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--------------------------------------------------------------------------------------------------------------------- 
CONCEPTS OF MARKETING MANAGEMENT 
--------------------------------------------------------------------------------------------------------------------- 
 
Structure 
 
1.1 Definitions of Marketing 
 
1.2 Scope of Marketing 
 
1.3 Core Marketing Concepts 
 
1.4 Concept of Demand and Supply 
 
1.5 Transaction 
 
1.6 Major Marketing Management Philosophy 
 
1.7 Social Marketing 
 
1.8 Review Questions 
 
--------------------------------------------------------------------------------------------------------------------- 
1.1 DEFINITIONS OF MARKETING 
--------------------------------------------------------------------------------------------------------------------- 
The current millennium has unfolded new business rules, the most significant of them being that 
past history or experience in a given product market is no indicator of future success. Market 
leadership cannot be taken for granted because customer loyalty does not exist. In an era of 
seamless markets, the customer today has a much wider choice. He/she does not have to adhere 
only to the locally available brands/services. Given the plethora of television channels, some 
specifically devoted to television shopping, internet marketing, and tele-shopping, this 
millennium's customer wants and enjoys being wooed by the marketers. Over a period of time, 
wooing and cajoling the customer will only intensify. Today, marketers have pulled out almost 
every weapon from their armory to retain and expand their brand's share in the consumer's mind.  
 
In today’s competitive environment a lot of emphasis is laid on the marketing, we find every 
organization carrying out a lot of marketing activities. Hence, it is important for you to 
understand what market is, what marketing is, and how is it different from selling. So we shall 
discuss all the important concepts of marketing and lay down the foundation for explaining the 
marketing process. We will also discuss the development of marketing over a period of time.  
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SMILE – It is marketing 
Do you agree with me? 

 
Today’s e- age, where individuals have forgotten to smile and just think about their work even 
while dreaming! Smile is an essential ingredient for these stressed out customers; don’t you think 
there is a need to exploit this basic need? 
Welcome to the wonderful world of marketing! Marketing is not a new word but evokes feelings 
of freshness each time it is used. For there is so much happening in this field that even the oldies 
have something new to learn every day. In your class itself, I am sure that there are quite a few 
students opting for marketing than any other discipline. Surely, there must be something in this 
word marketing, that everyone feels attracted to it. Let us move little deeper inside marketing. 
 
Marketing is ancient art. The first marketing transaction can be perhaps attributed to Adam and 
Eve.  Its emergence as a management discipline is of relatively recent origin. And within this 
relatively short period, it has gained a great deal of importance. In fact today marketing is 
regarded as most important of all management functions of business. 
 
All of us are involved in marketing in one-way or the other. Can you describe how the marketing 
evolved since its inception? It has taken a long time before marketing reached the stage what it is 
today! 
 
Now, let us see some definitions of Marketing –  
 

• Much of marketing is concerned with the problem of profitably disposing of what is 
produced. 

• Marketing is the economic process by which goods and services are exchanged between 
the producer and the consumer and their values determined in terms of money prices. 

• Marketing originates with the recognition of a need on the part of a consumer and 
terminates with the satisfaction of that need by the delivery of a usable product at the 
right time, at the right place and at an acceptable price.  

• Marketing is so basic that it cannot be considered a separate function. It is really the 
whole business seen from the point of view of the final result, i.e., from the point of view 
of the customer.  

• Marketing is a viewpoint, which looks at the entire business process as a highly 
integrated effort to discover, create, arouse and satisfy consumer needs.  

• Marketing is the delivery of a standard of living to society. 
 
American Marketing Association – “It is the process of planning & executing the conception, 
pricing, promotion & distribution of ideas, goods & services to create exchange that satisfy 
individual & organizational goals” 
Many people think that marketing and selling mean the same thing. Others think that marketing 
is the same as selling and advertising, still others have a notion that marketing has got something 
to do with making products available in the stores, arranging displays and maintaining 
inventories of products for future sales. Actually marketing includes all these activities and many 
more. 



 7

Marketing is a key function of management. It brings success to business organization. A 
business organization performs two key functions producing goods and services and making 
them available to potential customers for use. 
An organization business success largely depends on how efficiently the products and services 
are delivered to customers and how differently do the customers perceive the difference in 
delivery in comparison to the competitors. This is true of all firms – from large business 
enterprises to small firms, from multinationals operating in different countries to small firms 
operating in small markets, from giant enterprises like Sony, Lever, General Motors to the next-
door kirana shop. Quality production and efficient marketing are the key success factors in 
building sustainable competitive edge for ever business corporation. 
 
 
 
 
 
  

 
 
 
 
 
 
 

 
 
“Marketing is a societal process by which individuals and groups obtain what they need and 
want through creating, offering and freely exchanging products and services of value with 
others” - Philip Kotler 
 
The Chartered Institute of Marketing defines Marketing as:  
“Marketing is the management process for identifying, anticipating & satisfying customer 
requirements profitably.”  
 
Peter Drucker: There will always, one can assume, be need for some selling. But the aim of 
marketing is to make selling superfluous. The aim is to know and understand the customers well 
that the product or service fits him and sells itself. Ideally, marketing should result in a customer 
who is ready to buy. All that should be needed then is to make the product or service available. 
--------------------------------------------------------------------------------------------------------------------- 
1.2 SCOPE OF MARKETING 
---------------------------------------------------------------------------------------------------------------------
What is new economy? Is it something different from the old economy?  
With the emergence of marketing, we also witness the emergence of new economy characterized 
by the following:- 

• A substantial increase in purchasing power. 
• A greater variety of available goods and services. 
• A great amount of information about everything. 

Marketing Is 

• A Philosophy 
• An Attitude 
• A Perspective 
• A Management    

            Orientation 
 

A Set of activities 
including 

• Products 
• Pricing  
• Promotion 
• Distribution 

PLUS 
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• A great ease in interacting and placing orders. 
• An ability to compare notes on products and services. 
 

Today’s companies also have new capabilities as given below:- 
• Ability to operate powerful information and sales channels. 
• Ability to collect fuller and richer information about markets, customers, prospects, and 

competitors. 
• Faster internal communication amongst employees. 
• Two way communication with customers and prospects. 
• Send ads, coupons, samples, and information to customers. 
• Customize offerings and services to individual customers. 
• Improved, purchasing, recruiting, and training. 
• Improved external communication. 
• Improved logistics and service quality 
 

Have a close look at Fig 1.1 below wherein major developments that have taken place in each 
decade have been depicted for nearly last fifty years. What do you observe? Now, who is going 
to explain the diagram for us?   
 
The entire growth has been fuelled by the economic growth of the last half a century. The focus 
in the early fifties was on marketing of consumer goods, which shifted to industrial marketing. 
The latter development was largely due to increase in size and number of firms. 
 
With the growth in maturity of both the consumer and the supplier, a new school of marketing in 
the form of non-profit and societal marketing emerged in early seventies. The business realized 
that they have a larger role to perform than mere profit making. 
 
With the changes in life style and enhanced standards of living, newer and newer services hit the 
market place. From education, communication, consultancy to Medicare and health --- all kinds 
of services were being offered in the market. The marketing of services had arrived. 
 
Marketing today knows no borders. From mere exporting, the firms had now acquired global 
orientation to herald the era of global marketing. For MNC’s the entire world is a single huge 
market. It was time now that some of these MNC’s like Toyota, Honda, Sony, Mercedes, and 
Phillips etc became household names. 
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Figure 1.1 Development of Marketing Science 
 
Customer with a wide choice and variety of products is virtually the king in the market today. It 
is for his satisfaction that the firms compete with each other. No wonder new dimensions to 
marketing like Customer Relationship Management have been added. Not only the firms want 
the customer to come to them but also retain him for future.  Some of the firms want to reach the 
customer directly eliminating the middlemen---the concept of direct marketing. 
 
Yet another facet of marketing has emerged with the advent of internet and revolutionary 
changes in communication technology------the online one to one marketing. E-commerce and e-
marketing are the future of the marketing. In fact the marketing of twenty first century will be 
greatly influenced by the new technologies in the field of communication. 
 
There are various ways in which study of marketing subject can be approached. We will follow 
the sequence in which we will start with the core concepts of marketing. Here it goes. 
 
The points which you should consider regarding the challenges and issues of marketing in the 
present millennium: 
 

• Seamless Global Society 
• Basis for Competitive Advantage 
• Business at the Speed of Thought 
• Virtual Enterprise 
• Customer- Co producer of products and services 
• Customer: A ware house of Information 
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• The Death of business and consumer marketing 
• The role of distribution channels 
• The poor as a market segment 
• Environment Protection 
• Diversity and convergence coexist 

--------------------------------------------------------------------------------------------------------------------- 
1.3 CORE MARKETING CONCEPTS 
--------------------------------------------------------------------------------------------------------------------- 
We shall now discuss the areas that the marketing covers. The concept of marketing revolves 
around demand for the product/services. Here we are going to study 8 different types of 
demands, which play a major role in the marketing activities. At the end of this topic you will be 
in the position to understand briefly all the major concepts of marketing which will be dealt in 
detail in the coming lessons. 
 
However to be successful any organization has to be competition- oriented too. Thus marketing 
concept involves: 
 

• Customer Orientation: Successful marketing companies continuously monitor customer 
needs, wants and preferences. 

• Competition Orientation: Successful marketing companies integrate all elements of the 
marketing mix, not merely advertising and selling into a sound business plan that could 
help them to effectively fight competition. 

• Ability to respond to environmental changes before competition does:  This includes 
changes in customer needs, competition, government policy, technology, etc. Examples 
are Sony and Microsoft who have consistently invested in futuristic technologies and 
products. 

 
Marketing orientation involves a six dimensional approach which leads to successful marketing 
organizations in India and abroad. 
 

• Consumer Orientation 
• Integrated approach to exploiting market opportunities 
• Futuristic approach 
• Highly developed marketing systems 
• Marketing culture 
• Speed 

 
Key Points 
 

• Managerial Process involving analysis, planning and control.  
• Carefully formulated programs and not just random actions. (A charity organization 

sending volunteers out to collect money – this is not marketing, it is selling) 
• Voluntary exchange of values; no use of force or coercion. Offer benefits. (A museum, 

seeking member, tries to design a set of benefits that are appealing to potential members.) 
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• Selection of Target Markets rather than a quixotic attempt to win every market and be all 
things to all men. 

• Purpose of marketing is to achieve Organizational Objectives. For commercial sector it is 
profit. For non-commercial sector, the objective is different and must be specified clearly. 
(City Health Department wishes to reduce diseases and enhance health level. National 
Safety Council wants to bring down the death and accident rate in the nation) 

• Marketing relies on designing the organization’s offering in terms of the target market’s 
needs and desires rather than in terms of seller’s personal tastes or internal dynamics. 
User-oriented and not seller-oriented.  

• Marketing utilizes and blends a set of tools called the marketing mix – product design, 
pricing, distribution and communication. Too often marketing is equated either with just 
advertising or with just personal selling. 

 
Marketing vs. Selling: Marketing is to make selling superfluous. The aim of marketing is to 
know and understand the customer so well that the product or service fits him and sells itself. 
Ideally, marketing should result in a customer who is ready to buy. All that should be needed 
then is to make the product or service available. (Peter Drucker) 
Examples: Sony’s Walkman, Nintendo’s superior video game Marketing includes selling but 
should be preceded by needs assessment, marketing research, product development, pricing and 
distribution. Marketing based on hard selling carries high risk. Dissatisfied customers. 
 

 
Figure 1.2 Marketing vs. Selling 
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Benefits & Criticisms of Marketing:  
 
Benefits 
 

• Improved Satisfaction of Target Market 
• Improved efficiency in activities 

 
Criticism 
 

• Marketing wastes money 
• Marketing activity is intrusive 
• Marketing is manipulative 

 
Nature of Organizations: 
 
The Unresponsive Organization 
 

• It does nothing to measure the needs, perceptions, preferences or satisfaction of its 
constituent publics. 

• It makes it difficult for its constituent publics to place inquiries, complaints, suggestions 
or opinions.  

• Examples: Sovereign, monopoly or high demand positions insulated from popular 
control. 

 
The Casually Responsive Organization 
 

• It shows an interest in learning about consumer needs, perceptions, preferences, and 
satisfaction. 

• It encourages consumers to submit inquiries, complaints, suggestions and opinions.  
• Examples: US universities in early seventies faced decline in student applications. 

College administrators till then were largely oriented towards problems of hiring faculty, 
scheduling classes, and running efficient administrative services the earmarks of the 
bureaucratic mentality. They started listening to students. They left their doors open, 
made occasional surprise appearances in the student lounge, encouraged suggestions 
from students, and created faculty-student committees. These steps converted the 
university organization into being informally responsive. 

 
The Highly Responsive Organization 
 

• It shows a keen interest in learning about the needs, perceptions, preferences, and 
satisfaction of its constituent publics and relies on systematic information-collection 
procedures such as formal opinion surveys and consumer panels. 

• It encourages its constituents to submit inquiries, complaints, suggestions, and opinions 
and creates formal systems to facilitate this, such as suggestion boxes, comment cards, 
ombudsmen, and consumer committees. 
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• It sifts the incoming information and takes positive steps which where called for to adjust 
products, services, organizational policies, and procedures.  

• Examples: Large progressive firms like Hindustan Lever, Proctor and Gamble. 
 
The Fully Responsive Organization 
 

• Moving a step from highly to fully eliminate the difference between “them” and “us”, 
giving power of decision making to constituents. 

• Examples: some churches, trade unions, associations and chambers of commerce. A 
Canadian University was searching for ways to build a more active alumni association. 
Just sending out newsletters about the school did not suffice to build up alumni pride or 
interest. It developed the idea of conferring membership status to its alumni, with certain 
privileges and voting rights on certain issues. Suddenly this group became alive with 
interest in the school. This gesture proved very meaningful to the alumni, which had 
hitherto felt that the university was simply using them for money. 

 
Orientation of Organizations 
 

• Production Orientation – Arose in scarcity economies. Business concentrated on 
production output and efficiency. Finding customers easy; products kept simple and often 
quality scaled down to increase profits. 

 
• Sales Orientation – Key assumptions are as follows: The main task of the firm is to get 

sufficient sales for its products. The consumer can be induced to buy through various 
sales stimulating techniques and devices. The customer will probably come back again 
and even if he does not, there are many other customers out there. Examples: 
Encyclopedia salesmen, insurance agents, many Indian companies 

 
• Marketing Orientation – The marketing concept is a consumers’ needs orientation 

backed by integrated marketing aimed at generating consumer satisfaction as the key to 
satisfying organizational goals. 

 
Nature of Needs 
A human need is a state of felt deprivation of some basic satisfaction. (food, clothing, shelter, 
safety, belonging, esteem etc.) Abraham Maslow noticed that some needs take precedence over 
others. For example, if you are hungry and thirsty, you will tend to try to take care of the thirst 
first. After all, you can do without food for weeks, but you can only do without water for a 
couple of days! Thirst is a “stronger” need than hunger. Likewise, if you are very thirsty, but 
someone has put a choke hold on you and you can’t breathe, which is more important? The need 
to breathe, of course. On the other hand, sex is less powerful than any of these. Let’s face it; you 
won’t die if you don’t get it! 
Maslow took this idea and created his now famous hierarchy of needs. Beyond the details of air, 
water, food, and sex, he laid out five broader layers: 
 

• Physiological needs. These include the needs we have for oxygen, water, protein, salt, 
sugar, calcium, and other minerals and vitamins. They also include the need to maintain a 
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pH balance (getting too acidic or base will kill you) and temperature. Also, there’s the 
need to be active, to rest, to sleep, to get rid of wastes (CO2, sweat, urine, and feces), to 
avoid pain, and to have sex. 

• Safety and security needs. When the physiological needs are largely taken care of, this 
second layer of needs comes into play. You will become increasingly interested in 
finding safe circumstances, stability, and protection. You might develop a need for 
structure, for order, some limits. Looking at it negatively, you become concerned, not 
with needs like hunger and thirst, but with your fears and anxieties. In the ordinary adult, 
this set of needs manifest themselves in the form of our urges to have a home in a safe 
neighborhood, a little job security and a good retirement plan and a bit of insurance, and 
so on. 

• Love and belonging needs. When physiological needs and safety needs are, by and 
large, taken care of, a third layer starts to show up. You begin to feel the need for friends, 
a sweetheart, children; affectionate relationships in general, even a sense of community. 
Looked at negatively, you become increasing susceptible to loneliness and social 
anxieties. In our day-to-day life, we exhibit these needs in our desires to marry, have a 
family, be a part of a community, a member of a church, a brother in the fraternity, a part 
of a gang or a bowling club. It is also a part of what we look for in a career. 

• Esteem needs. Next, we begin to look for a little self-esteem. Maslow noted two versions 
of esteem needs, a lower one and a higher one. The lower one is the need for the respect 
of others, the need for status, fame, glory, recognition, attention, reputation, appreciation, 
dignity, even dominance. The higher form involves the need for self-respect, including 
such feelings as confidence, competence, achievement, mastery, independence, and 
freedom. Note that this is the “higher” form because, unlike the respect of others, once 
you have self-respect, it’s a lot harder to lose! The negative version of these needs is low 
self-esteem and inferiority complexes. Maslow felt that these were at the roots of many, if 
not most, of psychological problems. In many countries, most people have what they 
need in regard to their physiological and safety needs. Almost everyone, more often than 
not, has quite a bit of love and belonging, too. It’s a little respect that often seems so very 
hard to get! 

 
All of the preceding four levels he calls deficit needs, or D-needs. If you don’t have enough of 
something -- i.e. you have a deficit -- you feel the need. But if you get all you need, you feel 
nothing at all! In other words, they cease to be motivating. As the old blues song goes, “you 
don’t miss your water till your well runs dry!” 
 
Maslow also talks about these levels in terms of homeostasis. Homeostasis is the principle by 
which a furnace thermostat operates: When it gets too cold, it switches the heat on; when it gets 
too hot, it switches the heat off. In the same way, our body, when it lacks a certain substance, 
develops a hunger for it; when it gets enough of it, then the hunger stops. Maslow simply extends 
the homeostatic principle to needs, such as safety, belonging, and esteem that we don’t ordinarily 
think of in these terms. Under stressful conditions, or when survival is threatened, we can 
“regress” to a lower need level. 
These things can occur on a society-wide basis as well: When society suddenly flounders, people 
start clamoring for a strong leader to take over and make things right. When the bombs start 
falling, they look for safety. When the food stops coming into the stores, their needs become 
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even more basic. If one has significant problems along one’s development -- a period of extreme 
insecurity or hunger as a child, or the loss of a family member through death or divorce, or 
significant neglect or abuse -- one may “fixate” on that set of needs for the rest of one’s life. 
 
Wants and Demands: Human wants are desires for specific satisfiers of these deeper needs. 
Demands are wants for specific products that are backed by an ability and willingness to buy 
them. 
 
Value and Satisfaction:  
 
Value = Benefits =   Functional Benefits +Emotional Benefits 
   Cost  Monetory Cost+ Time Cost+ Energy Cost + Psychic cost 
 
--------------------------------------------------------------------------------------------------------------------- 
1.4 CONCEPT OF DEMAND AND SUPPLY 
--------------------------------------------------------------------------------------------------------------------- 
Supply and demand is an economic model based on price, utility and quantity in a market. It 
concludes that in a competitive market, price will function to equalize the quantity demanded by 
consumers, and the quantity supplied by producers, resulting in an economic equilibrium of price 
and quantity. An increase in the quantity produced or supplied will typically result in a reduction 
in price and vice-versa. Similarly, an increase in the number of workers tends to result in lower 
wages and vice-versa. The model incorporates other factors changing equilibrium as a shift of 
demand and/or supply. 

The demand schedule, depicted graphically as the demand curve, represents the amount of goods 
that buyers are willing and able to purchase at various prices, assuming all other non-price 
factors remain the same. The demand curve is almost always represented as downwards-sloping, 
meaning that as price decreases, consumers will buy more of the good. Just as the supply curves 
reflect marginal cost curves, demand curves can be described as marginal utility curves.  

The main determinants of individual demand are: the price of the good, level of income, personal 
tastes, the population (number of people), the government policies, the price of substitute goods, 
and the price of complementary goods. The shape of the aggregate demand curve can be convex 
or concave, possibly depending on income distribution. In fact, an aggregate demand function 
cannot be derived except under restrictive and unrealistic assumptions.  

As described above, the demand curve is generally downward sloping. There may be rare 
examples of goods that have upward sloping demand curves. Two different hypothetical types of 
goods with upward-sloping demand curves are a Giffen good (an inferior, but staple, good) and a 
Veblen good (a good made more fashionable by a higher price). 
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Figure 1.3: Demand Curve 

 

In a market economy, individual consumers make plans of consumption and individual firms 
make plans of production based on the changes in market prices. Economists use the term 
invisible hand to describe the frequent exchanges in the market because everyone (no matter 
consumer or producer) takes the market price as a signal on trade and makes exchanges with 
private property rights (defined and protected by laws). The price system works in a market 
economy only if there is free choice within the market. The following sections explain how the 
market price is determined by the interaction of consumers (demand) and producers (supply). In 
the latter parts, the factors causing a change in price are explained. 
 
Concept of Demand: In economics, the word ‘demand’ consists of 4 main concepts: 

 
• It refers to both the ability to pay and a willingness to buy by the consumer (s).  Demand 

is sometimes called effective demand. 
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• Demand can be shown by a demand schedule which shows the maximum quantity 
demanded (willing & able to buy) at all prices. 

• Demand is a flow concept. Our willingness and ability to buy is subjected to a time 
period. At different times, we may have different demand schedules.  

• There are many factors affecting our demand. In order to explore the effect of price on 
quantity demanded, economists like to assume other factors unchanged so as to make the 
analysis easier.  

 
In Latin, the term ‘ceteris paribus’ means ‘ holding other factors constant  or unchanged’.  
An individual demand refers to the quantity of a good a consumer is willing to buy and able to 
buy at all prices within a period of time, ceteris paribus. 
 
Concept of Supply: The word ‘supply’ bears 4 similar concepts with demand: 
 

• It refers to both the ability to sell (produce) and the willingness to sell by the producer(s).  
Supply implies an effective supply. 

• Supply can be shown by a supply schedule which shows the maximum quantity supplied 
at all different prices. 

• Supply is also a flow concept.  Time is an important factor affecting the condition of 
supply. 

• There are again many factors affecting the supply of a firm.  Economics hold the ceteris 
paribus condition in order to analyze the relationship between price and quantity supplied 
by a firm or producer. 

--------------------------------------------------------------------------------------------------------------------- 
1.5 TRANSACTION 
--------------------------------------------------------------------------------------------------------------------- 
The decade of the 90s saw the rebirth of relationship marketing. The issue of trust between 
customer and marketer is emphasized. Trust is an asymmetrical quality. It is built slowly over 
several transactions but disappears in a flash. The relationship marketing approach emphasizes 
on both the hard and the soft aspects of marketing processes which help create reliability. The 
hard aspects relate to product reliability, use of interactive technologies both at the front and 
back ends (i.e., integrating customers with organizational functions), retail stores, and so on. The 
soft aspects concern human interactions and thereby, work on dependability issues among 
salespersons, service personnel, intermediaries, and so forth. The underpinning strength of 
relationship marketing is customer loyalty. Today the need for customer- centric organizations is 
increasingly being appreciated. For that, the organizational pyramid needs to be inverted and the 
customer placed on the top of the pyramid. The logic behind it is that, in any organization, 
communication flows from top to bottom and, generally the behavior of an average employee is 
to look up not only for guidance and help but also for recognition.  
--------------------------------------------------------------------------------------------------------------------- 
1.6 MAJOR MARKETING MANAGEMENT PHILOSOPHY 
--------------------------------------------------------------------------------------------------------------------- 
The marketing concept and philosophy is one of the simplest ideas in marketing, and at the same 
time, it is also one of the most important marketing philosophies. At its very core are the 
customer and his or her satisfaction. The marketing concept and philosophy states that the 
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organization should strive to satisfy its customer’s wants and needs while meeting the 
organization's goals. In simple terms, "the customer is king". 
 
The implication of the marketing concept is very important for management. It is not something 
that the marketing department administers, nor is it the sole domain of the marketing department. 
Rather, it is adopted by the entire organization. From top management to the lowest levels and 
across all departments of the organization, it is a philosophy or way of doing business. The 
customers' needs, wants, and satisfaction should always be foremost in every manager and 
employees' mind. Wal-Mart's motto of "satisfaction guaranteed" is an example of the marketing 
concept. Whether the Wal-Mart employee is an accountant or a cashier, the customer is always 
first. 
As simple as the philosophy sounds, the concept is not very old in the evolution of marketing 
thought. However, it is at the end of a succession of business philosophies that cover centuries. 
To gain a better understanding of the thought leading to the marketing concept, the history and 
evolution of the marketing concept and philosophy are examined first. Next, the marketing 
concept and philosophy and some misconceptions about it are discussed. 
 
Evolution of the Marketing Concept and Philosophy: The marketing concept and philosophy 
evolved as the last of three major philosophies of marketing. These three philosophies are the 
product, selling, and marketing philosophies. Even though each philosophy has a particular time 
when it was dominant, a philosophy did not die with the end of its era of dominance. In fact, all 
three philosophies are being used today. 
 
Product Philosophy: The product philosophy was the dominant marketing philosophy prior to 
the Industrial Revolution and continued to the 1920s. The product philosophy holds that the 
organization knows its product better than anyone or any organization. The company knows 
what will work in designing and producing the product and what will not work. For example, the 
company may decide to emphasize the low cost or high quality of their products. This confidence 
in their ability is not a radical concept, but the confidence leads to the consumer being 
overlooked. Since the organization has the great knowledge and skill in making the product, the 
organization also assumes it knows what is best for the consumer. 
 
This philosophy of only relying on the organization's skill and desires for the product did not 
lead to poor sales. In much of the product philosophy era, organizations were able to sell all of 
the products that they made. The success of the product philosophy era is due mostly to the time 
and level of technology in which it was dominant. The product era spanned both the pre-
Industrial Revolution era and much of the time after the Industrial Revolution. The period before 
the Industrial Revolution was the time when most goods were made by hand. The production 
was very slow and few goods could be produced. However, there was also a demand for those 
goods, and the slow production could not fill the demand in many cases. The importance for 
management of this shortage was that very little marketing was needed. 
 
When mass production techniques created the Industrial Revolution, the volume of output was 
greatly increased. Yet the increased production of goods did not immediately eliminate the 
shortages from the pre-industrial era. The new mass production techniques provided economies 
of scale allowing for lower costs of production and corresponding lower prices for goods. Lower 
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prices greatly expanded the market for the goods, and the new production techniques were 
struggling to keep up with the demand. This situation meant that the product philosophy would 
work just as well in the new industrial environment. Consumers still did not need to be consulted 
for the organization to sell its products. 
 
One of the many stories about Henry Ford illustrates the classic example of the product 
philosophy in use after the Industrial Revolution. Henry Ford pioneered mass production 
techniques in the automobile industry. With the techniques, he offered cars at affordable prices to 
the general public. Before this time, cars were hand made, and only the very wealthy could 
afford them. The public enthusiastically purchased all the Model T Fords that the company could 
produce. The evidence that the product philosophy was alive and well in Ford Motor Company 
came in Henry Ford's famous reaction to consumer requests for more color options. He was said 
to have responded that "you can have any color car you want as long as it is black." Realizing 
that different colors would increase the cost of production and price of the Model T's, Henry 
Ford, using the product philosophy, decided that lower prices were best for the public. 
 
Selling Philosophy: The selling era has the shortest period of dominance of the three 
philosophies. It began to be dominant around 1930 and stayed in widespread use until about 
1950. The selling philosophy holds that an organization can sell any product it produces with the 
use of marketing techniques, such as advertising and personal selling. Organizations could create 
marketing departments that would be concerned with selling the goods, and the rest of the 
organization could be left to concentrate on producing the goods. 
 
The reason for the emergence of the selling philosophy was the ever-rising number of goods 
available after the Industrial Revolution. Organizations became progressively more efficient in 
production, which increased the volume of goods. With the increased supply, competition also 
entered production. These two events eventually led to the end of product shortages and the 
creation of surpluses. It was because of the surpluses that organizations turned to the use of 
advertising and personal selling to reduce their inventories and sell their goods. The selling 
philosophy also enabled part of the organization to keep focusing on the product, via the product 
philosophy. In addition, the selling philosophy held that a sales or marketing department could 
sell whatever the company produced. 
 
The Ford Motor Company is also a good example of the selling philosophy and why this 
philosophy does not work in many instances. Ford produced and sold the Model T for many 
years. During its production, the automobile market attracted more competition. Not only did the 
competition begin to offer cars in other colors, the styling of the competition was viewed as 
modern and the Model T became considered as old-fashioned. Henry Ford's sons were aware of 
the changes in the automobile market and tried to convince their father to adapt. However, Henry 
Ford was sure that his standardized low-price automobile was what the public needed. 
Consequently, Ford turned to marketing techniques to sell the Model T. It continued to sell, but 
its market share began to drop. Eventually, even Henry Ford had to recognize consumer desires 
and introduce a new model. 
 
The selling philosophy assumes that a well-trained and motivated sales force can sell any 
product. However, more companies began to realize that it is easier to sell a product that the 
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customer wants, than to sell a product the customer does not want. When many companies began 
to realize this fact, the selling era gave way to the marketing era of the marketing concept and 
philosophy. 
 
Marketing Philosophy: The marketing era started to dominate around 1950, and it continues to 
the present. The marketing concept recognizes that the company's knowledge and skill in 
designing products may not always be meeting the needs of customers. It also recognizes that 
even a good sales department cannot sell every product that does not meet consumers' needs. 
When customers have many choices, they will choose the one that best meets their needs. 
 
Market Concept and Philosophy: The marketing concept and philosophy states that the 
organization should strive to satisfy its customers' wants and needs while meeting the 
organization's goals. The best way to meet the organization's goals is also by meeting customer 
needs and wants. The marketing concept's emphasis is to understand the customers before 
designing and producing a product for them. With the customer's wants and needs incorporated 
into the design and manufacture of the product, sales and profit goals are far more likely to be 
met. 

With the customer's satisfaction the key to the organization, the need to understand the customer 
is critical. Marketing research techniques have been developed just for that purpose. Smaller 
organizations may keep close to their customers by simply talking with them. Larger 
corporations have established methods in place to keep in touch with their customers, be it 
consumer panels, focus groups, or third-party research studies. Whatever the method, the desire 
is to know the customers so the organization can better serve them and not lose sight of their 
needs and wants. 

The idea of keeping close to the organization's customers seems simple. In reality, it is very easy 
to forget the customer's needs and wants. Sometimes the management is so involved with the 
product that their own desires and wants begin to take dominance, even though they have 
adopted the marketing concept. 

Meeting Customer Needs While Meeting Organizational Goals: Sometimes in the zeal to 
satisfy a customer's wants and needs, the marketing concept is construed to mean that the 
customer is always right. However, the marketing concept also states that it is important to meet 
organizational goals as well as satisfy customer wants and needs. Satisfying customer needs and 
organizational goals may involve conflicts that sometimes cannot be resolved. The organization 
that adopts the marketing concept will do everything in its power to meet the needs of its 
customers, but it must also make a profit. Sometimes the wants of the customers may include a 
low price or features that are not attainable for the organization if it is to make a profit. 
Consequently, the organization must hope for a compromise between what the consumer wants 
and what is practical for the business to provide. 

Criticism of the Marketing Concept: Interpreted literally, the marketing concept only 
advocates discovering consumers' wants and needs and satisfying them. Critics assert that 
consumers may not be aware of all of their wants and needs. In the 1950s, were consumers aware 
of a need to cook their food by sending microwaves through their food? In the 1960s, were 
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consumers aware of a need to have personal computers in their homes? Critics argue that the 
marketing concept's concentration on consumers' wants and needs stifle innovation. 
Organizations will no longer concentrate on research and development in hopes that one product 
in ten might meet with consumer acceptance, and will less likely come up with innovative 
products such as microwaves and personal computers. 

Supporters of the marketing concept have contended that it does not stifle innovation and that it 
does recognize that consumers cannot conceive of every product that they may want or need. 
However, need is defined in a very broad sense. In the microwave and personal computer 
examples, the need was not for the specific product, but there was a need to cook food faster and 
a need for writing and calculating. The microwave and personal computer satisfied those needs 
though the consumer never imagined these products. The marketing concept does not stifle 
creativity and innovation. It seeks to encourage creativity to satisfy customer needs. 
 
The marketing concept is a relative newcomer as a philosophy of doing business. However, its 
evolution started before the Industrial Revolution. As time progressed, customer and business 
needs also evolved. The product and selling philosophies eventually evolved into the marketing 
concept and philosophy. Today, the marketing concept and philosophy stands as a formula for 
doing business and many believe it is a prescription for success. It aims to satisfy customers by 
guiding the organization to meet the customers' needs and wants while meeting the organization's 
goals. 
--------------------------------------------------------------------------------------------------------------------- 
1.7 SOCIAL MARKETING 
--------------------------------------------------------------------------------------------------------------------- 
Social marketing was "born" as a discipline in the 1970s, when Philip Kotler and Gerald Zaltman 
realized that the same marketing principles that were being used to sell products to consumers 
could be used to "sell" ideas, attitudes and behaviors. Kotler and Andreasen define social 
marketing as "differing from other areas of marketing only with respect to the objectives of the 
marketer and his or her organization. Social marketing seeks to influence social behaviors not to 
benefit the marketer, but to benefit the target audience and the general society." This technique 
has been used extensively in international health programs, especially for contraceptives and oral 
rehydration therapy (ORT), and is being used with more frequency in the United States for such 
diverse topics as drug abuse, heart disease and organ donation. 
 
Like commercial marketing, the primary focus is on the consumer--on learning what people want 
and need rather than trying to persuade them to buy what we happen to be producing. Marketing 
talks to the consumer, not about the product. The planning process takes this consumer focus into 
account by addressing the elements of the "marketing mix." This refers to decisions about 1) the 
conception of a Product, 2) Price, 3) distribution (Place), and 4) Promotion. These are often 
called the "Four Ps" of marketing. Social marketing also adds a few more "P's." At the end is an 
example of the marketing mix. 
 
Product: The social marketing "product" is not necessarily a physical offering. A continuum of 
products exists, ranging from tangible, physical products (e.g., condoms), to services (e.g., 
medical exams), practices (e.g., breastfeeding, ORT or eating a heart-healthy diet) and finally, 
more intangible ideas (e.g., environmental protection). In order to have a viable product, people 
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must first perceive that they have a genuine problem, and that the product offering is a good 
solution for that problem. The role of research here is to discover the consumers' perceptions of 
the problem and the product, and to determine how important they feel it is to take action against 
the problem. 
 
Price: "Price" refers to what the consumer must do in order to obtain the social marketing 
product. This cost may be monetary, or it may instead require the consumer to give up 
intangibles, such as time or effort, or to risk embarrassment and disapproval. If the costs 
outweigh the benefits for an individual, the perceived value of the offering will be low and it will 
be unlikely to be adopted. However, if the benefits are perceived as greater than their costs, 
chances of trial and adoption of the product is much greater. In setting the price, particularly for 
a physical product, such as contraceptives, there are many issues to consider. If the product is 
priced too low, or provided free of charge, the consumer may perceive it as being low in quality. 
On the other hand, if the price is too high, some will not be able to afford it. Social marketers 
must balance these considerations, and often end up charging at least a nominal fee to increase 
perceptions of quality and to confer a sense of "dignity" to the transaction. These perceptions of 
costs and benefits can be determined through research, and used in positioning the product. 
 
Place: "Place" describes the way that the product reaches the consumer. For a tangible product, 
this refers to the distribution system--including the warehouse, trucks, sales force, retail outlets 
where it is sold, or places where it is given out for free. For an intangible product, place is less 
clear-cut, but refers to decisions about the channels through which consumers are reached with 
information or training. This may include doctors' offices, shopping malls, mass media vehicles 
or in-home demonstrations. Another element of place is deciding how to ensure accessibility of 
the offering and quality of the service delivery. By determining the activities and habits of the 
target audience, as well as their experience and satisfaction with the existing delivery system, 
researchers can pinpoint the most ideal means of distribution for the offering. 
 
Promotion: Finally, the last "P" is promotion. Because of its visibility, this element is often 
mistakenly thought of as comprising the whole of social marketing. However, as can be seen by 
the previous discussion, it is only one piece. Promotion consists of the integrated use of 
advertising, public relations, promotions, media advocacy, personal selling and entertainment 
vehicles. The focus is on creating and sustaining demand for the product. Public service 
announcements or paid ads are one way, but there are other methods such as coupons, media 
events, editorials, "Tupperware"-style parties or in-store displays. Research is crucial to 
determine the most effective and efficient vehicles to reach the target audience and increase 
demand. The primary research findings themselves can also be used to gain publicity for the 
program at media events and in news stories. 
 
Additional Social Marketing "P's" 
• Publics--Social marketers often have many different audiences that their program has to 

address in order to be successful. "Publics" refers to both the external and internal groups 
involved in the program. External publics include the target audience, secondary 
audiences, policymakers, and gatekeepers, while the internal publics are those who are 
involved in some way with either approval or implementation of the program. 
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• Partnership--Social and health issues are often so complex that one agency can't make a 
dent by itself. You need to team up with other organizations in the community to really be 
effective. You need to figure out which organizations have similar goals to yours--not 
necessarily the same goals--and identify ways you can work together. 

