contents;

• presenting government-required warning 
and information labels.



Packaging Decisions

Primary packaging holds a single retail unit of a product. 

Primary packaging can be used to protect and promote 
products and get the attention of consumers.

Primary packaging can be used to demonstrate the 
proper use of an offering, provide instructions on how to 
assemble the product, or any other needed information. 

If warning or nutrition labels are required, they must be 
on the primary packaging



Packaging Decisions

Secondary packaging holds a single wholesale 
unit of a product. 

Secondary packaging is designed more for 
retailers than consumers.

It does not have to carry warning or nutrition 
labels but is still likely to have brand marks and 
labels.

Secondary packaging further protects the 
individual products during shipping.



Packaging Decisions



Packaging Decisions

Tertiary packaging is packaging designed 
specifically for shipping and efficiently handling 
large quantities.

When a Coca-Cola bottler ships cases of Cokes to 
a grocery store, they are stacked on pallets 
(wooden platforms) and then wrapped in plastic.

Pallets can be easily moved by a forklift truck and 
can even be moved within the grocery store by a 
small forklift.



6.5 Managing the Offering

LEARNING OBJECTIVES

1. Understand the people involved in creating and managing offerings.

2. Recognize the differences in organizing product marketing for 
consumer versus B2B companies.



Brand manager

The person responsible for all business decisions 
regarding offerings within one brand.

By business decisions, we mean making decisions 
that affect profit and loss, which include such 
decisions as which offerings to include in the 
brand, how to position the brand in the market, 
pricing options, and so forth.

A brand manager is often charged with running 
the brand as if it were its own separate business.



Brand manager

A brand manager is much more likely to be found 
in consumer marketing companies. 

What you often find in a B2B company is a 
product manager, someone with business 
responsibility for a particular product or product 
line.

Like the brand manager, the product manager 
must make many business decisions, such as 
which offerings to include, advertising selection, 
and so on. 



Category manager

… has responsibility for business decisions within 
a broad grouping of offerings. 

Each of brands may be managed by brand 
manager who then reports directly to the 
category manager.

At the retail level, a category manager at each 
store is responsible for more than just one 
manufacturer’s products.



Market manager

…is responsible for business decisions within a 
market.

In this case, a market can be defined as a 
geographic market or region; a market segment, 
such as a type of business; or a channel of 
distribution. 

Regional market managers would make sense for 
insect control because weather has an influence 
on which bugs are pests at any given time.



Vertical market managers

In B2B markets, a market manager is more likely 
to be given responsibility for a particular market 
segment, such as all hospital health care 
professionals or doctor’s offices. 

All customers such as these (retail, wholesale, 
and so forth) in a particular industry compose 
what’s called a vertical market, and the managers 
of these markets are called vertical market 
managers.



Market manager

B2B companies organize in this way because

• buying needs and processes are likely to be 
similar within an industry,

• channels of communication are likely to be 
the same within an industry but different across 
industries.



Market manager

Market managers sometimes report to brand 
managers or are a part of their firms’ sales 
organizations and report to sales executives.

Market managers are less likely to have as much 
flexibility in terms of pricing and product 
decisions and have no control over the 
communication content of marketing campaigns 
or marketing strategies.



Market manager

These managers are more likely to be tasked with 
implementing a product or brand manager’s 
strategy and be responsible for their markets.

Some companies have market managers but no 
brand managers.

Instead, marketing vice presidents or other 
executives are responsible for the brands
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Developing and Managing 
Offerings

Chapter 7



7.1. The new offering development
process

7.2. Managing new products: the
product life cycle

7.3. Discussion questions and activities

plan



Getting an idea

Having something that 
customers want to buy is 
important to any company.
Most companies are 
started by people who get 
an idea about how to make 
something better.

Developing new offerings is 
a constant process in most 
companies. In some 
instances, a company starts 
with a price and then 
develops products and 
services to fit that price.

Hewlett-Packard was founded in this 
California garage, in 1939, which is now 

a national landmark.



“new” product

…can be:

a “new and improved” product - laundry detergent

an addition to a product or service line - Marriott 
adding the Courtyard by Marriott and the Fairfield Inn 
or Capri Sun adding new flavors

a repositioned product or company -Hyundai Motor 
Company trying to change the perceptions of Hyundai 
automobiles from being inexpensive to being “an 
overachieving, underappreciated brand that smart 
people are discovering”

a totally new innovation - the iPad computer. 



7.1. The New Offering Development 
Process

LEARNING OBJECTIVES

1. Identify an effective process for creating offerings and bringing them to market.

2. Understand the relative importance of each step in the new offering development 

process and the functions within each step.

3. Distinguish between the various forms of testing and analysis that take place 

before a new offering is brought to the market.



The New Offering Development Process



1. Idea generation

…Ideas can come from anywhere, including:

Customers - cocreators of offerings

Employees

Suppliers

Competitors



Idea generation



2. Idea Screening

The purpose of idea screening is to try to avoid
mistakes early in the development process. 

In this stage, the company tries to evaluate the
new offering by answering these questions:

•Does the proposed product add value for the
customer? Does it satisfy a market need?

•Can the product be made within a stated
time period to get it to market when needed?



2. Idea Screening

… questions:

•How many units of it will sell and at what
price?

•Can we manufacture and sell the product
within budget and still make money?

•Do we need to provide the customer with
after-sales service? If so, do we have the
resources to do that?

•Does the product fit our image and corporate
strategy?



2. Idea Screening – concept testing

…involves running the idea of the offering by
potential consumers.

The purpose is to get early consumer feedback
before investing too much money in an offering
that won’t work.

Concepts must be evaluated by people
representative of the target market or the
feedback is not relevant



2. Idea Screening – concept testing

Methods:

focus groups, 8 - 12 consumers gather and
react to the concept

depth interviews - individuals are presented
with the concept and can react to it individually. 

online methods.



2. Idea Screening - feasibility

Offers must:

be financially feasible to justify investing in it
(price and cost are important components)

have process feasibility - the degree to which
the company can actually make and service the
product. 

fit into the company`s strategy.



2. Idea Screening - risk

1. investment risk, or the risk associated with
losing the time and money put into
developing the offering. 

2. opportunity risk, or the risk associated with
missing the opportunity to market the
product and profit from it. 

Another kind of risk is related to whether or not the 
offering can be developed on time and within budget. 



3. Feature Specification

Quality function deployment (QFD) is a process 
whereby a company begins with the customer’s 
desired benefits and then designs an offering 
that delivers those benefits.

The benefits are linked to certain characteristics
of the offering, which are then broken down into
component-part characteristics. 

Thus, the feature specifications process begins
with a strong understanding of what consumers
want and need.



4. Development

...the actual offering

•is designed

•specifications for it are written

•prototypes of it are developed

It is also during this stage that the firm considers
the product’s manufacturing process (considring
time, effectiveness and cost)



5. Testing

The offering is tested:

I. In labs, called alpha testing. Ensures that the
offering works like it’s supposed to in a
variety of different environments. 

II. The next step is beta testing - actual
customers make sure the offering works
under real-world conditions; also tests the
offering’s delivery mechanisms, service
processes, and other aspects of marketing
the product. 



5. Testing

In B2B settings, beta tests are usually conducted
with lead users and preferred customers.

The developer of the product needs a strong
relationship with these customers because the
product might still have bugs that need to be
ironed out. 

The company is developing and testing the 
marketing communication plan also, that will be 
used to launch the product



6. Launch or Commercialization

Sometimes a company launches the offering to
all of its markets at once.

Other companies may use a rolling launch in
which the offering is made available to certain
markets first and then other markets later. A
rolling launch might make sense if the company’s
service technicians need training



6. Launch or Commercialization

Some companies test the complete launch of a
product’s marketing plan to ensure that it
reaches buyers, gets positive feedback, and
generates sales of the product or service. This is
called a market test.

Companies may conduct market tests in limited
markets or nationwide. 



7. Evaluation

o “box office” sales for new movies - the first
weekend following their release. The first
weekend is a good predictor of how much money
a movie will make overall. 

ofor other types of offerings, important
milestones might be the first ninety days after
the product is launched, followed by a second
period of ninety days, and so forth. 



7. Evaluation

Firms are constantly in the process of evaluating
their offerings and modifying them by either
adding or subtracting the features and services
associated with them, changing their prices, or
how they are marketed



7.2. Managing New Products: The 
Product Life Cycle

LEARNING OBJECTIVES

1. Explain how organizations manage offerings after being introduced to the 

marketplace.

2. Explain how managing an offering may be different in international markets.

3. Explain the product life cycle and the objectives and strategies for each stage.



Product life cycle 

The product life cycle (PLC) includes the stages
the product goes through after development, 
from introduction to the end of the product. 

The PLC is a beneficial tool that helps marketers
manage the stages of a product’s acceptance
and success in the marketplace



Product life cycle 

For example, when a market is no longer
growing but the product is doing well (cash
cow), the company may decide to use the
money from the cash cow to invest in other
products they have rather than continuing
to invest in the product in a no-growth
market.
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Product life cycle 



The Introduction Stage

…is the same as commercialization or the last stage
of the new product development process.

Marketing costs are higher.

Communication (promotion) is needed to generate
awareness of the product and persuade consumers
to try it

Placement alternatives and supply chains are needed
to deliver the product to the customers.

Profits are often low due to the research and
development costs and the marketing costs
necessary to launch the product.



The Introduction Stage

During introduction, an organization must have
enough distribution outlets to get the product
or service to the customers. 

The product quantities must be available to
meet demand. 

Cooperation from a company’s supply chain
members helps ensure that supply meets
demand and that value is added throughout
the process.



The Introduction Stage

Product pricing strategies in the introductory
stage can also vary.

Two strategies that are widely used in the
introductory stage are penetration pricing and
skimming.

A penetration pricing strategy involves using a
low initial price to encourage many customers
to try a product. The organization hopes to sell
a high volume in order to generate substantial
revenues. 



The Introduction Stage

A company uses a skimming pricing strategy, 
which involves setting a high initial price for a
product, to more quickly recoup the
investment related to its development and
marketing.

The skimming strategy attracts the top, or high
end, of the market.

Generally this market consists of customers
who are not as price sensitive or who are early
adopters of products. 



The Growth Stage

…is characterized by increasing sales, more 
competitors, and higher profits.

Unfortunately for the firm, the growth stage 
attracts competitors who enter the market 
very quickly. 

As additional customers begin to buy the 
product, manufacturers must ensure that the 
product remains available to customers or run 
the risk of them buying competitors’ offerings.



The Growth Stage

A company sometimes increases its promotional 
spending on a product during its growth stage. 

However, instead of encouraging consumers to try the 
product, the promotions often focus on the specific 
benefits the product offers and its value relative to 
competitive offerings, meaning, although the company 
must still inform and educate customers, it must 
counter the competition. 

Companies typically begin to make a profit during the 
growth stage because more units are being sold and 
more revenue is generated.



The Maturity Stage

In the mature stage, sales level off and the
market typically has many competitors.

Companies modify the target market, the
offering, or the marketing mix in order to
extend the mature stage and keep from going
into decline.



The Maturity Stage

After many competitors enter the market and 
the number of potential new customers 
declines, the sales of a product typically begin 
to level off.

This indicates that a product has entered the 
maturity stage of its life cycle

Intense competition causes profits to fall until 
only the strongest players remain. 



The Decline Stage

If a product goes into decline, a company must 
decide whether to keep the product, harvest 
and reduce the spending on it until all the 
inventory is sold, or divest and get rid of the 
product.
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Using Marketing Channels to 
Create Value for Customers

Chapter 8



8.1. Marketing channels and channel
partners
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plan



8.1. Marketing Channels and 
Channel Partners

LEARNING OBJECTIVES

1. Explain why marketing channel decisions can result in the success or failure of 

products.