 
• Policy--Social marketing programs can do well in motivating individual behavior change, 

but that is difficult to sustain unless the environment they're in supports that change for the 
long run. Often, policy change is needed, and media advocacy programs can be an 
effective complement to a social marketing program. 

 
• Purse Strings--Most organizations that develop social marketing programs operate 

through funds provided by sources such as foundations, governmental grants or donations. 
This adds another dimension to the strategy development-namely, where will you get the 
money to create your program? 

 
Example of a Marketing Mix Strategy: As an example, the marketing mix strategy for a breast 
cancer screening campaign for older women might include the following elements: 
 

• The product could be any of these three behaviors: getting an annual mammogram, 
seeing a physician each year for a breast exam and performing monthly breast self-
exams.  

• The price of engaging in these behaviors includes the monetary costs of the mammogram 
and exam, potential discomfort and/or embarrassment, time and even the possibility of 
actually finding a lump.  

• The place that these medical and educational services are offered might be a mobile van, 
local hospitals, clinics and worksites, depending upon the needs of the target audience.  

• Promotion could be done through public service announcements, billboards, mass 
mailings, media events and community outreach.  

• The "publics" you might need to address include your target audience (let's say low-
income women age 40 to 65), the people who influence their decisions like their 
husbands or physicians, policymakers, public service directors at local radio stations, as 
well as your board of directors and office staff.  

• Partnerships could be cultivated with local or national women's groups, corporate 
sponsors, medical organizations, and service clubs or media outlets.  

• The policy aspects of the campaign might focus on increasing access to mammograms 
through lower costs, requiring insurance and Medicaid coverage of mammograms or 
increasing federal funding for breast cancer research.  

• The purse strings, or where the funding will come from, may be governmental grants, 
such as from the National Cancer Institute or the local health department, foundation 
grants or an organization like the American Cancer Society.  

 
Each element of the marketing mix should be taken into consideration as the program is 
developed, for they are the core of the marketing effort. Research is used to elucidate and shape 
the final product, price, place, promotion and related decisions. 
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Types of social marketing: Using the benefits and of doing 'social good' to secure and maintain 
customer engagement. In 'social marketing' the distinguishing feature is therefore its 'primary' 
focus on 'social good', and it is not a secondary outcome. Not all public sector and not-for-profit 
marketing is social marketing. Public sector bodies can use standard marketing approaches to 
improve the promotion of their relevant services and organizational aims, this can be very 
important, but should not be confused with 'social marketing' where the focus in on achieving 
specific behavioral goals with specific audiences in relation to different topics relevant to social 
good (e.g.: health, sustainability, recycling, etc). As the dividing lines are rarely clear it is 
important not to confuse social marketing with commercial marketing. A commercial marketer 
selling a product may only seek to influence a buyer to make a product purchase. 
 
Social marketers, dealing with goals such as reducing cigarette smoking or encouraging condom 
use, have more difficult goals: to make potentially difficult and long-term behavioral change in 
target populations. It is sometimes felt that social marketing is restricted to a particular spectrum 
of client -- the non-profit organization, the health services group, the government agency. These 
often are the clients of social marketing agencies, but the goal of inducing social change is not 
restricted to governmental or non-profit charitable organizations; it may be argued that corporate 
public relations efforts such as funding for the arts are an example of social marketing. 
 
Social marketing should not be confused with the Societal Marketing Concept which was a 
forerunner of sustainable marketing in integrating issues of social responsibility into commercial 
marketing strategies. In contrast to that, social marketing uses commercial marketing theories, 
tools and techniques to social issues. Social marketing applies a “customer oriented” approach 
and uses the concepts and tools used by commercial marketers in pursuit of social goals like 
Anti-Smoking-Campaigns or fund raising for NGOs. 
--------------------------------------------------------------------------------------------------------------------- 
1.8 REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 
 

1. Think of the firm for which you last worked. Who were your customers and what did 
they want? Who were your competitors and how did their actions affect you? What were 
the company skills that gave your firm a differential advantage?  

 
2. What is a customer need? What are your needs with respect to coffee makers? Cellular 

phones? Does the analysis of customer needs apply to services?  
 

3. What are some ways by which you can measure customer preferences? What are their 
strengths and its weaknesses?  

 
4. What does economic theory say about pricing in commodity markets?  
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--------------------------------------------------------------------------------------------------------------------- 
E- BUSINESS AND CUSTOMER SATISFACTION 
--------------------------------------------------------------------------------------------------------------------- 
Structure 
 
2.1 Introduction to E – Marketing 

2.2 Components of E – Commerce 

2.3 Web Marketing 

2.4 Customer Relationship Management 

2.5 Review Questions 

--------------------------------------------------------------------------------------------------------------------- 
2.1: INTRODUCTION TO E- MARKETING 
--------------------------------------------------------------------------------------------------------------------- 
Internet marketing also referred to as i-marketing, web marketing, online marketing, or e-
Marketing, is the marketing of products, or, services over the Internet. The Internet has brought 
many unique benefits to marketing, one being the lower costs and greater capabilities for the 
distribution of information and media to a global audience. The interactive nature of Internet 
marketing, both, in terms of providing instant response and eliciting responses, is a unique 
quality of the medium. Internet marketing is sometimes considered to have a broader scope 
because it not only refers to digital media, such as, the Internet, e-mail, and wireless media, but 
also it includes management of digital customer data and electronic customer relationship 
management (ECRM) systems. 
 
Internet marketing ties together creative and technical aspects of the Internet including design, 
development, advertising, and sales. Internet marketing also refers to the placement of media 
along different stages of the customer engagement cycle through search engine marketing 
(SEM), search engine optimization (SEO), banner ads on specific websites, e-mail marketing, 
and Web 2.0 strategies.  
 
Business models: Internet marketing is associated with several business models: 
 

• e-commerce — this is where goods are sold directly to consumers (B2C) or businesses 
(B2B)  

• Publishing — this is the sale of advertising  
• lead-based websites — this is an organization that generates value by acquiring sales 

leads from its website  
• Affiliate marketing — this is process in which a product or service developed by one 

person is sold by other active seller for a share of profits. The owner of the product 
normally provides some marketing material (sales letter, affiliate link, tracking facility).  
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There are many other business models based on the specific needs of each person or the business 
that launches an Internet marketing campaign. 
 
One-to-one approach: The targeted user is typically browsing the Internet alone therefore the 
marketing messages can reach them personally. This approach is used in search marketing, 
where the advertisements are based on search engine keywords entered by the user. And now 
with the advent of Web 2.0 tools, many users can interconnect as "peers."  
 
Appeal to specific interests: Internet marketing and geo marketing places an emphasis on 
marketing that appeals to a specific behavior or interest, rather than reaching out to a broadly-
defined demographic. "On- and Off-line" marketers typically segment their markets according to 
age group, gender, geography, and other general factors. Marketers have the luxury of targeting 
by activity and geo location. For example, a kayak company can post advertisements on 
kayaking and canoeing websites with the full knowledge that the audience has a related interest. 
Internet marketing differs from magazine advertisements, where the goal is to appeal to the 
projected demographic of the periodical, but rather the advertiser has knowledge of the target 
audience—people who engage in certain activities (e.g., uploading pictures, contributing to 
blogs) — so the company does not rely on the expectation that a certain group of people will be 
interested in its new product or service. 
 
Geo targeting: Geo targeting (in internet marketing) and geo marketing are the methods of 
determining the geo location (the physical location) of a website visitor with geo location 
software, and delivering different content to that visitor based on his or her location, such as 
country, region/state, city, metro code/zip code, organization, Internet Protocol (IP) address, ISP 
or other criteria. 
 
Different content by choice: A typical example for different content by choice in geo targeting is 
the FedEx website at FedEx.com where users have the choice to select their country location first 
and are then presented with a different site or article content depending on their selection. 
 
Automated different content: With automated different content in Internet marketing and geo 
marketing, the delivery of different content based on the geographical geo location and other 
personal information is automated. 
 
Advantages: Internet marketing is relatively inexpensive when compared to the ratio of cost 
against the reach of the target audience. Companies can reach a wide audience for a small 
fraction of traditional advertising budgets. The nature of the medium allows consumers to 
research and purchase products and services at their own convenience. Therefore, businesses 
have the advantage of appealing to consumers in a medium that can bring results quickly. The 
strategy and overall effectiveness of marketing campaigns depend on business goals and cost-
volume-profit (CVP) analysis. 
 
Internet marketers also have the advantage of measuring statistics easily and inexpensively. 
Nearly all aspects of an Internet marketing campaign can be traced, measured, and tested. The 
advertisers can use a variety of methods: pay per impression, pay per click, pay per play, or pay 
per action. Therefore, marketers can determine which messages or offerings are more appealing 
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to the audience. The results of campaigns can be measured and tracked immediately because 
online marketing initiatives usually require users to click on an advertisement, visit a website, 
and perform a targeted action. Such measurement cannot be achieved through billboard 
advertising, where an individual will at best be interested, then decide to obtain more information 
at a later time. 
 
Internet marketing as of 2007 is growing faster than other types of media. Because exposure, 
response, and overall efficiency of Internet media are easier to track than traditional off-line 
media—through the use of web analytics for instance—Internet marketing can offer a greater 
sense of accountability for advertisers. Marketers and their clients are becoming aware of the 
need to measure the collaborative effects of marketing. The effects of multi-channel marketing 
can be difficult to determine, but are an important part of ascertaining the value of media 
campaigns. 
 
Limitations: Internet marketing requires customers to use newer technologies rather than 
traditional media. Low-speed Internet connections are another barrier. If companies build large 
or overly-complicated websites, individuals connected to the Internet via dial-up connections or 
mobile devices experience significant delays in content delivery. From the buyer's perspective, 
the inability of shoppers to touch, smell, taste or "try on" tangible goods before making an online 
purchase can be limiting. However, there is an industry standard for e-commerce vendors to 
reassure customers by having liberal return policies as well as providing in-store pick-up 
services. A survey of 410 marketing executives listed the following barriers to entry for large 
companies looking to market online: insufficient ability to measure impact, lack of internal 
capability, and difficulty convincing senior management. 
 
Security concerns: Information security is important both to companies and consumers that 
participate in online business. Many consumers are hesitant to purchase items over the Internet 
because they do not trust that their personal information will remain private. Encryption is the 
primary method for implementing privacy policies. Recently some companies that do business 
online have been caught giving away or selling information about their customers. Several of 
these companies provide guarantees on their websites, claiming that customer information will 
remain private. Some companies that purchase customer information offer the option for 
individuals to have their information removed from the database, also known as opting out. 
However, many customers are unaware if and when their information is being shared, and are 
unable to stop the transfer of their information between companies if such activity occurs. 

Another major security concern that consumers have with e-commerce merchants is whether or 
not they will receive exactly what they purchase. Online merchants have attempted to address 
this concern by investing in and building strong consumer brands (e.g., Amazon.com, eBay, 
Overstock.com), and by leveraging merchant/feedback rating systems and e-commerce bonding 
solutions. All of these solutions attempt to assure consumers that their transactions will be free of 
problems because the merchants can be trusted to provide reliable products and services. 
Additionally, the major online payment mechanisms (credit cards, PayPal, Google Checkout, 
etc.) have also provided back-end buyer protection systems to address problems if they actually 
do occur. 
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Broadband-induced trends: Online advertising techniques have been dramatically affected by 
technological advancements in the telecommunications industry. In fact, many firms are 
embracing a new paradigm that is shifting the focus of online advertising from simple text ads to 
rich multimedia experiences. As a result, advertisers can more effectively engage in and manage 
online branding campaigns, which seek to shape consumer attitudes and feelings towards 
specific products. The critical technological development fueling this paradigm shift is 
Broadband. 

In March 2005, roughly half of all American homes were equipped with broadband technology. 
By May 2008, broadband technologies had spread to more than 90% of all residential Internet 
connections in the United States. When one considers a Nielsen’s study conducted in June 2008, 
which estimated the number of U.S. Internet users as 220,141,969, one can calculate that there 
are presently about 199 million people in the United States utilizing broadband technologies to 
surf the Web. 

As a result, all 199 million members of this burgeoning market have the ability to view TV-like 
advertisements with the click of a mouse. And to be sure, online advertisers are working 
feverishly to design rich multimedia content that will engender a “warm-fuzzy” feeling when 
viewed by their target audience. As connection speeds continue to increase, so will the frequency 
of online branding campaigns. 

Effects on industries: Internet marketing has had a large impact on several previously retail-
oriented industries including music, film, pharmaceuticals, banking, flea markets, as well as the 
advertising industry itself. Internet marketing is now overtaking radio marketing in terms of 
market share in the music industry; many consumers have been purchasing and downloading 
music (e.g., MP3 files) over the Internet for several years in addition to purchasing compact 
discs. By 2008 Apple Inc.'s iTunes Store has become the largest music vendor in the United 
States. 

The number of banks offering the ability to perform banking tasks online has also increased. 
Online banking is believed to appeal to customers because it is more convenient than visiting 
bank branches. Currently over 150 million U.S. adults now bank online, with increasing Internet 
connection speed being the primary reason for fast growth in the online banking industry. Of 
those individuals who use the Internet, 44 percent now perform banking activities over the 
Internet. 

Internet auctions have gained popularity. Unique items that could only previously be found at 
flea markets are being sold on eBay. Specialized e-stores sell items ranging from antiques to 
movie props. As the premier online reselling platform, eBay is often used as a price-basis for 
specialized items. Buyers and sellers often look at prices on the website before going to flea 
markets; the price shown on eBay often becomes the item's selling price. It is increasingly 
common for flea market vendors to place a targeted advertisement on the Internet for each item 
they are selling online, all while running their business out of their homes. 
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The effect on the advertising industry itself has been profound. In just a few years, online 
advertising has grown to be worth tens of billions of dollars annually. PricewaterhouseCoopers 
reported that US$16.9 billion was spent on Internet marketing in the U.S. in 2006. 

Internet marketing has had a growing impact on the electoral process. In 2008 candidates for 
President heavily utilized Internet marketing strategies to reach constituents. During the 2007 
primaries candidates added, on average, over 500 social network supporters per day to help 
spread their message. President Barack Obama raised over US$1 million in a single day during 
his extensive Democratic candidacy campaign, largely due to online donors. 
--------------------------------------------------------------------------------------------------------------------- 
2.2: COMPONENTS OF E- COMMERCE 
--------------------------------------------------------------------------------------------------------------------- 
Electronic Commerce means buying and selling of goods and services across the internet. An e 
commerce site can be as simple as a catalog page with a phone no, or it can range all the way to a 
real time credit and processing site where customer can purchase downloadable goods and 
receive them on the spot. 
 
E-Business is the creation of new, and the redesigning of existing value chains and business 
processes through the application of information technology. Naturally, e-Business is more than 
e-commerce. It expands the scope of e-commerce to transform the company and the industry 
itself. 
 
E-commerce advantages and disadvantages: E-commerce provides many new ways for 
businesses and consumers to communicate and conduct business. There are a number of 
advantages and disadvantages of conducting business in this manner.  
 
E-commerce advantages: Some advantages that can be achieved from e-commerce include:  
 

• Being able to conduct business 24 x 7 x 365: E-commerce systems can operate all day 
every day. Your physical storefront does not need to be open in order for customers and 
suppliers to be doing business with you electronically.  

• Access the global marketplace: The Internet spans the world, and it is possible to do 
business with any business or person who is connected to the Internet. Simple local 
businesses such as specialist record stores are able to market and sell their offerings 
internationally using e-commerce. This global opportunity is assisted by the fact that, 
unlike traditional communications methods, users are not charged according to the 
distance over which they are communicating.  

• Speed: Electronic communications allow messages to traverse the world almost 
instantaneously. There is no need to wait weeks for a catalogue to arrive by post: that 
communications delay is not a part of the Internet / e-commerce world.  

• Market space: The market in which web-based businesses operate is the global market. 
It may not be evident to them, but many businesses are already facing international 
competition from web-enabled businesses.  

• Opportunity to reduce costs: The Internet makes it very easy to 'shop around' for 
products and services that may be cheaper or more effective than we might otherwise 
settle for. It is sometimes possible to, through some online research, identify original 
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manufacturers for some goods - thereby bypassing wholesalers and achieving a cheaper 
price.  

• Computer platform-independent: 'Many, if not most, computers have the ability to 
communicate via the Internet independent of operating systems and hardware. Customers 
are not limited by existing hardware systems'. 

• Efficient applications development environment: 'In many respects, applications can 
be more efficiently developed and distributed because they can be built without regard to 
the customer's or the business partner's technology platform. Application updates do not 
have to be manually installed on computers. Rather, Internet-related technologies provide 
this capability inherently through automatic deployment of software updates'.  

• Allowing customer self service and 'customer outsourcing': People can interact with 
businesses at any hour of the day that it is convenient to them, and because these 
interactions are initiated by customers, the customers also provide a lot of the data for the 
transaction that may otherwise need to be entered by business staff. This means that some 
of the work and costs are effectively shifted to customers; this is referred to as 'customer 
outsourcing'.  

• Stepping beyond borders to a global view: Using aspects of e-commerce technology 
can mean your business can source and use products and services provided by other 
businesses in other countries. This seems obvious enough to say, but people do not 
always consider the implications of e-commerce.  

 
In brief, it is useful to take a global view with regard the potential and organization of your e-
commerce activities, especially if you are targeting global customers. The Internet provides an 
important new channel to sell to consumers. Peterson et al. (1999) suggest that, as a marketing 
channel, the Internet has the following characteristics:  

• the ability to inexpensively store vast amounts of information at different virtual locations  
• the availability of powerful and inexpensive means of searching, organizing, and 

disseminating such information  
• interactivity and the ability to provide information on demand  
• the ability to provide perceptual experiences that are far superior to a printed catalogue, 

although not as rich as personal inspection  
• the capability to serve as a transaction medium  
• the ability to serve as a physical distribution medium for certain goods (e.g., software)  
• relatively low entry and establishment costs for sellers  
• no other existing marketing channel possesses all of these characteristics.  

Some of these advantages and their surrounding issues are discussed below in further detail.  

Some disadvantages and constraints of e-commerce include the following.  

• Time for delivery of physical products. It is possible to visit a local music store and 
walk out with a compact disc or a bookstore and leave with a book. E-commerce is often 
used to buy goods that are not available locally from businesses all over the world, 
meaning that physical goods need to be delivered, which takes time and costs money. In 
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some cases there are ways around this, for example, with electronic files of the music or 
books being accessed across the Internet, but then these are not physical goods.  

 
• Physical product, supplier & delivery uncertainty. When you walk out of a shop with 

an item, it's yours. You have it; you know what it is, where it is and how it looks. In some 
respects e-commerce purchases are made on trust. This is because, firstly, not having had 
physical access to the product, a purchase is made on an expectation of what that product 
is and its condition. Secondly, because supplying businesses can be conducted across the 
world, it can be uncertain whether or not they are legitimate businesses and are not just 
going to take your money. It's pretty hard to knock on their door to complain or seek 
legal recourse! Thirdly, even if the item is sent, it is easy to start wondering whether or 
not it will ever arrive.  

 
• Perishable goods. Forget about ordering a single gelato ice cream from a shop in Rome! 

Though specialized or refrigerated transport can be used, goods bought and sold via the 
Internet tend to be durable and non-perishable: they need to survive the trip from the 
supplier to the purchasing business or consumer. This shifts the bias for perishable and/or 
non-durable goods back towards traditional supply chain arrangements, or towards 
relatively more local e-commerce-based purchases, sales and distribution. In contrast, 
durable goods can be traded from almost anyone to almost anyone else, sparking 
competition for lower prices. In some cases this leads to disintermediation in which 
intermediary people and businesses are bypassed by consumers and by other businesses 
that are seeking to purchase more directly from manufacturers.  

 
• Limited and selected sensory information. The Internet is an effective conduit for 

visual and auditory information: seeing pictures, hearing sounds and reading text. 
However it does not allow full scope for our senses: we can see pictures of the flowers, 
but not smell their fragrance; we can see pictures of a hammer, but not feel its weight or 
balance. Further, when we pick up and inspect something, we choose what we look at and 
how we look at it. This is not the case on the Internet. If we were looking at buying a car 
on the Internet, we would see the pictures the seller had chosen for us to see but not the 
things we might look for if we were able to see it in person. And, taking into account our 
other senses, we can't test the car to hear the sound of the engine as it changes gears or 
sense the smell and feel of the leather seats. There are many ways in which the Internet 
does not convey the richness of experiences of the world. This lack of sensory 
information means that people are often much more comfortable buying via the Internet 
generic goods - things that they have seen or experienced before and about which there is 
little ambiguity, rather than unique or complex things.  

 
• Returning goods. Returning goods online can be an area of difficulty. The uncertainties 

surrounding the initial payment and delivery of goods can be exacerbated in this process. 
Will the goods get back to their source? Who pays for the return postage? Will the refund 
be paid? Will I be left with nothing? How long will it take? Contrast this with the offline 
experience of returning goods to a shop.  
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• Privacy, security, payment, identity, contract. Many issues arise - privacy of 
information, security of that information and payment details, whether or not payment 
details (e.g. credit card details) will be misused, identity theft, contract, and, whether we 
have one or not, what laws and legal jurisdiction apply.  

 
• Defined services & the unexpected. E-commerce is an effective means for managing 

the transaction of known and established services, that is, things that are everyday. It is 
not suitable for dealing with the new or unexpected. For example, a transport company 
used to dealing with simple packages being asked if it can transport a hippopotamus, or a 
customer asking for a book order to be wrapped in blue and white polka dot paper with a 
bow. Such requests need human intervention to investigate and resolve.  

 
• Personal service. Although some human interaction can be facilitated via the web, e-

commerce can not provide the richness of interaction provided by personal service. For 
most businesses, e-commerce methods provide the equivalent of an information-rich 
counter attendant rather than a salesperson. This also means that feedback about how 
people react to product and service offerings also tends to be more granular or perhaps 
lost using e-commerce approaches. If your only feedback is that people are (or are not) 
buying your products or services online, this is inadequate for evaluating how to change 
or improve your e-commerce strategies and/or product and service offerings. Successful 
business use of e-commerce typically involves strategies for gaining and applying 
customer feedback. This helps businesses to understand, anticipate and meet changing 
online customer needs and preferences, which is critical because of the comparatively 
rapid rate of ongoing Internet-based change. 

 
• Size and number of transactions. E-commerce is most often conducted using credit 

card facilities for payments, and as a result very small and very large transactions tend 
not to be conducted online. The size of transactions is also impacted by the economics of 
transporting physical goods. For example, any benefits or conveniences of buying a box 
of pens online from a US-based business tend to be eclipsed by the cost of having to pay 
for them to be delivered to you in Australia. The delivery costs also mean that buying 
individual items from a range of different overseas businesses is significantly more 
expensive than buying all of the goods from one overseas business because the goods can 
be packaged and shipped together.  

 
Business-to-business (B2B) describes commerce transactions between businesses, such as 
between a manufacturer and a wholesaler, or between a wholesaler and a retailer. Contrasting 
terms are business-to-consumer (B2C) and business-to-government (B2G).The volume of 
B2B transactions is much higher than the volume of B2C transactions. The primary reason for 
this is that in a typical supply chain there will be many B2B transactions involving 
subcomponent or raw materials, and only one B2C transaction, specifically sale of the finished 
product to the end customer. For example, an automobile manufacturer makes several B2B 
transactions such as buying tires, glass for windshields, and rubber hoses for its vehicles. The 
final transaction, a finished vehicle sold to the consumer, is a single (B2C) transaction. 
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Etymology: The term "business-to-business" was originally coined to describe the electronic 
communications between businesses or enterprises in order to distinguish it from the 
communications between businesses and consumers (B2C). It eventually came to be used in 
marketing as well, initially describing only industrial or capital goods marketing. Today it is 
widely used to describe all products and services used by enterprises. Many professional 
institutions and the trade publications focus much more on B2C than B2B. This is a strange 
development as most sales and marketing people work in B2B. 
--------------------------------------------------------------------------------------------------------------------- 
2.2: WEB MARKETING 
--------------------------------------------------------------------------------------------------------------------- 
The key to online business success is a comprehensive web marketing strategy supported by 
effective marketing tactics. You need to plan how to attract new prospects, convert leads into 
sales, and maximize the lifetime value of your customers. 

The good news is that once you've figured out the right formula, it's usually easy to automate the 
process, and leverage the Internet to quickly multiply your profits. 

What is a Web Marketing Strategy? Web or Internet Marketing strategies form the 
cornerstones of your online business, and outline in general terms what is required to make your 
business a success (for example, driving potential customers to your website). Ideally you should 
consider and write out the different elements of your overall marketing strategy before you do 
anything else. 

Internet Marketing Tactics: Achieving the aims set out in your web marketing strategy means 
taking action and implementing various marketing tactics. This is where it gets difficult. The 
problem is knowing which web marketing tactics actually work, or just as importantly – which 
don't. There's so much hype and misinformation about marketing online that it's often difficult to 
find the truth. Many end up using incorrect or outdated Internet marketing strategies and tactics 
that have them working hard but getting nowhere. 

Web marketing is effective and profitable. Don't let anybody convince you otherwise. Today 
thousands of companies and individuals from all over the world sell products or services via the 
Internet and make good money relatively easily. You can too. It's simply that it can take a while 
to learn the ropes before you start turning a decent profit, especially with all the bad advice that's 
floating around. Understand that you and every other internet marketer will always be learning 
anyway, because today's killer marketing strategy or tactic could be tomorrow's dud. And accept 
that you will get it wrong sometimes. The difference between those that fail and those that 
succeed is simply this: The successful refused to give up and kept trying until they found what 
worked. The free Internet marketing information and tools you'll find here will save you time 
and heartaches. If you need more direct assistance, our web marketing services can help put you 
on the fast track to profits. 
 
If you’re still struggling to finally reach your financial independence & make a nice living from 
your home, then listen... The only reason why you’re failing is because you don’t have a good 
website marketing strategy. If you ask any successful offline world entrepreneur how it’s 
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possible to build a great business without a proper strategy, he’ll start laughing. But many 
internet marketers are trying to make money without even realizing what on earth they’re doing 
online… If you believe that you can jump in, create a website, submit it to a few directories or 
blogs, sit down, relax & watch those thousands of dollars (that you’ve seen in many marketers’ 
checks) to come, then you need to stop right there. It ain’t gonna happen. You need to think: 
who you are and where do you want to be in the future. Whether offline or online, there are only 
two things that matter: “Buying” and “Selling”. Basically, to simplify, it all comes down to this: 
 

• Who is your customer? What is he or she specifically looking for? You must know their 
problems or desires. You must be in their shoes and find out what is that would make 
them feel better (an offer). 

 
• What is your offer? Why should they buy from you? How come you’re better than the 

rest? Why should they trust you? Are you offering your own or someone else’s product? 
 
How will you create an irresistible offer so they beg you to sell it to them? Think about it… 
There are millions of people buying online every single day. If they’re not buying from you then 
whose fault is that - theirs or yours? Before you even start creating internet marketing strategy 
for your website(s), you need to do a research. That’s where it all begins actually. Just like in any 
business, you have to understand where you are and what can you do. 
 
#1 Phase - Online Research: In this phase, you must research your market.  
 

• Who are your main competitors? What are they doing online? PPC, SEO, press 
releases, develop their own products; do affiliate marketing or Ad sense? What are their 
weaknesses? Do they offer a guarantee? Is their product really good? Do they build links 
constantly or not? 

• Who is your favorite customer? Where do they hangout: My Space or You Tube? Are 
they freebie seekers or desperate buyers? What forces them to buy one or another 
product? Read reviews, forums, testimonials to find out as much as you can about your 
target market. 

 
#2 Phase – Data Analysis 
 

• If you’ve performed a thorough online market research, it’s time to systematize the data 
you have. Write down what are the main strengths and weaknesses of your competitors. 
Maybe you have more time than your competitors? Or maybe you know some targeted 
traffic source that others don’t. How might this affect your business? 

• Which are the places your target market usually visits? What are their main concerns? 
Maybe they’re not satisfied with the products in the market. Can offer something better, 
maybe in a form of a bonus? After that, you come to the next step, which is developing 
your internet marketing strategy. 
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#3 Phase – Strategy Development 
 

• When you already know your target market and your competitors, you are able to start 
creating your internet marketing strategy (or strategies). Just sit down and think about: 
who you are and what you can offer to the target market. It involves a little bit of 
planning. What marketing methods you’ll use and which ones you can afford? PPC, SEO, 
email, blogging, podcasting, video blogging, webinars, viral traffic generation, link 
building, banner exchange or others?  

• You must prioritize your web marketing tactics. Find out what’s going to bring you 
positive ROI in the shortest time possible.  

 
#4 Phase – Monitoring Performance 
 
When you have an internet marketing plan, you can start implementing it right away. The last 
step is to start monitoring your internet marketing campaigns. Which keywords people typed into 
search engines to find your site? Which keywords brought you the most money in PPC 
marketing? Are you satisfied with your SEO rankings or not? Do majority of your visitors 
leave your site without even spending 30 seconds? And so on… 
Only with the help of close monitoring you can discover what works and what doesn’t. Testing 
landing pages, testing Ad words ads against each other (A/B split testing) can show you some 
amazing results. And remember – you never know for sure until you TEST it! 
 
There is no formula for an effective Internet marketing strategy. It depends on your individual 
situation. When you realize your strengths and weaknesses, you’ll be able to come up with a 
great marketing plan. No matter if you’re thinking about Ad sense site, affiliate site or your own 
product. When you find out what you’re able to accomplish with your resources at the moment, 
you can create a great web marketing strategy for your online business and finally breakthrough 
on the internet. 
--------------------------------------------------------------------------------------------------------------------- 
2.3: CUSTOMER RELATIONSHIP MANAGEMENT 
--------------------------------------------------------------------------------------------------------------------- 
Customer relationship management (CRM) consists of the processes a company uses to track 
and organize its contacts with its current and prospective customers. CRM software is used to 
support these processes; information about customers and customer interactions can be entered, 
stored and accessed by employees in different company departments. Typical CRM goals are to 
improve services provided to customers, and to use customer contact information for targeted 
marketing. 
 
While customer relationship management can be implemented without major investments in 
software, software is often necessary to explore the full benefits of a CRM strategy. However, 
most CRM software vendors stress that a successful effort requires a holistic approach. Many 
initiatives often fail because implementation was limited to software installation, without 
providing the context, support and understanding for employees to learn, and take full advantage 
of the information systems. Tools for customer relationship management should be implemented 
"only after a well-devised strategy and operational plan are put in place". Other problems occur 



 36

when failing to think of sales as the output of a process that itself needs to be studied and taken 
into account when planning automation. 

From the outside, customers interacting with a company perceive the business as a single entity, 
despite often interacting with a number of employees in different roles and departments. CRM is 
a combination of policies, processes, and strategies implemented by an organization to unify its 
customer interactions and provide a means to track customer information. It involves the use of 
technology in attracting new and profitable customers, while forming tighter bonds with existing 
ones. 

CRM includes many aspects which relate directly to one another: 

• Front office operations — Direct interaction with customers, e.g. face to face meetings, 
phone calls, e-mail, online services etc.  

• Back office operations — Operations that ultimately affect the activities of the front 
office (e.g., billing, maintenance, planning, marketing, advertising, finance, 
manufacturing, etc.)  

• Business relationships — Interaction with other companies and partners, such as 
suppliers/vendors and retail outlets/distributors, industry networks (lobbying groups, 
trade associations). This external network supports front and back office activities.  

• Analysis — Key CRM data can be analyzed in order to plan target-marketing campaigns, 
conceive business strategies, and judge the success of CRM activities (e.g., market share, 
number and types of customers, revenue, profitability).  

Proponents of CRM software claim that it doesn't only allow more effective ways of managing 
customer relationships, but also more customer-centric ways of doing business. Executives often 
cite the need for the proper tools as a barrier to delivering the experience their customers expect. 
A 2009 study of over 860 corporate executives revealed only 39% believe that their employees 
have tools and authority to solve customer problems. 

Types/variations of CRM: There are several different approaches to CRM, with different 
software packages focusing on different aspects. In general, Customer Service, Campaign 
Management and Sales Force Automation (SFA) form the core of the system. 

Operational CRM: Operational CRM provides support to "front office" business processes, e.g. 
to sales, marketing and service staff. Interactions with customers are generally stored in 
customers' contact histories, and staff can retrieve customer information as necessary. The 
contact history provides staff members with immediate access to important information on the 
customer (products owned, prior support calls etc.), eliminating the need to individually obtain 
this information directly from the customer. Reaching to the customer at right time at right place 
is preferable. 

Operational CRM processes customer data for a variety of purposes: 
 

• Managing campaigns  
• Enterprise Marketing Automation  



 37

• Sales Force Automation  
• Sales Management System  

 
Analytical CRM: Analytical CRM analyzes customer data for a variety of purposes: 
 

• Designing and executing targeted marketing campaigns  
• Designing and executing campaigns, e.g. customer acquisition, cross-selling, up-selling, 

addon-selling  
• Analyzing customer behavior in order to make decisions relating to products and services 

(e.g. pricing, product development)  
• Management information system (e.g. financial forecasting and customer profitability 

analysis)  
 

Analytical CRM generally makes heavy use of data mining and other techniques to produce 
useful results for decision-making. It is at the analytical stage that the importance of fully 
integrated CRM software becomes most apparent. Logically speaking, the more information that 
the analytical software has available for analysis, the better its predictions and recommendations 
will be. 
 
Sales Intelligence CRM: Sales Intelligence CRM is similar to Analytical CRM, but is intended 
as a more direct sales tool. Features include alerts sent to sales staff regarding: 

• Cross-selling/Up-selling/Switch-selling opportunities  
• Customer drift  
• Sales performance  
• Customer trends  
• Customer margins  
• Customer alignment  

 
Campaign Management: Campaign management combines elements of Operational and 
Analytical CRM. Campaign management functions include: 
 

• Target groups formed from the client base according to selected criteria  
• Sending campaign-related material (e.g. on special offers) to selected recipients using 

various channels (e.g. e-mail, telephone, SMS, post) 
• Tracking, storing, and analyzing campaign statistics, including tracking responses and 

analyzing trends  
 
Collaborative CRM: Collaborative CRM covers aspects of a company's dealings with 
customers that are handled by various departments within a company, such as sales, technical 
support and marketing. Staff members from different departments can share information 
collected when interacting with customers. For example, feedback received by customer support 
agents can provide other staff members with information on the services and features requested 
by customers. Collaborative CRM's ultimate goal is to use information collected by all 
departments to improve the quality of services provided by the company. CRM also plays a role 
of data distributor within customers, producers and partners. Producers can use CRM 
information to develop products or find new market. CRM facilitates communication between 
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customers, suppliers and partner by using new information system such email, link and data 
bank. 
 
Consumer Relationship CRM: Consumer Relationship System (CRS) covers aspects of a 
company's dealing with customers handled by the Consumer Affairs and Customer Relations 
contact centers within a company. Representatives handle in-bound contact from anonymous 
consumers and customers. Early warnings can be issued regarding product issues (e.g. item 
recalls) and current consumer sentiment can be tracked (voice of the customer). 
 
Simple CRM: A relatively new spin off of the traditional CRM model first appearing in 2006. 
At their core, CRM tools are designed to manage customer relationships. As described above 
there are countless supplemental features and capabilities. Simple CRM systems breakdown the 
traditional CRM system to focus on the core values--managing contacts and activities with 
customers and prospects These systems are designed to create the most value for the immediate 
end user rather than the organization as a whole. Many times they focus on satisfying the needs 
of a particular marketplace niche, organizational unit, or type of user rather than an entire 
organization. 
 
Social CRM: Beginning in 2007, the rapid growth in social media and social networking forced 
CRM product companies to integrate "social" features into their traditional CRM systems. Some 
of the first features added are social network monitoring feeds (i.e. Twitter timeline), typically 
built into the system dashboard. Other emerging capabilities include messaging, sentiment 
analysis, and other analytics. Many industry experts contend that Social CRM is the way of the 
future, but there are still many skeptics. Top CRM minds agree that online social communities 
and conversations carry heavy consequences for companies. They must be monitored for real-
time marketplace feedback and trends. 
 
Strategy: Several CRM software packages are available, and they vary in their approach to 
CRM. However, as mentioned above, CRM is not just a technology but rather a comprehensive, 
customer-centric approach to an organization's philosophy of dealing with its customers. This 
includes policies and processes, front-of-house customer service, employee training, marketing, 
systems and information management. Hence, it is important that any CRM implementation 
considerations stretch beyond technology toward the broader organizational requirements. 
 
The objectives of a CRM strategy must consider a company’s specific situation and its 
customers' needs and expectations. Information gained through CRM initiatives can support the 
development of marketing strategy by developing the organization's knowledge in areas such as 
identifying customer segments, improving customer retention, improving product offerings (by 
better understanding customer needs), and by identifying the organization's most profitable 
customers. 
 
CRM strategies can vary in size, complexity, and scope. Some companies consider a CRM 
strategy only to focus on the management of a team of salespeople. However, other CRM 
strategies can cover customer interaction across the entire organization. Many commercial CRM 
software packages provide features that serve the sales, marketing, event management, project 
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management, and finance industries. From this perspective, CRM has for some time been seen to 
play an important role in many sales process engineering efforts. 
 
Implementation issues: Many CRM project "failures" are also related to data quality and 
availability. Data cleaning is a major issue. If a company's CRM strategy is to track life-cycle 
revenues, costs, margins, and interactions between individual customers, this must be reflected in 
all business processes. Data must be extracted from multiple sources (e.g., 
departmental/divisional databases such as sales, manufacturing, supply chain, logistics, finance, 
service etc.), which requires an integrated, comprehensive system in place with well-defined 
structures and high data quality. Data from other systems can be transferred to CRM systems 
using appropriate interfaces. 
 
Because of the company-wide size and scope of many CRM implementations, significant pre-
planning is essential for smooth roll-out. This pre-planning involves a technical evaluation of the 
data available and the technology employed in existing systems. This evaluation is critical to 
determine the level of effort needed to integrate this data. Equally critical is the human aspect of 
the implementation. A successful implementation requires an understanding of the expectations 
and needs of the stakeholders involved. An executive sponsor should also be obtained to provide 
high-level management representation of the CRM project. An effective tool for identifying 
technical and human factors before beginning a CRM project is a pre-implementation checklist. 
A checklist can help ensure any potential problems are identified early in the process. 
 
Privacy and data security system: One of the primary functions of CRM software is to collect 
information about customers. When gathering data as part of a CRM solution, a company must 
consider the desire for customer privacy and data security, as well as the legislative and cultural 
norms. Some customers prefer assurances that their data will not be shared with third parties 
without their prior consent and that safeguards are in place to prevent illegal access by third 
parties. 
 
Customer Relationship Management Process: It is a process whose objective is to enhance 
customer loyalty. This process consists of the following: 
 

• Creation and Management of data mining and warehousing 
• Development of appropriate organizational structure 
• Investment in Technology 
• People Development 

 
Data Mining and warehousing: In order for it to be effective datamining should help to 
disseminate information on customers to everybody in the organization, which in turn should 
facilitate each persons functioning and also make him or her customer- responsive. Companies 
have used datamining to support their sales and service staff, in particular. They have also 
supported their sales and service staff with advanced technology which has helped them use the 
data for the purpose of developing a customized offer. In order to develop a data warehouse a 
company needs to consider the costs that are going to be involved in it. Generally these costs are: 
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• Initial Investment Costs: This will include both hardware and software as well as 
resources (Internal and External) to build the database. 

• Running or Operational Costs: The CDW must be constantly updated with current 
information and practices. Without it, the investment will be outdated and ineffective. 

• Enhancement Costs:  CDW consists more than names and addresses. It must contain 
demographics, purchase habits, and preferences. There is a cost to obtain and populate 
the database with this information. 

• Workforce Costs: Staffing costs are involved in maintaining the CDW, including users 
in the marketing, IT, sales departments. These costs must be estimated at the start of the 
CRM process. Cost analysis could possibly lead the company to ask some fundamental 
questions on whether it needs to create its own database or buy from other sources or 
outsource it. 

 
Organizational Structure: One of the key issues in organizational structuring is the 
development of inter- functional process which would ensure that customer- related problems are 
resolved by all the departments that have a role in it. Invariably all department heads should be 
involved in the CRM process. We must also remember that the success of the process depends 
on the active involvement of all managers and employees. Each one of them should respect the 
interfaces of their functions with that of others and be able to use the data appropriately.  
 
Some of the other issues in the organizational structure will relate to developing strategic 
alliances with other companies or intermediaries. Call centers are one example of a strategic 
alliance that a company may develop with an organization that has set up a large customer 
service centre. 
 
Technology: One of the key inputs in the CRM is the use of technology for datamining and also 
for responding to the customer in real time. Some commonly used technological tools are the 
telephone, the internet, computers, fax, and electronic data interchange. There are three Ws of 
technology which seek to address the issues of the integration of organizational process, 
technology and the corporate. Integration of the web, workflow management, and data 
warehousing have lead to the creation of electronic customer relationship management (ECRM) 
the process by which companies can understand customers in a seamless manner. Smart cards 
are an example of the customer sharing his data with the organization. Consider for example the 
case of a customer who wants to make an airline reservation. He calls a dedicated number which 
is that of a call centre. It is through the call centre that he gets connected to the airlines’ 
reservation staff but he does not want to repeatedly answer queries regarding his name, address 
and any other necessary travel details. The call centre, which in this case is the centre of 
relationship, should reflect the entire organization and should be able to add value to the 
customer relationship management. 
 
Each of these technologies performs a distinct role. Together they contribute to the system 
working in an effective manner. The web has been compared to the eyes, ears and mouth of a 
CRM process as it collects and presents the information to the user. The data ware house servers 
are like a brain and central nervous system. Its principle task is to assimilate the information 
passed to it by the web and then to formulate the response based on current external and 
historical information. Workflow management systems automate the procedure by which 
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documents, information, and all relevant tasks are distributed amongst participants. It follows the 
normal rules of the division of labor and sequencing of activities. This provides a strong 
framework for developing customer- centric business processes like order cycle management and 
customer services. The seamless flow of work allows employees in the organization to route 
customers’ communications through a virtual folder that combines documents, voice messages, 
e- mails, faxes, and so forth, to be delivered to the nearest customer service points at the right 
time to ensure a single point resolution of any customer complaint or enquiry. Another common 
technological tool used is voice mail. Combined with the call centre and third party service 
provider, it could help the organization deliver the same level of services to different segments of 
customers irrespective of their size and volume of business. These technological tools could also 
help the organization decide on which customers to cross sell or up sell. Consider, for example a 
customer for a basic long distance call. He could also be the right customer to buy internet 
access. The value of the offer is determined by the customers’ need, based on segments, usage 
pattern, and response to similar contacts previously made by the organization. Cross sell or up 
sell campaigns work because the customer already has a relationship with the organization. 
 
People: Even though technology today is extensively being used for the purpose of 
strengthening the linkage of the organization with the customer, one must not forget that behind 
all these technologies is the human being. Unless the human beings have been empowered, have 
the knowledge, and the right skills as well as the customer friendly attitude, the CRM process 
will just not work. In fact it is one area where companies are realizing increasingly that they need 
to have the type of people who have the necessary perspective and understanding of their 
function, products, organization, and a desire to be customer responsive. Take for example, a 
customer who has called up a credit cards company’s service centre. His call is first attended to 
by an interactive voice responsive mail, which for the first 10 seconds, charts out the route the 
customer may take depending on his or her need. After listening to the detailed menu, if the 
customer is still unable to make contact with the customer service executive for the resolution of 
the problem, then the call centre has not properly due its exercise on the technology front. This 
could be sorted out on an immediate basis. But what happens when the customer gets the 
customer service executive, who takes a long time to understand the customers problem, gives a 
stereotype response which in any case the customer is aware of because it has already been put 
down in the contract which he has signed earlier. The customer requires an early response to why 
he has been charged interest on a very small outstanding amount in the last bill and how this 
amount is more than that outstanding at the end of the current month? If the customer service 
executive explains the process, of revolving credit and tries to justify the interest charged to the 
customer, then the credit card Company is not customer centric, rather, it is product centric and 
organization centric. Now if the customer persists and challenges the customer service executive 
and the executive is still not able to satisfy the customer, then the entire purpose of creating a call 
centre and the service centre is defeated. It is, therefore, necessary that the people in the call 
center need to have service orientation. They need to appreciate that responsiveness (speed and 
quality of the response), reliability, empathy, and assurance are important skills that customers 
are looking for when they are interacting with organizations. If these are not met, then the earlier 
stages in CRM have no meaning. 
 
Measuring CRM: From the above example, it is clear that if the organization has to move up on 
CRM, it needs to continuously measure how well it is doing. Measurement is important because 
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it helps the organization to understand not only what they are doing but also how well they are 
doing and the areas that need improvement.  
 
Balanced Score Card: One of the techniques used in measuring the organizations performance 
is the balanced score card. The logic of the balanced score card is that financial measures, though 
unambiguous, do not show less quantifiable but extremely critical measures of performances. 
Hence firms need to assess the performance by looking both towards the future and also to the 
past. According to the authors, the balanced scorecard could be used for crafting future strategies 
too. The companies could create unique score cards based on the following key parameters: 
 

• How well the financial objectives have been achieved, and as a result whether 
shareholders are satisfied with the organization 

• How well the customer perceives the organization/ company’s offer and do they feel 
satisfied and committed to the organization. 

• Organizational analysis with a view to identifying the process in which the organization 
has excelled and the ones where it is weak. 

• Is the organization a learning organization and what has it learnt over a period of time. 
• What are the knowledge management processes in the organization 

 
Evaluating the organization on the basis of such a score card could help it develop a cause and 
effect business strategy. 
 
Catalytic Measure - The other measure that has been suggested is the catalytic measure. This 
measure focuses on organization's efforts on identifiable changes. The implementation of such 
measures facilitates and speeds up the change in any area that the organization wants. According 
to Brown, the-best catalytic measures are those that are considered credible by both customers 
and staff. Consider for example the communication at the back of a school bus which tells people 
that it is carrying school children and is being driven safely; it also gives the telephone number 
of the principal of the school. This announcement places pressure on the driver to be more 
cautious and induces change in driving behavior. It is important that the catalytic measure 
empowers and convinces people to achieve results and at the same time has been developed 
through consultative processes, thus enhancing the esteem of the people.  
 
There are four steps that have been identified in implementing the catalytic measure. These are: 
 

• identifying the area needing change 
• creating a relevant yardstick of performance 
• developing the measurement approach through a consultative process 
• communicating and implementing the program 

 
Thus, today, CRM has a significant role in creating strong customer bondage. It is an 
organizational process which includes people, infrastructure, performance measures and controls, 
organizational alignment to the environment, and new strategic patterns. 
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--------------------------------------------------------------------------------------------------------------------- 
2.4: REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 

 
1. As a leading organization in the hotel industry, what standards and goals must you set to 

achieve the highest levels of customer loyalty? 
2. As a responsible marketing head of an upcoming player in the airlines industry, do you 

think there is an advantage in competing on personal service rather than price? Also, how 
can you personalize your service to improve customer service? 

3. The synergy between telephone, computer, and other technologies has provided the 
customer with great choice and access; however, organizations need to balance the 
remoteness brought about by technology and the need for the customer to feel a valued 
individual. What steps would you take as a manager to bridge this gap? 
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--------------------------------------------------------------------------------------------------------------------- 
MARKETING OPPORTUNITIES PART - I 
--------------------------------------------------------------------------------------------------------------------- 
 
Structure 
 
3.1 About Strategic Planning 

3.2 Concept of Strategic Business Units (SBUs) 

3.3 Boston Consulting Group (BCG Model) 

3.4 SWOT Analysis 

3.5 Review Questions 

--------------------------------------------------------------------------------------------------------------------- 
3.1 ABOUT STRATEGIC PLANNING 
--------------------------------------------------------------------------------------------------------------------- 
Strategic planning is an organization's process of defining its strategy, or direction, and making 
decisions on allocating its resources to pursue this strategy, including its capital and people. 
Various business analysis techniques can be used in strategic planning, including SWOT analysis 
(Strengths, Weaknesses, Opportunities, and Threats ) and PEST analysis (Political, Economic, 
Social, and Technological analysis) or STEER analysis (Socio-cultural, Technological, 
Economic, Ecological, and Regulatory factors) and EPISTEL (Environment, Political, 
Informatics, Social, Technological, Economic and Legal). 

Strategic planning is the formal consideration of an organization's future course. All strategic 
planning deals with at least one of three key questions: 

1. "What do we do?"  
2. "For whom do we do it?"  
3. "How do we excel?"  

In business strategic planning, the third question is better phrased "How can we beat or avoid 
competition?" In many organizations, this is viewed as a process for determining where an 
organization is going over the next year or more -typically 3 to 5 years, although some extend 
their vision to 20 years. In order to determine where it is going, the organization needs to know 
exactly where it stands, then determine where it wants to go and how it will get there. The 
resulting document is called the "strategic plan." It is also true that strategic planning may be a 
tool for effectively plotting the direction of a company; however, strategic planning itself cannot 
foretell exactly how the market will evolve and what issues will surface in the coming days in 
order to plan your organizational strategy. Therefore, strategic innovation and tinkering with the 
'strategic plan' have to be a cornerstone strategy for an organization to survive the turbulent 
business climate. 
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Vision: Defines the desired or intended future state of an organization or enterprise in terms of 
its fundamental objective and/or strategic direction. Vision is a long term view, sometimes 
describing a view of how the organization would like the world in which it operates to be. For 
example a charity working with the poor might have a vision statement which read "A world 
without poverty" 

Mission: Defines the fundamental purpose of an organization or an enterprise, basically 
describing why it exists and what it does to achieve its Vision. A corporate Mission can last for 
many years, or for the life of the organization. It is not an objective with a timeline, but rather the 
overall goal that is accomplished over the years as objectives are achieved that are aligned with 
the corporate mission. 

Values: Beliefs that are shared among the stakeholders of an organization. Values drive an 
organization's culture and priorities. 

Methodologies: There are many approaches to strategic planning but typically a three-step 
process may be used: 

• Situation - evaluate the current situation and how it came about. 
• Target - define goals and/or objectives (sometimes called ideal state) 
• Path - map a possible route to the goals/objectives 

One alternative approach is called Draw-See-Think 

• Draw - what is the ideal image or the desired end state? 
• See - what is today's situation? What is the gap from ideal and why? 
• Think - what specific actions must be taken to close the gap between today's situation 

and the ideal state? 
• Plan - what resources are required to execute the activities? 

An alternative to the Draw-See-Think approach is called See-Think-Draw 

• See - what is today's situation? 
• Think - define goals/objectives 
• Draw - map a route to achieving the goals/objectives 

In other terms strategic planning can be as follows: 

• Vision - Define the vision and set a mission statement with hierarchy of goals and 
objectives 

• SWOT - Analysis conducted according to the desired goals 
• Formulate - Formulate actions and processes to be taken to attain these goals 
• Implement - Implementation of the agreed upon processes 
• Control - Monitor and get feedback from implemented processes to fully control the 

operation 
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Situational Analysis: When developing strategies, analysis of the organization and its 
environment as it is at the moment and how it may develop in the future, is important. The 
analysis has to be executed at an internal level as well as an external level to identify all 
opportunities and threats of the external environment as well as the strengths and weaknesses 
of the organizations. 

There are several factors to assess in the external situation analysis: 

1. Markets (customers) 
2. Competition 
3. Technology 
4. Supplier markets 
5. Labor markets 
6. The economy 
7. The regulatory environment 

It is rare to find all seven of these factors having critical importance. It is also uncommon to find 
that the first two - markets and competition - are not of critical importance. Analysis of the 
external environment normally focuses on the customer. Management should be visionary in 
formulating customer strategy, and should do so by thinking about market environment shifts, 
how these could impact customer sets, and whether those customer sets are the ones the company 
wishes to serve.  

Goals, Objectives and Targets: Strategic planning is a very important business activity. It is 
also important in the public sector areas such as education. It is practiced widely informally and 
formally. Strategic planning and decision processes should end with objectives and a roadmap of 
ways to achieve those objectives. The following terms have been used in strategic planning: 
desired end states, plans, policies, goals, objectives, strategies, tactics and actions. Definitions 
vary, overlap and fail to achieve clarity. The most common of these concepts are specific, time 
bound statements of intended future results and general and continuing statements of intended 
future results, which most models refer to as either goals or objectives (sometimes 
interchangeably). 
 
One model of organizing objectives uses hierarchies. The items listed above may be organized in 
a hierarchy of means and ends and numbered as follows: Top Rank Objective (TRO), Second 
Rank Objective, Third Rank Objective, etc. From any rank, the objective in a lower rank answers 
to the question "How?" and the objective in a higher rank answers to the question "Why?" The 
exception is the Top Rank Objective (TRO): there is no answer to the "Why?" question. That is 
how the TRO is defined. 

People typically have several goals at the same time. "Goal congruency" refers to how well the 
goals combine with each other. Does goal A appear compatible with goal B? Do they fit together 
to form a unified strategy? "Goal hierarchy" consists of the nesting of one or more goals within 
other goal(s). 
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One approach recommends having short-term goals, medium-term goals, and long-term goals. In 
this model, one can expect to attain short-term goals fairly easily: they stand just slightly above 
one's reach. At the other extreme, long-term goals appear very difficult, almost impossible to 
attain. Strategic management jargon sometimes refers to "Big Hairy Audacious Goals" (BHAGs) 
in this context. Using one goal as a stepping-stone to the next involves goal sequencing. A 
person or group starts by attaining the easy short-term goals, then steps up to the medium-term, 
then to the long-term goals. Goal sequencing can create a "goal stairway". In an organizational 
setting, the organization may co-ordinate goals so that they do not conflict with each other. The 
goals of one part of the organization should mesh compatibly with those of other parts of the 
organization. 

Mission statements and vision statements: Organizations sometimes summarize goals and 
objectives into a mission statement and/or a vision statement.  Others begin with a vision and 
mission and use them to formulate goals and objectives. While the existence of a shared mission 
is extremely useful, many strategy specialists question the requirement for a written mission 
statement. However, there are many models of strategic planning that start with mission 
statements, so it is useful to examine them here. 

• A Mission statement tells you the fundamental purpose of the organization. It defines the 
customer and the critical processes. It informs you of the desired level of performance. 

• A Vision statement outlines what the organization wants to be, or how it wants the world 
in which it operates to be. It concentrates on the future. It is a source of inspiration. It 
provides clear decision-making criteria. 

An advantage of having a statement is that it creates value for those who get exposed to the 
statement, and those prospects are managers, employees and sometimes even customers. 
Statements create a sense of direction and opportunity. Many people mistake vision statement for 
mission statement, and sometimes one is simply used as a longer term version of the other. The 
Vision should describe why it is important to achieve the Mission. A Vision statement defines 
the purpose or broader goal for being in existence or in the business and can remain the same for 
decades if crafted well. A Mission statement is more specific to what the enterprise can achieve 
itself. Vision should describe what will be achieved in the wider sphere if the organization and 
others are successful. 

A mission statement can resemble a vision statement in a few companies, but that can be a grave 
mistake. It can confuse people. The mission statement can galvanize the people to achieve 
defined objectives, even if they are stretch objectives, provided it can be elucidated in SMART 
(Specific, Measurable, Achievable, Relevant and Time-bound) terms. A mission statement 
provides a path to realize the vision in line with its values. These statements have a direct bearing 
on the bottom line and success of the organization. 

Which comes first? The mission statement or the vision statement? That depends. If you have a 
new start up business, new program or plan to re engineer your current services, then the vision 
will guide the mission statement and the rest of the strategic plan. If you have an established 
business where the mission is established, then many times, the mission guides the vision 
statement and the rest of the strategic plan. Either way, you need to know your fundamental 
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purpose - the mission, your current situation in terms of internal resources and capabilities 
(strengths and/or weaknesses) and external conditions (opportunities and/or threats), and where 
you want to go - the vision for the future. It's important that you keep the end or desired result in 
sight from the start. 

Features of an effective vision statement include: 

• Clarity and lack of ambiguity 
• Vivid and clear picture 
• Description of a bright future 
• Memorable and engaging wording 
• Realistic aspirations 
• Alignment with organizational values and culture 

To become really effective, an organizational vision statement must (the theory states) become 
assimilated into the organization's culture. Leaders have the responsibility of communicating the 
vision regularly, creating narratives that illustrate the vision, acting as role-models by embodying 
the vision, creating short-term objectives compatible with the vision, and encouraging others to 
craft their own personal vision compatible with the organization's overall vision. In addition, 
mission statements need to be subjected to an internal assessment and an external assessment. 
The internal assessment should focus on how members inside the organization interpret their 
mission statement. The external assessment — which includes all of the businesses stakeholders 
— is valuable since it offers a different perspective. These discrepancies between these two 
assessments can give insight on the organization's mission statement effectiveness. 

Another approach to defining Vision and Mission is to pose two questions. Firstly, "What 
aspirations does the organization have for the world in which it operates and has some influence 
over?", and following on from this, "What can (and /or does) the organization do or contribute to 
fulfill those aspirations?" The succinct answer to the first question provides the basis of the 
Vision Statement. The answer to the second question determines the Mission Statement. 
--------------------------------------------------------------------------------------------------------------------- 
3.2: CONCEPT OF STRATEGIC BUSINESS UNITS (SBUs) 
--------------------------------------------------------------------------------------------------------------------- 
Strategic Business Unit or SBU is understood as a business unit within the overall corporate 
identity which is distinguishable from other business because it serves a defined external market 
where management can conduct strategic planning in relation to products and markets. When 
companies become really large, they are best thought of as being composed of a number of 
businesses (or SBUs). 

In the broader domain of strategic management, the phrase "Strategic Business Unit" came into 
use in the 1960s, largely as a result of General Electric's many units. These organizational 
entities are large enough and homogeneous enough to exercise control over most strategic factors 
affecting their performance. They are managed as self contained planning units for which 
discrete business strategies can be developed. A Strategic Business Unit can encompass an entire 
company, or can simply be a smaller part of a company set up to perform a specific task. The 
SBU has its own business strategy, objectives and competitors and these will often be different 
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from those of the parent company. Research conducted in this includes the BCG Matrix. This 
approach entails the creation of business units to address each market in which the company is 
operating. The organization of the business unit is determined by the needs of the market. 

An SBU is an operating unit or planning focus that groups a distinct set of products or services, 
which are sold to a uniform set of customers, facing a well-defined set of competitors. The 
external (market) dimension of a business is the relevant perspective for the proper identification 
of an SBU. Therefore, an SBU should have a set of external customers and not just an internal 
supplier. Companies today often use the word “Segment” or “Division” when referring to 
SBU’s, or an aggregation of SBU’s that share such commonalities. 

Commonalities: An SBU is generally defined by what it has in common, as well as the 
traditional aspects defined by McKinsey, of separate competitors and a profitability bottom line. 
The commonalities are five in number: 

Success factors: There are three factors that are generally seen as determining the success of an 
SBU: 

1. the degree of autonomy given to each SBU manager, 
2. the degree to which an SBU shares functional programs and facilities with other SBUs, 

and 
3. The manner in which the corporation evaluates and rewards the performance of its SBU 

managers. 

BCG Matrix: When using the Boston Consulting Group Matrix, SBUs can be shown within any 
of the four quadrants (Star, Question Mark, Cash Cow, Dog) as a circle whose area represents 
their size. With different colors, competitors may also be shown. The precise location is 
determined by the two axes, Industry Growth as the Y axis, Market Share as the X axis. 
Alternatively, changes over or two years can be shown by shading or other differences in design. 
--------------------------------------------------------------------------------------------------------------------- 
3.3  BOSTON CONSULTING GROUP (BCG MODEL) 
--------------------------------------------------------------------------------------------------------------------- 
When using the Boston Consulting Group Matrix, SBUs can be shown within any of the four 
quadrants (Star, Question Mark, Cash Cow, Dog) as a circle whose area represents their size. 
With different colors, competitors may also be shown. The precise location is determined by the 
two axes, Industry Growth as the Y axis, Market Share as the X axis. Alternatively, changes over 
or two years can be shown by shading or other differences in design. 
 
The BCG matrix (aka B.C.G. analysis, BCG-matrix, Boston Box, Boston Matrix, Boston 
Consulting Group analysis) is a chart that had been created by Bruce Henderson for the Boston 
Consulting Group in 1970 to help corporations with analyzing their business units or product 
lines. This helps the company allocate resources and is used as an analytical tool in brand 
marketing, product management, strategic management, and portfolio analysis. 
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 Figure 3.1: BCG Chart 
 

To use the chart, analysts plot a scatter graph to rank the business units (or products) on the basis 
of their relative market shares and growth rates. 

• Cash cows are units with high market share in a slow-growing industry. These units 
typically generate cash in excess of the amount of cash needed to maintain the business. 
They are regarded as staid and boring, in a "mature" market, and every corporation would 
be thrilled to own as many as possible. They are to be "milked" continuously with as little 
investment as possible, since such investment would be wasted in an industry with low 
growth. 

 
• Dogs, or more charitably called pets, are units with low market share in a mature, slow-

growing industry. These units typically "break even", generating barely enough cash to 
maintain the business's market share. Though owning a break-even unit provides the 
social benefit of providing jobs and possible synergies that assist other business units, 
from an accounting point of view such a unit is worthless, not generating cash for the 
company. They depress a profitable company's return on assets ratio, used by many 
investors to judge how well a company is being managed. Dogs, it is thought, should be 
sold off. 

 
• Question marks (also known as problem child) are growing rapidly and thus consume 

large amounts of cash, but because they have low market shares they do not generate 
much cash. The result is a large net cash consumption. A question mark has the potential 
to gain market share and become a star, and eventually a cash cow when the market 
growth slows. If the question mark does not succeed in becoming the market leader, then 
after perhaps years of cash consumption it will degenerate into a dog when the market 
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growth declines. Question marks must be analyzed carefully in order to determine 
whether they are worth the investment required to grow market share. 

 
• Stars are units with a high market share in a fast-growing industry. The hope is that stars 

become the next cash cows. Sustaining the business unit's market leadership may require 
extra cash, but this is worthwhile if that's what it takes for the unit to remain a leader. 
When growth slows, stars become cash cows if they have been able to maintain their 
category leadership, or they move from brief stardom to dogdom. 

As a particular industry matures and its growth slows, all business units become either cash cows 
or dogs. The natural cycle for most business units is that they start as question marks, then turn 
into stars. Eventually the market stops growing thus the business unit becomes a cash cow. At 
the end of the cycle the cash cow turns into a dog. 

The overall goal of this ranking was to help corporate analysts decide which of their business 
units to fund, and how much; and which units to sell. Managers were supposed to gain 
perspective from this analysis that allowed them to plan with confidence to use money generated 
by the cash cows to fund the stars and, possibly, the question marks. As the BCG stated in 1970: 

Only a diversified company with a balanced portfolio can use its strengths to truly capitalize on 
its growth opportunities. The balanced portfolio has: 

• stars whose high share and high growth assure the future; 
• cash cows that supply funds for that future growth; and 
• Question marks to be converted into stars with the added funds. 

Practical Use of the BCG Matrix: For each product or service, the 'area' of the circle represents 
the value of its sales. The BCG Matrix thus offers a very useful 'map' of the organization's 
product (or service) strengths and weaknesses, at least in terms of current profitability, as well as 
the likely cashflows. 

The need which prompted this idea was, indeed, that of managing cash-flow. It was reasoned that 
one of the main indicators of cash generation was relative market share, and one which pointed 
to cash usage was that of market growth rate. Derivatives can also be used to create a 'product 
portfolio' analysis of services. So Information System services can be treated accordingly. 

Relative market share: This indicates likely cash generation, because the higher the share the 
more cash will be generated. As a result of 'economies of scale' (a basic assumption of the BCG 
Matrix), it is assumed that these earnings will grow faster the higher the share. The exact 
measure is the brand's share relative to its largest competitor. Thus, if the brand had a share of 20 
percent, and the largest competitor had the same, the ratio would be 1:1. If the largest competitor 
had a share of 60 percent; however, the ratio would be 1:3, implying that the organization's brand 
was in a relatively weak position. If the largest competitor only had a share of 5 percent, the ratio 
would be 4:1, implying that the brand owned was in a relatively strong position, which might be 
reflected in profits and cash flows. If this technique is used in practice, this scale is logarithmic, 
not linear. 
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On the other hand, exactly what is a high relative share is a matter of some debate. The best 
evidence is that the most stable position (at least in FMCG markets) is for the brand leader to 
have a share double that of the second brand, and triple that of the third. Brand leaders in this 
position tend to be very stable—and profitable. The reason for choosing relative market share, 
rather than just profits, is that it carries more information than just cash flow. It shows where the 
brand is positioned against its main competitors, and indicates where it might be likely to go in 
the future. It can also show what type of marketing activities might be expected to be effective. 

Market growth rate: Rapidly growing in rapidly growing markets, are what organizations strive 
for; but, as we have seen, the penalty is that they are usually net cash users - they require 
investment. The reason for this is often because the growth is being 'bought' by the high 
investment, in the reasonable expectation that a high market share will eventually turn into a 
sound investment in future profits. The theory behind the matrix assumes, therefore, that a higher 
growth rate is indicative of accompanying demands on investment. The cut-off point is usually 
chosen as 10 per cent per annum. Determining this cut-off point, the rate above which the growth 
is deemed to be significant (and likely to lead to extra demands on cash) is a critical requirement 
of the technique; and one that, again, makes the use of the BCG Matrix problematical in some 
product areas. What is more, the evidence, from FMCG markets at least, is that the most typical 
pattern is of very low growth, less than 1 per cent per annum. This is outside the range normally 
considered in BCG Matrix work, which may make application of this form of analysis 
unworkable in many markets. 

Where it can be applied, however, the market growth rate says more about the brand position 
than just its cash flow. It is a good indicator of that market's strength, of its future potential (of its 
'maturity' in terms of the market life-cycle), and also of its attractiveness to future competitors. It 
can also be used in growth analysis. 

Critical evaluation: The matrix ranks only market share and industry growth rate, and only 
implies actual profitability, the purpose of any business. (It is certainly possible that a particular 
dog can be profitable without cash infusions required, and therefore should be retained and not 
sold.) The matrix also overlooks other elements of industry. With this or any other such 
analytical tool, ranking business units has a subjective element involving guesswork about the 
future, particularly with respect to growth rates. Unless the rankings are approached with rigor 
and scepticism, optimistic evaluations can lead to a dot com mentality in which even the most 
dubious businesses are classified as "question marks" with good prospects; enthusiastic 
managers may claim that cash must be thrown at these businesses immediately in order to turn 
them into stars, before growth rates slow and it's too late. Poor definition of a business's market 
will lead to some dogs being misclassified as cash bulls. 

As originally practiced by the Boston Consulting Group, the matrix was undoubtedly a useful 
tool, in those few situations where it could be applied, for graphically illustrating cashflows. If 
used with this degree of sophistication its use would still be valid. However, later practitioners 
have tended to over-simplify its messages. In particular, the later application of the names 
(problem children, stars, cash cows and dogs) has tended to overshadow all else—and is often 
what most students, and practitioners, remember. This is unfortunate, since such simplistic use 
contains at least two major problems: 
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'Minority applicability'. The cash flow techniques are only applicable to a very limited number of 
markets (where growth is relatively high, and a definite pattern of product life-cycles can be 
observed, such as that of ethical pharmaceuticals). In the majority of markets, use may give 
misleading results. 

'Milking cash bulls'. Perhaps the worst implication of the later developments is that the (brand 
leader) cash bulls should be milked to fund new brands. This is not what research into the FMCG 
markets has shown to be the case. The brand leader's position is the one, above all, to be 
defended, not least since brands in this position will probably outperform any number of newly 
launched brands. Such brand leaders will, of course, generate large cash flows; but they should 
not be `milked' to such an extent that their position is jeopardized. In any case, the chance of the 
new brands achieving similar brand leadership may be slim—certainly far less than the popular 
perception of the Boston Matrix would imply. 

Perhaps the most important danger is, however, that the apparent implication of its four-quadrant 
form is that there should be balance of products or services across all four quadrants; and that is, 
indeed, the main message that it is intended to convey. Thus, money must be diverted from `cash 
cows' to fund the `stars' of the future, since `cash cows' will inevitably decline to become `dogs'. 
There is an almost mesmeric inevitability about the whole process. It focuses attention, and 
funding, on to the `stars'. It presumes, and almost demands that `cash bulls' will turn into `dogs'. 

The reality is that it is only the `cash bulls' that are really important—all the other elements are 
supporting actors. It is a foolish vendor who diverts funds from a `cash cow' when these are 
needed to extend the life of that `product'. Although it is necessary to recognize a `dog' when it 
appears (at least before it bites you) it would be foolish in the extreme to create one in order to 
balance up the picture. The vendor, who has most of his (or her) products in the `cash cow' 
quadrant, should consider himself (or herself) fortunate indeed, and an excellent marketer, 
although he or she might also consider creating a few stars as an insurance policy against 
unexpected future developments and, perhaps, to add some extra growth. There is also a 
common misconception that 'dogs' are a waste of resources. In many markets 'dogs' can be 
considered loss-leaders that while not themselves profitable will lead to increased sales in other 
profitable areas. 

Alternatives: As with most marketing techniques, there are a number of alternative offerings 
vying with the BCG Matrix although this appears to be the most widely used (or at least most 
widely taught—and then probably 'not' used). The next most widely reported technique is that 
developed by McKinsey and General Electric, which is a three-cell by three-cell matrix—using 
the dimensions of `industry attractiveness' and `business strengths'. This approaches some of the 
same issues as the BCG Matrix but from a different direction and in a more complex way (which 
may be why it is used less, or is at least less widely taught). Perhaps the most practical approach 
is that of the Boston Consulting Group's Advantage Matrix, which the consultancy reportedly 
used itself though it is little known amongst the wider population. 
 
Other uses: The initial intent of the growth-share matrix was to evaluate business units, but the 
same evaluation can be made for product lines or any other cash-generating entities. This should 
only be attempted for real lines that have a sufficient history to allow some prediction; if the 
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corporation has made only a few products and called them a product line, the sample variance 
will be too high for this sort of analysis to be meaningful. 
 
Drawbacks: The growth-share matrix once was used widely, but has since faded from 
popularity as more comprehensive models have been developed. Some of its weaknesses are:  

• Market growth rate is only one factor in industry attractiveness, and relative market share 
is only one factor in competitive advantage. The growth-share matrix overlooks many 
other factors in these two important determinants of profitability. 

• The framework assumes that each business unit is independent of the others. In some 
cases, a business unit that is a "dog" may be helping other business units gain a 
competitive advantage.  

• The matrix depends heavily upon the breadth of the definition of the market. A business 
unit may dominate its small niche, but have very low market share in the overall industry. 
In such a case, the definition of the market can make the difference between a dog and a 
cash cow. While its importance has diminished, the BCG matrix still can serve as a 
simple tool for viewing a corporation's business portfolio at a glance, and may serve as a 
starting point for discussing resource allocation among strategic business units. 

--------------------------------------------------------------------------------------------------------------------- 
3.4 : SWOT ANALYSIS 
--------------------------------------------------------------------------------------------------------------------- 
SWOT Analysis is a strategic planning method used to evaluate the Strengths, Weaknesses, 
Opportunities, and Threats involved in a project or in a business venture. It involves specifying 
the objective of the business venture or project and identifying the internal and external factors 
that are favorable and unfavorable to achieving that objective. The technique is credited to Albert 
Humphrey, who led a convention at Stanford University in the 1960s and 1970s using data from 
Fortune 500 companies. 
 
Strategic and Creative Use of SWOT Analysis Strategic Use: Orienting SWOTs to an 
Objective 

 
Figure 3.2: SWOT Analysis 
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A SWOT analysis must first start with defining a desired end state or objective. A SWOT 
analysis may be incorporated into the strategic planning model. An example of a strategic 
planning technique that incorporates an objective-driven SWOT analysis is Strategic Creative 
Analysis (SCAN). Strategic Planning, including SWOT and SCAN analysis, has been the subject 
of much research. 

• Strengths: attributes of the person or company that is helpful to achieving the objective. 
• Weaknesses: attributes of the person or company that is harmful to achieving the 

objective. 
• Opportunities: external conditions that is helpful to achieving the objective. 
• Threats: external conditions which could do damage to the objective. 

Identification of SWOTs is essential because subsequent steps in the process of planning for 
achievement of the selected objective may be derived from the SWOTs. 

First, the decision makers have to determine whether the objective is attainable, given the 
SWOTs. If the objective is NOT attainable a different objective must be selected and the process 
repeated. 

The SWOT analysis is often used in academia to highlight and identify strengths, weaknesses, 
opportunities and threats. It is particularly helpful in identifying areas for development. 

Creative Use of SWOTs: Generating Strategies: If, on the other hand, the objective seems 
attainable, the SWOTs are used as inputs to the creative generation of possible strategies, by 
asking and answering each of the following four questions, many times: 

• How can we Use and capitalize on each Strength? 
• How can we improve each Weakness? 
• How can we Exploit and Benefit from each Opportunity? 
• How can we mitigate each Threat? 

Ideally a cross-functional team or a task force that represents a broad range of perspectives 
should carry out the SWOT analysis. For example, a SWOT team may include an accountant, a 
salesperson, an executive manager, an engineer, and an ombudsman. 

Matching and converting: Another way of utilizing SWOT is matching and converting. 
Matching is used to find competitive advantages by matching the strengths to opportunities. 
Converting is to apply conversion strategies to convert threats or weaknesses into strengths or 
opportunities. An example of conversion strategy is to find new markets. If the threats or 
weaknesses cannot be converted a company should try to minimize or avoid them. 

Evidence on the Use of SWOT: SWOT analysis may limit the strategies considered in the 
evaluation. "In addition, people who use SWOT might conclude that they have done an adequate 
job of planning and ignore such sensible things as defining the firm's objectives or calculating 
ROI for alternate strategies."   
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Internal and external factors: The aim of any SWOT analysis is to identify the key internal and 
external factors that are important to achieving the objective. These come from within the 
company's unique value chain. SWOT analysis groups key pieces of information into two main 
categories: 

• Internal factors – The strengths and weaknesses internal to the organization. 
• External factors – The opportunities and threats presented by the external environment to 

the organization. - Use a PEST or PESTLE analysis to help identify factors 

The internal factors may be viewed as strengths or weaknesses depending upon their impact on 
the organization's objectives. What may represent strengths with respect to one objective may be 
weaknesses for another objective. The factors may include all of the 4P's; as well as personnel, 
finance, manufacturing capabilities, and so on. The external factors may include macroeconomic 
matters, technological change, legislation, and socio-cultural changes, as well as changes in the 
marketplace or competitive position. The results are often presented in the form of a matrix. 