2. Understand how supply chains differ from marketing channels.

3. Describe the different types of organizations that work together as channel 

partners and what each does.



how companies sell has become as 
important as what they sell



Marketing Channels and Channel Partners

How a product moves from raw material to 
finished good to the consumer is a marketing 
channel, also called a supply chain.

Marketing channel decisions are as important 
as the decisions companies make about the 
features and prices of products.

Channel partners are firms that actively 
promote and sell a product as it travels through 
its channel to its user.



Marketing Channels and Channel Partners

…have capabilities the producer needs: 

A. contact with many customers or the right 
customers

B. marketing expertise

C. shipping and handling capabilities

D. the ability to lend the producer credit 

Intermediaries also create efficiencies by 
streamlining the number of transactions an 
organization must make, each of which takes 
time and costs money to conduct



Marketing Channels and Channel Partners

There are four forms of utility, or value, that 
channels offer:

Time

Form

Place

Ownership



Using Intermediaries to Streamline the Number 
of Transactions



Marketing Channels versus Supply Chains

the supply chain includes producers of the raw 
materials that go into a product

Firms are constantly monitoring their supply 
chains and tinkering with them so they’re as 
efficient as possible.

This process is called supply chain 
management.



Types of Channel Partners - Wholesalers

Wholesalers obtain large quantities of products 
from producers, store them, and break them 
down into cases and other smaller units more 
convenient for retailers to buy, a process called 
“breaking bulk” 

The three basic types of wholesalers are 
merchant wholesalers, brokers, and 
manufacturers’ agents



Merchant Wholesalers

Merchant wholesalers are wholesalers that take 
title to the goods.

They are also sometimes referred to as 
distributors, dealers, and jobbers. 

The category includes both full-service 
wholesalers and limited-service wholesalers. 



Merchant Wholesalers

Full-service wholesalers perform a broad range 
of services for their customers, such as stocking 
inventories, operating warehouses, supplying 
credit to buyers, employing salespeople to 
assist customers, and delivering goods to 
customers. 

Limited-service wholesalers offer fewer services 
to their customers but lower prices. They might 
not offer delivery services, extend their 
customers’ credit, or have sales forces that 
actively call sellers.



Merchant Wholesalers

Cash-and-carry wholesalers do not offer 
delivery services, extend their customers’ 
credit. Small retailers often buy from cash-and-
carry wholesalers to keep their prices as low as 
big retailers that get large discounts because of 
the huge volumes of goods they buy.

Drop shippers deal with goods that are large or 
bulky. They earn a commission by finding sellers 
and passing their orders along to producers, 
who then ship them directly to the sellers.



Merchant Wholesalers

Mail-order wholesalers sell their products using 
catalogs instead of sales forces and then ship 
the products to buyers.

Truck jobbers (or truck wholesalers) store 
products, which are often highly perishable 
(e.g., fresh fish), on their trucks. 

Rack jobbers sell specialty products, such as 
books, hosiery, and magazines that they display 
on their own racks in stores



Brokers

The role of brokers or agents is limited to negotiating 
sales contracts for producers.

They are generally paid a commission for what they sell 
and are assigned to different geographical territories by 
the producers with whom they work. 

The most common form of agent and broker consumers 
encounter are in real estate.

A real estate agent represents, or acts for, either the 
buyer or the seller.

Agents work for brokers, who act as sort of a head agent 
and market the company’s services while making sure 
that all of the legal requirements are met.



Manufacturers’ Sales Offices or Branches

Manufacturers’ sales offices or branches are 
selling units that work directly for manufacturers

These are found in business-to-business settings. 

As a consumer, it would be rare for you to 
interact directly with a manufacturer through a 
sales office because in those instances these are 
considered retail outlets.



Types of Channel Partners - Retailers

…buy products from wholesalers, agents, or 
distributors and then sell them to consumers.

Retailers vary by the types of products they sell, 
their sizes, the prices they charge, the level of 
service they provide consumers, and the 
convenience or speed they offer. 



Types of Channel Partners - Retailers

Specialty stores sell a certain type of product, 
but they usually carry a deep line of it

Department stores, by contrast, carry a wide 
variety of household and personal types of 
merchandise such as clothing and jewelry

Superstores are oversized department stores 
that carry a broad array of general merchandise 
as well as groceries

Warehouse clubs are supercenters that sell 
products at a discount



Types of Channel Partners - Retailers

Outlet stores - discount retailers that operate 
under the brand name of a single manufacturer, 
selling products that couldn’t be sold through 
normal retail channels due to mistakes made in 
manufacturing

Online retailers can fit into any of the previous 
categories; indeed, most traditional stores also 
have an online version



Types of Channel Partners - Retailers

Used retailers are retailers that sell used 
products

Pop-up stores are small temporary stores. They 
can be kiosks or temporarily occupy unused 
retail space



Types of Channel Partners - Retailers

Nonstore retailing — retailing not conducted in 
stores — is a growing trend:

online retailing

party selling

selling to consumers via television, catalogs, 
and vending machines

telemarketing



8.2. Typical Marketing Channels

LEARNING OBJECTIVES

1. Describe the basic types of channels in business-to-consumer (B2C) and business-

to-business (B2B) markets.

2. Explain the advantages and challenges companies face when using multiple 

channels and alternate channels.

3. Explain the pros and cons of disintermediation.

4. List the channels firms can use to enter foreign markets.



Typical Channels in Business-to-Consumer 
(B2C) Markets



Typical Channels in Business-to-Business (B2B) 
Markets



Disintermediation

The process of disintermediation refers to 
cutting out of deal the middlemen, or
intermediaries

The trend today is toward disintermediation.

The Internet has facilitated a certain amount of
disintermediation by making it easier for
consumers and businesses to contact one
another without going through any middlemen.



Multiple Channels and Alternate Channels



International Marketing Channels

channels by which firms attempt to enter 
foreign markets:

direct foreign investment

joint ventures

exporting

franchising

licensing



8.3. Functions Performed by 
Channel Partners

LEARNING OBJECTIVES

1. Describe the activities performed in channels.

2. Explain which organizations perform which functions.



1. Disseminate Marketing Communications
and Promote Brands

2. Sorting and Regrouping Products

3. Storing and Managing Inventory

4. Distributing Products

5. Assume Ownership Risk and Extend Credit

6. Share Marketing and Other Information



Disseminate Marketing Communications and 
Promote Brands



Sorting and Regrouping Products

One of the functions of wholesalers and 
distributors is to break down large quantities of 
products into smaller units and provide an 
assortment of different products to businesses.



Storing and Managing Inventory

If a channel member has run out of a product 
when a customer wants to buy it, the result is 
often a lost sale.

That’s why most channel members stock, or 
“carry,” reserve inventory. 

Storing products is not free. Warehouses cost 
money to build or rent and heat and cool; 
employees have to be paid to stock shelves, 
pick products, ship them, and so forth. 



Distributing Products

Physical goods that travel within a channel need 
to be moved from one member to another and 
sometimes back again.

Some large wholesalers, distributors, and 
retailers own their own fleets of trucks for this 
purpose.

In other cases, they hire third-party 
transportation providers — trucking companies, 
railroads, and so forth — to move their 
products.



8.4. Marketing Channel Strategies

LEARNING OBJECTIVES

1. Describe the factors that affect a firm’s channel decisions.

2. Explain how intensive, exclusive, and selective distribution differ from one 

another.

3. Explain why some products are better suited to some distribution 

strategies than others.



Channel Selection Factors

One of the reasons the Internet has been so 
successful as a marketing channel is because 
customers get to make some of the channel 
decisions themselves. 



Type of Customer

First of all, are you selling to a consumer or a
business customer?

Generally, these two groups want to be sold to
differently. 

Likewise, when businesses buy expensive
products such as machinery and computers or
products that have to be customized, they
generally expect to be sold to personally via
salespeople. And often they expect special
payment terms.



Type of Product

Perishable products often have to be sold 
through shorter marketing channels than 
products with longer shelf lives. 

Valuable and fragile products tend to have 
shorter marketing channels.

Automakers generally sell their cars straight to 
car dealers (retailers) rather than through 
wholesalers. 



Channel Partner Capabilities

Your ability versus the ability of other types of 
organizations that operate in marketing 
channels can affect your channel choices.

In case you need to increase your sales 
exponentially, you might want to contract with 
an intermediary — perhaps an agent or a 
distributor who will convince the corporate 
buyers of the stores to carry your product.



The Business Environment and Technology

The general business environment, such as the 
economy, can also affect the marketing 
channels chosen for products. 

Technological changes affect marketing 
channels, too, of course. 

Some sites let customers tailor products to their 
liking

Developing customer relationships is what 
today’s marketing is about. The Internet is 
helping companies do this.



Competing Products’ Marketing Channels

How your competitors sell their products can 
also affect your marketing channels. 

You don’t always have to choose the channels 
your competitors rely on, though. 

With the exception of sports and other live 
events, television will move to an “on-demand” 
model, where you will watch what you want 
when you want, not when it is broadcast. 



Factors That Affect a Product’s Intensity of 
Distribution

Firms that choose an intensive distribution 
strategy try to sell their products in as many 
outlets as possible.

Intensive distribution strategies are often used 
for convenience offerings.

Selective distribution involves selling products 
at select outlets in specific locations

Exclusive distribution involves selling products 
through one or very few outlets



8.5. Channel Dynamics

LEARNING OBJECTIVES

1. Explain what channel power is and the types of firms that wield it.

2. Describe the types of conflicts that can occur in marketing channels.

3. Describe the ways in which channel members achieve cooperation with 

one another.



Channel Power

Strong channel partners often wield what’s
called channel power and are referred to as
channel leaders, or channel captains

Category killers are in a similar position



Channel Conflict

A dispute among channel members is
called a channel conflict



Vertical versus Horizontal Conflict

A vertical conflict is conflict that occurs 
between two different types of members in a 
channel — say, a manufacturer, an agent, a 
wholesaler, or a retailer.

A horizontal conflict is conflict that occurs 
between organizations of the same type — say, 
two manufacturers that each want a powerful 
wholesaler to carry only its products.



Achieving Channel Cooperation Ethically

Oftentimes companies produce informational
materials and case studies showing their partners
how they can help boost their sales volumes and
profits.

Your goal is to show your channel partners that
you understand their issues and help them
generate business.

Educating your channel members’ sales 
representatives is an extremely important part of 
facilitating cooperation



Channel Integration: Vertical and 
Horizontal Marketing Systems

Vertical and horizontal marketing systems can 
help foster channel cooperation, as can creating 
marketing programs to help a channel’s members 
all generate greater revenues and profits.



Vertical Marketing system

A vertical marketing system (VMS) is one in

which the main members of a distribution

channel - producer, wholesaler, and retailer

work together as a unified group in order to

meet consumer needs.

Vertical marketing systems can take several

forms :

• Corporate VMS

• Administered VMS

• Contractual VMS



Vertical Marketing system



Advantages of VMS

 Eliminate competition and conflict

 A centralized management has direct control
over all aspects of the business

 Provide clear lines of authority and a tight
span of control as a company can control all
of the elements of producing and selling a
product, which can lead to high operating
efficiency.



Disadvantages of VMS

 Employees at the bottom of a vertical structure
may feel less valued than those higher up in the
chain.

 It can also take a great deal of time for top
management decisions to filter down through
multiple layers, reducing the organization's ability
to react quickly to a rapidly changing business
climate.

 Because of the centralized control of power, weak
leadership at the top can hamper the effectiveness
of the entire organization.



Horizontal Marketing system

Horizontal Marketing System is a merger of

firms on the same level in order to pursue

marketing opportunities.

By working together, companies can combine

their capital, production capabilities, or

marketing resources to accomplish more than

any one company could alone.

Companies might join forces with competitors

or non-competitors. They might work with

each other on a temporary or permanent

basis, or they may create a separate company.



Horizontal Marketing system



Advantages of HMS

Employees may attain greater satisfaction in a
horizontal structure due to greater freedom and
autonomy.

The use of cross-function teams can also lead to
high levels of cooperation throughout the
organization.



Advantages of HMS

The heavy emphasis on innovation can lead to
better ideas that keep the organization ahead of
the competition.

The absence of multiple structural layers
provides streamlined communication and
reporting processes, making the organization
more flexible and adaptable to change.



Disadvantages of HMS

The decentralized structure could lead to a
"loose ship," as the team and project leaders
have high levels of responsibility for achieving
results but little real authority over their team
members.

A resulting lack of control can lead to finger-
pointing when things go awry, which can
hinder productivity..



Disadvantages of HMS

Organizations attempting to convert from a
vertical to a horizontal structure can face
challenges, as management needs to adjust to
a less authoritarian and a more peer-like
relationship with subordinates.
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Using Supply Chains to Create 
Value for Customers

Chapter 9



9.1. Sourcing and Procurement
9.2. Demand Planning and Inventory
Control
9.3. Warehousing and Transportation
9.4. Track and Trace Systems and
Reverse Logistics

plan



The process of designing, monitoring, and 
altering supply chains to make them as 

efficient as possible is called supply chain 
management



9.1. Sourcing and Procurement

LEARNING OBJECTIVES

1. Explain why sourcing and procurement activities are an important part of supply 

chain management.

2. Describe the reasons why the use of outsourcing and offshoring has grown.

3. Explain some of the drawbacks companies face when they outsource their 

activities.



Sourcing  and Procurement

Sourcing is the process of evaluating and hiring 
individual businesses to supply goods and 
services to your business.

Procurement is the process of actually 
purchasing those goods and services.



Sourcing  and Procurement

Some companies outsource their entire order 
processing and shipping departments to third-
party logistics (3PLs) firms.

A 3PL is one-stop shipping solution for a 
company that wants to focus on other aspects 
of its business.



The Growth of Outsourcing and Offshoring

Why outsource?

(1) to lower the companies` costs

(2) to focus on the activities the companies 
do best.



Why outsource?



The Growth of Outsourcing and Offshoring

Outsourcing work to companies abroad is 
called offshoring

web dictionary:

the practice of basing some of a company's processes or 
services overseas, so as to take advantage of lower costs



Percentage of Supply Chain Functions 
Offshored in 2008



Some of the Ins and Outs of Outsourcing

A company faces a number of tradeoffs when 
it outsources an activity.

The loss of control — particularly when it 
comes to product quality and safety — is one 
of them. 



How to protect the own customers?

test their suppliers’ products themselves

contract with independent labs to do so 

do on-site audits, or checks, of their 
suppliers.

station employees with their suppliers on a 
permanent basis to be sure that the quality 
of the products they’re producing is 
acceptable.



Some of the Ins and Outs of Outsourcing

The loss of control of their technology is 
another outsourcing risk that companies 
face.



Some of the Ins and Outs of Outsourcing

Another aspect of outsourcing relates to the 
social responsibility and environmental 
sustainability companies exhibit in terms of 
how they manage their supply chains.

Social responsibility is the idea that companies 
should manage their businesses not just to 
earn profits but to advance the well-being of 
society. 



Some of the Ins and Outs of Outsourcing

The push for environmental sustainability is also 
having an impact on supply chains, partly because 
the stricter environmental laws in many counties 
are demanding it.

But companies are seeing the upside of producing 
“greener” products and disposing of them in ethical 
ways:

1. it improves a company’s image and makes it 
stand out among its competitors.

2. many consumers are willing to pay more for 
green products, even during a recession.



Why Firms Say They Are “Going Green” 
with Their Supply Chains



Some of the Ins and Outs of Outsourcing

One of the drawbacks of outsourcing is the 
time it takes for products to make their way 
to the customer`s country and into the hands 
of consumers.

The time it takes is a big issue because it 
affects how responsive a company is to its 
customers.

Waiting might mean their customers will 
shop elsewhere if they can’t find what they 
want. 



Some of the Ins and Outs of Outsourcing

moving the activities back in-house, which is 
a process called insourcing



9.2. Demand Planning and 
Inventory Control

LEARNING OBJECTIVES

1. Explain why demand planning adds value to products.

2. Describe the role inventory control plays when it comes marketing products.

3. List the reasons why firms collaborate with another for the purposes of inventory 

control and demand planning.



Demand Planning

Demand planning is the process of 
estimating how much of a good or service 
customers will buy from you.

If you’re a producer of a product, this will 
affect not only the amount of goods and 
services you have to produce but also the 
materials you must purchase to make them.

It will also affect your production scheduling, 
or the management of the resources, events, 
and processes need to create an offering.



Demand Planning

Closely related to demand forecasting are 
lead times.

A product’s lead time is the amount of time it 
takes for a customer to receive a good or 
service once it’s been ordered.



Demand Planning

Sourcing decisions — deciding which 
suppliers to use — are generally made 
periodically.

Forecasting decisions must be made more 
frequently — sometimes daily.



Demand Planning

The promotions you run will also affect 
demand for your products.

Consulting with marketing managers and 
sales executives is required when demand 
forecasts is generated.

Firms also look to their supply chain partners 
to help with their demand planning. 



Demand Planning

Collaborative planning, forecasting, and 
replenishment (CPFR) is a practice whereby 
supply chain partners share information and 
coordinate their operations.

Demand-planning software can also be used 
to create more accurate demand forecasts. It 
can synthesize a variety of factors to better 
predict a firm’s demand



Inventory Control

Inventory control is the process of ensuring 
your firm has an adequate supply of products 
and a wide enough assortment of them meet 
your customers’ needs.

One of the goals of inventory management is 
to avoid stockouts. 

A stockout occurs when you run out of a 
product a customer wants to buy.



Inventory Control

To help avoid stockouts, most companies keep a 
certain amount of safety stock on hand. 

Safety stock is backup inventory that serves as a 
buffer in case the demand for a product surges or 
the supply of it drops off for some reason.

Products in inventory can also become obsolete, 
deteriorate, spoil, or “shrink.”

Shrinkage is a term used to describe a reduction or 
loss in inventory due to shoplifting, employee theft, 
paperwork errors, or supplier fraud.



Just-in-Time Inventory Systems

Firms with just-in-time inventory systems 
keep very little inventory on hand. 

They contract with their suppliers to ship 
them inventory as company need it — and 
even sometimes manage their inventory for 
them — a practice called vendor-managed 
inventory (VMI).



Product Tracking

An electronic product code (EPC) is similar to 
a barcode, only better, because the number 
on it is truly unique. 

Being able to tell the difference between 
“seemingly” identical products can help 
companies monitor their expiration dates if 
they are recalled for quality of safety 
reasons.

EPC technology can also be used to combat 
“fake” products, or knockoffs, in the 
marketplace.



Product Tracking

Electronic product codes are stored on radio-
frequency identification (RFID) tags.

A radio-frequency identification (RFID) tag 
emits radio signals that can record and track 
a shipment as it comes in and out of a facility.



How RFID Tagging Works



9.3. Warehousing and 
Transportation

LEARNING OBJECTIVES

1. Understand the role warehouses and distribution centers play in the supply chain.

2. Outline the transportation modes firms have to choose from and the advantages 

and disadvantages of each.



Warehousing

Some firms store products until their prices 
increase. 

A distribution center is a warehouse or 
storage facility where the emphasis is on 
processing and moving goods on to other 
parts of the supply chain.

Warehousing products regionally can help a 
company tailor its product selection to better 
match the needs of customers in different 
regions. 



How Warehouses and Distribution Centers 
Function

To help distinguish the product, its 
manufacturer gives it its own identification 
number, called a SKU (stock-keeping unit)

When the product enters the warehouse, it is 
scanned and given an “address,” or location, 
in the warehouse where it is stored until it is 
plucked from its shelf and shipped.

Processing orders — order fulfillment — is a
key part of the job in supply chains.



Logistics 

…refers to the physical flow of materials in 
the supply chain.

Not all goods and services need to be 
physically transported.

Some are directly given to customers or sent 
to them electronically.

Products that need to be transported 
physically to get to customers are moved via 
air, rail, truck, water, and pipelines. 



Logistics - Trucks



Logistics - Water



Logistics - Air



Logistics - Railroads



Logistics - Pipelines



9.4. Track and Trace Systems and 
Reverse Logistics

LEARNING OBJECTIVES

1. Understand why being able to trace products is important to organizations and 

their customers.

2. Explain what reverse logistics is and why firms utilize it.



Track and Trace Systems

Being able to trace products helps a company 
anticipate events that could disrupt the 
supply chain, including shipping mistakes, 
bad weather, and accidents so they can be 
averted. 

Most shippers have track and trace systems 
that can track product loads. 

Tracking individual products, especially after 
they are combined to make other products, is 
more difficult.



Reverse Logistics

Consumers are more interested than ever in 
knowing where their products come from —
particularly when there is a contamination 
problem with an offering.

Reverse logistics is the process of running 
damaged and defective products and scrap 
materials backward through the supply chain to 
extract value from them.

Companies are increasingly employing reverse 
logistics not only to save money but for 
environmental reasons.
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Gathering and Using 
Information: Marketing 

Research and Market 
Intelligence

Chapter 10



10.1. Marketing Information 
Systems
10.2. Steps in the Marketing
Research Process

plan



Marketing research is the process of 
collecting, analyzing, and reporting marketing 

information that can be used to answer 
questions or solve problems so as to improve 

a company’s bottom line.



Marketing research helps with tasks: 

• Developing product ideas and designs

• Determining if there is demand for your 
product so you know whether or not to produce it

• Identifying market segments for your 
product

• Making pricing decisions

• Evaluating packaging types

• Evaluating in-store promotions



Marketing research helps with tasks: 

• Measuring the satisfaction of your 
customers

• Measuring the satisfaction of your channel 
partners

• Evaluating the effectiveness of your Web site

• Testing the effectiveness of ads and their 
placement

• Making marketing channel decisions



Market intelligence

Closely related to marketing research is market 
intelligence, which is often referred to as 
competitive intelligence

Whereas marketing research involves solving a 
specific marketing problem at a specific point in 
time, market intelligence involves gathering 
information on a regular, ongoing basis to stay in 
touch with what’s happening in the marketplace. 



Market intelligence

If you’re a small business owner, and you’re 
talking to your customers and suppliers about 
new product ideas, you’re engaging in market 
intelligence.

If you go so far as to survey your customers with 
a questionnaire about a new type of service 
you’re considering offering, you are engaging in 
marketing research. 



10.1. Marketing Information 
Systems

LEARNING OBJECTIVES

1. Describe the components of a marketing information system and each 

component’s purpose.

2. Explain the situations in which marketing research should be used versus market 

intelligence.

3. Describe the limitations of market intelligence and its ethical boundaries.

4. Explain when marketing research should and should not be used.



Marketing information system (MIS)

A marketing information system (MIS) is a way 
to manage the vast amount of information 
firms have on hand — information marketing 
professionals and managers need to make good 
decisions. 

Marketing information systems range from 
paper-based systems to very sophisticated 
computer systems. 



Internally Generated Data and Reports

Firms are constantly  gathering information 
related to sales and accounting data, data on 
inventory levels, back orders, customer returns, 
complaints as well as their Web sites, such as 
clickstream data.