SWOT analysis is just one method of categorization and has its own weaknesses. For example, it 
may tend to persuade companies to compile lists rather than think about what is actually 
important in achieving objectives. It also presents the resulting lists uncritically and without clear 
prioritization so that, for example, weak opportunities may appear to balance strong threats. 

It is prudent not to eliminate too quickly any candidate SWOT entry. The importance of 
individual SWOTs will be revealed by the value of the strategies it generates. A SWOT item that 
produces valuable strategies is important. A SWOT item that generates no strategies is not 
important. 

Use of SWOT Analysis: The usefulness of SWOT analysis is not limited to profit-seeking 
organizations. SWOT analysis may be used in any decision-making situation when a desired 
end-state (objective) has been defined. Examples include: non-profit organizations, 
governmental units, and individuals. SWOT analysis may also be used in pre-crisis planning and 
preventive crisis management. SWOT analysis may also be used in creating a recommendation 
during a viability study. 

SWOT-landscape analysis: The SWOT-landscape grabs different managerial situations by 
visualizing and foreseeing the dynamic performance of comparable objects according to findings 
by Brendan Kitts, Leif Edvinsson and Tord Beding. Changes in relative performance are 
continuously identified. Projects (or other units of measurements) that could be potential risk or 
opportunity objects are highlighted. SWOT-landscape also indicates which underlying 
strength/weakness factors that have had or likely will have highest influence in the context of 
value in use (for ex. capital value fluctuations).  

Corporate planning: As part of the development of strategies and plans to enable the 
organization to achieve its objectives, then that organization will use a systematic/rigorous 
process known as corporate planning. SWOT alongside PEST/PESTLE can be used as a basis 
for the analysis of business and environmental factors. 
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Set objectives – defining what the organization is going to do 

Environmental scanning - Internal appraisals of the organization's SWOT, this needs to include 
an assessment of the present situation as well as a portfolio of products/services and an analysis 
of the product/service life cycle  

Analysis of existing strategies, this should determine relevance from the results of an 
internal/external appraisal. This may include gap analysis which will look at environmental 
factors 

Strategic Issues defined – key factors in the development of a corporate plan which needs to be 
addressed by the organization 

Develop new/revised strategies – revised analysis of strategic issues may mean the objectives 
need to change 

Establish critical success factors – the achievement of objectives and strategy implementation  

Preparation of operational, resource, projects plans for strategy implementation 

Monitoring results – mapping against plans, taking corrective action which may mean amending 
objectives/strategies.  

Marketing: Main article: Marketing management: In many competitor analyses, marketers 
build detailed profiles of each competitor in the market, focusing especially on their relative 
competitive strengths and weaknesses using SWOT analysis. Marketing managers will examine 
each competitor's cost structure, sources of profits, resources and competencies, competitive 
positioning and product differentiation, degree of vertical integration, historical responses to 
industry developments, and other factors. 

Marketing management often finds it necessary to invest in research to collect the data required 
to perform accurate marketing analysis. Accordingly, management often conducts market 
research (alternately marketing research) to obtain this information. Marketers employ a variety 
of techniques to conduct market research, but some of the more common include: 

• Qualitative marketing research, such as focus groups 
• Quantitative marketing research, such as statistical surveys 
• Experimental techniques such as test markets 
• Observational techniques such as ethnographic (on-site) observation 
• Marketing managers may also design and oversee various environmental scanning and 

competitive intelligence processes to help identify trends and inform the company's 
marketing analysis. 

Using SWOT to analyse the market position of a small management consultancy with specialism 
in HRM. 
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Strengths Weaknesses Opportunities Threats 
Reputation in 
marketplace 

Shortage of consultants 
at operating level 
rather than partner 
level 

Well established 
position with a well 
defined market niche. 

Large consultancies 
operating at a minor 
level 

Expertise at partner 
level in HRM 
consultancy 

Unable to deal with 
multi-disciplinary 
assignments because of 
size or lack of ability 

Identified market for 
consultancy in areas 
other than HRM 

Other small 
consultancies looking 
to invade the 
marketplace 

Track record – 
successful assignments 

   

 
--------------------------------------------------------------------------------------------------------------------- 
3.5  REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 
 

1. Samsung recently introduced a range of their home appliances in the Indian market. It 
launched its range of refrigerators, washing machines, microwave ovens, televisions and 
also cellular phone handsets. These are positioned at the urban professionals in middle 
and higher income groups. Its major competitors are LG, BPL, Philip, Sony and 
Panasonic, Electrolux and Whirlpool. The company has n objective to achieve a market 
penetration ratio of 25 percent in 2005-2006 and eventually be a market leader in each of 
the products. Analyze the market opportunity for Samsung and evolve a marketing plan 
for achieving this goal. 

2. One of the erstwhile leaders in consumer entertainment electronics has hired your 
services as a marketing consultant to advice on possible diversification. The company has 
been considering several products for diversification; some of these are manufacturing 
and marketing dish antennas, creating a new entertainment company, or entering into 
feature film production. Evaluate these new product opportunities and give your 
recommendations to the company with proper justification. 

3. The internet gaming industry will be worth over Rs. 100 crores in 2005-2006. There are 
36 million mobile subscriber in India and by the end of 2005 it is expected to be 100 
million. According to some estimates, the mobile market of India is expected to grow at a 
compound average rate of 40% until 2007. One of the major player in this market is India 
games which is keen to develop a marketing strategy which will make it a leader across 
the competition in this market develop a competitive plan for India Games which will 
help the firm achieve its goal. 
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--------------------------------------------------------------------------------------------------------------------- 
 MARKETING OPPORTUNITIES PART – II 
--------------------------------------------------------------------------------------------------------------------- 
Structure 
 
4.1 Marketing Process 

4.2 Marketing Plan 

4.3 Marketing Intelligence System 

4.4 Marketing Decision Support System 

4.5 Marketing Research and its Process 

4.6 Measurement of Market Demand 
--------------------------------------------------------------------------------------------------------------------- 
4.1 MARKETING PROCESS 
--------------------------------------------------------------------------------------------------------------------- 
Under the marketing concept, the firm must find a way to discover unfulfilled customer needs 
and bring to market products that satisfy those needs. The process of doing so can be modeled in 
a sequence of steps: the situation is analyzed to identify opportunities, the strategy is formulated 
for a value proposition, tactical decisions are made, the plan is implemented and the results are 
monitored. 
 

Situation Analysis 

| 
V 

Marketing Strategy 

| 
V 

Marketing Mix Decisions 

| 
V 

Implementation & Control 

 

Figure 4.1 The Marketing Process 
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Situation Analysis: A thorough analysis of the situation in which the firm finds itself serves as 
the basis for identifying opportunities to satisfy unfulfilled customer needs. In addition to 
identifying the customer needs, the firm must understand its own capabilities and the 
environment in which it is operating. 

The situation analysis thus can be viewed in terms an analysis of the external environment and an 
internal analysis of the firm itself. The external environment can be described in terms of macro-
environmental factors that broadly affect many firms, and micro-environmental factors closely 
related to the specific situation of the firm. 

The situation analysis should include past, present, and future aspects. It should include a history 
outlining how the situation evolved to its present state and an analysis of trends in order to 
forecast where it is going. Good forecasting can reduce the chance of spending a year bringing a 
product to market only to find that the need no longer exists. 

If the situation analysis reveals gaps between what consumers want and what currently is offered 
to them, then there may be opportunities to introduce products to better satisfy those consumers. 
Hence, the situation analysis should yield a summary of problems and opportunities. From this 
summary, the firm can match its own capabilities with the opportunities in order to satisfy 
customer needs better than the competition. 

There are several frameworks that can be used to add structure to the situation analysis: 

• 5 C Analysis - company, customers, competitors, collaborators, climate. Company 
represents the internal situation; the other four cover aspects of the external situation 

• PEST analysis - for macro-environmental political, economic, societal, and 
technological factors. A PEST analysis can be used as the "climate" portion of the 5 C 
framework. 

• SWOT analysis - strengths, weaknesses, opportunities, and threats - for the internal and 
external situation. A SWOT analysis can be used to condense the situation analysis into a 
listing of the most relevant problems and opportunities and to assess how well the firm is 
equipped to deal with them. 

 
Marketing Strategy: Once the best opportunity to satisfy unfulfilled customer needs is 
identified, a strategic plan for pursuing the opportunity can be developed. Market research will 
provide specific market information that will permit the firm to select the target market segment 
and optimally position the offering within that segment. The result is a value proposition to the 
target market. The marketing strategy then involves: 

• Segmentation 
• Targeting (target market selection) 
• Positioning the product within the target market 
• Value proposition to the target market 

Marketing Mix Decisions: Detailed tactical decisions then are made for the controllable 
parameters of the marketing mix. The action items include: 
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• Product development - specifying, designing, and producing the first units of the product. 
• Pricing decisions 
• Distribution contracts 
• Promotional campaign development 

Implementation and Control: At this point in the process, the marketing plan has been 
developed and the product has been launched. Given that few environments are static, the results 
of the marketing effort should be monitored closely. As the market changes, the marketing mix 
can be adjusted to accommodate the changes. Often, small changes in consumer wants can 
addressed by changing the advertising message. As the changes become more significant, a 
product redesign or an entirely new product may be needed. The marketing process does not end 
with implementation - continual monitoring and adaptation is needed to fulfill customer needs 
consistently over the long-term. 
--------------------------------------------------------------------------------------------------------------------- 
4.2: MARKETING PLAN 
--------------------------------------------------------------------------------------------------------------------- 
A marketing plan is a written document that details the necessary actions to achieve one or 
more marketing objectives. It can be for a product or service, a brand, or a product line. 
Marketing plans cover between one and five years. A marketing plan may be part of an overall 
business plan. Solid marketing strategy is the foundation of a well-written marketing plan. While 
a marketing plan contains a list of actions, a marketing plan without a sound strategic foundation 
is of little use. 
 
 

 
 

Figure 4.2: Marketing Process Model 
 
The marketing process model based on the publications of Philip Kotler. It consists of 5 steps, 
beginning with the market & environment research. After fixing the targets and setting the 
strategies, they will be realized by the marketing mix in step 4. The last step in the process is the 
marketing controlling. 
 
In most organizations, "strategic planning" is an annual process, typically covering just the year 
ahead. Occasionally, a few organizations may look at a practical plan which stretches three or 
more years ahead. To be most effective, the plan has to be formalized, usually in written form, as 
a formal "marketing plan." The essence of the process is that it moves from the general to the 
specific; from the overall objectives of the organization down to the individual action plan for a 
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part of one marketing program. It is also an interactive process, so that the draft output of each 
stage is checked to see what impact it has on the earlier stages - and is amended. 

Marketing planning aims and objectives: Behind the corporate objectives, which in 
themselves offer the main context for the marketing plan, will lay the "corporate mission"; which 
in turn provides the context for these corporate objectives. In a sales-oriented organization, 
marketing planning function designs incentive pay plans to not only motivate and reward 
frontline staff fairly but also to align marketing activities with corporate mission. 

This "corporate mission" can be thought of as a definition of what the organization is; of what it 
does: "Our business is This definition should not be too narrow, or it will constrict the 
development of the organization; a too rigorous concentration on the view that "We are in the 
business of making meat-scales," as IBM was during the early 1900s, might have limited its 
subsequent development into other areas. On the other hand, it should not be too wide or it will 
become meaningless; "We want to make a profit" is not too helpful in developing specific plans. 

Abell suggested that the definition should cover three dimensions: "customer groups" to be 
served, "customer needs" to be served, and "technologies" to be utilized. Thus, the definition of 
IBM's "corporate mission" in the 1940s might well have been: "We are in the business of 
handling accounting information [customer need] for the larger US organizations [customer 
group] by means of punched cards [technology]."Perhaps the most important factor in successful 
marketing is the "corporate vision." Surprisingly, it is largely neglected by marketing textbooks; 
although not by the popular exponents of corporate strategy - indeed, it was perhaps the main 
theme of the book by Peters and Waterman, in the form of their "Super ordinate Goals." "In 
Search of Excellence" said: "Nothing drives progress like the imagination. The idea precedes the 
deed."  If the organization in general, and its chief executive in particular, has a strong vision of 
where its future lies, then there is a good chance that the organization will achieve a strong 
position in its markets (and attain that future). This will be not least because its strategies will be 
consistent; and will be supported by its staff at all levels. In this context, all of IBM's marketing 
activities were underpinned by its philosophy of "customer service"; a vision originally promoted 
by the charismatic Watson dynasty. The emphasis at this stage is on obtaining a complete and 
accurate picture. 

A "traditional" - albeit product-based - format for a "brand reference book" (or, indeed, a 
"marketing facts book") was suggested by Godley more than three decades ago: 

1. Financial data—Facts for this section will come from management accounting, costing 
and finance sections. 

2. Product data—From production, research and development. 
3. Sales and distribution data - Sales, packaging, distribution sections. 
4. Advertising, sales promotion, merchandising data - Information from these departments. 
5. Market data and miscellany - From market research, who would in most cases act as a 

source for this information.  His sources of data, however, assume the resources of a very 
large organization. In most organizations they would be obtained from a much smaller set 
of people (and not a few of them would be generated by the marketing manager alone). 
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It is apparent that a marketing audit can be a complex process, but the aim is simple: "it is only to 
identify those existing (external and internal) factors which will have a significant impact on the 
future plans of the company."  It is clear that the basic material to be input to the marketing audit 
should be comprehensive. 

Accordingly, the best approach is to accumulate this material continuously, as and when it 
becomes available; since this avoids the otherwise heavy workload involved in collecting it as 
part of the regular, typically annual, planning process itself - when time is usually at a premium. 

Even so, the first task of this annual process should be to check that the material held in the 
current facts book or facts files actually is comprehensive and accurate, and can form a sound 
basis for the marketing audit itself.  

The structure of the facts book will be designed to match the specific needs of the organization, 
but one simple format - suggested by Malcolm McDonald - may be applicable in many cases. 
This splits the material into three groups:  

1. Review of the marketing environment. A study of the organization's markets, 
customers, competitors and the overall economic, political, cultural and technical 
environment; covering developing trends, as well as the current situation. 

 
2. Review of the detailed marketing activity. A study of the company's marketing mix; in 

terms of the 7 Ps - (see below) 
 

3. Review of the marketing system. A study of the marketing organization, marketing 
research systems and the current marketing objectives and strategies. The last of these is 
too frequently ignored. The marketing system itself needs to be regularly questioned, 
because the validity of the whole marketing plan is reliant upon the accuracy of the input 
from this system, and `garbage in, garbage out' applies with a vengeance. 

• Portfolio planning. In addition, the coordinated planning of the individual products 
and services can contribute towards the balanced portfolio. 

• 80:20 rule. To achieve the maximum impact, the marketing plan must be clear, 
concise and simple. It needs to concentrate on the 20 percent of products or services, 
and on the 20 percent of customers, which will account for 80 percent of the volume 
and 80 percent of the profit. 

• 7 P's: Product, Place, Price and Promotion, Physical Environment, People, Process. 
The 7 P's can sometimes divert attention from the customer, but the framework they 
offer can be very useful in building the action plans. 

It is only at this stage (of deciding the marketing objectives) that the active part of the marketing 
planning process begins'.  This next stage in marketing planning is indeed the key to the whole 
marketing process. The "marketing objectives" state just where the company intends to be; at 
some specific time in the future. 
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James Quinn succinctly defined objectives in general as: Goals (or objectives) state what is to be 
achieved and when results are to be accomplished, but they do not state 'how' the results are to 
be achieved. They typically relate to what products (or services) will be where and in what 
markets (and must be realistically based on customer behavior in those markets). They are 
essentially about the match between those "products" and "markets." Objectives for pricing, 
distribution, advertising and so on are at a lower level, and should not be confused with 
marketing objectives. They are part of the marketing strategy needed to achieve marketing 
objectives. To be most effective, objectives should be capable of measurement and therefore 
"quantifiable." This measurement may be in terms of sales volume, money value, market share, 
percentage penetration of distribution outlets and so on. An example of such a measurable 
marketing objective might be "to enter the market with product Y and capture 10 percent of the 
market by value within one year." As it is quantified it can, within limits, be unequivocally 
monitored; and corrective action taken as necessary. 

The marketing objectives must usually be based, above all, on the organization's financial 
objectives; converting these financial measurements into the related marketing measurements. 
He went on to explain his view of the role of "policies," with which strategy is most often 
confused: "Policies are rules or guidelines that express the 'limits' within which action should 
occur.” Simplifying somewhat, marketing strategies can be seen as the means, or "game plan," 
by which marketing objectives will be achieved and, in the framework that we have chosen to 
use, are generally concerned with the 8 P's. Examples are:  

1. Price - The amount of money needed to buy products 
2. Product - The actual product 
3. Promotion (advertising)- Getting the product known 
4. Placement - Where the product is located 
5. People - Represent the business 
6. Physical environment - The ambiance, mood, or tone of the environment 
7. Process - How do people obtain your product 
8. Packaging - How the product will be protected 

In principle, these strategies describe how the objectives will be achieved. The 7 P's are a useful 
framework for deciding how the company's resources will be manipulated (strategically) to 
achieve the objectives. It should be noted, however, that they are not the only framework, and 
may divert attention from the real issues. The focus of the strategies must be the objectives to be 
achieved - not the process of planning itself. Only if it fits the needs of these objectives should 
you choose, as we have done, to use the framework of the 7 P's. 

The strategy statement can take the form of a purely verbal description of the strategic options 
which have been chosen. Alternatively, and perhaps more positively, it might include a 
structured list of the major options chosen. One aspect of strategy which is often overlooked is 
that of "timing." Exactly when it is the best time for each element of the strategy to be 
implemented is often critical. Taking the right action at the wrong time can sometimes be almost 
as bad as taking the wrong action at the right time. Timing is, therefore, an essential part of any 
plan; and should normally appear as a schedule of planned activities. Having completed this 
crucial stage of the planning process, you will need to re-check the feasibility of your objectives 
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and strategies in terms of the market share, sales, costs, profits and so on which these demand in 
practice. As in the rest of the marketing discipline, you will need to employ judgment, 
experience, market research or anything else which helps you to look at your conclusions from 
all possible angles. 

Detailed plans and programs: At this stage, you will need to develop your overall marketing 
strategies into detailed plans and program. Although these detailed plans may cover each of the 7 
P's, the focus will vary, depending upon your organization's specific strategies. A product-
oriented company will focus its plans for the 7 P's around each of its products. A market or 
geographically oriented company will concentrate on each market or geographical area. Each 
will base its plans upon the detailed needs of its customers, and on the strategies chosen to satisfy 
these needs.  

Again, the most important element is, indeed, that of the detailed plans; which spell out exactly 
what programs and individual activities will take place over the period of the plan (usually over 
the next year). Without these specified - and preferably quantified - activities the plan cannot be 
monitored, even in terms of success in meeting its objectives. It is these programs and activities 
which will then constitute the "marketing" of the organization over the period. As a result, these 
detailed marketing programs are the most important, practical outcome of the whole planning 
process. These plans therefore are: 

• Clear - There should be an unambiguous statement of 'exactly' what is to be done.  
• Quantified - The predicted outcome of each activity should be, as far as possible, 

quantified; so that its performance can be monitored.  
• Focused - The temptation to proliferate activities beyond the numbers which can be 

realistically controlled should be avoided. The 80:20 Rule applies in this context too. 
• Realistic - They should be achievable.  
• Agreed - Those who are to implement them should be committed to them, and agree that 

they are achievable.  The resulting plans should become a working document which will 
guide the campaigns taking place throughout the organization over the period of the plan. 
If the marketing plan is to work, every exception to it (throughout the year) must be 
questioned; and the lessons learned, to be incorporated in the next year's planning. 

Content of the marketing plan: A marketing plan for a small business typically includes Small 
Business Administration Description of competitors, including the level of demand for the 
product or service and the strengths and weaknesses of competitors 

1. Description of the product or service, including special features 
2. Marketing budget, including the advertising and promotional plan 
3. Description of the business location, including advantages and disadvantages for 

marketing 
4. Pricing strategy 
5. Market Segmentation 
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The main contents of a marketing plan are: 

1. Executive Summary 
2. Situational Analysis 
3. Opportunities / Issue Analysis - SWOT Analysis 
4. Objectives 
5. Strategy 
6. Action Program (the operational marketing plan itself for the period under review) 
7. Financial Forecast 
8. Controls 

In detail, a complete marketing plan typically includes: 

1. Title page 
2. Executive Summary 
3. Current Situation – Macro environment  

o economy 
o legal 
o government 
o technology 
o ecological 
o sociocultural 
o supply chain 

4. Current Situation - Market Analysis  
o market definition 
o market size 
o market segmentation 
o industry structure and strategic groupings 
o Porter 5 forces analysis 
o competition and market share 
o competitors' strengths and weaknesses 
o market trends 

5. Current Situation - Consumer Analysis  
o nature of the buying decision 
o participants 
o demographics 
o psychographics 
o buyer motivation and expectations 
o loyalty segments 

6. Current Situation - Internal  
o company resources  

 financial 
 people 
 time 
 skills 

o objectives  
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 mission statement and vision statement 
 corporate objectives 
 financial objective 
 marketing objectives 
 long term objectives 
 description of the basic business philosophy 

o corporate culture 
7. Summary of Situation Analysis  

o external threats 
o external opportunities 
o internal strengths 
o internal weaknesses 
o Critical success factors in the industry 
o our sustainable competitive advantage 

8. Marketing research  
o information requirements 
o research methodology 
o research results 

9. Marketing Strategy - Product  
o product mix 
o product strengths and weaknesses  

 perceptual mapping 
o product life cycle management and new product development 
o Brand name, brand image, and brand equity 
o the augmented product 
o product portfolio analysis  

 B.C.G. Analysis 
 contribution margin analysis 
 G.E. Multi Factoral analysis 
 Quality Function Deployment 

10. Marketing Strategy  - segmented marketing actions and market share objectives  
o by product, 
o by customer segment, 
o by geographical market, 
o by distribution channel. 

11. Marketing Strategy - Price  
o pricing objectives 
o pricing method (e.g.: cost plus, demand based, or competitor indexing) 
o pricing strategy (e.g.: skimming, or penetration) 
o discounts and allowances 
o price elasticity and customer sensitivity 
o price zoning 
o break even analysis at various prices 

12. Marketing Strategy - promotion  
o promotional goals 
o promotional mix 
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o advertising reach, frequency, flights, theme, and media 
o sales force requirements, techniques, and management 
o sales promotion 
o publicity and public relations 
o electronic promotion (e.g.: Web, or telephone) 
o word of mouth marketing (buzz) 
o viral marketing 

13. Marketing Strategy - Distribution  
o geographical coverage 
o distribution channels 
o physical distribution and logistics 
o electronic distribution 

14. Implementation  
o personnel requirements  

 assign responsibilities 
 give incentives 
 training on selling methods 

o financial requirements 
o management information systems requirements 
o month-by-month agenda  

 PERT or critical path analysis 
o monitoring results and benchmarks 
o adjustment mechanism 
o contingencies (What if's) 

15. Financial Summary  
o assumptions 
o pro-forma monthly income statement 
o contribution margin analysis 
o breakeven analysis 
o Monte Carlo method 
o ISI: Internet Strategic Intelligence 

16. Scenarios  
o Prediction of Future Scenarios 
o Plan of Action for each Scenario 

17. Appendix  
o pictures and specifications of the new product 
o results from research already completed 

Measurement of progress: The final stage of any marketing planning process is to establish 
targets (or standards) so that progress can be monitored. Accordingly, it is important to put both 
quantities and timescales into the marketing objectives (for example, to capture 20 percent by 
value of the market within two years) and into the corresponding strategies. 

Changes in the environment mean that the forecasts often have to be changed. Along with these, 
the related plans may well also need to be changed. Continuous monitoring of performance, 
against predetermined targets, represents a most important aspect of this. However, perhaps even 
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more important is the enforced discipline of a regular formal review. Again, as with forecasts, in 
many cases the best (most realistic) planning cycle will revolve around a quarterly review. Best 
of all, at least in terms of the quantifiable aspects of the plans, if not the wealth of backing detail, 
is probably a quarterly rolling review - planning one full year ahead each new quarter. Of course, 
this does absorb more planning resource; but it also ensures that the plans embody the latest 
information, and - with attention focused on them so regularly - forces both the plans and their 
implementation to be realistic. 

Plans only have validity if they are actually used to control the progress of a company: their 
success lies in their implementation, not in the writing'.  

Performance analysis: The most important elements of marketing performance, which are 
normally tracked, are: 

Sales analysis: Most organizations track their sales results; or, in non-profit organizations for 
example, the number of clients. The more sophisticated track them in terms of 'sales variance' - 
the deviation from the target figures - which allows a more immediate picture of deviations to 
become evident. `Micro-analysis', which is a nicely pseudo-scientific term for the normal 
management process of investigating detailed problems, then investigates the individual 
elements (individual products, sales territories, customers and so on) which are failing to meet 
targets.  

Market share analysis: Few organizations track market share though it is often an important 
metric. Though absolute sales might grow in an expanding market, a firm's share of the market 
can decrease which bodes ill for future sales when the market starts to drop. Where such market 
share is tracked, there may be a number of aspects which will be followed: 

• overall market share 
• segment share - that in the specific, targeted segment 
• relative share -in relation to the market leaders 
• annual fluctuation rate of market share 

Expense analysis: The key ratio to watch in this area is usually the `marketing expense to sales 
ratio'; although this may be broken down into other elements (advertising to sales, sales 
administration to sales, and so on).  

Financial analysis: The "bottom line" of marketing activities should at least in theory, be the net 
profit (for all except non-profit organizations, where the comparable emphasis may be on 
remaining within budgeted costs). There are a number of separate performance figures and key 
ratios which need to be tracked: 

• gross contribution<>net profit 
• gross profit<>return on investment 
• net contribution<>profit on sales 
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The above performance analyses concentrate on the quantitative measures which are directly 
related to short-term performance. But there are a number of indirect measures, essentially 
tracking customer attitudes, which can also indicate the organization's performance in terms of 
its longer-term marketing strengths and may accordingly be even more important indicators. 
Some useful measures are: 

• market research - including customer panels (which are used to track changes over time) 
• lost business - the orders which were lost because, for example, the stock was not 

available or the product did not meet the customer's exact requirements 
• customer complaints - how many customers complain about the products or services, or 

the organization itself, and about what 

Use of marketing plans: A formal, written marketing plan is essential; in that it provides an 
unambiguous reference point for activities throughout the planning period. However, perhaps the 
most important benefit of these plans is the planning process itself. This typically offers a unique 
opportunity, a forum, for information-rich and productively focused discussions between the 
various managers involved. The plan, together with the associated discussions, then provides an 
agreed context for their subsequent management activities, even for those not described in the 
plan itself.  

Budgets as managerial tools: The classic quantification of a marketing plan appears in the form 
of budgets. Because these are so rigorously quantified, they are particularly important. They 
should, thus, represent an unequivocal projection of actions and expected results. What is more, 
they should be capable of being monitored accurately; and, indeed, performance against budget 
is the main (regular) management review process. 

The purpose of a marketing budget is, thus, to pull together all the revenues and costs involved in 
marketing into one comprehensive document. It is a managerial tool that balances what is needed 
to be spent against what can be afforded, and helps make choices about priorities. It is then used 
in monitoring performance in practice. 

The marketing budget is usually the most powerful tool by which you think through the 
relationship between desired results and available means. Its starting point should be the 
marketing strategies and plans, which have already been formulated in the marketing plan itself; 
although, in practice, the two will run in parallel and will interact. At the very least, the rigorous, 
highly quantified, budgets may cause a rethink of some of the more optimistic elements of the 
plans. 

Marketing Plan Outline:  
 

• Executive Summary: A high-level summary of the marketing plan. 
• The Challenge: Brief description of product to be marketed and associated goals, such as 

sales figures and strategic goals.  
• Situation Analysis: As described previously 
• Company Analysis: Goals; Focus; Culture; Strengths; Weaknesses; Market share 
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• Customer Analysis: Number; Type; Value drivers; Decision process; Concentration of 
customer base for particular products 

• Competitor Analysis: Market position; Strengths; Weaknesses; Market shares; 
Collaborators; Subsidiaries, joint ventures, and distributors, etc. 

• Climate: Macro-environmental PEST analysis: Political and legal environment; 
Economic environment; Social and cultural environment; Technological environment 

• SWOT Analysis: A SWOT analysis of the business environment can be performed by 
organizing the environmental factors as follows: The firm's internal attributes can be 
classed as strengths and weaknesses; the external environment presents opportunities and 
threats. 

• Market Segmentation: Present a description of the market segmentation as follows: 
Description; Percent of sales; what they want; how they use product; Support 
requirements; How to reach them; Price sensitivity.  

• Alternative Marketing Strategies: List and discuss the alternatives that were considered 
before arriving at the recommended strategy. Alternatives might include discontinuing a 
product, re-branding, positioning as a premium or value product, etc. 

• Selected Marketing Strategy: Discuss why the strategy was selected, then the marketing 
mix decisions (4 P's) of product, price, place (distribution), and promotion. 

• Product: The product decisions should consider the product's advantages and how they 
will be leveraged. Product decisions should include: Brand name; Quality; Scope of 
product line; Warranty; Packaging  

• Price: Discuss pricing strategy, expected volume, and decisions for the following pricing 
variables: List price; Discounts; Bundling; Payment terms and financing options; Leasing 
options  

• Distribution (Place): Decision variables include: Distribution channels, such as direct, 
retail, distributors & intermediates; Motivating the channel - for example, distributor 
margins; Criteria for evaluating distributors; Locations; Logistics, including 
transportation, warehousing, and order fulfillment  

• Promotion: Advertising, including how much and which media; Public relations; 
Promotional programs; Budget; determine break-even point for any additional spending; 
Projected results of the promotional programs 

• Short & Long-Term Projections: The selected strategy's immediate effects, expected 
long-term results, and any special actions required to achieve them. This section may 
include forecasts of revenues and expenses as well as the results of a break-even analysis. 

• Conclusion: Summarize all of the above. 
• Appendix 
• Exhibits: Calculations of market size, commissions, profit margins, break-even analyses, 

etc. 
--------------------------------------------------------------------------------------------------------------------- 
4.3  MARKETING INTELLIGENCE SYSTEM 
--------------------------------------------------------------------------------------------------------------------- 
Successful business planning and development requires a good understanding of market 
potential, and of your capabilities against those of your competitors. Yet, 92% of respondents in 
a US survey felt that they needed a more systematic approach to competitor intelligence, while 
75% of respondents in a UK survey were dissatisfied with their current methods of organizing 
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marketing information. What these organizations lack is an effective Market Intelligence System 
(MkIS). 
 
What is a Market Intelligence System? A Market Intelligence System (MkIS) is one that 
systematically gathers and processes critical business information, transforming it into actionable 
management intelligence for marketing decisions. 

Note the following points: 

• Market intelligence is not just about market information, but the whole gamut of external 
environment information needed to support key strategic decisions - about products, 
prices, investment priorities, entering joint ventures etc.  

• The system is not purely a computer-based system. It is a total system that incorporates 
human processes for interpreting and processing information into intelligence.  

• The processes must be systematic, since only regular monitoring of key external 
parameters and integration of disparate snippets of information will give a viable long-
term intelligence base.  

Benefits of an MkIS 

• Market and customer orientation - implementing an MkIS will encourage people 
throughout the organization to focus externally.  

• Identification of new opportunities- One company in a component industry identified a 
new trend before the 'expert' industry analysts.  

• Early warning of competitor moves - through good intelligence, one chemical company 
thwarted the sitting of a competitor's manufacturing plant in one of their most profitable 
sales territories.  

• Minimizing investment risk - ongoing intelligence and analysis is more likely to temper 
unbridled enthusiasm to follow the bandwagon into those "mustn't miss the window of 
opportunity" markets  

• Better customer interaction - An insurance company downloads into their salespeople's 
portables up to date profiles, order history and relevant 'news bites', for the clients they 
are about to visit.  

• Better market selection & positioning - good understanding of customer needs and 
competitor positioning will help a company better carve out its own unique niche  

• Quicker, more efficient and cost-effective information - establishment of a system will 
make information more quickly and easily accessible. One company avoided the need for 
an expensive piece of market research by tapping into its existing MkIS.  

Key Elements of an MkIS 

Information: A continuous flow of information is the lifeblood of a good market intelligence 
system - information about new technologies, markets, customers, the economic and regulatory 
environment etc. Both formal (routine reporting, factual) and informal information (gossip, 
opinions) must be tapped. 
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Information Management Processes: With many professionals having external information 
delivered to their desktops, from online services such as Reuters or MAID, and increasingly from 
the Internet is easy to believe that users have all the information they need on tap. However, this 
is raw information and will need transforming into intelligence. Before that, however, this 
information must be classified, stored and made accessible - applying good practice principles of 
Information Resources Management (IRM). 

Intelligence Development Processes: A good intelligence system is more than information. It is 
a recurring cycle of linking the needs of decision makers to the processes of turning the 
information into actionable intelligence. 

 

Figure 4.2 Marketing Intelligence System  

This requires human interpretation, communicating and sharing of information and perspectives 
between internal and external experts. 

Computer Systems: A comprehensive MkIS will combine many of the features of decision 
support systems, EIS, online databases and library systems. It is therefore likely to include many 
of the following: 

• For gathering information: CD-ROMs, online data-base access, data feeds, email, 
Internet access, filters, intelligent agents etc. 

• For storage and retrieval: Database/document management facilities, text retrieval, 
search engines, intelligent agents 

• For processing and analysis: modeling and visualization software, groupware, group 
decision support systems (GDSS)  

An Organizational Focus: Although many professionals do much of their own information 
gathering and analysis, there still needs to be a clear focal point of MkIS responsibility. This may 
be a named individual or a small group who have the distinctive skills needed (such as those 
promulgated by SCIP - the Society for Competitor Intelligence Professionals). Its role is to 
ensure a cohesive approach and effective interdepartmental co-ordination. 
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Developing an MkIS 

MkIS in most organizations evolves through several phases: 

1. Ad-Hoc. Individuals collect their own information. This phase culminates when 
management recognizes the need to focus resources.  

2. Establishment of a specialist unit.  
3. Introduction of computer based solutions.  
4. Evolution into a full global electronic network.  
5. Recognition of information as a corporate asset with appropriate information resource 

management (IRM) policies and procedures.  
6. When appropriate, treating the resultant intelligence as a tradable commodity, to be 

shared with partners or sold externally.  

Most organizations today are at stages 2-3. 

Typical Applications 

• Strategic Analysis & Scenario Planning  
o Environment Forecasting  
o Acquisition targets  
o Location of new plants  
o Supplier evaluation  

• Marketing Planning  
o Industry analysis  
o Competitor analysis  
o New product introductions  
o Product portfolio  
o Pricing  

• Sales & Marketing  
o Sales cycle management (targeting etc)  
o Database marketing  
o Sales forecasting  
o Promotion campaign assessment  

10 Steps to Success 
 

1. Define the Customers: -Always a good place to start! For MkIS there are usually three 
distinct groups of customers who will need different solutions:  

• Field Personnel e.g. sales and service - their needs are immediate and specific: "I 
want the price of product X for competitor Y  and I want it yesterday!"  

• Marketers and planners - more strategic but focused; market and product trends to 
develop marketing plans and adjust the mix - pricing, packaging promotion etc.  

• Board level management - strategic and broad: general industry and market 
developments that affect investment and other strategic decisions.  
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2. Understand Needs:-A common starting point is an information audit a detailed analysis 
of information entities - their origins, uses, and formats. However, we would advocate a 
less onerous and more focused approach - the study of your customers' work and 
decisions, using structured interviews (taped if possible), focus groups etc. 

 
3. Map Needs against Decisions & Sources:-This will list information originators and users, 

sources required and decision supported. It will also identify high pay-off opportunities, for 
example where certain information has multiple uses. 

 
4. Implement a Sourcing Strategy:- The source/needs map from step 3 will point to clusters 

of information needs that can give economies in purchasing. For example, purchasing a 
networked CD-ROM may be more cost-effective than doing multiple ad-hoc online 
searches. 

 
5. Define Information Policies & Standards:- Steps 1-4 will reveal, often to many people 

for the first time, the sheer wealth of information that is available. This step therefore 
involves classification standards, ownership, life-cycle management standards and agreed 
'protocols and procedures' between owners and users. 

 
6. Select a Pilot Project:- This is to create a 'quick win' to demonstrate the power of an 

MkIS. Select a key decision process that involves people across several departments. 
Pricing can be a good one. It is something that needs to be reviewed regularly and has 
direct bottom line impact - a 1% price change flows straight to the bottom line and can 
equate to more than a 10% change in sales. The careful selection of a pilot cannot be 
overestimated. Pick the wrong one, and it be difficult to regain credibility. 