Clickstream data is data generated about the 
number of people who visit a Web site and its 
various pages, how long they dwell there, and 
what they buy or don’t buy. 



Internally Generated Data and Reports

Many companies make a certain amount of 
internal data available to their employees, 
managers, vendors, and trusted partners via 
intranets. 

An intranet looks like the Web and operates like 
it, but only an organization’s employees have 
access to the information. 



In
tr
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Analytics Software

Analytics software allows managers who are 
not computer experts to gather all kinds of 
different information from a company’s 
databases — information not produced in 
reports regularly generated by the company.

The software incorporates regression models, 
linear programming, and other statistical 
methods to help managers answer “what if” 
types of questions.



Analytics software



Market Intelligence

Not gathering market intelligence leaves a 
company vulnerable.



Encyclopedia Britannica

Remember Encyclopedia 

Britannica, the market 

leader in print 

encyclopedia business 

for literally centuries?

Encyclopedia Britannica 

didn’t see the digital age 

coming and nearly went 

out of business as a 

result. 
(Suffice it to say, you can now 

access Encyclopedia Britannica 

online.)



sources of information 

Search Engines and Corporate Web Sites

Publications 

Trade Shows and Associations

Salespeople

Suppliers and Industry Experts

Customers



Search Engines and Corporate Web Sites

An obvious way to gain market intelligence is 
by examining your competitors’ Web sites as 
well as doing basic searches with search 
engines like Google. 

If you want to find out what the press is 
writing about your company, your 
competitors, or any other topic you’re 
interested in, you can sign up to receive free 
alerts via e-mail by going to Google Alerts at 
http://www.google.com/alerts. 

http://www.google.com/alerts


Search Engines and Corporate Web Sites

designers are using search engines like 
WhosTalkin.com to search the blogs of 
children and teens who are “fashion 
forward” and then involve them in designing 
new products.



Search Engines and Corporate Web Sites

WhosTalkin.com and Radian6 (a similar 
company) also provide companies with 
sentiment analysis.

Sentiment analysis is a method of examining 
content in blogs, tweets, and other online 
media (other than news media) to determine 
what people are thinking at any given time.

Some companies use sentiment analysis to 
determine how the market is reacting to a 
new product. 



Publications



Can Market Intelligence Be Taken Too Far?



Ethics 

Gathering corporate information illegally or 
unethically is referred to as industrial 
espionage, a common situation.

Sometimes companies hire professional spies 
to gather information about their competitors 
and their trade secrets or even bug their 
phones.

Former and current employees can also reveal 
a company’s trade secret either deliberately or 
unwittingly.



Ethics by Society of Competitive Intelligence

1. To continually strive to increase the 
recognition and respect of the profession.

2. To comply with all applicable laws, domestic 
and international.

3. To accurately disclose all relevant 
information, including one’s identity and 
organization, prior to all interviews.

4. To avoid conflicts of interest in fulfilling 
one’s duties.



Ethics by Society of Competitive Intelligence

5. To provide honest and realistic 
recommendations and conclusions in the 
execution of one’s duties.

6. To promote this code of ethics within one’s 
company, with third-party contractors and 
within the entire profession.

7. To faithfully adhere to and abide by one’s 
company policies, objectives and guidelines.



Marketing Research

Marketing research is what a company has to 
resort to if it can’t answer a question by 
using any of the types of information we 
have discussed so far — market intelligence, 
internal company data, or analytics software 
applied to data. 



Marketing Research

So when exactly is marketing research 
needed?

Keep in mind marketing research can be 
expensive. 

Managers have to weigh the costs of the 
research against the benefits. 

Marketing research can also take time. 



Marketing Research

Alex J. Caffarini, the 
president and founder 
of the marketing 
research firm 
Analysights, believes 
there are a number of 
other reasons 
companies mistakenly 
do marketing research



reasons companies mistakenly do marketing 
research

• “We’ve always done this research.” - The 
research has taken on a life of its own; this 
particular project has continued for years and 
nobody questioned whether it was still 
relevant.

• “Everyone’s doing this research.” - Their 
competitors are doing it, and they’re afraid 
they’ll lose competitive advantage if they don’t; 
yet no one asks what value the research is 
creating.



reasons companies mistakenly do marketing 
research

• “The findings are nice to know.” - Great—
spend a lot of money to create a wealth of 
useless information. If the information is nice 
to know, but you can’t do anything with it, 
you’re wasting money.

• “If our strategy fails, having done the 
research will show that we made our best 
educated guess.” - They’re covering their butts. 
If things go wrong, they can blame the findings, 
or the researcher.



reasons companies mistakenly do marketing 
research

• “We need to study the problem thoroughly 
before we decide on a course of action.” - They’re 
afraid of making a tough decision. Conducting 
marketing research is a good way to delay the 
inevitable. In the meantime, the problem gets 
bigger, or the window of opportunity closes.

• “The research will show that our latest ad 
campaign was effective.” -They’re using marketing 
research to justify past decisions. Rarely should 
marketing research be done after the fact.



Is Marketing Research Always Correct?



KEY TAKEAWAY

Many marketing problems and opportunities can
be solved by gathering information from a
company’s daily operations and analyzing it.

Market intelligence involves gathering
information on a regular, ongoing basis to stay in
touch with what’s happening in the marketplace.

Marketing research is what a company has to
resort to if it can’t answer a question by using
market intelligence, internal company data, or
analytical software.

Marketing research is not infallible.



10.2. Steps in the Marketing 
Research Process

LEARNING OBJECTIVES

1. Describe the basic steps in the marketing research process and the purpose of 

each step.



Steps in the Marketing Research Process



Step 1: Define the Problem (or Opportunity)

Businesses take a look at what they believe are 
symptoms and try to drill down to the potential 
causes so as to precisely define the problem. 

The next task for the researcher is to put into 
writing the research objective, or goal, the 
research is supposed to accomplish.



Step 2: Design the Research

The research design is the “plan of attack.”

It outlines what data you are going to gather, 
from whom, how, and when, and how you’re 
going to analyze it once it has been obtained. 



types of data 

The first is primary data - information you 
collect yourself, using hands-on tools such as 
interviews or surveys, specifically for the 
research project you’re conducting. 

Secondary data is data that has already been 
collected by someone else, or data you have 
already collected for another purpose. 



Examples of Primary Data Sources versus 
Secondary Data Sources

Primary Data Sources Secondary Data Sources

Interviews Census data

Surveys Web sites

Publications

Trade associations



Step 2: Design the Research

types of research designs :

1. Exploratory research design is useful when
you are initially investigating a problem but you
haven’t defined it well enough to do an in-depth
study of it

2. Descriptive research design anything that 
can be observed and counted

3. Causal research design (experiments) 
examines cause-and-effect relationships



Step 3: Design the Data-Collection Forms 

The data-collection forms need to be 
standardized so the information gathered on 
each is comparable.

Surveys are a popular way to gather data 
because they can be easily administered to large 
numbers of people fairly quickly.

To produce the best results, survey 
questionnaires need to be carefully designed 
and pretested before they are used. 



How to prepare a survey

After having defined your goals and knowing what 
your want to learn, have the following aspects in 
mind:

1. What will you do with the answers? If you want to 
write a report afterwards, the questions may be 
more detailed. However, if you wish to publish live 
results on your website, use questions that can 
only be answered by choosing YES or NO.

2. Set a due date for finishing your survey.

3. Set a budget and take into consideration how 
much money, time and people are required.



Four steps that lead to a successful survey:

1. Selecting the right target group

2. Selecting the right survey type

3. Asking the right questions

4. Analyzing the questions and presenting the result



Step 4: Specify the Sample

Drawing the sample, or a subset of potential 
buyers who are representative of your entire 
target market. If the sample is not correctly 
selected, the research will be flawed. 



categories of samples 

A probability sample is one in which each 
would-be participant has a known and equal 
chance of being selected. The chance is known 
because the total number of people in the 
sampling frame is known. 

A nonprobability sample is any type of sample 
that’s not drawn in a systematic way. So the 
chances of each would-be participant being 
selected can’t be known. 



Step 5: Collect the Data

• Face-to-face (can be computer aided)

• Telephone (can be computer aided or 
completely automated)

• Mail and hand delivery

• E-mail and the Web

The data-collection process is often different in 
foreign countries. 



Step 6: Analyze the Data

Step 6 is to analyze the data collected for any 
obvious errors, tabulate the data, and then draw 
conclusions from it based on the results. 



Stage 7: Write the Research Report and Present 
Its Findings

Elements of a research report are as follows.

1. Title Page explains what the report is about, 
when it was conducted and by whom, and who 
requested it.

2. Table of Contents outlines the major parts of the 
report, as well as any graphs and charts, and the page 
numbers on which they can be found.

3. Executive Summary. The executive summary 
summarizes all the details in the report in a very quick 
way. 



Stage 7: Write the Research Report and Present 
Its Findings

4. Methodology and Limitations explains the 
technical details of how the research was designed and 
conducted.

5. Findings section is a longer, fleshed-out version 
of the executive summary that goes into more detail 
about the statistics uncovered by the research that 
bolster the study’s findings. 

6. Recommendations should outline the course of 
action you think should be taken based on the findings 
of the research and the purpose of the project. 



Bibliography

1. Tanner John F. Jr., Raymond M-A. Principles of Marketing. Flat 

World Education, 2012. p.306-352

2. Kotler Ph. Marketing Management. 313-163 p.

3. Proiectul Social Media. www.socialmedia.md

4. The American Marketing Association. www.ama.org

http://www.socialmedia.md/
http://www.ama.org/


Integrated Marketing 
Communications and the 

Changing Media Landscape

Chapter 11



11.1 Integrated Marketing Communications (IMC)
11.2 The Promotion (Communication) Mix
11.3 Factors Influencing the Promotion Mix, 
Communication Process, and Message Problems
11.4 Advertising and Direct Marketing
11.5 Message Strategies
11.6 The Promotion Budget
11.7 Sales Promotions
11.8 Public Relations, Social Media, and
Sponsorships
11.9. Public Relations Activities and Tools
11.10. Social Media

plan



Think about how you get information and 
then think about how organizations can 
communicate with you and other target 

markets about their products, services, or 
causes.



11.1. Integrated Marketing 
Communications (IMC)

LEARNING OBJECTIVES

1. Understand what integrated marketing communications (IMC) are.

2. Understand why organizations may change their promotional strategies to reach 

different audiences.



Integrated marketing communications

Integrated marketing communications (IMC) 
provide an approach designed to deliver one 
consistent message to buyers through an 
organization’s promotions that may span all 
different types of media such as TV, radio, 
magazines, the Internet, mobile phones, 
professional selling, and social media.



Changing Media

Some forecasts indicate that companies will 
spend almost 27 percent of their total 
promotional budgets, or $160 billion, on 
electronic or non-traditional media by 2012

Traditional media (magazines, newspapers, 
television) compete with media such as the 
Internet, texting, mobile phones, social media, 
user-generated content such as blogs, and 
YouTube as well as out-of-home advertising 
such as billboards and movable promotions.



KEY TAKEAWAY

As the media landscape changes, marketers may 
change the type of promotions they use in order 
to reach their target markets.

With changing technology and social media, less 
money is being budgeted for traditional media 
such as magazines and more money is budgeted 
for “non-traditional media.”

Regardless of the type of media used, marketers 
use integrated marketing communications (IMC) 
to deliver one consistent message to buyers.



11.2. The Promotion 
(Communication) Mix

LEARNING OBJECTIVES

1. Understand the different components of the promotion (communication) mix and 

why organizations may consider all components when designing the IMC program.