 
7. Select & Adapt Appropriate Technology:- With the selected pilot project acting as a 

focal point, now is the time to start detailed consideration of the computer solution. The 
choices are bewildering, and are proliferating daily. Therefore, selecting the right solution 
may need the involvement (or even the approval) of your MIS department - but make sure 
they are well-tuned into end-user computing styles (as opposed to the "we'll give users 
access to the Internet over my dead body" brigade - exact words recently relayed to me by 
an MIS manager). 

 
8. Nurture the Intelligence Processes:-This requires encouraging interaction across 

departmental boundaries and sub-cultures. Therefore, the creation of events and forums to 
encourage this interchange is often a useful starting point. Advanced MkIS users extend 
their systems access to business partners and external experts as part of this process. 

 
9. Focus Dissemination:- Intelligence on the shelf - or buried in a computer - is of little use 

to anyone. It needs to reach those in decision making situations. This can be in the form of 
regular dissemination, an alerting service or responding to an ad-hoc requests to the 
intelligence base. Many MkIS departments issue weekly or monthly bulletins of key 
developments. These should be short and focused. They give company relevant and 
specific information that no external newsletter, with its generic coverage, can provide. 
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10. Market the Capability:- Good MkIS managers create two way interaction with their 
clients. Use all the techniques of marketing to reach your internal audience and consider 
carefully the incentives you can offer to encourage the regular inflow of useful information. 
After all the best intelligence is already probably lying somewhere within your own 
organization. It comes from contacts made between employees and the outside world - 
marketing people at exhibitions, business managers at professional meetings, and perhaps, 
most important of all - salespeople on customer visits etc.  

--------------------------------------------------------------------------------------------------------------------- 
4.4: MARKETING DECISION SUPPORT SYSTEM 
--------------------------------------------------------------------------------------------------------------------- 
Marketing decision support systems (MKDSS) is an Information system that helps with decision-
making in the formation of a marketing plan. The reason for using an MKDSS is because it helps 
to support the software vendors’ planning strategy for marketing products; it can help to identify 
advantageous levels of pricing, advertising spending, and advertising copy for the firm’s 
products. This help determines the firms marketing mix for product software. 
 
This model, is an example of market response model for a product manufacturer of expert system 
shells which uses only direct marketing for sales (so no retailers are included). The boxes 
represent sources of information with overlapping boxes representing many. The arrows 
represent data flows and are labeled with the specific type. This model helps to predict the 
actions of customers which good to know to increase your marketing efficiency. Models like this 
are used to construct an MKDSS by providing an illustration of the analysis that it contains; 
included are two sub-models for advertising copy and spending, and price which use calculus for 
computation. Both methodological and technological options are available in an MKDSS such as 
statistical science models, managerial models, and decision-making support for managers. It 
includes information from customer analysis and industry analysis as well as general market 
conditions. This decision support system combines external data obtained from market analysis 
with internal data to form a comprehensive marketing plan of action for advertising and price 
setting. 
In an increasingly complex market place competitive advantage of an enterprise is dependant on 
the quality of the market information it has, its utilization for decision making, and response to 
the market. As mentioned earlier, marketing research and market intelligence are two significant 
components of MIS in any organization. In addition, the following are also a part of MIS. 
 

• Order generation, processing, delivery and payment cycle 
• Sales Management information, giving details on the firm’s sales, market share, 

profitability, and trends in each market 
• payment history 
• orders lost/won 
• brand monitors 
• distribution audit reports 
• service monitor reports  
• product performance reports 

 
All the above are generally available within the organization. The problem is that more often 
than not, it is widely scattered and decision maker is different from information generator. 
Consequently, the decision maker may not even know of the existence of information in the 
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organization. For example, the marketing head or the CEO may not know of product 
performance reports that may be generated by the sales team on the request of production 
department. Further, the decision maker may not even utilize the internal databases and base his 
decision purely on his hunch or his experience. When such a situation occurs, the company loses 
out to the competition. 
 
As we mentioned earlier, internal database is a useful starting point in the development of a 
strong market information system. In order to develop a co-ordinated marketing information 
system, today most companies use information technology. Several software solutions are 
available which provide integrated market information to decision makers at different levels. 
Typically any such system provides a perspective at three different levels. 
 

(a) Transaction processing level 
(b) Managerial and operational level 
(c) Strategic level 
 

While the transaction level information system is useful at the sales person level, the other two 
are used at higher levels. Typically, sales call planning, sales call reports, customer account 
information, and dealer reports are information at the transaction level. Reports on performance 
of branch, region, and product as well as sundry debtors status, etc., form a part of managerial 
and operation level information system. But national sales data, relative market share, shifts in 
customer preferences, competition in different product/markets, and receivables are information 
used at the strategic level or top management level. Another key input in the decision is supply 
chain management. How the product and information flow in the supply chain (i.e., from 
company to the customer and back) is today being reviewed at senior and, in some cases, top 
management levels also. 
 
Decision Making: It is a five step sequence and the sophistication of any information system is 
based on the number of sequences involved in the system, rather than the ones being left to the 
decision maker. This five step sequence consists of:  
 

• Source: This consists of the physical activities and objects which are relevant to the 
enterprise, like the retail outlet. 

• Data: Observation, measurement, and recording of data from a source (like a retail store) 
audit and information systems to record information on sale by product class, and other 
non- sale data like the promotional activities of competition. 

• Predictions and Inferences: Generalizations, conclusions, and prediction of future 
scenarios like comparative product sales data across competition brands will reveal 
customer preferences. This combined with price and other non- price data (like 
promotions over a period of time) may help the decision maker generalize on his brands 
and customer preferences. 

• Values and Choice: What are the goals, alternatives, and choices for the organization? In 
the above case what should the firm do to counter competition- reduce price, introduce 
new products, or invest in merchandizing and store promotions? 

• Action: Take a course of action. Typically, a composite information design will look as 
shown in figure 4.3 below: 
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Figure 4.3: Marketing Information system flow 
 
--------------------------------------------------------------------------------------------------------------------- 
4.5 MARKETING RESEARCH AND ITS PROCESS 
--------------------------------------------------------------------------------------------------------------------- 
Marketing research is the systematic gathering, recording, and analysis of data about issues 
relating to marketing products and services. The term is commonly interchanged with market 
research; however, expert practitioners may wish to draw a distinction, in that market research is 
concerned specifically with markets, while marketing research is concerned specifically about 
marketing processes. 
Marketing research is often partitioned into two sets of categorical pairs, either by target market: 
 

• Consumer marketing research, and 
• Business-to-business (B2B) marketing research 

Or, alternatively, by methodological approach: 

• Qualitative marketing research, and 
• Quantitative marketing research 

Consumer marketing research is a form of applied sociology that concentrates on understanding 
the preferences, attitudes, and behaviors of consumers in a market-based economy, and it aims to 
understand the effects and comparative success of marketing campaigns. The field of consumer 
marketing research as a statistical science was pioneered by Arthur Nielsen with the founding of 
the AC Nielsen Company in 1923.Thus, marketing research may also be described as the 
systematic and objective identification, collection, analysis, and dissemination of information for 
the purpose of assisting management in decision making related to the identification and solution 
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of problems and opportunities in marketing. The goal of marketing research is to identify and 
assess how changing elements of the marketing mix impacts customer behavior. 
 
Role of marketing research: The task of marketing research is to provide management with 
relevant, accurate, reliable, valid, and current information. Competitive marketing environment 
and the ever-increasing costs attributed to poor decision making require that marketing research 
provide sound information. Sound decisions are not based on gut feeling, intuition, or even pure 
judgment. Marketing managers make numerous strategic and tactical decisions in the process of 
identifying and satisfying customer needs. They make decisions about potential opportunities, 
target market selection, market segmentation, planning and implementing marketing programs, 
marketing performance, and control. These decisions are complicated by interactions between 
the controllable marketing variables of product, pricing, promotion, and distribution. Further 
complications are added by uncontrollable environmental factors such as general economic 
conditions, technology, public policies and laws, political environment, competition, and social 
and cultural changes. Another factor in this mix is the complexity of consumers. Marketing 
research helps the marketing manager link the marketing variables with the environment and the 
consumers. It helps remove some of the uncertainty by providing relevant information about the 
marketing variables, environment, and consumers. In the absence of relevant information, 
consumers' response to marketing programs cannot be predicted reliably or accurately. Ongoing 
marketing research programs provide information on controllable and non-controllable factors 
and consumers; this information enhances the effectiveness of decisions made by marketing 
managers.  
 
Traditionally, marketing researchers were responsible for providing the relevant information and 
marketing decisions were made by the managers. However, the roles are changing and marketing 
researchers are becoming more involved in decision making, whereas marketing managers are 
becoming more involved with research. The role of marketing research in managerial decision 
making is explained further using the framework of the "DECIDE" model: 
D 

Define the marketing problem 
E 

Enumerate the controllable and uncontrollable decision factors 
C 

Collect relevant information 
I 

Identify the best alternative 
D 

Develop and implement a marketing plan 
E 

Evaluate the decision and the decision process 
 
The DECIDE model conceptualizes managerial decision making as a series of six steps. The 
decision process begins by precisely defining the problem or opportunity, along with the 
objectives and constraints. Next, the possible decision factors that make up the alternative 
courses of action (controllable factors) and uncertainties (uncontrollable factors) are enumerated. 
Then, relevant information on the alternatives and possible outcomes is collected. The next step 
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is to select the best alternative based on chosen criteria or measures of success. Then a detailed 
plan to implement the alternative selected is developed and put into effect. Last, the outcome of 
the decision and the decision process itself are evaluated. 
 
Marketing research characteristics: First, marketing research is systematic. Thus systematic 
planning is required at all the stages of the marketing research process. The procedures followed 
at each stage are methodologically sound, well documented, and, as much as possible, planned in 
advance. Marketing research uses the scientific method in that data are collected and analyzed to 
test prior notions or hypotheses. 
 
Marketing research is objective. It attempts to provide accurate information that reflects a true 
state of affairs. It should be conducted impartially. While research is always influenced by the 
researcher's research philosophy, it should be free from the personal or political biases of the 
researcher or the management. Research which is motivated by personal or political gain 
involves a breach of professional standards. Such research is deliberately biased so as to result in 
predetermined findings. The motto of every researcher should be, "Find it and tell it like it is." 
The objective nature of marketing research underscores the importance of ethical considerations, 
which are discussed later in the chapter. 
 
Marketing research involves the identification, collection, analysis, and dissemination of 
information. Each phase of this process is important. We identify or define the marketing 
research problem or opportunity and then determine what information is needed to investigate it., 
and inferences are drawn. Finally, the findings, implications and recommendations are provided 
in a format that allows the information to be used for management decision making and to be 
acted upon directly. It should be emphasized that marketing research is conducted to assist 
management in decision making and is not: a means or an end in itself. The next section 
elaborates on this definition by classifying different types of marketing research. 
 
Comparison with other forms of business research: Other forms of business research include: 
 

• Market research is broader in scope and examines all aspects of a business environment. 
It asks questions about competitors, market structure, government regulations, economic 
trends, technological advances, and numerous other factors that make up the business 
environment (see environmental scanning). Sometimes the term refers more particularly 
to the financial analysis of companies, industries, or sectors. In this case, financial 
analysts usually carry out the research and provide the results to investment advisors and 
potential investors. 

• Product research - This looks at what products can be produced with available 
technology, and what new product innovations near-future technology can develop (see 
new product development). 

• Advertising research - is a specialized form of marketing research conducted to improve 
the efficacy of advertising. Copy testing, also known as "pre-testing," is a form of 
customized research that predicts in-market performance of an ad before it airs, by 
analyzing audience levels of attention, brand linkage, motivation, entertainment, and 
communication, as well as breaking down the ad’s flow of attention and flow of emotion. 
Pre-testing is also used on ads still in rough (ripomatic or animatic) form.  
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Classification of marketing research: Organizations engage in marketing research for two 
reasons: (1) to identify and (2) solve marketing problems. This distinction serves as a basis for 
classifying marketing research into problem identification research and problem solving 
research. Problem identification research is undertaken to help identify problems which are, 
perhaps, not apparent on the surface and yet exist or are likely to arise in the future. Examples of 
problem identification research include market potential, market share, brand or company image, 
market characteristics, sales analysis, short-range forecasting, long range forecasting, and 
business trends research. Research of this type provides information about the marketing 
environment and helps diagnose a problem. For example, a declining market potential indicates 
that the firm is likely to have a problem achieving its growth targets. Similarly, a problem exists 
if the market potential is increasing but the firm is losing market share. The recognition of 
economic, social, or cultural trends, such as changes in consumer behavior, may point to 
underlying problems or opportunities. Once a problem or opportunity has been identified, 
problem solving research is undertaken to arrive at a solution. The findings of problem solving 
research are used in making decisions which will solve specific marketing problems. 
 

• Standardized services are research studies conducted for different client firms but in a 
standard way. For example, procedures for measuring advertising effectiveness have been 
standardized so that the results can be compared across studies and evaluative norms can 
be established. The Starch Readership Survey is the most widely used service for 
evaluating print advertisements; another well-known service is the Gallup and Robinson 
Magazine Impact Studies. These services are also sold on a syndicated basis. 

• Customized services offer a wide variety of marketing research services customized to 
suit a client's specific needs. Each marketing research project is treated uniquely. 

• Limited-service suppliers specialize in one or a few phases of the marketing research 
project. Services offered by such suppliers are classified as field services, coding and data 
entry, data analysis, analytical services, and branded products. Field services collect data 
through mail, personal, or telephone interviewing, and firms that specialize in 
interviewing are called field service organizations. These organizations may range from 
small proprietary organizations which operate locally to large multinational organizations 
with WATS line interviewing facilities. Some organizations maintain extensive 
interviewing facilities across the country for interviewing shoppers in malls. 

• Coding and data entry services include editing completed questionnaires, developing a 
coding scheme, and transcribing the data on to diskettes or magnetic tapes for input into 
the computer. NRC Data Systems provides such services. 

• Analytical services include designing and pretesting questionnaires, determining the best 
means of collecting data, designing sampling plans, and other aspects of the research 
design. Some complex marketing research projects require knowledge of sophisticated 
procedures, including specialized experimental designs, and analytical techniques such as 
conjoint analysis and multidimensional scaling. This kind of expertise can be obtained 
from firms and consultants specializing in analytical services. 

• Data analysis services are offered by firms, also known as tab houses that specialize in 
computer analysis of quantitative data such as those obtained in large surveys. Initially 
most data analysis firms supplied only tabulations (frequency counts) and cross 
tabulations (frequency counts that describe two or more variables simultaneously). With 
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the proliferation of software, many firms now have the capability to analyze their own 
data, but, data analysis firms are still in demand. 

• Branded marketing research products and services are specialized data collection and 
analysis procedures developed to address specific types of marketing research problems. 
These procedures are patented, given brand names, and marketed like any other branded 
product. 

 
Types of marketing research: Marketing research techniques come in many forms, including: 

• Ad Tracking – periodic or continuous in-market research to monitor a brand’s 
performance using measures such as brand awareness, brand preference, and product 
usage.  

• Advertising Research – used to predict copy testing or track the efficacy of 
advertisements for any medium, measured by the ad’s ability to get attention, 
communicate the message, build the brand’s image, and motivate the consumer to 
purchase the product or service.  

• Brand equity research - how favorably do consumers view the brand? 
• Brand association research - what do consumers associate with the brand? 
• Brand attribute research - what are the key traits that describe the brand promise? 
• Brand name testing - what do consumers feel about the names of the products? 
• Commercial eye tracking research - examine advertisements, package designs, 

websites, etc by analyzing visual behavior of the consumer 
• Concept testing - to test the acceptance of a concept by target consumers 
• Cool hunting - to make observations and predictions in changes of new or existing 

cultural trends in areas such as fashion, music, films, television, youth culture and 
lifestyle 

• Buyer decision processes research - to determine what motivates people to buy and 
what decision-making process they use 

• Copy testing – predicts in-market performance of an ad before it airs by analyzing 
audience levels of attention, brand linkage, motivation, entertainment, and 
communication, as well as breaking down the ad’s flow of attention and flow of emotion.  

• Customer satisfaction research - quantitative or qualitative studies that yields an 
understanding of a customer's of satisfaction with a transaction 

• Demand estimation - to determine the approximate level of demand for the product 
• Distribution channel audits - to assess distributors’ and retailers’ attitudes toward a 

product, brand, or company 
• Internet strategic intelligence - searching for customer opinions in the Internet: chats, 

forums, web pages, blogs... where people express freely about their experiences with 
products, becoming strong "opinion formers" 

• Marketing effectiveness and analytics - Building models and measuring results to 
determine the effectiveness of individual marketing activities. 

• Mystery Consumer or Mystery shopping - An employee or representative of the 
market research firm anonymously contacts a salesperson and indicates he or she is 
shopping for a product. The shopper then records the entire experience. This method is 
often used for quality control or for researching competitors' products. 

• Positioning research - how does the target market see the brand relative to competitors? 
- what does the brand stand for? 
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• Price elasticity testing - to determine how sensitive customers are to price changes 
• Sales forecasting - to determine the expected level of sales given the level of demand. 

With respect to other factors like Advertising expenditure, sales promotion etc. 
• Segmentation research - to determine the demographic, psychographic, and behavioral 

characteristics of potential buyers 
• Online panel - a group of individual who accepted to respond to marketing research 

online 
• Store audit - to measure the sales of a product or product line at a statistically selected 

store sample in order to determine market share, or to determine whether a retail store 
provides adequate service 

• Test marketing - a small-scale product launch used to determine the likely acceptance of 
the product when it is introduced into a wider market 

• Viral Marketing Research - refers to marketing research designed to estimate the 
probability that specific communications will be transmitted throughout an individuals 
Social Network. Estimates of Social Networking Potential (SNP) are combined with 
estimates of selling effectiveness to estimate ROI on specific combinations of messages 
and media. 

 
All of these forms of marketing research can be classified as either problem-identification 
research or as problem-solving research. A company collects primary research by gathering 
original data. Secondary research is conducted on data published previously and usually by 
someone else. Secondary research costs far less than primary research, but seldom comes in a 
form that exactly meets the needs of the researcher. A similar distinction exists between 
exploratory research and conclusive research. Exploratory research provides insights into and 
comprehension of an issue or situation. It should draw definitive conclusions only with extreme 
caution. Conclusive research draws conclusions: the results of the study can be generalized to 
the whole population. 
 
Exploratory research is conducted to explore a problem to get some basic idea about the solution 
at the preliminary stages of research. It may serve as the input to conclusive research. 
Exploratory research information is collected by focus group interviews, reviewing literature or 
books, discussing with experts, etc. This is unstructured and qualitative in nature. If a secondary 
source of data is unable to serve the purpose, a convenience sample of small size can be 
collected. Conclusive research is conducted to draw some conclusion about the problem. It is 
essentially, structured and quantitative research, and the output of this research is the input to 
management information systems (MIS). Exploratory research is also conducted to simplify the 
findings of the conclusive or descriptive research, if the findings are very hard to interpret for the 
marketing managers. 
 
Marketing research methods: Methodologically, marketing research uses the following types 
of research designs:  
 
Based on questioning: 
 

• Qualitative marketing research - generally used for exploratory purposes - small 
number of respondents - not generalizable to the whole population - statistical 



 84

significance and confidence not calculated - examples include focus groups, in-depth 
interviews, and projective techniques 

• Quantitative marketing research - generally used to draw conclusions - tests a specific 
hypothesis - uses random sampling techniques so as to infer from the sample to the 
population - involves a large number of respondents - examples include surveys and 
questionnaires. Techniques include choice modeling, maximum difference preference 
scaling, and covariance analysis. 

 
Based on observations: 
 

• Ethnographic studies -, by nature qualitative, the researcher observes social phenomena 
in their natural setting - observations can occur cross-sectionally (observations made at 
one time) or longitudinally (observations occur over several time-periods) - examples 
include product-use analysis and computer cookie traces. See also Ethnography and 
Observational techniques. 

• Experimental techniques -, by nature quantitative, the researcher creates a quasi-
artificial environment to try to control spurious factors, then manipulates at least one of 
the variables - examples include purchase laboratories and test markets 

 
Researchers often use more than one research design. They may start with secondary research to 
get background information, then conduct a focus group (qualitative research design) to explore 
the issues. Finally they might do a full nation-wide survey (quantitative research design) in order 
to devise specific recommendations for the client.  
 
Business to business market research: Business to business (B2B) research is inevitably more 
complicated than consumer research. The researchers need to know what type of multi-faceted 
approach will answer the objectives, since seldom is it possible to find the answers using just one 
method. Finding the right respondents is crucial in B2B research since they are often busy, and 
may not want to participate. Encouraging them to “open up” is yet another skill required of the 
B2B researcher. Last, but not least, most business research leads to strategic decisions and this 
means that the business researcher must have expertise in developing strategies that are strongly 
rooted in the research findings and acceptable to the client. There are four key factors that make 
B2B market research special and different to consumer markets: 

 
• The decision making unit is far more complex in B2B markets than in consumer markets 
• B2B products and their applications are more complex than consumer products 
• B2B marketers address a much smaller number of customers who are very much larger in 

their consumption of products than is the case in consumer markets 
• Personal relationships are of critical importance in B2B markets.  
 

Marketing research in small businesses and nonprofit organizations: Marketing research 
does not only occur in huge corporations with many employees and a large budget. Marketing 
information can be derived by observing the environment of their location and the competitions 
location. Small scale surveys and focus groups are low cost ways to gather information from 
potential and existing customers. Most secondary data (statistics, demographics, etc.) is available 
to the public in libraries or on the internet and can be easily accessed by a small business owner. 
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Below some steps that could do by SME (Small Medium Enterprise) to analyze the market: 
 

1. Provide secondary and or primary data (if necessary); 
2. Analyze Macro & Micro Economic data (e.g. Supply & Demand, GDP, Price change, 

Economic growth, Sales by sector/industries, interest rate, number of investment/ 
divestment, I/O, CPI, Social anlysis, etc); 

3. Implement the marketing mix concept, which is consist of: Place, Price, Product, 
Promotion, People, Process, Physical Evidence and also Political & social situation to 
analyze global market situation); 

4. Analyze market trends, growth, market size, market share, market competition (e.g. 
SWOT analysis, B/C Analysis, channel mapping identities of key channels, drivers of 
customers loyalty and satisfaction, brand perception, satisfaction levels, current 
competitor-channel relationship analysis, etc),etc.; 

5. Determine market segment, market target, market forecast and market position; 
6. Formulating market strategy & also investigating the possibility of partnership/ 

collaboration (e.g. Profiling & SWOT analysis of potential partners, evaluating business 
partnership.) 

7. Combine those analysis with the SME's business plan/ business model analysis (e.g. 
Business description, Business process, Business strategy, Revenue model, Business 
expansion, Return of Investment, Financial analysis (Company History, Financial 
assumption, Cost/Benefit Analysis, Projected profit & Loss, Cash flow, Balance sheet & 
business Ratio, etc). 

 
Note as important: Overall analysis is should be based on 6W+1H (What, When, Where, Which, 
Who, Why and How) question.  
 
International Marketing Research: International Marketing Research follows the same path as 
domestic research, but there are a few more problems that may arise. Customers in international 
markets may have very different customs, cultures, and expectations from the same company. In 
this case, secondary information must be collected from each separate country and then 
combined, or compared. This is time consuming and can be confusing. International Marketing 
Research relies more on primary data rather than secondary information. Gathering the primary 
data can be hindered by language, literacy and access to technology. 
 
Commonly used marketing research terms: Market research techniques resemble those used 
in political polling and social science research. Meta-analysis (also called the Schmidt-Hunter 
technique) refers to a statistical method of combining data from multiple studies or from several 
types of studies. Conceptualization means the process of converting vague mental images into 
definable concepts. Operationalization is the process of converting concepts into specific 
observable behaviors that a researcher can measure. Precision refers to the exactness of any 
given measure. Reliability refers to the likelihood that a given operationalized construct will 
yield the same results if re-measured. Validity refers to the extent to which a measure provides 
data that captures the meaning of the operationalized construct as defined in the study. It asks, 
“Are we measuring what we intended to measure?” 
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• Applied research sets out to prove a specific hypothesis of value to the clients paying for 
the research. For example, a cigarette company might commission research that attempts 
to show that cigarettes are good for one's health. Many researchers have ethical 
misgivings about doing applied research. 

• Sugging (from "SUG", for selling under the guise of market research) forms a sales 
technique in which sales people pretend to conduct marketing research, but with the real 
purpose of obtaining buyer motivation and buyer decision-making information to be used 
in a subsequent sales call. 

• Frugging comprises the practice of soliciting funds under the pretense of being a 
research organization. 

 
Selecting a research supplier: A firm that cannot conduct an entire marketing research project 
in-house must select an external supplier for one or more phases of the project. The firm should 
compile a list of prospective suppliers from such sources as trade publications, professional 
directories, and word of mouth. When deciding on criteria for selecting an outside supplier, a 
firm should ask itself why it is seeking outside marketing research support. For example, a small 
firm that needs one project investigated may find it economically efficient to employ an outside 
source. Or a firm may not have the technical expertise undertake certain phases of a project or 
political conflict-of-interest issues may determine that a project be conducted by an outside 
supplier. When developing criteria for selecting an outside supplier, a firm should keep some 
basics in mind. What is the reputation of the supplier? Do they complete projects on schedule? 
Are they known for maintaining ethical standards? Are they flexible? Are their research projects 
of high quality? 
 
What kind and how much experience does the supplier have? Has the firm had experience with 
projects similar to this one? Do the supplier's personnel have both technical and non technical 
expertise? In other words, in addition to technical skills, are the personnel assigned to the task 
sensitive to the client's needs and do they share the client's research ideology? Can they 
communicate well with the client? The cheapest bid is not always the best one. Competitive bids 
should be obtained and compared on the basis of quality as well as price. A good practice is to 
get a written bid or contract before beginning the project. Decisions about marketing research 
suppliers, just like other management decisions, should be based on sound information.  
 
Careers in marketing research: Some of the positions available in marketing research include 
vice president of marketing research, research director, assistant director of research, project 
manager, field work director, statistician/data processing specialist, senior analyst, analyst, junior 
analyst and operational supervisor. The most common entry-level position in marketing research 
for people with bachelor's degrees (e.g., BBA) is as operational supervisor. These people are 
responsible for supervising a well-defined set of operations, including field work, data editing, 
and coding, and may be involved in programming and data analysis. Another entry-level position 
for BBAs is assistant project manager. An assistant project manager will learn and assist in 
questionnaire design, review field instructions, and monitor timing and costs of studies. In the 
marketing research industry, however, there is a growing preference for people with master's 
degrees. Those with MBA or equivalent degrees are likely to be employed as project managers. 
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A small number of business schools also offer a more specialized Master of Marketing Research 
(MMR) degree. An MMR typically prepares students for a wide range of research methodologies 
and focuses on learning both in the classroom and the field. The typical entry-level position in a 
business firm would be junior research analyst (for BBAs) or research analyst (for MBAs or 
MMR s). The junior analyst and the research analyst learn about the particular industry and 
receive training from a senior staff member, usually the marketing research manager. The junior 
analyst position includes a training program to prepare individuals for the responsibilities of a 
research analyst, including coordinating with the marketing department and sales force to 
develop goals for product exposure. The research analyst responsibilities include checking all 
data for accuracy, comparing and contrasting new research with established norms, and 
analyzing primary and secondary data for the purpose of market forecasting. 
 
As these job titles indicate, people with a variety of backgrounds and skills are needed in 
marketing research. Technical specialists such as statisticians obviously need strong backgrounds 
in statistics and data analysis. Other positions, such as research director, call for managing the 
work of others and require more general skills. To prepare for a career in marketing research, 
students usually: 
 

• take all the marketing courses. 
• take courses in statistics and quantitative methods. 
• acquire computer skills. 
• take courses in psychology and consumer behavior. 
• acquire effective written and verbal communication skills. 
• think creatively.  

 
Career ladder in marketing research: 
 

1. Vice-President of Marketing Research: This is the senior position in marketing 
research. The VP is responsible for the entire marketing research operation of the 
company and serves on the top management team. Sets the objectives and goals of the 
marketing, research department. 

2. Research Director: Also a senior position, the director has the overall responsibility for 
the development and execution of all the marketing research projects. 

3. Assistant Director of Research: Serves as an administrative assistant to the director and 
supervises some of the other marketing research staff members. 

4. (Senior) Project Manager: Has overall responsibility for design, implementation, and 
management of research projects. 

5. Statistician/Data Processing Specialist: Serves as an expert on theory and application of 
statistical techniques. Responsibilities include experimental design, data processing, and 
analysis. 

6. Senior Analyst: Participates in the development of projects and directs the operational 
execution of the assigned projects. Works closely with the analyst, junior analyst, and 
other personnel in developing the research design and data collection. Prepares the final 
report. The primary responsibility for meeting time and cost constraints rests with the 
senior analyst. 
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7. Analyst: Handles the details involved in executing the project. Designs and pretests the 
questionnaires and conducts a preliminary analysis of the data. 

8. Junior Analyst: Handles routine assignments such as secondary data analysis, editing 
and coding of questionnaires, and simple statistical analysis. 

9. Field Work Director: Responsible for the selection, training, supervision, and evaluation 
of interviewers and other field workers. 

 
Marketing research process is a set of six steps which defines the tasks to be accomplished in 
conducting a marketing research study. These include problem definition, developing an 
approach to problem, research design formulation, field work, data preparation and analysis, and 
report generation and presentation. 
 
Stages of marketing research process:  
 
Step 1: Problem Definition: The first step in any marketing research project is to define the 
problem. In defining the problem, the researcher should take into account the purpose of the 
study, the relevant background information, what information is needed, and how it will be used 
in decision making. Problem definition involves discussion with the decision makers, interviews 
with industry experts, analysis of secondary data, and, perhaps, some qualitative research, such 
as focus groups. Once the problem has been precisely defined, the research can be designed and 
conducted properly. 
 
Step 2: Development of an Approach to the Problem: Development of an approach to the 
problem includes formulating an objective or theoretical framework, analytical models, research 
questions, hypotheses, and identifying characteristics or factors that can influence the research 
design. This process is guided by discussions with management and industry experts, case 
studies and simulations, analysis of secondary data, qualitative research and pragmatic 
considerations.  
 
Step 3: Research Design Formulation: A research design is a framework or blueprint for 
conducting the marketing research project. It details the procedures necessary for obtaining the 
required information, and its purpose is to design a study that will test the hypotheses of interest, 
determine possible answers to the research questions, and provide the information needed for 
decision making. Conducting exploratory research, precisely defining the variables, and 
designing appropriate scales to measure them are also a part of the research design. The issue of 
how the data should be obtained from the respondents (for example, by conducting a survey or 
an experiment) must be addressed. It is also necessary to design a questionnaire and a sampling 
plan to select respondents for the study. 
 
More formally, formulating the research design involves the following steps: 
 

1. Secondary data analysis 
2. Qualitative research 
3. Methods of collecting quantitative data (survey, observation, and experimentation) 
4. Definition of the information needed 
5. Measurement and scaling procedures 
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6. Questionnaire design 
7. Sampling process and sample size 
8. Plan of data analysis 
 

Step 4: Field Work or Data Collection: Data collection involves a field force or staff that 
operates either in the field, as in the case of personal interviewing (in-home, mall intercept, or 
computer-assisted personal interviewing), from an office by telephone (telephone or computer-
assisted telephone interviewing), or through mail (traditional mail and mail panel surveys with 
prerecruited households). Proper selection, training, supervision, and evaluation of the field force 
help minimize data-collection errors. 
 
Step 5: Data Preparation and Analysis: Data preparation includes the editing, coding, 
transcription, and verification of data. Each questionnaire or observation form is inspected, or 
edited, and, if necessary, corrected. Number or letter codes are assigned to represent each 
response to each question in the questionnaire. The data from the questionnaires are transcribed 
or key-punched on to magnetic tape, or disks or input directly into the computer. Verification 
ensures that the data from the original questionnaires have been accurately transcribed, while 
data analysis, guided by the plan of data analysis, gives meaning to the data that have been 
collected. Univariate techniques are used for analyzing data when there is a single measurement 
of each element or unit in the sample, or, if there are several measurements of each element, each 
RCH variable is analyzed in isolation. On the other hand, multivariate techniques are used for 
analyzing data when there are two or more measurements on each element and the variables are 
analyzed simultaneously.  
 
Step 6: Report Preparation and Presentation: The entire project should be documented in a 
written report which addresses the specific research questions identified, describes the approach, 
the research design, data collection, and data analysis procedures adopted, and presents the 
results and the major findings. The findings should be presented in a comprehensible format so 
that they can be readily used in the decision making process. In addition, an oral presentation 
should be made to management using tables, figures, and graphs to enhance clarity and impact. 
For these reasons, interviews with experts are more useful in conducting marketing research for 
industrial firms and for products of a technical nature, where it is relatively easy to identify and 
approach the experts. This method is also helpful in situations where little information is 
available from other sources, as in the case of radically new products. 
 
Secondary data analysis: Secondary data are data collected for some purpose other than the 
problem at hand. Primary data, on the other hand, are originated by the researcher for the specific 
purpose of addressing the research problem. Secondary data include information made available 
by business and government sources, commercial marketing research firms, and computerized 
databases. Secondary data are an economical and quick source of background information. 
Analysis of available secondary data is an essential step in the problem definition process: 
primary data should not be collected until the available secondary data have been fully analyzed. 
 
Qualitative research: Information, industry experts, and secondary data may not be sufficient to 
define the research problem. Sometimes qualitative research must be undertaken to gain a 
qualitative understanding of the problem and its underlying factors. Qualitative research is 
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unstructured, exploratory in nature, based on small samples, and may utilize popular qualitative 
techniques such as focus groups (group interviews), word association (asking respondents to 
indicate their first responses to stimulus words), and depth interviews (one-on-one interviews 
which probe the respondents' thoughts in detail). Other exploratory research techniques, such as 
pilot surveys with small samples of respondents, may also be undertaken. 
--------------------------------------------------------------------------------------------------------------------- 
4.6 MEASUREMENT OF MARKET DEMAND 
--------------------------------------------------------------------------------------------------------------------- 
From your study of the previously you have seen that marketing management continually scans 
the marketing environment for signs of opportunities and threats. Furthermore, you have seen 
that marketing management divides the heterogeneous mass market up into more homogenous 
segments to facilitate the identification and exploitation of opportunities. 
 
Determining the potential of a market segment is indispensable for analyzing the opportunities 
within a segment, and for deciding if it can possibly be chosen as a target market. It is not only 
the present market potential that is important and gives an indication of opportunities, but the 
firm must also be interested in market forecasts. Consequently market forecasting is also a very 
important aid for decision making by marketing management. Measuring and forecasting 
requires an analysis of the market with an aim of expressing it in quantitative (numeric) 
quantities both present and in the future. The quantitative measurement and forecasting of the 
market, together with its qualitative characteristics, are used as a basis for decision making by 
marketing management. Market measurement and forecasting can be seen as a subdivision of 
market research which was discussed in the previous chapter. This is a very superficial 
description of the important role market measurement and forecasting play.  
 
The Importance of Market Measurement and Forecasting: The main goal of market 
measurement and forecasting is to serve as an aid in the decisions that marketing management 
has to make. As has already been emphasized, the quality of decisions cannot be better than the 
information they are based on. Information gathered enables marketing management to make 
their decisions in a more objective and scientific manner and to lessen the risk and uncertainty 
that accompany subjective decisions and guesswork. 
 
Naturally marketing management often make decisions which are not very important and/or do 
not hold a great risk. It would be ridiculous to arrange for the gathering of information by means 
of measurement and forecasting for all such small decisions of this nature. Thus it must be 
emphasized that just as with market research, the importance and risk of the decision must be 
weighed up against the cost and time involved in the gathering and processing of information. 
Luckily there are various secondary sources which contain information regarding market 
measurement and forecasting. These sources include various published research reports which 
can be bought at a fraction of the price of a new market research project, and other sources 
which, for example, are available on computer and can be processed for clients' needs.  
 
You have probably often heard of the concept "market potential". In marketing terms this means 
the maximum potential demand for a certain product in a specific market as a whole. Market 
potential is relevant to a specific geographical area, a specific period of time, specific types of 
products, a specific market segment, and is expressed in terms of all of these. Another concept 
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that is relatively seldom used in colloquial language is "sales potential", which pertains to the 
maximum demand for a firm's product. Sales potential, in the same way as market potential, 
pertains to a specific geographical area, period, and market segment. 
 
Sales potential, however, does not pertain to the types of products a firm deals with, but to a 
specific product (brand) of the firm. Potential market share is the difference between market 
potential and sales potential and actually gives an indication of which part of the potential market 
the firm expects to gain. Market potential, sales potential and potential market share can pertain 
either to the present and/or the future. A firm strives to enjoy its sales potential to the full. 
Market measurement and forecasting, however, are not only relevant to potential demand, but 
also to actual present and future sales. 
 
The actual sales of a type of product in a specific area, period and market segment can also be 
called the effective demand. The market share of one of a firm's products is calculated by the 
ratio of the actual sales of the product concerned to the actual sales in terms of that type of 
product. This ratio is expressed as a percentage. You have now learned the meaning of a few 
elementary concepts in terms of market measurement and forecasting. The marketer can compare 
these measurements to each other to gain insight into an important indicator of the success of the 
market offering in relation to other firms, the total market and the market potential. 
 
When you hear the management of market measurement and forecasting being expressed, by this 
stage you will already realize that it pertains to the planning, implementation and control of the 
market measurement and forecasting activities. Just as with any other scientific research, 
measurement and forecasting must be approached in a systematic and planned fashion to obtain 
the best value. Several steps can be mentioned for approaching market measurement and 
forecasting. 
 

• Describe the problem and information needs: Seeing that it is very expensive to gather 
information, this step must be very carefully planned. The problem about which 
information should be gathered must be very clearly defined. Definition of the problem 
will determine which information must be clearly acquired so that only relevant data is 
gathered. 

• Gathering relevant information: Gathering information serves a dual purpose. Firstly, 
it provides sufficient data for the information need that is required to solve a problem, 
and secondly, it serves as a basis for the choice of particular methods of measurement 
and/or forecasting that are to be used.  

• Selecting the methods of market measurement and forecasting: The choice of 
measurement and forecasting methods begins with the evaluation of the data that has 
been gathered. There must be sufficient data of the right quality to provide a satisfactory 
answer to the problem by means of existing methods of analysis. Thereafter a suitable 
method can be selected by comparing the information needed and the abilities of the 
methods to meet the needs. 
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The method is selected by taking the following factors into account: 
 

• The nature and availability of data. Is there sufficient data of the right nature that can be 
processed with the help of the specific method? What pattern does the data follow? 
Certain methods of forecasting can only handle some data patterns effectively. The 
following patterns can appear in the data: tendencies, seasonal fluctuations and 
conjuncture patterns (the flowing together of brands). 

• The accuracy that is required for decision making is influenced by the choice of methods, 
as some methods supply a much more accurate answer than others. 

• Costs play a role here, in the same way as they do in most business activities. Just as in 
the case of marketing research, the costs involved in the chosen method must be weighed 
up against the accuracy and importance of the required information. Some methods are 
able to deliver very reliable information, but at extra cost and time. 

• Time: Careful consideration is necessary in deciding whether the period of time needed 
for measurement or forecasting will provide the desired result. Furthermore, the 
application of certain methods takes much more time than others. 

• Application: The results must be useful to the people who have to base their decisions 
thereon. This means that the results must be of a nature that will enable these people to 
interpret and understand it effectively. 

 
Execution and evaluation: Once suitable methods have been selected, processing of the 
information can begin. The results of measuring and forecasting must be evaluated for their 
accuracy so that corrections can be made in the future. Market forecasting pertains to the long 
term and unpredictable changes are likely to necessitate an adaptation of the results. 
 
Key Terms in Forecasting: There are a few terms which are commonly used in forecasting 
exercise: 
 

• Market 
• Potential Market 
• Target Market 
• Market Penetration 
• Market Potential 

 
The three aspects involved in defining market potential include: 
 

• Defined Market Environment 
• Marketing Expenditure by the industry 
• Market Demand 
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--------------------------------------------------------------------------------------------------------------------- 
4.7 REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 

1. Discuss the factors that have led to the increasing importance of market research in India. 
2. One of the key trends today is that organizations are becoming increasingly market 

driven. Outline a market research plan and marketing intelligence system for a home 
appliances company that wishes to become market driven. 

3. What issues will you consider in designing a questionnaire for assessing distribution 
equity? 

4. What are the different scales used in data collection? Discuss each of these scales and the 
situation in which you would like to use them? 

5. A manufacturer of toiletries is interested in estimating the demand for herbal shampoo in 
urban centers in India. What factors will you consider in estimating this demand? 
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--------------------------------------------------------------------------------------------------------------------- 
MARKETING ENVIRONMENT - INTERNAL & EXTERNAL 
--------------------------------------------------------------------------------------------------------------------- 
Structure 
 
5.1 Marketing Environment Forces 

5.2 Macro Environment 

5.3 Micro and Internal Environment  

5.4 Factors Influencing Consumer Buyer Behavior 

5.5 Buyer Decision Process 

5.6 Inputs for Buying Decision Process 

5.7 Consumer Trends 

5.8 Market Segmentation Process 

5.9 Review Questions 
--------------------------------------------------------------------------------------------------------------------- 
5.1 MARKETING ENVIRONMENT FORCES 
--------------------------------------------------------------------------------------------------------------------- 
The market environment is a marketing term and refers to all of the forces outside of marketing 
that affect marketing management’s ability to build and maintain successful relationships with 
target customers. The market environment consists of both the macro environment and the 
microenvironment. The microenvironment refers to the forces that are close to the company and 
affect its ability to serve its customers. It includes the company itself, its suppliers, marketing 
intermediaries, customer markets, competitors, and publics. 
 
The company aspect of microenvironment refers to the internal environment of the company. 
This includes all departments, such as management, finance, research and development, 
purchasing, operations and accounting. Each of these departments has an impact on marketing 
decisions. For example, research and development have input as to the features a product can 
perform and accounting approves the financial side of marketing plans and budgets. 
 
The suppliers of a company are also an important aspect of the microenvironment because even 
the slightest delay in receiving supplies can result in customer dissatisfaction. Marketing 
managers must watch supply availability and other trends dealing with suppliers to ensure that 
product will be delivered to customers in the time frame required in order to maintain a strong 
customer relationship. 
Marketing intermediaries refers to resellers, physical distribution firms, marketing services 
agencies, and financial intermediaries. These are the people that help the company promote, sell, 
and distribute its products to final buyers. Resellers are those that hold and sell the company’s 
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product. They match the distribution to the customers and include places such as Wal-Mart, 
Target, and Best Buy. Physical distribution firms are places such as warehouses that store and 
transport the company’s product from its origin to its destination. Marketing services agencies 
are companies that offer services such as conducting marketing research, advertising, and 
consulting. Financial intermediaries are institutions such as banks, credit companies and 
insurance companies. 
 
Another aspect of microenvironment is the customers. There are different types of customer 
markets including consumer markets, business markets, government markets, international 
markets, and reseller markets. The consumer market is made up of individuals who buy goods 
and services for their own personal use or use in their household. Business markets include those 
that buy goods and services for use in producing their own products to sell. This is different from 
the reseller market which includes businesses that purchase goods to resell as is for a profit. 
These are the same companies mentioned as market intermediaries. The government market 
consists of government agencies that buy goods to produce public services or transfer goods to 
others who need them. International markets include buyers in other countries and includes 
customers from the previous categories. 
 
Competitors are also a factor in the microenvironment and include companies with similar 
offerings for goods and services. To remain competitive a company must consider who their 
biggest competitors are while considering its own size and position in the industry. The company 
should develop a strategic advantage over their competitors. 
 
The final aspect of the microenvironment is publics, which is any group that has an interest in or 
impact on the organization’s ability to meet its goals. For example, financial publics can hinder a 
company’s ability to obtain funds affecting the level of credit a company has. Media publics 
include newspapers and magazines that can publish articles of interest regarding the company 
and editorials that may influence customers’ opinions. Government publics can affect the 
company by passing legislation and laws that put restrictions on the company’s actions. Citizen-
action publics include environmental groups and minority groups and can question the actions of 
a company and put them in the public spotlight. Local publics are neighborhood and community 
organizations and will also question a company’s impact on the local area and the level of 
responsibility of their actions. The general public can greatly affect the company as any change 
in their attitude, whether positive or negative, can cause sales to go up or down because the 
general public is often the company’s customer base. And finally, the internal publics include all 
those who are employed within the company and deal with the organization and construction of 
the company’s product. 
 
The macro environment refers to all forces that are part of the larger society and affect the 
microenvironment. It includes concepts such as demography, economy, natural forces, 
technology, politics, and culture. Demography refers to studying human populations in terms of 
size, density, location, age, gender, race, and occupation. This is a very important factor to study 
for marketers and helps to divide the population into market segments and target markets. An 
example of demography is classifying groups of people according to the year they were born. 
These classifications can be referred to as baby boomers, who are born between 1946 and 1964, 
generation X, who are born between 1965 and 1976, and generation Y, who are born between 
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1977 and 1994. Each classification has different characteristics and causes they find important. 
This can be beneficial to a marketer as they can decide who their product would benefit most and 
tailor their marketing plan to attract that segment. Demography covers many aspects that are 
important to marketers including family dynamics, geographic shifts, work force changes, and 
levels of diversity in any given area. 
 
Another aspect of the macro environment is the economic environment. This refers to the 
purchasing power of potential customers and the ways in which people spend their money. 
Within this area are two different economies, subsistence and industrialized. Subsistence 
economies are based more in agriculture and consume their own industrial output. Industrial 
economies have markets that are diverse and carry many different types of goods. Each is 
important to the marketer because each has a highly different spending pattern as well as 
different distribution of wealth. 
 
The natural environment is another important factor of the macro environment. This includes the 
natural resources that a company uses as inputs and affects their marketing activities. The 
concern in this area is the increased pollution, shortages of raw materials and increased 
governmental intervention. As raw materials become increasingly scarcer, the ability to create a 
company’s product gets much harder. Also, pollution can go as far as negatively affecting a 
company’s reputation if they are known for damaging the environment. The last concern, 
government intervention can make it increasingly harder for a company to fulfill their goals as 
requirements get more stringent. 
 
The technological environment is perhaps one of the fastest changing factors in the macro 
environment. This includes all developments from antibiotics and surgery to nuclear missiles and 
chemical weapons to automobiles and credit cards. As these markets develop it can create new 
markets and new uses for products. It also requires a company to stay ahead of others and update 
their own technology as it becomes outdated. They must stay informed of trends so they can be 
part of the next big thing, rather than becoming outdated and suffering the consequences 
financially. 
 
The political environment includes all laws, government agencies, and groups that influence or 
limit other organizations and individuals within a society. It is important for marketers to be 
aware of these restrictions as they can be complex. Some products are regulated by both state 
and federal laws. There are even restrictions for some products as to who the target market may 
be, for example, cigarettes should not be marketed to younger children. There are also many 
restrictions on subliminal messages and monopolies. As laws and regulations change often, this 
is a very important aspect for a marketer to monitor. 
 
The final aspect of the macro environment is the cultural environment, which consists of 
institutions and basic values and beliefs of a group of people. The values can also be further 
categorized into core beliefs, which passed on from generation to generation and very difficult to 
change, and secondary beliefs, which tend to be easier to influence. As a marketer, it is important 
to know the difference between the two and to focus your marketing campaign to reflect the 
values of a target audience. 
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When dealing with the marketing environment it is important for a company to become 
proactive. By doing so, they can create the kind of environment that they will prosper in and can 
become more efficient by marketing in areas with the greatest customer potential. It is important 
to place equal emphasis on both the macro and microenvironment and to react accordingly to 
changes within them. The marketing environment surrounds and impacts upon the organization. 
There are three key perspectives on the marketing environment, namely the 'macro-environment,' 
the 'micro-environment' and the 'internal environment'. 
 
The micro-environment: This environment influences the organization directly. It includes 
suppliers that deal directly or indirectly, consumers and customers, and other local stakeholders. 
Micro tends to suggest small, but this can be misleading. In this context, micro describes the 
relationship between firms and the driving forces that control this relationship. It is a more local 
relationship, and the firm may exercise a degree of influence.  
 
The macro-environment: This includes all factors that can influence and organization, but that 
are out of their direct control. A company does not generally influence any laws (although it is 
accepted that they could lobby or be part of a trade organization). It is continuously changing, 
and the company needs to be flexible to adapt. There may be aggressive competition and rivalry 
in a market. Globalization means that there is always the threat of substitute products and new 
entrants. The wider environment is also ever changing, and the marketer needs to compensate for 
changes in culture, politics, economics and technology. 
 
The internal environment: All factors that are internal to the organization are known as the 
'internal environment'. They are generally audited by applying the 'Five Ms' which are Men, 
Money, Machinery, Materials and Markets. The internal environment is as important for 
managing change as the external. As marketers we call the process of managing internal change 
'internal marketing.' Essentially we use marketing approaches to aid communication and change 
management. The external environment can be audited in more detail using other approaches 
such as SWOT Analysis, Michael Porter's Five Forces Analysis or PEST Analysis. 
 

 
Figure 5.1: The Marketing Environment 
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Five Forces Analysis helps the marketer to contrast a competitive environment. It has 
similarities with other tools for environmental audit, such as PEST analysis, but tends to focus on 
the single, stand alone, business or SBU (Strategic Business Unit) rather than a single product or 
range of products. For example, Dell would analyze the market for Business Computers i.e. one 
of its SBUs. Five forces analysis looks at five key areas namely the threat of entry, the power of 
buyers, the power of suppliers, the threat of substitutes, and competitive rivalry. 
 
The threat of entry: 
 

• Economies of scale e.g. the benefits associated with bulk purchasing.  
• The high or low cost of entry e.g. how much wills it cost for the latest technology?  
• Ease of access to distribution channels e.g. Do our competitors have the distribution 

channels sewn up?  
• Cost advantages not related to the size of the company e.g. personal contacts or 

knowledge that larger companies do not own or learning curve effects.  
• Will competitors retaliate?  
• Government action e.g. will new laws be introduced that will weaken our competitive 

position?  
• How important is differentiation? e.g. The Champagne brand cannot be copied. This 

desensitizes the influence of the environment.  
 
The power of buyers: 
 

• This is high where there a few, large players in a market e.g. the large grocery chains.  
• If there are a large number of undifferentiated, small suppliers e.g. small farming 

businesses supplying the large grocery chains.  
• The cost of switching between suppliers is low e.g. from one fleet supplier of trucks to 

another.  
 
The power of suppliers: 
 

• The power of suppliers tends to be a reversal of the power of buyers. 
• Where the switching costs are high e.g. switching from one software supplier to another.  
• Power is high where the brand is powerful e.g. Cadillac, Pizza Hut, Microsoft.  
• There is a possibility of the supplier integrating forward e.g. Brewers buying bars.  
• Customers are fragmented (not in clusters) so that they have little bargaining power e.g. 

Gas/Petrol stations in remote places.  
 
The threat of substitutes: 
 

• Where there is product-for-product substitution e.g. email for fax Where there is 
substitution of need e.g. better toothpaste reduces the need for dentists.  

• Where there is generic substitution (competing for the currency in your pocket) e.g. 
Video suppliers compete with travel companies.  

• We could always do without e.g. cigarettes.  
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Competitive Rivalry: 
 

• This is most likely to be high where entry is likely; there is the threat of substitute 
products, and suppliers and buyers in the market attempt to control. This is why it is 
always seen in the center of the diagram.  

 

 
 

Figure 5.2: Five Forces Analysis 
 

 
It is very important that an organization considers its environment before beginning the 
marketing process. In fact, environmental analysis should be continuous and feed all aspects of 
planning. The organization's marketing environment is made up of: 
 

• The internal environment e.g. staff (or internal customers), office technology, wages and 
finance, etc. 

• The micro-environment e.g. our external customers, agents and distributors, suppliers, 
our competitors, etc. 

• The macro-environment e.g. Political (and legal) forces, Economic forces, Sociocultural 
forces, and Technological forces. These are known as PEST factors. 

 
Political Factors: The political arena has a huge influence upon the regulation of businesses, 
and the spending power of consumers and other businesses. You must consider issues such as: 
 

• How stable is the political environment?  
• Will government policy influence laws that regulate or tax your business? 
• What is the government's position on marketing ethics?  
• What is the government's policy on the economy?  
• Does the government have a view on culture and religion?  
• Is the government involved in trading agreements such as EU, NAFTA, ASEAN, or 

others? 
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Economic Factors: Marketers need to consider the state of a trading economy in the short and 
long-terms. This is especially true when planning for international marketing. You need to look 
at: 
 

• Interest rates. 
• The level of inflation Employment level per capita.  
• Long-term prospects for the economy Gross Domestic Product (GDP) per capita, and so 

on. 
 
Sociocultural Factors: The social and cultural influences on business vary from country to 
country. It is very important that such factors are considered. Factors include: 
 

• What is the dominant religion?  
• What are attitudes to foreign products and services?  
• Does language impact upon the diffusion of products onto markets?  
• How much time do consumers have for leisure?  
• What are the roles of men and women within society?  
• How long are the population living? Are the older generations wealthy?  
• Does the population have a strong/weak opinion on green issues?  

 
Technological Factors: Technology is vital for competitive advantage, and is a major driver of 
globalization. Consider the following points:  
 

• Does technology allow for products and services to be made more cheaply and to a better 
standard of quality?  

• Do the technologies offer consumers and businesses more innovative products and 
services such as Internet banking, new generation mobile telephones, etc? 

• How is distribution changed by new technologies e.g. books via the Internet, flight 
tickets, auctions, etc?  

• Does technology offer companies a new way to communicate with consumers e.g. 
banners, Customer Relationship Management (CRM), etc?  

 

 
Figure 5.3: PEST Analysis 
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--------------------------------------------------------------------------------------------------------------------- 
5.2 MACRO ENVIRONMENT 
--------------------------------------------------------------------------------------------------------------------- 
Universe of sociological elements that affect a company's ability to serve its customers or sell its 
goods and services is called micro environment There are six major macro environment forces: 
cultural, demographic, economic, natural, political, and technological. The cultural environment 
includes institutions and other forces that affect the basic values, behaviors, and preferences of 
the society-all of which have an effect on consumer marketing decisions. The demographic 
environment includes the study of human populations in terms of size, density, location, age, sex, 
race, occupation, and other statistical information. The economic environment consists of all 
factors-such as salary levels, credit trends, and pricing patterns- that affect consumer spending 
habits and purchasing power. The natural environment involves all the natural resources, such as 
raw materials or energy sources, needed by or affected by marketers and marketing activities. 
The political environment includes all laws, government agencies, and lobbying groups that 
influence or restrict individuals or organizations in the society. The technological environment 
consists of those forces that affect the technology and which can create new products, new 
markets, and new marketing opportunities. 
 
PESTEL analysis of the macro-environment: There are many factors in the macro-
environment that will effect the decisions of the managers of any organization. Tax changes, new 
laws, trade barriers, demographic change and government policy changes are all examples of 
macro change. To help analyze these factors managers can categories them using the PESTEL 
model. This classification distinguishes between: 
 

• Political factors. These refer to government policy such as the degree of intervention in 
the economy. What goods and services does a government want to provide? To what 
extent does it believe in subsidizing firms? What are its priorities in terms of business 
support? Political decisions can impact on many vital areas for business such as the 
education of the workforce, the health of the nation and the quality of the infrastructure of 
the economy such as the road and rail system. 

• Economic factors. These include interest rates, taxation changes, economic growth, 
inflation and exchange rates. As you will see throughout the "Foundations of Economics" 
book economic change can have a major impact on a firm's behavior. For example: 
higher interest rates may deter investment because it costs more; to borrow a strong 
currency may make exporting more difficult because it may raise the price in terms of 
foreign currency; inflation may provoke higher wage demands from employees and raise 
costs; higher national income growth may boost demand for a firm's products 

• Social factors. Changes in social trends can impact on the demand for a firm's products 
and the availability and willingness of individuals to work. In the UK, for example, the 
population has been ageing. This has increased the costs for firms who are committed to 
pension payments for their employees because their staffs are living longer. It also means 
some firms such as Asda have started to recruit older employees to tap into this growing 
labor pool. The ageing population also has impact on demand: for example, demand for 
sheltered accommodation and medicines have increased whereas demand for toys is 
falling.  
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• Technological factors: new technologies create new products and new processes. MP3 
players, computer games, online gambling and high definition TVs are all new markets 
created by technological advances. Online shopping, bar coding and computer aided 
design are all improvements to the way we do business as a result of better technology. 
Technology can reduce costs, improve quality and lead to innovation. These 
developments can benefit consumers as well as the organizations providing the products. 

• Environmental factors: environmental factors include the weather and climate change. 
Changes in temperature can impact on many industries including farming, tourism and 
insurance. With major climate changes occurring due to global warming and with greater 
environmental awareness this external factor is becoming a significant issue for firms to 
consider. The growing desire to protect the environment is having an impact on many 
industries such as the travel and transportation industries (for example, more taxes being 
placed on air travel and the success of hybrid cars) and the general move towards more 
environmentally friendly products and processes is affecting demand patterns and 
creating business opportunities. 

• Legal factors: these are related to the legal environment in which firms operate. In recent 
years in the UK there have been many significant legal changes that have affected firms' 
behavior. The introduction of age discrimination and disability discrimination legislation, 
an increase in the minimum wage and greater requirements for firms to recycle are 
examples of relatively recent laws that affect an organization’s actions. Legal changes 
can affect a firm's costs (e.g. if new systems and procedures have to be developed) and 
demand (e.g. if the law affects the likelihood of customers buying the good or using the 
service). 

 
Different categories of law include: 
 

• Consumer laws: these are designed to protect customers against unfair practices such as 
misleading descriptions of the product 

 
• Competition laws: these are aimed at protecting small firms against bullying by larger 

firms and ensuring customers are not exploited by firms with monopoly power 
 

• Employment laws: these cover areas such as redundancy, dismissal, working hours and 
minimum wages. They aim to protect employees against the abuse of power by managers 

 
• Health and safety legislation: these laws are aimed at ensuring the workplace is as safe 

as is reasonably practical. They cover issues such as training, reporting accidents and the 
appropriate provision of safety equipment 
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Typical PESTEL factors to consider include: 
 

Factor Could include: 
Political  e.g. EU enlargement, the euro, international trade, taxation policy  
Economic  e.g. interest rates, exchange rates, national income, inflation, 

unemployment, Stock Market  
Social  e.g. ageing population, attitudes to work, income distribution  
Technological  e.g. innovation, new product development, rate of technological 

obsolescence  
Environmental  e.g. global warming, environmental issues  
Legal  e.g. competition law, health and safety, employment law  
 
By using the PESTEL framework we can analyze the many different factors in a firm's macro 
environment. In some cases particular issues may fit in several categories. For example, the 
creation of the Monetary Policy Committee by the Labor government in 1997 as a body that was 
independent of government but had the ability to set interest rates was a political decision but has 
economic consequences; meanwhile government economic policy can influence investment in 
technology via taxes and tax credits. If a factor can appear in several categories managers simply 
make a decision of where they think it best belongs. 
 
However, it is important not to just list PESTEL factors because this does not in itself tell 
managers very much. What managers need to do is to think about which factors are most likely 
to change and which ones will have the greatest impact on them i.e. each firm must identify the 
key factors in their own environment. For some such as pharmaceutical company’s government 
regulation may be critical; for others, perhaps firms that have borrowed heavily, interest rate 
changes may be a huge issue. Managers must decide on the relative importance of various factors 
and one way of doing this is to rank or score the likelihood of a change occurring and also rate 
the impact if it did. The higher the likelihood of a change occurring and the greater the impact of 
any change the more significant this factor will be to the firm's planning. 
 
It is also important when using PESTEL analysis to consider the level at which it is applied. 
When analyzing companies such as Sony, Chrysler, Coca Cola, BP and Disney it is important to 
remember that they have many different parts to their overall business - they include many 
different divisions and in some cases many different brands. Whilst it may be useful to consider 
the whole business when using PESTEL in that it may highlight some important factors, 
managers may want to narrow it down to a particular part of the business (e.g. a specific division 
of Sony); this may be more useful because it will focus on the factors relevant to that part of the 
business. They may also want to differentiate between factors which are very local, other which 
are national and those which are global.  
 
For example, a retailer undertaking PESTEL analysis may consider: 
 

• Local factors such as planning permission and local economic growth rates 
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• National factors such as UK laws on retailer opening hours and trade descriptions 
legislation and UK interest rates 

• Global factors such as the opening up of new markets making trade easier. The entry of 
Bulgaria and Rumania into the European Union might make it easier to enter that market 
in terms of meeting the various regulations and provide new expansion opportunities. It 
might also change the labor force within the UK and recruitment opportunities. 

 
This version of PESTEL analysis is called LONGPESTEL. This is illustrated below: 

 
 LOCAL NATIONAL GLOBAL 
POLITICAL  Provision of services 

by local council  
UK government policy 
on subsidies  

World trade 
agreements e.g. further 
expansion of the EU  

ECONOMIC  Local income  UK interest rates  Overseas economic 
growth  

SOCIAL  Local population 
growth  

Demographic change 
(e.g. ageing 
population)  

Migration flows  

TECHNOLOGICAL  Improvements in local 
technologies e.g. 
availability of Digital 
TV  

UK wide technology 
e.g. UK online services 

International 
technological 
breakthroughs e.g. 
internet  

ENVIRONMENTAL  Local waste issues  UK weather  Global climate change 
LEGAL  Local licenses/planning 

permission  
UK law  International 

agreements on human 
rights or environmental 
policy  

 
In "Foundations of Economics" we focus on the economic environment. We examine issues such 
as the effect of interest rate changes, changes in exchange rates, changes in trade policy, 
government intervention in an economy via spending and taxation and economic growth rates. 
These can be incredibly important factors in a firm's macro-environment. The growth of China 
and India, for example, has had massive effects on many organizations. Firms can relocate 
production there to benefit from lower costs; these emerging markets are also providing 
enormous markets for firms to aim their products at. With a population of over 1 billion, for 
example, the Chinese market is not one you would want to ignore; at the same time Chinese 
producers should not be ignored either. However, the relative importance of economic factors 
compared to other factors will depend on the particular position of a business. Exchange rate 
fluctuations may be critically important to a multinational but less significant to a local window 
cleaner. Rapid economic growth or economic decline may be very significant to a construction 
business that depends heavily on the level of income in the economy but may be slightly less 
significant to a milk producer whose product is less sensitive to income. So whilst the economy 
is important to all firms on both the supply side (e.g. unemployment levels affect the ease of 
recruitment) and demand side (e.g. income tax affects spending power) the relative importance 
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of specific economic factors and the relative importance of the economy compared to, say, 
regulation or social trends will vary. Whilst we hope this book provides a good insight into the 
economy and the possible effects of economic change on a business these must be considered in 
the light of other macro and micro factors that influence a firms' decisions and success. 
--------------------------------------------------------------------------------------------------------------------- 
5.3 MICRO AND INTERNAL ENVIRONMENT 
--------------------------------------------------------------------------------------------------------------------- 
These are internal factors close to the company that have a direct impact on the organizations 
strategy. These factors include: 
 

• Customers:  Organizations survive on the basis of meeting the needs, wants and 
providing benefits for their customers. Failure to do so will result in a failed business 
strategy. 

• Employees: Employing the correct staff and keeping these staff motivated is an essential 
part of the strategic planning process of an organization. Training and development plays 
an essential role particular in service sector marketing in-order to gain a competitive 
edge.  This is clearly apparent in the airline industry.  

• Suppliers: Increase in raw material prices will have a knock on affect on the marketing 
mix strategy of an organization. Prices may be forced up as a result. Closer supplier 
relationships are one way of ensuring competitive and quality products for an 
organization.  

• Shareholders: As organization requires greater inward investment for growth they face 
increasing pressure to move from private ownership to public.  However this movement 
unleashes the forces of shareholder pressure on the strategy of organizations. Satisfying 
shareholder needs may result in a change in tactics employed by an organization. Many 
internet companies who share prices rocketed in 1999 and early 2000 have seen the share 
price tumble as they face pressures from shareholders to turn in a profit. In a market 
which has very quickly become overcrowded many have failed. 

• Media: Positive or adverse media attention on an organizations product or service can in 
some cases make or break an organization. Consumer programmes with a wider and more 
direct audience can also have a very powerful and positive impact, enforcing 
organizations to change their tactics.  

• Competitors: The name of the game in marketing is differentiation. What benefit can the 
organization offer which is better then their competitors? Can they sustain this 
differentiation over a period of time from their competitors?. Competitor analysis and 
monitoring is crucial if an organization is to maintain its position within the market.  
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Figure 5.4: Micro Environmental Factor/Stakeholder Analysis 
 
An organization's internal environment is composed of the elements within the organization, 
including current employees, management, and especially corporate culture, which defines 
employee behavior. Although some elements affect the organization as a whole, others affect 
only the manager. A manager's philosophical or leadership style directly impacts employees. 
Traditional managers give explicit instructions to employees, while progressive managers 
empower employees to make many of their own decisions. Changes in philosophy and/or 
leadership style are under the control of the manager. The following sections describe some of 
the elements that make up the internal environment. The resource strength, behavior, weakness, 
synergy and distinctive competences are major components of the internal environment of an 
organization. 
 
An organization uses different types of resources which lead to its advantage (synergy) or 
disadvantage disynergy within an organization. It is the effective use of these resources that leads 
to synergistic advantage of the firm over another firm in the industry (strengths) weakness of 
over a period of time. Organizational capability in the design and implementation of corporate 
policy and strategy rest on an organizations capacity and ability to use its distinctive 
competences to excel in a particular operation. 
 
Some of the constituents of internal environments of an organization are: 
 
Organizational Resources: These are all the inputs physical or human used in the organization 
to create outputs in the firm of product or services through a transformation process. Some other 
resources of organizations are money, facilities, systems, knowledge, materials and manpower. 
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The cost and availability of these resources are important factors that determine the success of an 
organizations policy and strategy.  
 
Organizational Behavior: These behaviors an organization demonstrates as a result of 
influences and forces operating in the internal environment of determine the ability or constraints 
in the usage of resources is termed organizational behavior 
 
Synergistic Advantage: This is a situation where the whole is greater than the sum of its parts 
within an organization. 1 + 1 = 3. It is a situation where attributes do not add up mathematically 
but combine to yield an enhanced or reduced impact i.e. (synergistic effect). Two or more 
department could combine to support each other, in order to realize higher output or to share an 
impact within the organization. For instance, marketing, distribution and promotion may support 
each other for higher level of marketing strategy. Conversely, marketing inefficiency on the 
other hand, reduces production efficiency (dysenergy) i.e. negative synergy occurs. 
 
Strengths and Weaknesses: The strength of an organization is the attributes the organization 
has over another organization. The strength gave the organization the competitive edge over 
another in the same industry, while weaknesses are areas within the organization where the 
competitors in the same industry can take advantage of as their competitive edge.  
 
Distinctive Competence: This is a comparative quality of one organization over the other. A 
distinctive competence of an organization is the ability of that firm to do what its competitors 
cannot do or do better whet they can do. This concept is useful for strategy formulation. Use of 
trained and qualified manpower could be organization distinct competences over the other who 
may resolve to use the unskilled and low paid workers. 
 
Functional Strategies: This strategy is relatively a restricted plan which spells out the specific 
function, for the allocation of resources among different competing operations within the 
functional areas. This is necessary because it fosters easy co-ordination for optimal contribution 
to the achievement of the business and corporate level objectives.  
 
Functional strategies are obtained from the business and corporate strategy which are 
implemented through functional or operational strategy. A very important task of strategy 
implementation is to align or fit the activities and capabilities of and organization with its 
strategies. 
 
Strategies are operated at different levels and there has to be congruence and coordination among 
these strategies. Such congruence is the VERTICAL FIT. The congruence and coordination 
among the different activities taking place at the same level is the Horizontal Fit.  
 
Vertical Fit: Discussions on vertical fit will make it necessary to define functional strategies in 
terms of the capability of the functional strategies to contribute to the strategic advantage of the 
organization from which it is derived. Below are some of the functional Strategies. 
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• Strategic marketing management which implies the focusing on the alignment of 
marketing management within the organization alongside its corporate and business 
strategies to gain a strategic advantage. 

• Strategic financial management focusing on alignment of financial management within 
an organization with its corporate and business strategies to gain a strategic advantage. 

• Strategic operations management – This implies focusing on the alignment of operations 
management within an organization with its corporate and business strategies to gain a 
strategic advantage. 

• Strategic human resources management means focusing on the alignment of human 
resource management within an organization with its corporate and business strategies to 
gain a strategic advantage. 

• Strategic information management means focusing on the alignment of information 
management within an organization with its corporate and business strategies to gain a 
strategic advantage. 

Horizontal Fit: This means that there has to be integration of the operational activities 
undertaken to provide a product or service to a customer. This can only take place in the course 
of operational implementation. 

Operational Implementation:  It is the approach adopted by an organization to achieve 
operational effectiveness. When an organization engaged in (value creating activities) optimally 
and in a way which is better than its competitors. It results in operational effectiveness. Ability of 
organization to achieve operational effectiveness has a lot to do with its effective coordination of 
its (value chain). 
 
Value chain is a set of interlinked value creating activities performed by organization. These 
activities may begin with the activity of procurement of basic raw materials and include the act 
of processing in its successive stages right up to actual end of the product which may be 
marketed to the ultimate consumer. The value chain of a manufacturing organization is divided 
into primary and support activities. 

Primary activities are directly related to the flow of products to the customer and include (5) sub-
activities. 

• Inbound logistics (receiving and storing, etc) 
• Operations – transformation of raw materials into finished products 
• Outbound logistics (order-processing, physical distribution etc) 
• Marketing and sales (pricing, promotion etc) 
• Service – (installation, repairs etc) 

Support activities are provided to sustain the primary activities. These consist of the 
infrastructure (including, finance, accounting, general management etc) human resource 
management, technology development and procurement. The consideration of vertical fit and 
horizontal fit help to explain why integration is necessary for the different subsets of functional 
strategies. 
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Functional Plans and Policies: The beauty of business strategy or corporate strategy is the 
extent to which it can serve as direction to functional managers regarding the plans and policies 
to be adopted. Infact, the effectives of strategic management depends critically on the manner in 
which strategies are implemented.  

Need for Functional Plans and Policies: Among so many reasons for functional plans and 
policies, Gluck has suggested five reasons to show why functional plans and policies are needed. 

These are: 

1. To ensure that strategic decisions are implemented by all the parts of an organization 
2. There is a basis for controlling activities in the different functional areas of a business 
3. The time spent by functional managers on decision making may be reduced as the plans 

lay down clearly what has to be done and the policies provide the discretionary 
framework within which decisions need to be taken 

4. Similar situations occurring in different functional areas are landed by the functional 
managers in a consisted manner. 

5. Coordination across the different functions takes place where necessary. 

Functional Strategic Planning/ (Check List) Financial Plans and Policies: The financial 
plans and policies of an organization are related to the availability, usage and management of 
funds. Strategists need to formulate plans and policies in these areas so that strategies may be 
implemented effectively. Some of these checklists in the financial resources of an organization 
are: 

• Sources of funds 
• Usage of funds 
• Management of funds 

Sources of Funds: This refers to sources of financing or capital-mix decisions. Plan and policies 
have to be directed at major factors as: capital structure, capital procurement and working capital 
borrowings; reserves and surplus as sources of funds. These plans and policies are important for 
determining the financial strengths or weakness of an organization. 

Usage of Funds: Plans and policies for the usage of funds deals with investment or asset-mix 
decisions. The major considerations that are relevant here are: 

• Capital investment 
• Fixed asset acquisition 
• Current assets 
• Loans and advances 
• Dividends decisions and the relationship with shareholders 

Management of Funds: The management of funds is an important area of financial plans and 
policies it basically deals with decision related to the systematic aspects of financial 
management. The major areas related to the management of funds are: 
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• System of finance 
• Accounting and budgeting 
• Management control system 
• Cash 
• Credit 
• Risk management 
• Cost control and reduction 
• Tax-planning and advantages 

Marketing Plans and Policies: Plans and policies related to marketing have to be formulated 
and implemented on the basis of 4ps of marketing mix, that is, product, pricing, place 
(distribution) and promotion. The major issues and decisions related to these marketing mix 
factors are question such as: 

• What types of product to offer? 
• At what prices? 
• Through which distribution channels? 
• By which of the promotional tool? 

1. Product: Product denotes the goods and services that an organization offers to its target 
markets. Plans and policies related to product and markets need to be formulated and 
implemented on the basis of characteristics such as quality, features, choice of models, 
brand names, packaging and so on. 

2. Pricing: Pricing denotes the money customers pay for exchange of goods and services. It 
is important to the seller because it is the reward for his efforts. To a buyer, price is the 
value that is assigned to the satisfaction of its needs and wants. Several price 
characteristics, such as, discount, mode of payment, allowances, payment period, credit 
terms, and so on, affect pricing plans and policies. 

3. Place: Place (or distribution) is the process by which goods or services are made 
available to the customers. Distribution plans and policies address themselves to issue, 
such as the channels to be used; transportation, logistics and storage inventory 
management, coverage of market and so on. 

4. Promotion: This deals with the marketing communication intended to convey the 
company’s and its product’s or service’s image to prospective buyers. A promotional mix 
consists of four activities advertising, personal selling, sales promotion and publicity. 

5. Production System: The production system is concerned with the capacity, location, 
layout, product or service design, work systems, degree of automation, extent of vertical 
integration and other factors. 

6. Operations planning and Control: Plans and policies related to operations planning: 
materials supply, inventory, cost and quality management: maintenance of plant and 
equipment. 

The aim of strategy implementation is to see how efficiently resources are utilized and in what 
manner the day-to-day operations can be managed in the light of long term objectives. 
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Research and Development: Plans and policies for research and development deal with product 
development, personnel and facilities, level of technology used, technology transfer and 
absorption. Technological collaboration and support, and so on. Research and development is 
sued in strategy implementation as a foundation for implementing strategies like product 
development and diversification.  

Personnel Plans and Policies: Personnel plans and policies relate to the personnel system, 
organizational and employee characteristics, and industrial relations. 

Personnel System: Plans and policies related to the personnel system deal with factors like 
manpower planning, selection, development, compensation, communication and appraisal.  