2. Understand the difference between types of communication that target many 

people at one time versus types of communication that target individuals.



The Promotion (Communication) Mix



types of marketing communications

The different types of marketing 
communications an organization uses compose 
its promotion or communication mix, which 
consists of advertising, sales promotions, direct 
marketing, public relations and publicity, 
sponsorships (events and experiences), social 
media and interactive marketing, and 
professional selling.



Advertising 

… involves paying to disseminate a message 
that identifies a brand (product or service) or 
an organization being promoted to many 
people at one time.



Effects of Advertising

Advertising Spending
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Major Types of Advertising

Corporate Image

Advocacy Advertising

Types
of

Advertising

Pioneering

Competitive

Comparative

Product
Advertising

Institutional
Advertising



Advertising Campaign Decision Process

Determine the campaign objectives.

Make creative decisions. Make media decisions.

Evaluate the campaign.



Common Advertising Appeals

Profit

Health

Love or Romance

Fear

Admiration

Convenience

Fun and Pleasure

Vanity and Egotism

Save money, keep from losing money

Body-conscious, healthy

Sell cosmetics and perfumes

Social embarrassment, growing old, losing 
health, power

Celebrity endorsement effective

Fast-food and microwave products

Vacations, beer, amusement parks

Expensive, conspicuous items



Executional Styles for Advertising

Mood or 
Image

Musical

Demon-
stration

Scientific

Real/
Animated
Product
Symbols

Fantasy

Lifestyle

Spokes-
person/

Testimonial

Slice-of-Life

Humorous

Common

Executional

Styles



Methods Used to Evaluate Advertising Campaigns

Pretests

Examples:

• Consumer jury tests

• Portfolio or unfinished rough tests

• Physiological tests

Post-tests

Examples:

• Recognition tests

• Recall tests

• Attitude measures

• Audience size measurement



Consumer sales promotions 

… consist of short-term incentives such as 
coupons, contests, games, rebates, and mail-
in offers that supplement the advertising and 
sales efforts. 

Sales promotions include promotions that 
are not part of another component of the 
communication mix and are often developed 
to get customers and potential customers to 
take action quickly, make larger purchases, 
and/or make repeat purchases.



Consumer sales promotions 

In business-to-business marketing, sales 
promotions are typically called trade 
promotions because they are targeted to 
channel members who conduct business or 
trade with consumers. 

Trade promotions include trade shows and 
special incentives given to retailers to market 
particular products and services, such as 
extra money, in-store displays, and prizes.



Direct marketing

… involves the delivery of personalized and 
often interactive promotional materials to 
individual consumers via channels such as 
mail, catalogs, Internet, e-mail, telephone, 
and direct-response advertising. 

By targeting consumers individually, 
organizations hope to get consumers to take 
action.



Professional selling

…is an interactive, paid approach to 
marketing that involves a buyer and a seller.

The interaction between the two parties can 
occur in person, by telephone, or via another 
technology. 

Whatever medium is used, developing a 
relationship with the buyer is usually 
something the seller desires.



Public relations (PR)

…involves communication designed to help 
improve and promote an organization’s 
image and products. 

Public relations materials include press 
releases, publicity, and news conferences. 
Many companies have internal PR 
departments or hire PR firms to find and 
create public relations opportunities for 
them. 



Sponsorships

…typically refer to financial support for 
events, venues, or experiences and provide 
the opportunity to target specific groups.

Sponsorships enhance a company’s image 
and usually generate public relations.

With an increasing amount of money being 
spent on sponsorships, they have become an 
important component of the promotion mix.



11.3. Factors Influencing the 
Promotion Mix, Communication 
Process, and Message Problems

LEARNING OBJECTIVES

1. Understand that different factors can affect the promotion mix.

2. Understand the communication process.

3. Understand different types of message problems.



Factors Influencing the Promotion Mix



Factors that Affect the Promotion Mix

Push–and–Pull Strategies

Nature of the Product

Stage in the Product
Life Cycle

Target Market Characteristics

Type of Buying Decision

Available Funds
$ $ $



The Communication Process

Depending on what medium is used, marketers 
use the communication process to encode or 
translate ideas into messages that can be 
correctly interpreted (decoded) by buyers.



The Communication Process



11.4. Advertising and Direct 
Marketing

LEARNING OBJECTIVES

1. Understand the difference between media and vehicles.

2. Explain the similarities and differences between advertising and direct marketing.

3. Understand the benefits of direct marketing and what types of direct marketing 

organizations often utilize.



Advertising

…is paid promotion with an identified sponsor 
that reaches many people at one time and can 
be repeated many times.

One of the biggest issues an organization must 
address is which medium or media provides the 
biggest bang for the buck, given a product’s 
characteristics and target market.



Direct marketing

Once companies decide on different media, they 
must also select specific vehicles, Direct 
marketing allows organizations to target specific 
individuals and use direct response advertising. 

Telemarketing, the Internet, direct mail, and 
catalogs are popular direct marketing methods.



Advantages of Personal Selling

Cost Control

Message Control

Targeted

Detailed Information

Closing Sales



Advertising Versus Personal Selling

Personal Selling is more important if...

The product has a high value.

It is a custom-made product.

There are few customers.

The product is technically complex.

Customers are geographically concentrated.

Advertising/Sales Promotion is more important if...

The product has a low value.

It is a standardized product.

There are many customers.

The product is simple to understand.

Customers are geographically dispersed.



Differences Between Traditional & Relationship Selling

Traditional Personal Selling

Sell products (goods and services)

Focus on closing sales

Limited sales planning

Spend most contact time telling 
customers about product

Conduct ―product-specific‖ needs 
assessment 

―Lone-wolf‖ approach to the account

Proposals and presentations based
on pricing and product features

Sales follow-up focused on product 
delivery

Relationship Selling

Sell advice, assistance, and counsel

Focus on improving the customer’s bottom line

Considers sales planning as top priority

Spend most contact time attempting to build a 
problem-solving environment with the customer

Conduct discovery in the full scope of the 
customer’s operations

Team approach to the account

Proposals and presentations based on profit 
impact and strategic benefits to the customer

Sales follow-up is long term, focused on 
long-term relationship enhancement

Source: Robert M. Peterson, Patrick L. Shul, and George H. Lucas, Jr., ―Consultative Selling: Walking the Walk in the New Selling Environment,‖ 
National Conference on Sales Management, Proceedings, March 1996.



Steps in the Selling Process

Basic
Steps in

the
Selling

Process

Generating Sales Leads

Qualifying Sales Leads

Making the Sales Approach

Making the Sales 
Presentation

Handling Objections

Closing the Sale

Following Up



11.5 Message Strategies

LEARNING OBJECTIVES

1. Understand what a unique selling proposition is and how it is used.

2. Understand different types of promotion objectives.

3. Identify different message strategies.



Utilizing a Product’s Unique Selling Proposition 
(USP)

When organizations want to communicate 
value, they must determine what message 
strategies work best for them.

Smart organizations determine a product’s 
unique selling proposition (USP), or specific 
benefit consumers will remember. 



Goals and Tasks of Promotion

Informing Reminding

Persuading

Target
Audience



AIDA and the Hierarchy of Effects

Attention Interest Desire Action

Awareness

Knowledge

Liking

Preference

Conviction

Purchase



Message Characteristics

Organizations must also determine what type of 
appeal to use and how to structure their 
messages. 

Some of the common advertising appeals are 
humorous, emotional, frightening (fear), 
rational (informative), and environmentally 
conscious. 



When Elements of Promotion Are Most Useful

Advertising

Personal
selling

Sales
promotion

Public
relations

Either not effective or inefficient

Very effective

Somewhat effective

Awareness Knowledge Liking Preference Conviction

E
ff

e
c
ti

v
e
n

e
s
s

Purchase



Creating a Promotion Plan

Choose Promotion Mix

Develop Promotion Budget

Set Promotion Objectives

Identify Target Market

Analyze the Marketplace



Criteria for Setting Promotion Objectives

Promotion objectives should:

be measurable, concrete

be based on sound research, with a 
well-defined target audience

be realistic

reinforce the overall marketing plan and 
relate to specific marketing objectives



Examples of Promotion Objectives

Objective: To Remind
To remind consumers that Peter Pan peanut butter is the 
creamiest peanut butter and is available at their nearest grocery 
and convenience stores

Objective: To Inform (Awareness)
To increase the top-of-mind awareness level for Peter Pan 
peanut butter from 16 percent to 24 percent

Objective: To Persuade (Attitudinal)
To increase the percentage of parents who feel that Peter Pan 
peanut butter is the best peanut butter for their children from
22 percent to 35 percent



11.6 The Promotion Budget

LEARNING OBJECTIVES

1. Understand different ways in which promotion budgets can be set.

2. Understand how the budget can be allocated among different media.



Techniques for Setting Promotion Budgets

• Arbitrary Allocation

• All - You - Can - Afford

• Competitive Parity

• Percent of Sales

• Market Share

• Objective and Task



11.7 Sales Promotions

LEARNING OBJECTIVES

1. Learn about different types of sales promotions companies use to get customers 

to buy their products.

2. Understand the different types of sales promotions companies use with their 

business customers.

3. Understand why sales promotions have become such an integral part of an 

organization’s promotion mix.

4. Differentiate between push and pull strategies.



Types of Consumer & Sales Promotion Goals

Type of buyer Desired results Sales promotion examples

Loyal customers Reinforce behavior, • Loyalty marketing programs,
People who buy your increase consumption, such as frequent-buyer cards
product most or all change purchase timing or frequent-shopper clubs
of the time • Bonus packs that give loyal

consumers an incentive to 
stock up or premiums offered
in return for proofs-of-purchase

Competitor’s Break loyalty, persuade •Sampling to introduce your
customers to switch to your brand product’s superior qualities
People who buy a compared to their brand
competitor’s product • Sweepstakes, contests, or
most or all of the time premiums that create interest 

in the product
Brand switchers Persuade to buy your • Any promotion that lowers the
People who buy a brand more often price of the product, such as
variety of products coupons, price-off packages,
in the category and bonus packs

• Trade deals that help make the
product more readily available
than competing products

Price buyers Appeal with low prices • Coupons, price-off packages,
People who or supply added value refunds, or trade deals that
consistently buy the that makes price less reduce the price of brand to
least expensive brand important match that of the brand that

would have been purchased

Source: From Sales Promotion Essentials, 2E by Don. E. Schultz, William A. Robinson, and Lisa A. Petrison. Reprinted by permission of NTC Publishing Group, Lincolnwood, IL.



Tools for Consumer Sales Promotion

Coupons

Premiums

Frequent Buyer Programs

Contests and 
Sweepstakes

Samples

Point-of-Purchase
Displays

Six
Categories

of
Consumer

Sales
Promotions



Tools for Trade Sales Promotion

Trade Allowances

Push Money

Training

Free Merchandise

Store Demonstrations

Business Meetings, 
Conventions, Trade-Shows

Six
Categories

of
Trade
Sales

Promotions



Functions of Sales Management

Motivate 
Sales Force

Evaluate 
Sales Force

Manage 
Turnover

Train Sales 
Force

Develop 
Compen-

sation Plan

Structure 
Sales Force

Determine 
Sales Force 

Size

Recruit Sales 
Force

Set Sales 
Objectives

Major Tasks of 
Sales 

Management



11.9. Public Relations Activities and 
Tools

LEARNING OBJECTIVES

1. Understand the concept of public relations and why organizations allocate part of 

their promotional budgets to it.

2. Understand what the different types of public relations tools are.

3. Explain how companies use different public relations tools to their advantage.



Public relations (PR) 

are the activities organizations engage in to create 
a positive image for a company, product, service, 
or a person.

Press releases are designed to generate publicity, 
but there is no guarantee the media will use them 
in the stories they write.

Sponsorships are designed to increase brand 
awareness, improve corporate image, and reach 
target markets.

Product placements are designed to generate 
exposure, brand awareness, and interest.



The Tools of Public Relations

Major
Tools

Used By
PR

Professionals

New Product Publicity

Product Placement

Customer Satisfaction
Phone Lines

Consumer Education

Event Sponsorship

Issue Sponsorship

Web Sites



11.10. Social Media

LEARNING OBJECTIVES

1. Understand the different social media zones.

2. Understand how social media can generate publicity.

3. Explain how social media keeps changing.



Social media 

…uses technology and mobility to provide an 
interactive means of communication among 
people, organizations, and communities who are 
interconnected and interdependent. 

Social media zones include social communities, 
social publishing, social entertainment, and social 
commerce. 

More companies are using social media to 
promote their products as well as for recruiting.



Who is Monica Hart?



Who is Derek Mehraban?





Marketing:



Web Marketing:



Search Engine Optimization



Google Adwords



Advantages of Social Media Marketing
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12.1. The Role Professional 
Salespeople Play

LEARNING OBJECTIVES

1. Recognize the role professional selling plays in society and in firms’ marketing 

strategies.

2. Identify the different types of sales positions.



Salespeople act on behalf of their companies 
by doing the following:

• Creating value for their firms’ customers
• Managing relationships
• Relaying customer and market 
information back to their organizations

What Salespeople Do



The salesperson has a fiduciary responsibility 
(in this case meaning something needs to be 
sold) to the company and an ethical 
responsibility to the buyer. 
At times, however, the two responsibilities 
conflict with one another. 

The Role Professional Salespeople Play



Salespeople create value for their customers, 
manage relationships, and gather information 
for their firms.

The Role Professional Salespeople Play



There are four types of salespeople: 
- missionary salespeople - calls on people 
who make decisions about products but 
don’t actually buy them, and while they call 
on individuals, the relationship is business-
to-business 
- trade salespeople - is someone who calls on 
retailers and helps them display, advertise, 
and sell products to consumers 

Types of Sales Positions



prospectors - is a salesperson whose primary 
function is to find prospects, or potential 
customers 

account managers - are responsible for ongoing 
business with a customer who uses a product

Types of Sales Positions



12.2 Customer Relationships and 
Selling Strategies

LEARNING OBJECTIVES

1. Understand the types of selling relationships that firms seek.

2. Be able to select the selling strategy needed to achieve the desired customer 

relationship.



Customer Relationships

Some buyers and sellers are more interested in 
building strong relationships with one another 
than others. 

The four types of relationships between buyers 
and sellers are

I. Transactional

II. Functional

III. Affiliative

IV. Strategic 



The Relationship Continuum

As this figure depicts, business relationships range from 
transactional, or one-time purchases, to strategic 
partnerships that are often likened to a marriage.
Somewhere in between are functional and affiliative 
relationships that may look like friendships.



Transactional

each sale is a separate exchange, and the two 
parties to it have little or no interest in 
maintaining an ongoing relationship

Functional relationships

are limited, ongoing relationships that develop 
when a buyer continues to purchase a product 
from a seller out of habit, as long as her needs 
are met.



Affiliative selling relationships

are more likely to occur when the buyer needs a 
significant amount of expertise needed from the 
seller and trust is an issue.

Strategic partnership

…is one in which both the buyer and seller to 
commit time and money to expand “the pie” for 
both parties. This level of commitment is often 
likened to a marriage.



Customer Relationships

A salesperson’s selling strategies will differ, 
depending on the type of relationship the buyer 
and seller either have or want to move toward

I. script-based selling

II. needs-satisfaction selling

III. consultative selling

IV. strategic partnering



Script-Based Selling

Salespeople memorize and deliver sales pitches 
verbatim when they utilize a script-based selling 
strategy, also called canned selling. 

The term “canned” comes from the fact that the 
sales pitch is standardized, or “straight out of a 
can.”

…works well when the needs of customers don’t 
vary much. 

…is generally used in transactional sales 
relationships 



Needs-Satisfaction Selling

The process of asking questions to identify a 
buyer’s problems and needs and then tailoring a 
sales pitch to satisfy those needs is called needs-
satisfaction selling. 

This form of selling works best if the needs of 
customers vary, but the products being offered 
are fairly standard. 

The salesperson asks questions to understand 
the needs then presents a solution.



Consultative Selling

The key difference between the needs-
satisfaction selling and consultative selling is the 
degree to which a customized solution can be 
created. 

With consultative selling, the seller uses special 
expertise to solve a complex problem in order to 
create a somewhat customized solution. 



Strategic-Partner Selling

When the quality of the relationship between 
the buyer and seller moves toward a strategic 
partnership, the selling strategy gets more 
involved than even consultative selling.

In strategic-partner selling, both parties invest 
resources and share their expertise with each 
other to create solutions that jointly grow one 
another’s businesses



Choosing the Right Sales Strategy for the 
Relationship Type and Selling Stage

The typical sales process involves several stages, 
beginning with the preapproach and ending 
with customer service



The Typical Sales Process



12.3 Sales Metrics (Measures)

LEARNING OBJECTIVES

1. Describe the sales cycle.

2. Understand the selling metrics that salespeople use.

3. Understand the selling metrics that sales managers and executives use.



The Sales Cycle

The sales cycle 
starts with leads, 
some of whom 
become suspects. 
Some suspects 
become prospects, 
and some 
prospects become 
customers



The Sales Cycle

A lead - contact information of someone who might 
be interested in the salesperson’s product

This stage of the sales process is called the approach. 



The Sales Cycle

A suspect is a person or organization that has an 
interest in an offering, but it is too early to tell what 
or if they are going to buy. 

The salesperson is trying to qualify the account as a 
prospect. 

Qualifying a prospect is a process of asking questions 
to determine whether the buyer is likely to become a 
customer. 

A prospect is someone with the budget, authority, 
need, and time (BANT) to make a purchase. 



Metrics Used by Salespeople

Conversion ratios measure how good a salesperson 
is at moving customers from one stage in the selling 
cycle to the next

Salespeople can track their conversion ratios to 
identify which stages of the sales cycle they need to 
work on

How many sales calls of each type a representative 
has to make in a certain period of time are activity 
goals: more calls translate into more conversions, 
and more conversions translate into more sales



Metrics Used by Salespeople

A win-loss analysis is an “after the battle” review of 
how well a salesperson performed given the 
opportunities she faced. 

Each sales opportunity after the customer has 
bought something (or decided to buy nothing) is 
examined to determine what went wrong and what 
went right.

A marketing manager who listens carefully to what 
salespeople say during a win-loss analysis can 
develop better advertising and marketing campaigns



How Activities and Conversions Drive Sales

Activities, or sales 
calls of various 
types, drive 
conversions, 
which then drive 
sales



Metrics Used by Salespeople

Another important metric used by many 
salespeople is how much money they will make. 

Most salespeople are paid some form of 
incentive pay, such as a bonus or commission, 
which is determined by how much they sell. 

A bonus is paid at the end of a period of time 
based on the total amount sold, while a 
commission is typically thought of as a payment 
for each sale. 



Metrics Used by Sales Managers

The discussed metrics can be used by the sales 
manager to evaluate salespeople, promote
them, or pinpoint areas in which they need 
more training. 

Sales managers also use sales cycle metrics to 
make broader decisions. 



Metrics Used by Sales Managers

Sales managers look at other measures:

- market share, or how much of the market is 
buying from the firm versus its competitors; 
sales by product or by customer type; and sales 
per salesperson

- time. If the firm’s sales are declining, is the 
company in a seasonal slump it will come out of, 
or does the firm have a serious, ongoing 
problem?



Metrics Used by Sales Managers

Sales managers look at other measures:

-costs: many sales executives are held 
accountable not only for their firms’ sales levels 
but also for profit levels. 

-customer satisfaction. Salespeople and their 
bosses want satisfied customers.



12.4. Ethics in Sales and Sales 
Management

LEARNING OBJECTIVES

1. Compare and contrast common ethical challenges facing salespeople and sales 

managers.

2. Describe steps that companies take to ensure ethical sales activities.



Ethics

Salespeople are caring, ethical professionals. 

They do face unique ethical challenges because 
of their job, including how to handle unethical 
requests from customers and making sure that 
they know and follow all company policies for 
interacting with customers. 



Ethics

Sales managers have all the usual management 
concerns, such as fair hiring practices. 

Managers also have to develop policies and 
practices that codify ethical behaviors, train 
salespeople on the ethics policies, and ensure 
that the policies are followed. 

In addition, sales managers have to be aware of 
laws such as the Universal Commercial Code and 
others that govern sales transactions.



12.5. Integrating Sales and 
Marketing

LEARNING OBJECTIVES

1. Identify the ways in which the marketing function supports the sales function.

2. Describe how the sales group of a company can support its marketing efforts.



What Marketing Does for Sales?



Marketing Shortens the Sales Cycle

Marketing professionals support salespeople by 
providing them with lead management. 

Lead management is the process of identifying 
and qualifying leads in order to grow new 
business. 

Closed-loop lead management systems are 
information systems that are able to track leads 
all the way from the point at which the marketer 
identifies them to when they are closed.
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Marketing Improves Conversion Ratios by 
Scoring Leads

Marketing groups help their firms’ salespeople 
improve their conversion ratios by scoring the 
leads they send them. 

Lead scoring is a process by which marketing 
personnel rate the leads to indicate whether a 
lead is hot (ready to buy now), warm (going to 
buy soon), or cold (interested but with no 
immediate plans to buy)



What Sales Does for Marketing?

I. Communicate Market Feedback

II. Monitor the Competition

The marketing department then uses the 
information to create better marketing 
messages, sales strategies, offerings, or a 
combination of the three.



12.6. Outsourcing the Sales 
Function

LEARNING OBJECTIVES

1. Identify the primary types of outsourcing salespeople.

2. Characterize the strengths and weaknesses of outsourcing sales groups.



Types of Outsourced Salespeople

Outsourcing the sales function can be done 
through distributors, independent agents, and 
manufacturers’ representatives, as well as other 
types of sales organizations. 

The entire sales cycle can be outsourced or only 
parts of it. 



Types of Outsourced Salespeople

Outsourcing can cost less and requires less 
investment than a company-employed sales 
force

Independent agents, distributors, and 
manufacturers’ representatives often have 
established relationships that make it easier for 
a company to enter and penetrate new markets.



Advantages of Outsourcing

- gaining access to more buyers because the 
organizations and people to which the company 
has outsourced the work sells a broader array of 
products

- in terms of a company’s costs, outsourcing can 
be less expensive



Disadvantages of Outsourcing

-lose some control over its sales activities. 

To counteract that loss of control, companies try 
to devise attractive compensation schemes, as 
well as effective marketing strategies for the 
independent sales organizations and people 
with whom they work. 

Companies also hire sales managers to manage 
the relationships with the outsourced sales staff.
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Chapter 13

Customer Satisfaction, Loyalty, 
and Empowerment



Learning Objectives

1. Understand strategies involving online and personal 
forms of influencer marketing.

2. Relate influencer marketing to other forms 
of social communities and marketing strategies.

Customer Communities



• Word of Mouth—the passing of information 
and opinions verbally has a powerful influence 
on purchasing decisions.

• Companies try to create buzz about their 
products by sending press releases, holding 
events, offering free samples, writing blogs, or 
releasing podcasts.