Information Management Plans and Policies: Information capability factors relate to the 
design and management of the flow of information from within and outside into an organization. 
The value of information as a tangible resource and as a source of strategic advantage has been 
recognized by organizations. Other area of information management are acquisition and retention 
of information which regards the processing and synthesis of information with factors such as the 
sources, quantity, quality and timeliness of information retention capacity and the security of 
information. Having examined not serious analysis on the functional areas earlier mentioned it 
would be necessary to evaluate the organizational strengths and weakness for decision making 
on the basis of the following: 

• Evaluating an organization’s strengths 
• Common ORGANISATIONAL STRENGTH 

A common strength is an organizational capability possessed by numerous competing firms. For 
example all the major strong wood film studios possess common strength in lighting sound 
recording, set and costume design and make up. Competitive parity exists when large numbers of 
competing firms can implement the same strategy. Thus a firm company that exploit sonly its 
common strengths in choosing and implementing strategies is not likely to go beyond average 
performance.  

Distinctive Competences: A distinctive competency is a strength possessed by only a small 
number of competing firms. Distinctive competencies are rare among a set of competitors. 
Organizations that exploit their distinctive competencies often obtain competitive advantage and 
attain above-normal economic performance. Distinctive competencies are competencies that 
could be found in the functional areas in the organization. For example in finance, personnel, 
research and development; marketing and information management organization weakness can 
be evaluated in forms of skills and capabilities that do not enable an organization to choose and 
implement strategies that support its mission. 

Organizations have essentially two ways of addressing weakness. First, it may need to make 
investments to obtain the strength required to implement strategies that support its mission, 
secondly, it may need to modify its mission so that it can be accomplished with the skills and 
capabilities that the organization already possesses. 
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--------------------------------------------------------------------------------------------------------------------- 
5.4 FACTORS INFLUENCING CONSUMER BUYER BEHAVIOR 
--------------------------------------------------------------------------------------------------------------------- 
What is Consumer Buying Behavior? 
 
Definition of Buying Behavior: Buying Behavior is the decision processes and acts of people 
involved in buying and using products. We need to understand:  
 

• Why consumers make the purchases that they make?  
• What factors influence consumer purchases?  
• The changing factors in our society.  

Consumer Buying Behavior refers to the buying behavior of the ultimate consumer. A firm needs 
to analyze buying behavior for:  
 

• Buyer’s reactions to a firms marketing strategy has a great impact on the firm’s success.  
• The marketing concept stresses that a firm should create a Marketing Mix (MM) that 

satisfies (gives utility to) customers, therefore need to analyze the what, where, when and 
how consumers buy.  

• Marketers can better predict how consumers will respond to marketing strategies.  
 
Stages of the Consumer Buying Process: Six Stages to the Consumer Buying Decision Process 
(For complex decisions). Actual purchasing is only one stage of the process. Not all decision 
processes lead to a purchase. All consumer decisions do not always include all 6 stages, 
determined by the degree of complexity...discussed next. 
The 6 stages are:  
 

• Problem Recognition (awareness of need)--difference between the desired state and the 
actual condition. Deficit in assortment of products. Hunger--Food. Hunger stimulates 
your need to eat. Can be stimulated by the marketer through product information--did not 
know you were deficient? I.E., see a commercial for a new pair of shoes, stimulates your 
recognition that you need a new pair of shoes.  

 
• Information search Internal search, memory; External search if you need more 

information. Friends and relatives (word of mouth). Marketer dominated sources; 
comparison shopping; public sources etc. A successful information search leaves a buyer 
with possible alternatives, the evoked set. Hungry, want to go out and eat, evoked set is 
chinese food; indian food; burger king; klondike kates etc  

 
• Evaluation of Alternatives--need to establish criteria for evaluation, features the buyer 

wants or does not want. Rank/weight alternatives or resume search. May decide that you 
want to eat something spicy, Indian gets highest rank etc. 
If not satisfied with your choice then returns to the search phase. Can you think of 
another restaurant? Look in the yellow pages etc. Information from different sources may 
be treated differently. Marketers try to influence by "framing" alternatives.  

 



 113

• Purchase decision--Choose buying alternative, includes product, package, store, method 
of purchase etc.  

 
• Purchase--May differ from decision, time lapse between 4 & 5, product availability.  

 
• Post-Purchase Evaluation--outcome: Satisfaction or Dissatisfaction. Cognitive 

Dissonance, have you made the right decision. This can be reduced by warranties, after 
sales communication etc. After eating an indian meal, may think that really you wanted a 
chinese meal instead.  

 
Types of Consumer Buying Behavior: Types of consumer buying behavior are determined by:  

• Level of Involvement in purchase decision. Importance and intensity of interest in a 
product in a particular situation.  

• Buyer’s level of involvement determines why he/she is motivated to seek information 
about a certain products and brands but virtually ignores others.  

High involvement purchases--Honda Motorbike, high priced goods, products visible to others, 
and the higher the risk the higher the involvement. Types of risk:  

• Personal risk  
• Social risk  
• Economic risk  

The four type of consumer buying behavior are:  

• Routine Response/Programmed Behavior--buying low involvement frequently purchased 
low cost items; need very little search and decision effort; purchased almost 
automatically. Examples include soft drinks, snack foods, milk etc.  

• Limited Decision Making--buying product occasionally. When you need to obtain 
information about unfamiliar brand in a familiar product category, perhaps. Requires a 
moderate amount of time for information gathering. Examples include Clothes--know 
product class but not the brand.  

• Extensive Decision Making/Complex high involvement, unfamiliar, expensive and/or 
infrequently bought products. High degree of economic/performance/psychological risk. 
Examples include cars, homes, computers, education. Spend a lot of time seeking 
information and deciding. Information from the companies MM; friends and relatives, 
store personnel etc. Go through all six stages of the buying process.  

• Impulse buying, no conscious planning.  

The purchase of the same product does not always elicit the same Buying Behavior. Product can 
shift from one category to the next. For example: Going out for dinner for one person may be 
extensive decision making (for someone that does not go out often at all), but limited decision 
making for someone else. The reason for the dinner, whether it is an anniversary celebration, or a 
meal with a couple of friends will also determine the extent of the decision making. 
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Consumer purchases are influenced strongly by or there are four factors. 
 

• Cultural Factor  
• Social Factor 
• Personal Factor 
• Psychological Factor. 
 

Cultural Factor: Cultural factor divided into three sub factors (i) Culture (ii) Sub Culture (iii) 
Social Class 
 

• Culture: The set of basic values perceptions, wants, and behaviors learned by a member 
of society from family and other important institutions. Culture is the most basic cause of 
a person’s wants and behavior. Every group or society has a culture, and cultural 
influences on buying behavior may vary greatly from country to country. 

 
• Sub Culture: A group of people with shared value systems based on common life 

experiences and situations. Each culture contains smaller sub cultures a group of people 
with shared value system based on common life experiences and situations. Sub culture 
includes nationalities, religions, racial group and geographic regions. Many sub culture 
make up important market segments and marketers often design products.  

 
• Social Class: Almost every society has some form of social structure; social classes are 

society’s relatively permanent and ordered divisions whose members share similar 
values, interests and behavior. 

 
Social Factors: A consumer’s behavior also is influenced by social factors, such as the (i) 
Groups (ii) Family (iii) Roles and status 
 

• Groups: Two or more people who interact to accomplish individual or mutual goals. A 
person’s behavior is influenced by many small groups. Groups that have a direct 
influence and to which a person belongs are called membership groups. Some are 
primary groups includes family, friends, neighbors and coworkers. Some are secondary 
groups, which are more formal and have less regular interaction. These include 
organizations like religious groups, professional association and trade unions.  

 
• Family: Family members can strongly influence buyer behavior. The family is the most 

important consumer buying organization society and it has been researched extensively. 
Marketers are interested in the roles, and influence of the husband, wife and children on 
the purchase of different products and services.  

 
• Roles and Status: A person belongs to many groups, family, clubs, and organizations. 

The person’s position in each group can be defined in terms of both role and status. For 
example. M & “X” plays the role of father, in his family he plays the role of husband, in 
his company, he plays the role of manager, etc. A Role consists of the activities people 
are expected to perform according to the persons around them. 
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Personal Factors: It includes (i) Age and life cycle stage (ii) Occupation (iii) Economic 
situation (iv) Life Style (v) Personality and self concept. 
 

• Age and Life cycle Stage: People change the goods and services they buy over their 
lifetimes. Tastes in food, clothes, furniture, and recreation are often age related. Buying is 
also shaped by the stage of the family life cycle. 

 
• Occupation: A person’s occupation affects the goods and services bought. Blue collar 

workers tend to buy more rugged work clothes, whereas white-collar workers buy more 
business suits. A Co. can even specialize in making products needed by a given 
occupational group. Thus, computer software companies will design different products 
for brand managers, accountants, engineers, lawyers, and doctors. 

 
• Economic situation: A person’s economic situation will affect product choice 

 
• Life Style: Life Style is a person’s Pattern of living, understanding these forces involves 

measuring consumer’s major AIO dimensions. i.e. activities (Work, hobbies, shopping, 
support etc) interest (Food, fashion, family recreation) and opinions (about themselves, 
Business, Products) 

 
• Personality and Self concept: Each person’s distinct personality influences his or her 

buying behavior. Personality refers to the unique psychological characteristics that lead to 
relatively consistent and lasting responses to one’s own environment. 

 
Psychological Factors: It includes these Factors. (i) Motivation (ii) Perception (iii) Learning (iv) 
Beliefs and attitudes 
 

• Motivation : Motive (drive) a need that is sufficiently pressing to direct the person to 
seek satisfaction of the need 

 
• Perception: The process by which people select, Organize, and interpret information to 

form a meaningful picture of the world. 
 

• Learning: Changes in an individual’s behavior arising from experience. 
 

• Beliefs and attitudes: Belief is a descriptive thought that a person holds about 
something. Attitude, a Person’s consistently favorable or unfavorable evaluations, 
feelings, and tendencies towards an object or idea. 

 
--------------------------------------------------------------------------------------------------------------------- 
5.5 BUYER DECISION PROCESS 
--------------------------------------------------------------------------------------------------------------------- 
Buyer decision processes are the decision making processes undertaken by consumers in regard 
to a potential market transaction before, during, and after the purchase of a product or service. 
More generally, decision making is the cognitive process of selecting a course of action from 
among multiple alternatives. Common examples include shopping deciding what to eat. Decision 
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making is said to be a psychological construct. This means that although we can never "see" a 
decision, we can infer from observable behavior that a decision has been made. Therefore we 
conclude that a psychological event that we call "decision making" has occurred. It is a 
construction that imputes commitment to action. That is, based on observable actions, we assume 
that people have made a commitment to effect the action. In general there are three ways of 
analyzing consumer buying decisions. They are: 
 

• Economic models - These models are largely quantitative and are based on the 
assumptions of rationality and near perfect knowledge. The consumer is seen to 
maximize their utility. See consumer theory. Game theory can also be used in some 
circumstances. 

• Psychological models - These models concentrate on psychological and cognitive 
processes such as motivation and need recognition. They are qualitative rather than 
quantitative and build on sociological factors like cultural influences and family 
influences. 

• Consumer behavior models - These are practical models used by marketers. They 
typically blend both economic and psychological models. 

Nobel laureate Herbert Simon sees economic decision making as a vain attempt to be rational. 
He claims (in 1947 and 1957) that if a complete analysis is to be done, a decision will be 
immensely complex. He also says that peoples' information processing ability is very limited. 
The assumption of a perfectly rational economic actor is unrealistic. Often we are influenced by 
emotional and non-rational considerations. When we try to be rational we are at best only 
partially successful.  

Models of buyer decision making: In an early study of the buyer decision process literature, 
Frank Nicosia identified three types of buyer decision making models. They are the univariate 
model (He called it the "simple scheme".) in which only one behavioral determinant was allowed 
in a stimulus-response type of relationship; the multi-variate model (He called it a "reduced form 
scheme".) in which numerous independent variables were assumed to determine buyer behavior; 
and finally the "system of equations" model (He called it a "structural scheme" or "process 
scheme".) in which numerous functional relations (either univariate or multi-variate) interact in a 
complex system of equations. He concluded that only this third type of model is capable of 
expressing the complexity of buyer decision processes. Nicosia built a comprehensive model 
involving five modules. The encoding module includes determinants like "attributes of the 
brand", "environmental factors", "consumer's attributes", "attributes of the organization", and 
"attributes of the message". Other modules in the system include consumer decoding, search and 
evaluation, decision, and consumption.  
 
General model: A general model of the buyer decision process consists of the following steps: 
 

1. Problem recognition; 
2. Gathering Information 
3. Alternative education 
4. Purchase decision 
5. Post-purchase behavior/buyer's remorse (cognitive dissonance) 
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There are a range of alternative models, but that of AIUAPR, which most directly links to the 
steps in the marketing/promotional process is often seen as the most generally useful;  
 

• Awareness - before anything else can happen the potential customers must become 
aware that the product or service exists. Thus, the first task must be to gain the attention 
of the target audience. All the different models are, predictably, agreed on this first step. 
If the audience never hears the message, they will not act on it, no matter how powerful it 
is. 

• Interest - but it is not sufficient to grab their attention. The message must interest them 
and persuade them that the product or service is relevant to their needs. The content of 
the message(s) must therefore be meaningful and clearly relevant to that target audience's 
needs, and this is where marketing research can come into its own. 

• Understanding - once an interest is established, the prospective customer must be able to 
appreciate how well the offering may meet his or her needs, again as revealed by the 
marketing research. This may be no small achievement where the copywriter has just 
fifty words, or ten seconds, to convey everything there is to say about it. 

• Attitudes - but the message must go even further; to persuade the reader to adopt a 
sufficiently positive attitude towards the product or service that he or she will purchase it, 
albeit as a trial. There is no adequate way of describing how this may be achieved. It is 
simply down to the magic of the copywriter's art, or based on the strength of the product 
or service itself. 

• Purchase - all the above stages might happen in a few minutes while the reader is 
considering the advertisement; in the comfort of his or her favorite armchair. The final 
buying decision, on the other hand, may take place some time later; perhaps weeks later, 
when the prospective buyer actually tries to find a shop which stocks the product. 

• Repeat Purchase - but in most cases this first purchase is best viewed as just a trial 
purchase. Only if the experience is a success for the customer will it be turned into repeat 
purchases. These repeats, not the single purchase which is the focus of most models, are 
where the vendors focus should be, for these are where the profits are generated. The 
earlier stages are merely a very necessary prerequisite for this! 

 
This is a very simple model, and as such does apply quite generally. Its lessons are that you 
cannot obtain repeat purchasing without going through the stages of building awareness and then 
obtaining trial use; which has to be successful. It is a pattern which applies to all repeat purchase 
products and services; industrial goods just as much as baked beans. This simple theory is rarely 
taken any further - to look at the series of transactions which such repeat purchasing implies. The 
consumer's growing experience over a number of such transactions is often the determining 
factor in the later - and future - purchases. All the succeeding transactions are, thus, 
interdependent - and the overall decision-making process may accordingly be much more 
complex than most models allow for. 
 
Cognitive and personal biases in decision making: It is generally agreed that biases can creep 
into our decision making processes, calling into question the correctness of a decision. Below is 
a list of some of the more common cognitive biases. 
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• Selective search for evidence - We tend to be willing to gather facts that support certain 
conclusions but disregard other facts that support different conclusions. 

• Premature termination of search for evidence - We tend to accept the first alternative that 
looks like it might work. 

• Conservatism and inertia - Unwillingness to change thought patterns that we have used in 
the past in the face of new circumstances. 

• Experiential limitations - Unwillingness or inability to look beyond the scope of our past 
experiences; rejection of the unfamiliar. 

• Selective perception - We actively screen-out information that we do not think is salient. 
• Wishful thinking or optimism - We tend to want to see things in a positive light and this 

can distort our perception and thinking. 
• Recency - We tend to place more attention on more recent information and either ignore 

or forget more distant information. 
• Repetition bias - A willingness to believe what we have been told most often and by the 

greatest number of different of sources. 
• Anchoring - Decisions are unduly influenced by initial information that shapes our view 

of subsequent information. 
• Group think - Peer pressure to conform to the opinions held by the group. 
• Source credibility bias - We reject something if we have a bias against the person, 

organization, or group to which the person belongs: We are inclined to accept a statement 
by someone we like. 

• Incremental decision making and escalating commitment - We look at a decision as a 
small step in a process and this tends to perpetuate a series of similar decisions. This can 
be contrasted with zero-based decision making. 

• Inconsistency - The unwillingness to apply the same decision criteria in similar 
situations. 

• Attribution asymmetry - We tend to attribute our success to our abilities and talents, but 
we attribute our failures to bad luck and external factors. We attribute other's success to 
good luck, and their failures to their mistakes. 

• Role fulfillment - We conform to the decision making expectations that others have of 
someone in our position. 

• Underestimating uncertainty and the illusion of control - We tend to underestimate future 
uncertainty because we tend to believe we have more control over events than we really 
do. 

• Faulty generalizations - In order to simplify an extremely complex world, we tend to 
group things and people. These simplifying generalizations can bias decision making 
processes. 

• Ascription of causality - We tend to ascribe causation even when the evidence only 
suggests correlation. Just because birds fly to the equatorial regions when the trees lose 
their leaves, does not mean that the birds migrate because the trees lose their leaves. 

--------------------------------------------------------------------------------------------------------------------- 
5.6 INPUTS FOR BUYING DECISION PROCESS 
--------------------------------------------------------------------------------------------------------------------- 
Understanding the Buyer’s Decision Process: Many of the world’s best sales forces are the 
best because they have developed and used the systematic sales process. Having a map of the 
things that have to happen before a sale can be made which provides a framework for sales 
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planning and activity, reduces mistakes, and shortens new hire ramp-up time. However, what is 
conspicuously absent from most of these process maps are the things that prospective customers 
have to do each step of the way in order to buy. The truth is that the things that are done at any 
particular step or stage in the process could be a complete waste of time if the client doesn’t do 
what they must do to move forward to the next step or stage in their buying process. 
 
As sales professionals, you don’t retire quota or earn commissions for anything that you do. You 
get paid on what your prospects do. When they sign a contract or issue a purchase order, then 
you make some money. You have to accept that you cannot control your prospects. Account 
Managers or Sales Managers often ask, “What do we have to do to close this deal?” That is the 
wrong question. What you should be asking is, “What does the prospect have to do in order to 
buy?” and then the follow-on question is, “What do we have to do to get them to do those 
things?” 
 
Whether or not you have or follow a systematic sales process, you should endeavor to understand 
and document your prospect’s buying process. You must understand not only the things that 
have to happen throughout the selection and approval process, but who will be involved along 
the way. Armed with a thorough understanding of the steps and stages of your prospects buying 
process, you can plan your work accordingly. Then every single move you make can be made 
with the specific intent of enabling or empowering your prospect to take the next step they need 
to take in order to buy. In order for you and the buyer to understand the buying process, you need 
to ask questions. Lots of questions. Here are some questions that will help you and the buyer 
define and clarify what has to happen before a decision will be made: 
 

1. What kind of results are you having with your current advertising campaign? 
2. If your current campaign is not providing for you what you need it to how do you plan on 

discovering if another campaign might work better? 
3. How have you managed to do so well in spite of the fact that you are not receiving from 

your current campaign what you really need? 
4. How did you come to accept these less than satisfactory results from your existing 

campaign? What needs to happen before you and the other decision makers in this 
company will decide to do something different? 

5. Can your existing advertising provide the results needed to take your business to the next 
level? If so, what has stopped it from providing the results before? 

6. What do you and the other decision makers need to know or understand before you will 
be willing to solve this problem? 

7. Since bringing in a new advertising strategy and plan would necessitate changes, what 
would your decision team need to understand before they’d be willing to help you 
through the change process? 

8. What would they need to see or hear before they would be able to understand that this 
new process would not create chaos for them? 

9. What I hear you saying is that you need blah, blah and blah from me to have the 
confidence that we can help you. Is that correct? What would you like for me to do next? 

 
Before you proceed to any next step, you should know and understand exactly what has to 
happen next in their buying process, and what you’re going to do to make that happen. If you 
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spend the time and money to go visit a prospect without a plan of what you intend to say and do 
to help them take the next step in their buying process then you are little more than a professional 
visitor. 
 
Defining and documenting a useful map of our prospects buying process will take time, it will 
take effort, and it will require that you reach, qualify, and sell to all of the people who will play a 
part in the selection and approval process. You will need a lot of input and perspective because 
simply accepting any one person’s opinion of their process leaves too many variables to chance 
and ultimately leaves you with too much exposure and opportunity for failure. Taking the time to 
thoroughly understand all of the things that the prospect needs to do in order to buy often makes 
the difference between the very successful and those who simply get by. 
 
How do customers buy? Research suggests that customers go through a five-stage decision-
making process in any purchase. This is summarized in the diagram below: 
 
This model is important for anyone making marketing decisions. It forces the marketer to 
consider the whole buying process rather than just the purchase decision (when it may be too late 
for a business to influence the choice!) The model implies that customers pass through all stages 
in every purchase. However, in more routine purchases, customers often skip or reverse some of 
the stages. For example, a student buying a favorite hamburger would recognize the need 
(hunger) and go right to the purchase decision, skipping information search and evaluation. 
However, the model is very useful when it comes to understanding any purchase that requires 
some thought and deliberation. The buying process starts with need recognition. At this stage, 
the buyer recognizes a problem or need (e.g. I am hungry, we need a new sofa, I have a 
headache) or responds to a marketing stimulus (e.g. you pass Starbucks and are attracted by the 
aroma of coffee and chocolate muffins). 
 
An “aroused” customer then needs to decide how much information (if any) is required. If the 
need is strong and there is a product or service that meets the need close to hand, then a purchase 
decision is likely to be made there and then. If not, then the process of information search begins. 
A customer can obtain information from several sources: 
 

• Personal sources: family, friends, neighbors etc 
• Commercial sources: advertising; salespeople; retailers; dealers; packaging; point-of-sale 

displays 
• Public sources: newspapers, radio, television, consumer organizations; specialist 

magazines 
• Experiential sources: handling, examining, using the product 

 
The usefulness and influence of these sources of information will vary by product and by 
customer. Research suggests that customer’s value and respect personal sources more than 
commercial sources (the influence of “word of mouth”). The challenge for the marketing team is 
to identify which information sources are most influential in their target markets. In the 
evaluation stage, the customer must choose between the alternative brands, products and 
services.  
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Figure 5.5: How Customers buy? 

 

How does the customer use the information obtained? An important determinant of the extent 
of evaluation is whether the customer feels “involved” in the product. By involvement, we mean 
the degree of perceived relevance and personal importance that accompanies the choice. Where a 
purchase is “highly involving”, the customer is likely to carry out extensive evaluation.  
 

• High-involvement purchases include those involving high expenditure or personal risk 
– for example buying a house, a car or making investments.  

• Low involvement purchases (e.g. buying a soft drink, choosing some breakfast cereals 
in the supermarket) have very simple evaluation processes. 

 
Why should a marketer need to understand the customer evaluation process? The answer 
lies in the kind of information that the marketing team needs to provide customers in different 
buying situations. In high-involvement decisions, the marketer needs to provide a good deal of 
information about the positive consequences of buying. The sales force may need to stress the 
important attributes of the product, the advantages compared with the competition; and maybe 
even encourage “trial” or “sampling” of the product in the hope of securing the sale. 
 
Post-purchase evaluation - Cognitive Dissonance: The final stage is the post-purchase 
evaluation of the decision. It is common for customers to experience concerns after making a 
purchase decision. This arises from a concept that is known as “cognitive dissonance”. The 
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customer, having bought a product, may feel that an alternative would have been preferable. In 
these circumstances that customer will not repurchase immediately, but is likely to switch brands 
next time. To manage the post-purchase stage, it is the job of the marketing team to persuade the 
potential customer that the product will satisfy his or her needs. Then after having made a 
purchase, the customer should be encouraged that he or she has made the right decision. 
--------------------------------------------------------------------------------------------------------------------- 
5.7 CONSUMER TRENDS 
--------------------------------------------------------------------------------------------------------------------- 
Top Ten Consumer trends according to Daphne Kasriel. All expectations are that this will be a 
year of guarded consumption for credit-crunched consumers globally – but consumption is more 
resilient than people might think and many commentators point out that the global consumer 
mindset is tuned to recession-spending.   
 
Considered but resilient consumption: “The Lipstick Effect” is the phenomenon of the rise of 
small self-treating on make-up and gadgets when people forego extravagant purchases such as 
cars and holidays in times of recession. This tendency is all about consumers' sustained need to 
enjoy consumption and express their identity despite their pressured lives. Overall, consumers 
may scale down on purchases and live with delayed gratification by saving and investing more in 
retraining and putting more energy into getting better value. But the definition of value will be 
different for different products. For instance, consumers will seek the lowest price for products 
that serve basic needs such as food, whereas in self-treating and small luxuries, the value of 
feeling indulged is given precedence. The Lipstick Effect endures.  
 
Age of uncertainty: “When there's so much uncertainty, volatility and anxiety, it's harder to 
define trends. You're not so much trying to predict the future as trying to create a conversation 
about where the future might go. Most of the time you're illuminating the present,” says Sydney-
based futurist Richard Watson, author of new book “Future Files”. 
 
Commentators, journalists and bloggers are certainly signalling 2009 as a year of fear, anxiety 
and uncertainty for consumers who, in order to fight back against these pressures, will need to 
engage with them using resourceful coping strategies. These include immersing themselves in 
the safety and comfort of their home cocoons, voluntarily trimming spending, redefining their 
relationship with brands so that this becomes more of a dialogue rather than a one-way brand-to-
consumer communication and reinventing and re-launching themselves through retraining, thrift, 
bargain hunting, revised leisure time aspirations etc.  
 
A new shopping aesthetic: Value redefined as quality: Value rather than cheapness will now 
count when consumers have to choose between brands when making purchasing decisions in the 
year ahead. Hence consumers will reward brands focusing on quality with loyalty. In this new 
retail landscape, value equates to quality, longevity, sustainability and meaning. This last 
attribute indicates that consumers seek consumption that they also perceive as adding value to 
their lives.  
 
Popular international consumer rating site, Qype, stands for quality not hype. This revival of 
consumer interest in lasting quality replaces the “little and often” approach of recent years. Mass 
consumption has also led to mountains of discarded cheap synthetic clothing at landfill sites that 
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worry ethical consumers. Commentators and bloggers are arguing that fast, throwaway fashion, 
central to our transient, disposable culture is slowing down. Says a spokesperson from UK 
supermarket ASDA: “We did a survey with our customers at the beginning of the year. They said 
they are now making product choices around quality and value for money.”  
 
This consumer perception of value in quality will extend to clothing, food and the home – e.g. 
timeless pieces that will remain stylish rather than one-season fast fashion outfits. The design 
boom of recent years has been fuelled by fast-turnaround trends and seasonal collections that ape 
the fashion industry. Expectations are for a design aesthetic reverting to the original premise of 
design: creating useful things that last.  
 
The death of bling? The definition of lavish is morphing before our eyes write Jeff Barrett and 
Robin Turner in the UK's Times. Concurring that the ultra-cheap, throwaway purchase feels 
wrong, they also stress that bling may have to take a rest cure as “whatever your financial 
circumstances, being seen to spend unseemly amounts of money is no longer fashionable.” With 
conspicuous consumption looking like bad taste, high-end labels benefiting from the new 
discretion include Bottega Veneta and others evoking consumer perceptions of luxury that is 
sustainable. The best luxury marketers will offer consumers reassurance about making non-
essential purchases. 

Designer Karl Lagerfeld recently declared the age of bling over due to the economic crisis. 
Celebrities are noticeably pared down in monochrome colors and minimal adornment. Stylists 
are busy seeking conspicuously inconspicuous red carpet looks. This is not a global fact, 
however. According to consumer expert Arund Singhal, Indian consumers, particularly middle 
income urbanites and the relatively young segment will display a more visible consumption of 
bling in 2009, with some consumers willing to pay a premium for it.  

Malaysians are still packing shopping malls, though the slowdown has turned them into bargain 
hunters. An international Synovate consumer survey showed that 53% of Malaysians were 
worried, but spending earnestly. It was the highest proportion out of nine countries – Brazil, 
Taiwan, Turkey, Japan, Russia, the USA, France and South Africa - surveyed. The 1,000 
Malaysian respondents aged 50-64 had been quick to trim spending on non-essentials however, 
such as leisure travel, branded items, meals with loved-ones, big-ticket items and foodstuffs 
considered treats. 
 
Uber-cocooning: In times of economic upheaval and anxiety, people often resort to virtual 
escapes (everything from films to virtual worlds) and indulge in cocooning – retreating into a 
home-centered lifestyle. This trend which involves equipping the home with gadgets and touches 
of indulgence is likely to intensify. "As we fret about what is happening in the wider world, 
people's natural instinct is to cocoon themselves away," says designer and trend spotter Mark 
Garside. "Homely details [inspired by the natural world] are creeping into every aspect of 
design.” The new do-it-at-home culture will thrive. Commentators are in agreement that 
consumers will be less likely to waste money buying time and a fast-track route to consumption 
through convenience. One old maxim about the consumer economy was that “people have to 
eat” - the basis by which food companies are deemed recession-proof. But people don't have to 
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eat out at expensive restaurants nor eat high-priced luxury or organic health foods - three food 
sectors which now look vulnerable.  
 
With less disposable income, consumers are cutting back on non-essentials, fixing rather than 
discarding, downsizing to a smaller car, getting rid of second homes, possibly renting rather than 
buying, and retreating all the more into their comforting spaces – ideal settings for the enjoyment 
of in-home entertainment which is relatively inexpensive after the initial outlay. This is why 
there is still huge consumer demand for electronics, albeit more affordable models. Personal 
gadgets from cell phones to media players are also a form of “outdoor cocooning”. Television 
producers like Sally Haynes, the controller of drama commissioning at the UK's ITV channel 
have noted that rising interest in escapist drama is perfectly geared to the mood. 
 
Female “Frugalistas”: Brands keen on recession-proof marketing to women will need to realize 
that women are currently serving not just as the family CPO (Chief Purchasing Officer) but the 
CTO (Chief Thrift Officer). Time-starved women have heavily relied on convenience products 
and services to manage their multiple responsibilities. While money is tight, women will feel 
obliged to forgo the price premiums they have been paying for this kind of help and take on the 
labor themselves. By shifting their marketing focus from super-convenience to ingredients (like 
jarred sauces), food brands, for instance, will capture their share of women now seeking 'made 
from scratch' foods. The best messages will focus on the bright side of home cooking such as 
making memories cooking together etc. Fast food chains are already jumping on the bandwagon. 
Builders, estate agents, manufacturers, retailers and e-tailers can also adopt new strategies to 
keep women buying. Psychologist Judy James says the frugal attitude of women doesn't seem to 
have caught on among men. She sees the downturn as having brought out the Alpha Female 
'warrior' side of women, bringing their competitive and strategic skills to the fore. 
Interest in financial services will rise. Former Fashionistas are now researching on investments to 
justify their purchases. One blogger describes this as a shift from “indulgence shopping” to 
“investment shopping”. Even Gen Y is expected to “do” delayed gratification. 
 
Focus on wellbeing and DIY healthcare: Health and wellbeing translated as consumer 
satisfaction looks set to be a resilient consumer concern – even if it is accompanied by more self-
treating and “DIY doctors” as part of the fashion for self sufficiency, itself driven by uncertainty. 
The huge consumer interest in “alli” the only FDA-approved over-the-counter weight loss 
product is significant. The product's strap line urges consumers who don't like what they see in 
the mirror to “change your vision, challenge yourself to do things differently.” These capsules 
prevent the body from absorbing all fat consumed, while this diet plan is accompanied by 
“mialliplan”, which includes an interactive online journal for users and other motivational tools. 
Consumers will remain concerned about their surrounding environment – including nature, 
society and public policy. Countless consumers are still aspiring to aspects of celebrity lifestyles 
to feel good about themselves: “This season is all about celebrity fragrances and endorsements,” 
says Felicia Milewicz, beauty director of Glamour magazine. Dolce & Gabbana have just called 
on Scarlett Johansson to front their debut make-up campaign.  
 
Cyberspace as lifestyle need, cheap entertainment and work arena: Millions of consumers 
will continue to feel that being online wherever they are is a basic lifestyle need. In the current 
economic context, the internet and the whole phenomenon of Web 2.0 is also about the internet 
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as cheap sanctuary, communications, entertainment, socializing and dating tool as well as “word 
of mouse” haven where consumers can compare notes on brands (data firm Jupiter found that 
77% of online shoppers are using reviews and ratings when making their purchasing decisions) 
and where savvy brands can reach out to them by joining in and responding to online 'market 
conversations'.  

Consumers can also get into cyberspace more easily, now that the industry has finally responded 
to strong consumer demand for cheap, small, stylish laptops (net books) and phones acting as 
better on-the-go pocket-sized telecoms and web-browsers. Online consumers will continue to 
influence what other consumers buy through peer-to-peer reviewing. Trend commentators such 
as trend watching are stressing the market as a conversation in the future and Feedback 3.0. 
According to trend watching, it “will be all about companies joining the conversation, if only to 
get their side of the story in front of the mass audience that now scans reviews.” 

Major brands including Starbucks, Ford and Pepsi-Co are already using micro-blogging site 
Twitter to micro-manage their PR. For instance, PR staff at PepsiCo posted messages on the site 
after users began criticizing one of the company's advertisements, which depicted a cartoon 
calorie committing suicide. One member "tweeted" back: "Thank you for having the guts to get 
on Twitter on behalf of Pepsi and give us an update on the suicide ad." Innovative online 
campaigns are thriving. Lastminutetravel.com's newly launched 'world for a $' teaser offers 
visitors 15,000 hotels for US$1 per night for 15 minutes every workday. When this happens is 
the catch but the one million plus viewers to date of their comedy viral ad clips are promised 
clues. While millions are still buying online albeit after extensive comparison shopping and a 
heightened interest in second-hand sites and rental sites, others are also using the web to find and 
do additional work to top up employed income – sometimes called the “5pm to 9am economy”.  
 
A parallel return to the real world and old world values: Paradoxically, a degree of 
“unplugging” is predicted too, as many consumers relinquish digital acquaintances for more 
human contact, reclaiming personal or family time. Recent eye-catching ads from Dentyne 
chewing gum play upon this unplugging trend. For instance: “chatroom full” features a photo of 
happy youths and then the strap line: “minimize buddy list, maximize buddies. Make face time.” 
 
While people will be more self reliant, “we” not me will thrive and family and community will 
be pushed back together. This return to the familiar means consumers may be less likely to 
experiment dealing with people and brands they don't know, because they don't trust them - 
brands will become more receptive to values as a result. There is an aspirational element at work 
here stresses futurist Richard Watson. Just as owning a mobile phone was once seen as a mark of 
sophistication, using one sparingly or not at all is becoming a signal that a person has sorted out 
their priorities or has staff to do this: hence the phrase 'digital diets' and an interest in analogue 
products such as fountain pens and vinyl records. 
 
This feeling is also behind a lasting interest in the authentic and the enduring in consumption, 
which is craved by consumers to give them a sense of safety and control in uncertain times. 
Imbys (in my back yard) will continue to be vocal proponents of buying from small businesses, 
handmade items and importantly, local and national products. This quest can be met by a myriad 
of products and services from comfort foods, to retro themes to holidays etc. Meanwhile, more 
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consumers will be joining LOHAS (lifestyles of health and sustainability consumers) or 'deep 
greens' and downsizing with a greater awareness of the natural world, even though to city 
dwellers, the thought of growing their own food or hiking without a personal sat nav is faintly 
terrifying! 
 
Thrift meets green: One trend picks up on many we will find in 2009, that of green thrift. Some 
commentators are highlighting “eco-fatigue”, and that green considerations come second in times 
of financial crisis. “Eco-cynics” underline “green washing” by brands and the hypocrisy of 
celebrities who drive a Toyota Prius and then hop on a private jet but there is a clear crossover 
between thrift and green in consumer behavior. Consumers are realizing that on so many levels 
these two trends meet each others' needs – consuming less per se is both green and economical. 
This crossover is leading to interesting new consumer activity driving the mushrooming of 
swapping and recycling sites that help put mismatched presents and receivers out of their misery 
and the proliferation of home exchange websites. Free cycle had over 1.5 million members at the 
beginning of the year. Swapz.co.uk had half a million visits at the start of a January 2009 alone. 
This trend puts consumers directly in touch with each other, bypassing mediation by companies. 
--------------------------------------------------------------------------------------------------------------------- 
5.8 MARKET SEGMENTATION PROCESS 
--------------------------------------------------------------------------------------------------------------------- 
The division of a market into different homogeneous groups of consumers is known as market 
segmentation. 
 
Rather than offer the same marketing mix to vastly different customers, market segmentation 
makes it possible for firms to tailor the marketing mix for specific target markets, thus better 
satisfying customer needs. Not all elements of the marketing mix are necessarily changed from 
one segment to the next. For example, in some cases only the promotional campaigns would 
differ. 
 
A market segment should be: 
 

• measurable 
• accessible by communication and distribution channels 
• different in its response to a marketing mix 
• durable (not changing too quickly) 
• substantial enough to be profitable 

 
A market can be segmented by various bases, and industrial markets are segmented somewhat 
differently from consumer markets, as described below. 
 