567

Consumer Communication



• Targeting people known to influence others 

Influencer Marketing

• Social group that centers its attention on a particular brand or 
product category

Community

• Another term for a community 

Social Network

568

Influencer Panels



569

Organizing and Managing Influencer 
Panels

Characteristics Used to Qualify the Members of Influencer Panels 



They have to be actively recruited.

Ask a customer to take a survey.

Send random surveys to identify good panel 
participants.

570

How To Find Influencers



What results are expected 
from the influencer panel? 

How much are the panel 
members willing to do? 

What’s in it for the panel 
members? 

571

Three Questions To Ask 
Before Activating a Panel



572

• Social Networking Sites—Facebook and MySpace are used to 
create communities.

Marketers are looking at ways to use Facebook and other social 
networking sites to create buzz.

• Viral Marketing—The spread of the company’s message (like 
a computer virus) through the community.

• Blogs—A form of online communication that help spread 
viral marketing messages.

• Twitter—Another application that facilitates viral marketing 
by enabling people to “follow” someone called tweets. 

Social Networking Sites 
and Other Social Media



• Customer communities form around social 
networks.

• Marketers use customer communities to both 
promote offerings and gather market 
information. 

• Companies create influencer panels that 
provide insight into effective offerings and 
provide word of mouth.

573

Key Takeaways



Learning Objectives

1. Understand the value of customer loyalty.

2. Distinguish attitudinal loyalty from behavioral 
loyalty.

3. Describe the components of a successful loyalty 
program.

574

Loyalty Management



Early research on loyalty showed that loyal customers 
are:

1. Less expensive to market to.

2. More willing to pay a premium for a particular brand.

3. Willing to try new products under the brand name.

4. More likely to recommend the brand to their friends.

5. More willing to overlook a problem related to the 
brand.

575

Loyal Customers



Behavioral 
Loyalty Attitudinal 

Loyalty

576

The customer buys the product 
regularly  and does not respond to 
competitors’ offerings.

The degree to which the 
customer  prefers or likes the 

brand.

Loyalty Has Two Dimensions



• Loyalty Programs—Marketing efforts that reward a 
person or organization for frequent purchases and the 
consumption of offerings.

Data collected from loyalty programs can be useful for 
designing and improving the company’s offerings.

• Cross-Promotion Marketing—Joint marketing efforts by 
two or more firms sharing the same program.

• Cross-Promotion—Creates credibility for the new 
member being associated with an established firm.

577

Loyalty Programs



578

Effects 
of 

Loyalty

Blocker 
Effect

Spreader 
Effect

Accelerator 
Effect

Longevity 
Effect

Positive Effects of Loyalty Programs



• Longevity Effect—Lengthening the lifetime value of a 
customer.

• Blocker Effect—Program member is enhanced as 
there is no need to spend time and effort shopping 
around. 

• Spreader Effect—Members of a loyalty program are 
more likely to try related products.

• Accelerator Effect—Consumers speed up, or 
accelerate, purchases when they are about to reach 
a higher award level in a loyalty program.

579

Four Effects of Loyalty



Characteristics of 
Loyalty Programs 

That Can Make 
Them Effective

Good 
Performance

Responsivenes
s

Shared Identity 
Among 

Participants

Clear 
Benefits

580

Criteria for Successful Loyalty Programs



• Customer loyalty is both behavioral and attitudinal.

• Loyalty programs can have four positive effects.

1. Longevity

2. Block competitors’ marketing efforts

3. Encourage customers to buy related offerings

4. Accelerate customer purchases

• Loyalty programs don’t automatically create loyalty 
among customers.

• Firms must build a community among its customers.

581

Key Takeaways



Learning Objectives

1. Understand satisfaction and satisfaction strategies.

2. Design a customer satisfaction measurement 
system.

3. Describe complaint management strategies.

582

Customer Satisfaction



• Customer Satisfaction—Defined as the feeling that a 
person experiences when an offering meets their 
expectations. 

• Improving Customer Satisfaction—A goal sought by 
many businesses.

• Customer satisfaction scores have been relatively 
stable for the past few years.

• A company’s performance on key satisfaction factors 
is critical both in terms of the loyalty and satisfaction 
it generates among its customers.

583

Customer Satisfaction Defined



• Establish appropriate expectations in the minds of customers 
and deliver those expectations.

• If expectations are set too low, people won’t buy the offering. 
If the expectations are set too high, buyers will be dissatisfied. 

• Dissatisfied customers are likely to tell many more friends 
about their negative experiences than satisfied customers do 
about good experiences.

• Empower customer-facing personnel.

• Offer customers warranties and guarantees.

• Avoid postpurchase dissonance by providing customers with 
reassuring communications. 

584

Customer Satisfaction Strategies



Know customer’s 
expectations 

Determine degree 
of satisfaction

How well are 
complaints 
handled?

Degree of repeat 
business

585

Measuring Customer Satisfaction



Acknowledge the customer’s feelings, and
listen carefully to the complaint.

• Determine the root cause of the problem

• Offer a solution

• Gain agreement on the solution and communicate 
the process of resolution

• Follow up, if appropriate

• Record the complaint and resolution

586

Complaint Management



Failures can be attributed to one (or more) of the following four gaps:

1. The Communication Gap—Overstating the offering’s performance 
level, thereby creating unrealistic expectations on the part of 
customers.

2. The Knowledge Gap—Not understanding the customer’s 
expectations or needs, which then leads a company to create a 
product that disappoints.

3. The Standards Gap—Setting performance standards that are too 
low despite what is known about the customers’ requirements.

4. The Delivery Gap—Failing to meet the performance standards 
established for an offering.

587

Offering Failure



• Measuring customer satisfaction is an important 
element of customer empowerment.

• Getting positive word of mouth requires exceeding 
those expectations.

• To minimize the number of complaints a company 
needs an effective process for handling complaints.

• Monitor how satisfied customers are with the 
complaint handling system.

588

Key Takeaways



Learning Objectives

1. Apply general ethical principles and concepts to 
online marketing.

2. Explain the laws that regulate online and other 
types of marketing.

589

Ethics, Laws, and Customer 
Empowerment



• Sugging—Selling under a guise or phony front. While 
sugging isn’t illegal, it isn’t fair.

• Caveat emptor—“let the buyer beware” or “it’s your 
own fault if you buy it and it doesn’t work!”

• Permission marketing is a term that was created to 
suggest that marketers should always ask for 
permission to sell or to offer buyers marketing 
messages. Due to overuse of permission marketing, 
dump accounts, or e-mail addresses, are used to direct 
spam away from the main e-box.

590

Ethics



• Currently, there are no regulations regarding sugging.

• Privacy laws apply to both Internet marketing and 
other forms of commerce.

• Privacy policies are statements regarding how a 
company will use and protect a consumer’s private 
data.

• Privacy policies and privacy laws apply to both business 
customers and individual consumers.

591

Legal Requirements



• A warranty is a promise by the seller that an 
offering will perform as the seller said it 
would.

1. An expressed warranty is an oral or written 
statement regarding how the product should 
perform and the remedies available to the 
consumer in the event the offering fails.

2. An implied warranty provides an offering of at 
least average quality, beyond any written 
statements.

592

Warranties and Promises



• Obligated to protect the company from consumers 
who might not have honest intentions.

• Phishing is soliciting personal information in order to 
steal an identity and use it to generate cash 
fraudulently.

• Bot, short for robot, is a program that performs 
automatic functions online.

Bots can be used for many illicit purposes and there is a 
need to create barriers to their use.

593

Protecting the Company



• Sugging is selling under any phony type of front.

• U.S. laws govern how products can be marketed.

• Companies must have permission before they can send 
you spam.

• Warranties—expressed and implied—are binding no 
matter how companies deliver them.

• Steps are needed to prevent less-than-honest activities 
by individuals for marketing on-line.

• Bots are online robots that some people use to take 
advantage of marketers.

594

Key Takeaways



595

Bibliography

1. Tanner John F. Jr., Raymond M-A. Principles of 

Marketing. Flat World Education, 2012. p. 444-

484

2. Kotler Ph. Marketing Management. 467-498 p.

3. Chief Marketer http://chiefmarketer.com

4. Marketing Magazine http://www.marketingmag.ca/

http://chiefmarketer.com/
http://www.marketingmag.ca/


Chapter 14

Price, the Only Revenue 
Generator



The Pricing Framework 
and a Firm’s Pricing Objectives

Learning Objectives

1. Understand the factors in the pricing framework.

2. Explain the different pricing objectives organizations 
have to choose from. 

597



Various pricing objectives:

1. Targeted Return on Investment (ROI)—The profit an organization 
hopes to make given the amount of assets, or money, it has tied up in 
a product.

2. Maximizing Profits—Set prices to increase revenues as much as 
possible, relative to costs.

3. Maximizing Sales—Pricing products to generate as much revenue as 
possible, regardless of what it does to a firm’s profits.

4. Maximizing Market Share—Set prices allows capturing a larger share 
of the sales.

5. Maintaining the Status Quo—Meet, or equal, competitors’ prices.

598

The Pricing Framework



Key Takeaways

• Price is the only marketing variable that generates money for 
a company.

• A product’s price is the easiest marketing variable to change 
and also the easiest to copy.

• A company can choose from pricing objectives:

– maximizing profits

– maximizing sales

– capturing market share

– achieving a target return-on-investment (ROI) 

– maintaining the status quo relative to competing products

599



Learning Objectives

1. Understand the factors that affect a firm’s pricing 
decisions.

2. Understand why companies must conduct research 
before setting prices in international markets.

3. Learn how to calculate the breakeven point.

600

Factors that Affect Pricing 
Decisions



Customers—How will buyers respond?

Three important factors:

1. Will buyers perceive the product offers value?

2. How many buyers are there?

3. How sensitive are customers to changes in price? 

601

Pricing Factors



• Elasticity refers to people’s sensitivity to price 
changes.

• To calculate the price elasticity of demand

Price elasticity = percentage change in quantity demanded

percentage change in price

• When the ratio is >1.0, it is elastic.

• When the ratio is ≤1.0, it is inelastic.

602

Price Elasticity



Competitors

• How competitors price and sell their products 
will have an effect on a firm’s pricing 
decisions.

• The availability of substitute products affects a 
company’s pricing decisions.

603

Pricing Factors



• Weak economies and high unemployment call for lower prices.

• In international markets, currency exchange rates also affect 
pricing decisions.

• Pricing decisions are affected by federal and state regulations.

– Robinson-Patman act limits a seller’s ability to charge different 
customers different prices for the same products

– Price fixing may be illegal (firms get together and agree to charge the same 
prices).

– Unfair trade laws protect smaller businesses (preventing large businesses from 

selling products below cost (as loss leaders) to attract customers to the store).

– Bait and switch pricing is illegal in many states.

604

The Economy and Regulations



Elements of product cost:

1. Product development, testing, and packaging

2. Promotion and distribution

3. Stage in the product life cycle

4. Sustainable marketing costs 

605

Product Costs



• The point where total costs equal total 
revenue.

• Total costs include both fixed and variable 
costs.

• Fixed costs are costs that must be paid 
regardless of production or sales level.

• Variable costs are costs that change with a 
company’s level of production and sales. 

606

Breakeven Points (BEP)



The formula for calculating BEP is: 

BEP = Total Fixed Costs (FC)_
Contribution per Unit (CU)

or

BEP = Total Fixed Costs (FC)
(Unit Price − Unit Cost)

607

BEP Calculation



Setting prices depends on:

• pricing objective

• offering’s costs

• the customer

• competition

• the economy

• government regulations

As well as:

• stage of its product life cycle

• promotion costs

• currency exchange rates for international markets
608

For profitability—
revenues must 
exceed costs!

Key Takeaways



Learning Objectives

1. Understand introductory pricing strategies.

2. Understand the different pricing approaches that 
businesses use.

609

Pricing Strategies



• Skimming price strategy—A high initial price for a product 
aimed at consumers who are willing to pay a high price and buy 
products early.

– Over time, the price of the product goes down as competitors enter the 
market and more consumers are willing to purchase the offering.

• Penetration pricing strategy—Low initial price is set to get as 
much of the market as possible.

– Often, many competitive products are already in the market.

• Everyday low prices—The price the seller expects to charge 
throughout the product life cycle.

– Walmart uses this theme in their advertising.

610

Introductory Pricing Strategy



Companies can choose among many ways to set their prices.

• Cost-plus pricing (markup pricing)—Uses the cost of the 
product and then adds a profit to determine a price.

– the most common pricing approach

– ensures a company’s costs and profit are covered

• Odd-even pricing—Prices a product a few cents or a few dollars 
below the next dollar amount. 

• Prestige pricing—Utilizes a higher price to give an offering a 
high-quality image.

• Demand-backward pricing—Starts with the price demanded by 
consumers and create offerings at that price.

611

Pricing Approaches



• Leader pricing—Pricing one or more items unusually low to get people 
into a store.

• Sealed bid pricing—Process of offering to buy or sell products at prices 
designated in sealed bids.

• Online auctions—Such as eBay, give customers the chance to bid and 
negotiate prices with sellers until an acceptable price is agreed upon.

• Forward auction—Buyer lists an item to buy, sellers submit bids.

• Reverse auction—States how much one is willing to pay for it.

• Going rate—Pricing occurs when buyers pay the same price regardless 
of where they buy the product.

• Price bundling—Offerings are sold together at a price that’s typically 
lower than the total price a customer would pay for separate items.

612

Some More Pricing Approaches



Price Discrimination

• Price discrimination—Charging different customers different 
prices for the same product (Robinson-Patman act).
– In some situations (mostly retail), price discrimination is legal.

– Price discrimination is used to get more people to use a product.

• Defenses against price discrimination in wholesale channels:
– Meeting competition’s prices to a channel.

– Cost justification—less expensive to distribute through a channel.

Note: Documentation justifying the pricing is required.

613



Price adjustments—Changing the listed prices 
of products.

1. Quantity discounts 

2. Cash discounts

3. Free shipping

4. Businesses use FOB designations to show 
when the title to a product changes along 
with who pays the shipping charges.

614

Price Adjustments



• External and internal factors affect pricing decisions.

• Companies use many pricing strategies and adjustments.

• Price must generate enough revenues to cover costs in order 
to be profitable.

• Cost-plus pricing, odd-even pricing, prestige pricing, price 
bundling, sealed-bid pricing, and going-rate are some of the 
approaches used.

• Organizations must also decide what their policies are when it 
comes to making price adjustments.

• Some companies use price adjustments as a short-term tactic 
to increase sales.

615

Key Takeaways
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Chapter 15

The Marketing Plan

617



The marketing plan should communicate:

1. Realistic expectations to top management.

2. Marketing-related responsibilities to those 
individuals who have marketing related 
responsibilities and how they should execute those 
responsibilities.

618



Learning Objective

1. Identify the people responsible for creating 
marketing plans in organizations.

619

Marketing Planning Roles



Marketing Planning Roles

• Teams of marketing specialists are involved.

• Many companies create marketing plans at the 
divisional level.

• The chief marketing officer is responsible for 
preparing the plan.

• Marketing professionals and other staff members 
work as teams to prepare the plan.

• Marketing analysts are part of the CMO staff.

620



Learning Objectives

1. Understand the functions of the marketing plan.

2. How to write a marketing plan.

621

Functions of the Marketing Plan



A marketing plan should:

1. Identify customers’ needs.

2. Evaluate whether the organization can meet those needs in some 
way that allows for profitable exchanges with customers to occur.

3. Develop a mission statement, strategy, and organization centered on 
those needs.

a. Create offerings that are the result of meticulous market research.

b. Form operations and supply chains that advance the successful delivery 
of those offerings.

4. Pursue advertising, promotional, and public relations campaigns that 
lead to continued successful exchanges between the company and 
its customers.

5. Engage in meaningful communications with customers.

622

Marketing Plans



Marketing Plan Outline

623



Marketing Plan Outline

• The Executive Summary—Summary should provide 
all of the information your company’s executives 
need to make a decision without reading the rest of 
the plan.

– The summary should include a brief description of the 
market, the product to be offered, the strategy behind the 
plan, and the budget.

• The Business Challenge

– Brief rationale for why the company should invest.

– How does marketing plan further the mission?

624



• The market section of the plan should 
describe customers, competitors, other 
collaborative organizations, and the state of 
the market. 

• Describe who will purchase the offering and 
why they will. 

• Discuss the existing market conditions that 
will benefit or challenge the plan.

625

The Market



Customers

• Break the market into customer segments and 
describe each segment completely:

– Who is the targeted market?

– Why will the target buy the offerings?

– What is their buying process?

– Which of their needs does the offering meet?

• Include in the discussion the market share and 
sales goals for each segment.

626



• SWOT—Strengths, weaknesses, opportunities and 
threats.

– Strengths and weaknesses are internal to the company.

– Opportunities and threats are external to the company.

• Factors that make for a better SWOT analysis:

– Honesty—A good SWOT analysis is honest.

– Broad—The analysis has to capture trends.

– Multiple terms—Consider multiple time frames.

– Multiple perspectives—A good SWOT should consider the  
perspective and involve people from all areas of the firm. 

627

Company Analysis



• Actual or potential partners needed for plan 
success.

• Organizations in the value chain, either 
upstream or downstream.

• Partners that are necessary to co-create value.

628

Collaborators



• Marketing plans are likely to spark retaliation from 
one or more competitors.

• Identify competitors and be honest about both their 
strengths and weaknesses.

• Include in this section of the plan how quickly 
competitors will retaliate and what the nature of that 
retaliation will be. 

• Include a competitive analysis, financial statements, 
and all information publicly available about them. 

629

Competitors



The 
Business 
Climate

Political

Economic

Social and 
Cultural 

Environment

Technological 
Environment

630

Business Climate



Distribution

The Communication 
Plan

The Offering

The Strategy Includes

631

Budget

• covers all of the resources

• covers the investment required 

• marketing funds needed

• includes inventory costs

• costs to provide customer support 
services

• forecasts the product’s 
sales and profits

• projections should 
include timelines 



In the conclusion:

• Repeat the highlights.

• Summarize the target market.

• Describe the product.

• Discuss the communication plan.

• Reasons why this plan is the best choice. 

632

Conclusion



• Executive summary should include a brief summary of the 
market, the product to be offered, the strategy behind the 
plan, and the budget.

• Market section of the plan should describe customers,  
competitors, collaborating organizations, and the climate of 
the market.

• The strategy section details the tactics that the organization 
will use.

• The budget section covers needed resources—such as new 
personnel, new equipment, new locations—and details the 
product’s costs and sales forecasts.

633

Key Takeaways



Learning Objectives

1. List steps in the forecasting process.

2. Identify types of forecasting methods, and their 
advantages and disadvantages.

3. Discuss the methods used to improve the accuracy 
of forecasts.

634

Forecasting



Forecasting Factors

• Accuracy is important when it comes to 
forecasts because:

– Under forecasting leads to lost sales and profits.

– Over forecasting increases inventory costs.

• Forecasting is a complex process.

– Qualitative techniques

– Quantitative techniques

635



Judgment and Survey Techniques

• Judgment techniques—Include customer surveys, 
expert opinions and estimates by salespeople.

Time Series Techniques

• Trend analysis—Computer and statistical models 
that extrapolate previous periods results into the 
future.

• Correlational analysis—Estimates sales based on the 
trends of other variables.

636

Forecasting Methods



• Market test—An experiment in launching a new 
offering in a limited market in order to gain real-
world knowledge of how the market will react to 
the product. 

• Response models—Based on how customers 
have responded in the past to marketing 
strategies. 

• Add a percentage—Adding or reducing last year’s 
results based on intuition. 

637

Other Forecasting Methods



• A forecast is an educated guess, or estimate, of sales 
in the future.

• Accuracy is important because so many other 
decisions a firm must make depend on the forecasts. 

• Many methods exist, including expert opinion, 
channel and customer surveys, sales force 
composites, time series data, and test markets.

• Better forecasts can be obtained by using multiple 
methods.

638

Key Takeaways



Learning Objectives

1. Apply marketing planning processes to ongoing 
business settings.

2. Identify the role of the marketing audit.
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Ongoing Marketing Planning and 
Evaluation

• Marketing plans are created frequently.

• The key to a successful ongoing marketing 
strategy is twofold: 

– Causality—The relationship between two variables 
whereby one variable is a direct consequence of 
the other.

– Control—The degree to which you can separate the 
effects of a variable on a consequence. 
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• A snapshot of the state of a company’s 
marketing strategies as they are actually 
implemented.

• An examination of all of the company’s 
marketing activities. 

• It may include an auditor looking at actual 
product displays in a retail store to make sure 
the product is being displayed and priced 
properly.
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1. Key factors that impacted the business for good or for bad 
during the past year.

2. Customer satisfaction scores and the number and type of 
customer complaints.

3. The satisfaction levels of distributors, retailers, and other 
value chain members.

4. The marketing knowledge, attitudes, and satisfaction of all 
executives involved in the marketing function.

5. The extent to which the marketing program was marketed 
internally and “bought into” by top managers and non-
marketing executives.
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Top 10 Factors a Marketing Audit 
Should Assess cont’d

6. Did the offering meet the customer’s needs as expected, and was 
the offering’s competitive advantage defensible?

7. The performance of the organization’s advertising, promotion, 
sales, marketing, and research programs with an emphasis on 
their return on the money invested in them.

8. Whether the marketing plan achieved its stated financial and non-
financial goals.

9. Whether the individual elements’ marketing plans achieved their 
stated financial and non-financial goals.

10. The current value of the brand and customer equity for each 
brand in the product portfolio.
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• The key to a successful ongoing marketing strategy is twofold:  
1) understanding causality and 2) good marketing plan 
execution. 

• Drawing the wrong conclusions about causality, or what 
actually causes a change in a company’s sales performance,  
can lead to disastrous results. 

• Companies investigate the causes by gathering market 
feedback and conducting market research. 

• A marketing audit is an examination or snapshot of the state 
of a company’s marketing strategies as they are actually 
implemented. 

644

Key Takeaways



Bibliography

645

1. Tanner John F. Jr., Raymond M-A. Principles of Marketing. Flat 

World Education, 2012. p. 508-540

2. Kotler Ph. Marketing Management. 111-115 p.

3. Moldovan-Batrînac V. Higher education quality assurance: 

trends, patterns, adaptation and implementation. 

http://economie.ulim.md/assets/files/revista%20nr_%201-

2%20_iunie_,%20an_%20VII,%202013_1.pdf

4. Stiri economico-financiare - Informatii specializate. 

http://www.manager.ro/

5. Marketing Magazine http://www.marketingmag.ca/

http://economie.ulim.md/assets/files/revista nr_ 1-2 _iunie_, an_ VII, 2013_1.pdf
http://economie.ulim.md/assets/files/revista nr_ 1-2 _iunie_, an_ VII, 2013_1.pdf
http://economie.ulim.md/assets/files/revista nr_ 1-2 _iunie_, an_ VII, 2013_1.pdf
http://economie.ulim.md/assets/files/revista nr_ 1-2 _iunie_, an_ VII, 2013_1.pdf
http://www.manager.ro/
http://www.manager.ro/
http://www.marketingmag.ca/


646