Consumer Market Segmentation: A basis for segmentation is a factor that varies among 
groups within a market, but that is consistent within groups. One can identify four primary bases 
on which to segment a consumer market: 
 

• Geographic segmentation is based on regional variables such as region, climate, 
population density, and population growth rate. 
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• Demographic segmentation is based on variables such as age, gender, ethnicity, 
education, occupation, income, and family status. 

• Psychographic segmentation is based on variables such as values, attitudes, and 
lifestyle. 

• Behavioral segmentation is based on variables such as usage rate and patterns, price 
sensitivity, brand loyalty, and benefits sought. 

 
The optimal bases on which to segment the market depend on the particular situation and are 
determined by marketing research, market trends, and managerial judgment. The purpose for 
segmenting a market is to allow your marketing/sales program to focus on the subset of 
prospects that are "most likely" to purchase your offering. If done properly this will help to 
insure the highest return for your marketing/sales expenditures. Depending on whether you are 
selling your offering to individual consumers or a business, there are definite differences in what 
you will consider when defining market segments.  
 
Category of Need: The first thing you can establish is a category of need that your offering 
satisfies. The following classifications may help.  
 
For businesses:  
 

• Strategic - your offering is in some way important to the enterprise mission, objectives 
and operational oversight. For example, a service that helped evaluate capital investment 
opportunities would fall into this domain of influence. The purchase decision for this 
category of offering will be made by the prospect's top level executive management. 

• Operations - your offering affects the general operating policies and procedures. 
Examples might be, an employee insurance plan or a corporate wide communications 
system. This purchase decision will be made by the prospect's top level operations 
management. 

• Functional - your offering deals with a specific function within the enterprise such as data 
processing, accounting, human resources, plant maintenance, engineering design, 
manufacturing, inventory control, etc. This is the most likely domain for a product or 
service, but you must recognize that the other domains may also get involved if the 
purchase of the product or service becomes a high profile decision. This purchase 
decision will be made by the prospect's functional management. 

 
For the individual consumer:  
 

• Social Esteem or Pleasure - your offering satisfies a purely emotional need in the 
consumer. Examples are a mink coat or a diamond ring. There are some products that are 
on the boundary between this category and the Functional category such as a Rolex watch 
(a Timex would satisfy the functional requirement and probably keep time just as well). 

• Functional - your offering meets a functional requirement of the consumer such as a 
broom, breakfast cereal or lawnmower. 

 
Segmentation of Needs: Then you should establish what the need is and who is most likely to 
experience that need. Your segmentation will be determined by a match between the benefits 
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offered by your offering and the need of the prospect. Some "need" categories for segmentation 
include:  
 

• Reduction in expenses: Prospects might be businesses that are downsizing (right sizing), 
businesses that have products in the mature stage of their life cycle or individuals with 
credit rating problems.  

 
• Improved cash flow: Prospects might be businesses that have traditionally low profit 

margins, businesses that have traditionally high inventory costs or individuals that live in 
expensive urban areas.  

 
• Improved productivity: Prospects might be businesses that have traditionally low profit 

margins, businesses that have recently experienced depressed earnings or individuals 
with large families.  

 
• Improved manufacturing quality: Prospects might be businesses with complex, multi-

discipline manufacturing processes.  
 

• Improved service delivery: Prospects might be service businesses in highly competitive 
markets, product businesses requiring considerable post-sale support or individuals in 
remote or rural areas.  

 
• Improved employee working conditions/benefits: Prospects might be businesses where 

potential employees are in short supply.  
 

• Improvement in market share/competitive position: Prospects might be new entrants 
to a competitive market.  

 
• Need for education: Prospects might be businesses or individuals looking for books on 

business planning, or seminars on Total Quality Management.  
 

• Involvement with social trends: Prospects might be businesses concerned with 
environmental protection, employee security, etc. or individuals who believe in say 'no' to 
drugs, anti-crime, etc.  

 
• Specific - relating to product/service characteristics: Prospects might be businesses or 

individuals interested in safety, security, economy, comfort, speed, quality, durability, 
etc. 

 
Factors that segment prospects: Having determined the more general segmentation 
characteristics you can proceed to a more detailed analysis of the market. There are literally 
thousands of ways to segment a market, but the following are some of the more typical 
segmentation categories.  
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For businesses:  
 

• Industry by SIC code: This is especially beneficial for vertical market offerings.  
• Size - revenues, # employees, # locations: In general if your offering is highly 

sophisticated, requires significant resources or provides greater value based on volume, 
then the target should be the larger enterprises.  

• Job position/responsibility: Examples of offerings might be planning software for 
managers or cleaning agents for maintenance managers.  

• Climate: Examples of offerings might be dehumidifiers in areas near the ocean or snow 
plows in northern areas.  

• Time related factors: Some services in this category are vacation related industries in 
summer and tax planners in the spring.  

• Language: An example of a language specific service is a Spanish TV channel.  
• Status in the industry: You might want to target businesses that are the technology leader 

or revenue leader or employee satisfaction leader, etc.  
• Accessibility: To minimize promotion and sales expense you may want to target urban 

rather than rural or local rather than national prospects.  
• Future potential: A good example is how Apple Computer supplied products to schools 

at all levels to condition students graduating into the marketplace.  
• Ability to make a quick purchase decision: Targeting individual purchasers versus 

business committees can significantly reduce marketing expense and increase the 
probability of a quick close.  

• Access (or lack of access) to competitive offerings: Cable TV business's significant 
investment in their service delivery system has allowed a near monopoly for some time. 
IBM's service reputation insured minimal competition during the mainframe days.  

• Need for customization: Offerings such as police cars, busses for municipalities and 
specialized computer systems fall into this category.  

• Product or service application to a business function: Examples are data processing, 
accounting, human resources and plant maintenance. 

 
For Individual Consumers: 
 

• Physical Size: Offerings might be big men's clothing, golf clubs for shorter players, etc.  
• Creation of or response to a fad: Examples are hula hoops, Jurassic Park T-shirts, pet 

rock, physical fitness, etc.  
• Geographic location: Marketers take advantage of location by selling suntan lotion in 

Hawaii, fur coats in Alaska, etc.  
• Time related factors: You may be able to target vacationers in summer, impulse buyers 

during the holidays or commuters at 7AM.  
• Demographics/culture/religion: Ethnic products would fall into this category.  
• Gender: Product examples are scarves for women, ties for men, etc.  
• Age: Product examples are toys for children, jewelry for women, etc.  
• Social status: This could include country club memberships, philanthropic contributions, 

etc.  
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• Education: Product and service examples are encyclopedias, scientific calculators, 
learning to read tools and financial counseling.  

• Avocation: This could include products for hunting, fishing, golf, art work, knitting, etc.  
• Special Interests: You could target cat lovers, science fiction readers, jazz music 

collectors, etc.  
• Accessibility: Because the individual is more difficult to reach you may want to segment 

by urban versus rural, train commuters, people who read Wall Street Journal, etc.  
• Access (or lack of access) to competitive offerings: Due to high investment capital 

requirements or timing of market entry you may be able to capture a significant market 
share in a specific geographical area. Examples might be a trash service, emergency 
medical support, etc.  

• Need for specific information: Based on features or content of your offering you can 
target a market segment. A product might be books on how to start a business or a service 
might be seminars on how to quit smoking.  

• Need for customization: Product/service examples are home decoration, fashion wear, 
personal portraits, etc.  

• Need for quality, durability, etc.: Product examples are mountain climbing gear, 
carpenter's tools, etc.  

• Degree of a product/service ingredient: Segmentation based on prospect preferences is 
common. An example is dark chocolate for some tastes, light chocolate for others. 

 
Purchase decision influencers: Once you have isolated a specific segment of the market on 
which to focus, then you can consider more subtle influences on the purchase decision. Some of 
these are:  
 

• Preference for channel of distribution: Many prospects prefer to buy through a specific 
distributor or wholesaler. For individuals this may be due to subtle, as well as, economic 
reasons. For example, an individual prospect may immediately think of Wal-Mart or 
Home Depot when considering an offering like yours. A business often has a preference 
so they can have a single communication point for all purchases. This also often results in 
lower purchase prices.  

• Number of decision makers: When selling to consumers or businesses, the more 
individuals or groups involved in the purchase decision, the more difficult the sale. 
Marketing costs for selling bread can stay low because one person normally makes the 
purchase decision. Car purchases are more complex because the purchase decision 
normally involves a husband and wife. Business sales to committees often require months 
to achieve a decision.  

• Financial strength of the prospect: Less affluent prospects may desire time payments 
versus a cash purchase and Chevrolets instead of Cadillacs.  

• Quantity/volume requirements: Restaurants will want large jars of pickles while 
individuals want small jars. Businesses use large amounts of electricity at predictable 
times.  

• Ability to use the offering: Trying to sell to a prospect who lacks either the knowledge 
or resources to properly benefit from your offering will result in a 'no sale' situation or an 
unhappy customer. The prospect should have knowledge and resources such as time, 
equipment, facilities, personnel and complementary products/services.  
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• Commitment required: If the offering requires a high commitment in terms of time, 
resources or money by the customer then the target should be prospects who 'really need' 
the offering rather than prospects who get some, but not a lot, of benefits.  

• Brand awareness/users: Examples are prospects who ask for IBM compatible PC's or 
Pitney Bowes mailing machines or Winnebago R.V.s  

• Attitude toward a personality or enterprise: Reputation helps sell AT&T long distance 
service, IBM computers, Michael Jordan tennis shoes, etc.  

• Attitude toward price versus value: For example, purchasers of collector’s items aren't 
price sensitive while purchasers of commodity items are price sensitive.  

• Experience with other products/services your enterprise has offered: You are looking 
for a reaction like "I liked your first product so I'll try your second."  

• Prospect bias: Examples are, 'Buy USA', I want a car with a 'solid' feel, fast cars, sweet 
wines, large print playing cards, etc.  

• Affiliation with other organizations: Such as the U.S. Chamber of Commerce, AMA, 
IEEE, doctors, attorneys, pastors, franchisors, entrepreneurs, etc.  

• After sale support expectations: It is often beneficial to target prospects who have 
enough expertise that they will require a minimum of after sale support. 

 
Seller Characteristics that can influence purchase decision: Another form of influence is how 
the prospect perceives your offering and/or enterprise. If you can determine the characteristics 
your prospects most value in an enterprise they purchase from, you can identify those your 
organization possesses and promote them to the prospect.  
 

• Unique employee skills, knowledge: Extensive experience with a specific market 
segment or field of scientific inquiry can be a powerful promotional tool. For example if 
an enterprise could sat, "Our scientists knows more about corn silk genetic structures than 
anyone in the world" they would have a strong sales statement.  

 
• Special relationships with distribution channels: Product or service accessibility is a 

critical factor in sales success. If an enterprise could say, "Due to a unique relationship, 
the XYZ video stores give us more shelf space than any competitor" prospects will likely 
respond positively.  

 
• Customer service capabilities: Prospects like to know that they can depend on post sale 

support from the product or service provider. A statement like, "We have more service 
outlets in New Hampshire than any competitor" will help secure sales.  

 
• Unique product forms: Credible uniqueness such as, "Our product is the only one that 

offers dynamic digi-whirling" is appealing to the market.  
 

• Manufacturing expertise: The market is always interested in purchasing from the 
"best". If an enterprise can confidently state, "We are the only enterprise that can 
manufacture molecular engineered widgets", they have created an image of being the 
"best".  
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• Longevity: Reliability is important. A statement like, "We have been in business for 50 
years, so you can count on us to be there when you need us" is usually a strong selling 
point. 

 
Purchase Decision Makers: Finally, a point to consider is, given the characteristics of your 
offering, what type of decision maker will most likely be interested in purchasing from you. It 
may be beneficial to rank your prospects based on the following classifications. While you may 
not be able to make this classification of the prospect prior to the first contact, if your sales 
personnel are sensitive to these characteristics it can strongly influence your sales strategy.  
 
Ultra Conservative - don't rock the boat, whatever they purchase must be consistent with their 
current way of doing things.  
 

• They are most likely interested in products/services that are improvements to existing 
offerings rather than something new. 

• Once established as a customer they are seldom inclined to review alternatives. 
• Very negative to technically complex offerings or offerings requiring extensive user 

education. 
• Cost effective offerings are only of interest if they don't disturb the status quo. 
• They are likely to react positively to any volume purchasing opportunities. 

 
Conservatives - are willing to change, but only in small increments and only in a very cost 
effective manner.  
 

• Will consider new products/services but only if related concept has been proven to be 
effective. More likely to purchase improvements to existing offerings. 

• Will probably want to review competitive offerings, but will gravitate to best known 
offering with lowest risk decision. 

• Negative to neutral when considering technically complex offerings or offerings 
requiring extensive user education. 

• Strongly influenced by cost effective offerings and/or 'best price' opportunities 
 
Liberals - regularly looking for new solutions, willing to make change (even major change) if 
the benefit can be shown.  
 

• Will usually consider new products/services even if the related concept has not yet been 
proven to be effective, but only if the potential benefits can be specified and understood. 

• Wants offerings that make effective use of technology, but is not interested in offerings 
just because they use a certain technology. 

• Will always want to review competitive offerings, but will usually choose the one 
offering the greatest benefit, even if there is some risk involved. 

• Neutral to positive when considering technically complex offerings or offerings requiring 
extensive user education. 

• Usually concerned with keeping employees informed and educated, so will often consider 
educational offerings. 
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• Strongly influenced by offerings that most closely delivers the 'end results' desired, even 
if they are not the most cost effective. 

• Often are on social trend bandwagons so react positively to offerings that address these 
needs. 

 
Technical Liberals - enamored with the benefits provided by high tech solutions and any 
purchase decision will be biased by the technical content of the offering.  
 

• Usually consider new products/services even if the related concept has not yet been 
proven to be effective. 

• Often consider just because they use a certain technology. 
• Will always want to review competitive offerings, but will usually choose the one 

offering the most hi-tech features, even if there is some risk involved. 
• Consider themselves technically competent and will expect leading edge use of 

technology. 
• Positive to fanatic when considering technically complex offerings even when requiring 

extensive user education. 
• Conversion costs usually not a major concern if technical benefits are there. 
• Not particularly concerned with keeping employees informed and educated, so 

educational offerings are not of great interest. 
• Strongly influenced by offerings that most closely deliver the 'end results' desired, even if 

they are not the most cost effective. 
 
Self Helpers - consistently defines/designs solutions to their problems, likes to acquire tools that 
help in the innovation process.  
 

• Will usually consider new products/services, but the related concept must have been 
proven to be effective. 

• Often consider just because they use a certain technology that is relevant to the 
development program they have underway. 

• Will always want to review competitive offerings, but will usually choose the one 
offering the most effective 'do it yourself' features. 

• Usually consider themselves technically competent and will expect very effective use of 
proven technology. 

• Not especially inclined toward technically complex offerings, would rather have user 
friendly, but thought provoking, offerings. 

• Conversion costs usually not a major concern if offering promises potential for 
innovation. 

• Usually concerned with keeping employees informed and educated, so educational 
offerings are of interest. 

 
Business Market Segmentation: While many of the consumer market segmentation bases can 
be applied to businesses and organizations, the different nature of business markets often leads to 
segmentation on the following bases: 
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• Geographic segmentation - based on regional variables such as customer concentration, 
regional industrial growth rate, and international macroeconomic factors. 

• Customer type - based on factors such as the size of the organization, its industry, 
position in the value chain, etc. 

• Buyer behavior - based on factors such as loyalty to suppliers, usage patterns, and order 
size. 

 
Profiling the Segments: The identified market segments are summarized by profiles, often gives 
a descriptive name. From these profiles, the attractiveness of each segment can be evaluated and 
a target market segment selected. 
 
 
--------------------------------------------------------------------------------------------------------------------- 
5.9 REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 

 
1. Based on an understanding of organizational buyer behavior, evolve a marketing strategy 

to market a switch gear project to the airport authority of India. 
2. Based on buying centre analysis, what marketing strategy would you suggest to an 

industrial valves company 
3. How do buying influences on a public sector firm differ from that of a private sector firm 

within the same industry, for example, petroleum? 
4. Explain market segmentation and its need. 
5. Discuss on the key terms in forecasting. 
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--------------------------------------------------------------------------------------------------------------------- 
DEVELOPING MARKET STRATEGIES AND THE OFFERINGS 

PART -I 
--------------------------------------------------------------------------------------------------------------------- 
Structure 
 
6.1 Positioning and Differentiation 

6.2 Various Tools of Differentiation 

6.3 Product Decisions and Strategies 

6.4 Product Mix 

6.5 Product Life Cycle 

6.6 Brand Positioning 

6.7 Brand Identity 

6.8 Brand Equity 

6.9 Packaging 

6.10 Review Questions  
--------------------------------------------------------------------------------------------------------------------- 
6.1 POSITIONING AND DIFFERENTIATION 
--------------------------------------------------------------------------------------------------------------------- 
In marketing, positioning has come to mean the process by which marketers try to create an 
image or identity in the minds of their target market for its product, brand, or organization. It is 
the 'relative competitive comparison' their product occupies in a given market as perceived by 
the target market. Re-positioning involves changing the identity of a product, relative to the 
identity of competing products, in the collective minds of the target market. De-positioning 
involves attempting to change the identity of competing products, relative to the identity of your 
own product, in the collective minds of the target market. 
 
The original work on Positioning was consumer marketing oriented, and was not as much 
focused on the question relative to competitive products as much as it was focused on cutting 
through the ambient "noise" and establishing a moment of real contact with the intended 
recipient. In the classic example of Avis claiming "No.2, We Try Harder", the point was to say 
something so shocking (it was by the standards of the day) that it cleared space in your brain and 
made you forget all about who was #1, and not to make some philosophical point about being 
"hungry" for business. 

The growth of high-tech marketing may have had much to do with the shift in definition towards 
competitive positioning. 
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Definitions: Although there are different definitions of Positioning, probably the most common 
is: "A product's position is how potential buyers see the product", and is expressed relative to the 
position of competitors. Positioning is a concept in marketing which was first popularized by Al 
Ries and Jack Trout in their bestseller book “Positioning - a battle for your mind". 

This differs slightly from the context in which the term was first published in 1969 by Jack Trout 
in the paper "Positioning" is a game people play in today’s me-too market place" in the 
publication Industrial Marketing, in which the case is made that the typical consumer is 
overwhelmed with unwanted advertising, and has a natural tendency to discard all information 
that does not immediately find a comfortable (and empty) slot in the consumers mind. It was 
then expanded into their ground-breaking first book, "Positioning: The Battle for Your Mind", in 
which they define Positioning as "an organized system for finding a window in the mind. It is 
based on the concept that communication can only take place at the right time and under the right 
circumstances."  

What most will agree on is that Positioning is something (perception) that happens in the minds 
of the target market. It is the aggregate perception the market has of a particular company, 
product or service in relation to their perceptions of the competitors in the same category. It will 
happen whether or not a company's management is proactive, reactive or passive about the on-
going process of evolving a position. But a company can positively influence the perceptions 
through enlightened strategic actions. 

Product positioning process: Generally, the product positioning process involves: 

1. Defining the market in which the product or brand will compete (who the relevant buyers 
are)  

2. Identifying the attributes (also called dimensions) that define the product 'space'  
3. Collecting information from a sample of customers about their perceptions of each 

product on the relevant attributes  
4. Determine each product's share of mind  
5. Determine each product's current location in the product space  
6. Determine the target market's preferred combination of attributes (referred to as an ideal 

vector)  
7. Examine the fit between:  

o The position of your product  
o The position of the ideal vector  

8. Position.  

The process is similar for positioning your company's services. Services, however, don't have the 
physical attributes of products - that is, we can't feel them or touch them or show nice product 
pictures. So you need to ask first your customers and then yourself, what value do clients get 
from my services? How are they better off from doing business with me? Also ask: is there a 
characteristic that makes my services different? 

Write out the value customers derive and the attributes your services offer to create the first draft 
of your positioning. Test it on people who don't really know what you do or what you sell, watch 
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their facial expressions and listen for their response. When they want to know more because 
you've piqued their interest and started a conversation, you'll know you're on the right track. 

Positioning concepts: More generally, there are three types of positioning concepts: 

1. Functional positions  
o Solve problems  
o Provide benefits to customers  
o Get favorable perception by investors (stock profile) and lenders  

2. Symbolic positions  
o Self-image enhancement  
o Ego identification  
o Belongingness and social meaningfulness  
o Affective fulfillment  

3. Experiential positions  
o Provide sensory stimulation  
o Provide cognitive stimulation  

Measuring the positioning: Positioning is facilitated by a graphical technique called perceptual 
mapping as well as various survey techniques and statistical techniques like multi dimensional 
scaling, factor analysis, conjoint analysis and logic analysis. 

Repositioning a company: In volatile markets, it can be necessary - even urgent - to reposition 
an entire company, rather than just a product line or brand. Take, for example, when Goldman 
Sachs and Morgan Stanley suddenly shifted from investment to commercial banks. The 
expectations of investors, employees, clients and regulators all need to shift and each company 
will need to influence how these perceptions change. Doing so involves repositioning the entire 
firm. 

This is especially true of small and medium-sized firms, many of which often lack strong brands 
for individual product lines. In a prolonged recession, business approaches that were effective 
during healthy economies often become ineffective and it becomes necessary to change a firm's 
positioning. Upscale restaurants, for example, which previously flourished on expense account 
dinners and corporate events, may for the first time need to stress value as a sale tool. 

Repositioning a company involves more than a marketing challenge. It involves making hard 
decisions about how a market is shifting and how a firm's competitors will react. Often these 
decisions must be made without the benefit of sufficient information, simply because the 
definition of "volatility" is that change becomes difficult or impossible to predict. 

Here are 4 product positioning tips to differentiate your business. Luckily, it’s not all that hard to 
stand out from the crowd, as long you realize the importance of product positioning. Positioning 
is the art of matching your marketing message, with the desires, feelings, & beliefs of the 
particular type of customer that you know you can service better than anybody else. You make 
yourself "visible" as the kind of business this individual would naturally be attracted to. 
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Why would I say that it’s not that hard? Well, you really don’t have to look very far to see that 
effective product positioning is about as common as caviar at a McDonald’s outlet. Just look in 
the yellow pages, look on the net, and you’ll soon see what I mean. It’s more of the same old 
same old, look at us were #1 for pricing, service & selection nonsense. It’s just meaningless 
drivel. Anyone can say these things & everyone does, & I ask you this. 
 
Are you guilty of spouting these "buy from us for no apparent reason" platitudes? Don’t feel 
guilty if you are. Just take these product positioning tips to heart. What happens when everybody 
in your industry says the same thing? Customers don’t know how to tell the difference between 
one product & another, so they make their decision based on price. And everybody loses. The 
customer doesn’t get the product that best fits their needs. You don’t make nearly as many sales 
as you could, and those that you do make, are at less margin than you would like. Listen, if you 
can just get the principle that I’m about to reveal hammered into your head, you’ll have more 
business than you can handle, and you won’t worry about having to undercut the competition. 
 
That sounds pretty good doesn’t it? Here’s the secret. Just take the time to communicate, clearly, 
specifically, & thoroughly why you‘re different & how that difference makes a difference in 
your customer’s perception of his or her life. Such a simple concept, but so rare, it can’t help but 
differentiate you. You see, people really don’t buy on price at all. They buy on value. If they 
bought a cheaper product, it’s because you didn’t demonstrate the value of yours. Admittedly, 
there is a certain percentage of the market that is best served by an inferior low end product, but 
this segment is much smaller than it appears. More often than not, people cannot differentiate, 
buy based on price, & live to regret it. This is a crying shame, & were not going to stand for it 
much longer, are we? As you absorb this material you will become intimate with the following 4 
product positioning principles that will set your business apart.  
 
Unique Selling Proposition: Something unique, that you have to offer. Not necessarily entirely 
unique. You can appear unique by simply packaging your product or service in a unique way. 
For example, a lawyer, might advertise flat rate incorporation, and attract a lot of customers 
because the market fears the open ended legal bill. In reality, it is all of the other "back end" 
services that come about as a result of incorporation that generate incorporation revenues. But 
who do you think will end up getting more of that lucrative business, the flat rate USP savvy 
attorney, or Mr. Conventional? 
 
Risk Reversal: Differentiate yourself with outrageously bold guarantees, that you're competition 
don't have the guts for. Most people are genuinely honest, and if your service is what you say it 
is, you've got nothing to worry about. The increased sales volume will be well worth it.  
 
Inordinate Value: Leverage your advertising, by offering to let complimentary businesses come 
along for the ride, in exchange for a free sample of their wares. Then bundle those into your 
offering. Cut the right deals, & your offer will appear "irresistible", compared to your 
competition. 
 
Clear, Complete, & Concise Customer Education: Here’s were most advertisers fall down, 
and you can stand head & shoulders above the crowd. Tell your full story. Don't make people try 
to figure out on their own why they should be doing business with you. Spell it out for them. 
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Spend some time thinking deeply about these product positioning ideas, and how you can use 
them to your advantage. Your market share is predicated on how well you assimilate them & 
applies them to the promotion of your business 
--------------------------------------------------------------------------------------------------------------------- 
6.2 VARIOUS TOOLS OF DIFFERENTIATION 
--------------------------------------------------------------------------------------------------------------------- 
The issues discussed in the area of differentiating and positioning the market offering is: 
 

• Tools for Competitive Differentiation  
• Developing a Positioning Strategy  
• Communicating the Company’s Positioning 

 
Tools for Competitive Differentiation: Differentiation is the act of designing a set of 
meaningful differences to distinguish the company's offering from competitor's offerings. Boston 
Consulting Group's differentiation opportunities matrix: Actually it is a competitive advantage 
matrix applicable to differentiation opportunities. Four types of industries identified by BCG 
matrix are: 
 
Volume industry: Only a few but very large competitive advantages are possible. The benefit of 
the advantage is proportional with company size and market share. Example given - construction 
industry  
 
Stalemated industry: in this type there are only few opportunities and the benefit from each is 
small. The benefit is also not proportional to the size or market share. Example: Steel industry - 
It is hard to differentiate the product or decrease its manufacturing cost. 
 
Fragmented industry: in this type, there are many opportunities, but the benefit of each of them 
is small. Benefit does not depend on size or market share. 
 
Specialized industry: in this type, the opportunities are more and benefit of each opportunity is 
high. The benefit is not related to size or market share. 
 
Kotler mentions, Milind Lele's observation that companies differ in their potential 
maneuverability along five dimensions: their target market, product, place (channels), promotion, 
and price. The freedom of maneuver is affected by the industry structure and the firm's position 
in the industry. For each potential competitive opportunity or option limited by the 
maneuverability, the company needs to estimate the return. Those opportunities that promise the 
highest return define the company's strategic leverage. The concept of maneuverability brings 
out the fact that a strategic option that worked very well in one industry may not work equally 
well in the other industry because of low maneuverability of that option in the different industry 
and by the firm in consideration. 
 
Five Dimensions of Differentiation: Regarding the tools of differentiation, five dimensions can 
be utilized to provide differentiation. 
 

• Product 
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• Services that accompany marketing, sales and after sales services. 
• Personnel that interact with the customer 
• Channel 
• Image 

 
Features of differentiating a product include: Quality:  performance and conformance.  
 
Performance - the performance of the prototype or the exhibited sample, Conformance - The 
performance of every item made by the company under the same specification which include 
Durability; Reliability; Reparability; Style; Design 
 
Services differentiation:  
 

• Ordering ease 
• Delivery 
• Installation 
• Customer training 
• Customer consulting 
• Miscellaneous services 

 
Personnel Differentiation:  
 

• Competence 
• Courtesy 
• Credibility 
• Reliability 
• Responsiveness 
• Communication  

 
Channel differentiation: 
 

• Coverage 
• Expertise of the channel managers 
• Performance of the channel in ease of ordering, and service, and personnel 

 
Image differentiation: First distinction between Identity and Image - Identity is designed by the 
company and through its various actions company tries to make it known to the market. Image is 
the understanding and view of the market about the company. An effective image does three 
things for a product or company.  
 

• It establishes the product's planned character and value proposition. 
• It distinguishes the product from competing products. 
• It delivers emotional power and stirs the hearts as well as the minds of buyers. 

 
The identity of the company or product is communicated to the market by 
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• Symbols 
• Written and audiovisual media 
• Atmosphere of the physical place with which customer comes into contact 
• Events organized or sponsored by the company. 

 
Developing a Positioning Strategy: Levitt and others have pointed out dozens of ways to 
differentiate an offering. While a company can create many differences, each difference created 
has a cost as well as consumer benefit. A difference is worth establishing when the benefit 
exceeds the cost. More generally, a difference is worth establishing to the extent that it satisfies 
the following criteria.  
 

• Important: The difference delivers a highly valued benefit to a sufficient number of 
buyers. 

• Distinctive: The difference either isn't offered by others or is offered in a more distinctive 
way by the company. 

• Superior: The difference is superior to the ways of obtaining the same benefit. 
• Communicable: The difference is communicable and visible to the buyers.  
• Preemptive: The difference cannot be easily copied by competitors. 
• Affordable: The buyer can afford to pay the higher price 
• Profitable: The Company will make profit by introducing the difference. 

 
Positioning: It is the result of differentiation decisions. It is the act of designing the company's 
offering and identity (that will create a planned image) so that they occupy a meaningful and 
distinct competitive position in the target customer's minds. The end result of positioning is the 
creation of a market-focused value proposition, a simple clear statement of why the target market 
should buy the product. Example: Volvo (station wagon) ; Target customer-Safety conscious 
upscale families; Benefit - Durability and Safety; Price - 20% premium; Value proposition - The 
safest, most durable wagon in which your family can ride.  
 
How many differences to promote? Many marketers advocate promoting only one benefit in 
the market (Your market offering may have many differentiators, actually should have many 
differentiators in product, service, personnel, channel, and image). Kotler mentions that double 
benefit promotion may be necessary, if some more firms claim to be best on the same attribute. 
Kotler gives the example of Volvo, which says and "safest" and "durable". 
 
Four major positioning errors:   
 

• Underpositioning: Market only has a vague idea of the product. 
• Overpositioning: Only a narrow group of customers identify with the product. 
• Confused positioning: Buyers have a confused image of the product as it claims too 

many benefits or it changes the claim too often. 
• Doubtful positioning: Buyers find it difficult to believe the brand’s claims in view of the 

product’s features, price, or manufacturer. 
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Different positioning strategies or themes  
 

• Attribute positioning: The message highlights one or two of the attributes of the 
product. 

• Benefit positioning:  The message highlights one or two of the benefits to the customer. 
• Use/application positioning: Claim the product as best for some application. 
• User positioning: Claim the product as best for a group of users. - Children, women, 

working women etc.  
• Competitor positioning: Claim that the product is better than a competitor. 
• Product category positioning: Claim as the best in a product category Ex: Mutual fund 

ranks – Lipper. 
• Quality/Price positioning: Claim best value for price 

 
Which differences to promote: This issue is related to the discussion of worthwhile differences 
to incorporate into the market offering done earlier. But now competitors positioning also needs 
to be considered to highlight one or two exclusive benefits offered by the product under 
consideration. 
 
Communicating the Company’s positioning: Once the company has developed a clear 
positioning strategy, the company must choose various signs and cues that buyers use to confirm 
that the product delivers the promise made by the company. 
--------------------------------------------------------------------------------------------------------------------- 
6.3 PRODUCT DECISIONS AND STRATEGIES 
---------------------------------------------------------------------------------------------------------------------
Basic concepts: A product can be defined as a collection of physical, service and symbolic 
attributes which yield satisfaction or benefits to a user or buyer. A product is a combination of 
physical attributes say, size and shape; and subjective attributes say image or "quality". A 
customer purchases on both dimensions. A product's physical properties are characterized the 
same the world over. They can be convenience or shopping goods or durables and non-durables; 
however, one can classify products according to their degree of potential for global marketing:  
 

• Local products - seen as only suitable in one single market.  
• International products - seen as having extension potential into other markets.  
• Multinational products - products adapted to the perceived unique characteristics of 

national markets.  
• Global products - products designed to meet global segments. 

 
Quality, method of operation or use and maintenance (if necessary) are catchwords in 
international marketing. A failure to maintain these will lead to consumer dissatisfaction. This is 
typified by agricultural machinery where the lack of spares and/or foreign exchange can lead to 
lengthy downtimes. It is becoming increasingly important to maintain quality products based on 
the ISO 9000 standard, as a prerequisite to export marketing. Consumer beliefs or perceptions 
also affect the "world brand" concept. World brands are based on the same strategic principles, 
same positioning and same marketing mix but there may be changes in message or other image. 
World brands in agriculture are legion. In fertilizers, brands like Norsk Hydro are universal; in 
tractors, Massey Ferguson; in soups, Heinz; in tobacco, BAT; in chemicals, Bayer. These world 
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brand names have been built up over the years with great investments in marketing and 
production. Few world brands, however, have originated from developing countries. This is 
hardly surprising given the lack of resources. In some markets product saturation has been 
reached, yet surprisingly the same product may not have reached saturation in other similar 
markets. Whilst France has long been saturated by avocadoes, the UK market is not yet, hence 
raising the opportunity to enter deeper into this market. 
 
Product design: Changes in design are largely dictated by whether they would improve the 
prospects of greater sales, and this, over the accompanying costs. Changes in design are also 
subject to cultural pressures. The more culture-bound the product is, for example food, the more 
adaptation is necessary. Most products fall in between the spectrum of "standardization" to 
"adaptation" extremes. The application the product is put to also affect the design. In the UK, 
railway engines were designed from the outset to be sophisticated because of the degree of 
competition, but in the US this was not the case. In order to burn the abundant wood and move 
the prairie debris, large smoke stacks and cowcatchers were necessary. In agricultural 
implements a mechanized cultivator may be a convenience item in a UK garden, but in India and 
Africa it may be essential equipment. As stated earlier "perceptions" of the product's benefits 
may also dictate the design. A refrigerator in Africa is a very necessary and functional item, kept 
in the kitchen or the bar. In Mexico, the same item is a status symbol and, therefore, kept in the 
living room.  

Factors encouraging standardization are:  

• economies of scale in production and marketing 
• consumer mobility - the more consumers travel the more is the demand 
• technology 
• Image, for example "Japanese", "made in". 

 
The latter can be a factor both to aid or to hinder global marketing development. Often a price 
premium is charged to reinforce the "imported means quality" image. If the foreign source is 
negative in effect, attempts are made to disguise or hide the fact through, say, packaging or 
labeling. Mexicans are loathe to take products from Brazil. By putting a "made in elsewhere" 
label on the product this can be overcome, provided the products are manufactured elsewhere 
even though its company maybe Brazilian.  

Factors encouraging adaptation are:  

• Differing usage conditions: These may be due to climate, skills, level of literacy, culture 
or physical conditions. Maize, for example, would never sell in Europe rolled and milled 
as in Africa. It is only eaten whole, on or off the cob. In Zimbabwe, kapenta fish can be 
used as a relish, but wilt always be eaten as a "starter" to a meal in the developed 
countries.  

• General market factors: incomes, tastes etc. Canned asparagus may be very affordable 
in the developed world, but may not sell well in the developing world.  

• Government: taxation, import quotas, non tariff barriers, labeling, health requirements. 
Non tariff barriers are an attempt, despite their supposed impartiality, at restricting or 
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eliminating competition. A good example of this is the Florida tomato growers, cited 
earlier, who successfully got the US Department of Agriculture to issue regulations 
establishing a minimum size of tomatoes marketed in the United States. The effect of this 
was to eliminate the Mexican tomato industry which grew a tomato that fell under the 
minimum size specified. Some non-tariff barriers may be legitimate attempts to protect 
the consumer, for example the ever stricter restrictions on horticultural produce 
insecticides and pesticides use may cause African growers a headache, but they are 
deemed to be for the public good.  

• History: Sometimes, as a result of colonialism, production facilities have been 
established overseas. Eastern and Southern Africa is littered with examples. In Kenya, the 
tea industry is a colonial legacy, as is the sugar industry of Zimbabwe and the coffee 
industry of Malawi. These facilities have long been adapted to local conditions.  

• Financial considerations: In order to maximize sales or profits the organization may 
have no choice but to adapt its products to local conditions.  

• Pressure: Sometimes, as in the case of the EU, suppliers are forced to adapt to the rules 
and regulations imposed on them if they wish to enter into the market. 

 
Production decisions: In decisions on producing or providing products and services in the 
international market it is essential that the production of the product or service is well planned 
and coordinated, both within and with other functional area of the firm, particularly marketing. 
For example, in horticulture, it is essential that any supplier or any of his "out grower" (sub-
contractor) can supply what he says he can. This is especially vital when contracts for supply are 
finalized, as failure to supply could incur large penalties. The main elements to consider are the 
production process itself, specifications, culture, the physical product, packaging, labeling, 
branding, warranty and service.  
 
Production process: The key question is, can we ensure continuity of supply? In manufactured 
products this may include decisions on the type of manufacturing process - artisanal, job, batch, 
flow line or group technology. However in many agricultural commodities factors like 
seasonality, perishability and supply and demand have to be taken into consideration. Table 8.1 
gives a checklist of questions on product requirements for horticultural products as an example6  
 

Checklist of questions on product requirements by market 
Existing sources of supply Recommendations for new suppliers, or 

increased supply 
Current important suppliers? 
Seasonality of supply, start of season, peak season 
and end of season? 
Packaging specifications, weight of produce per 
packaging unit, type of packaging? 
Grading and quality standards? 
Prices obtained and net profit returned to farmer, 
average price, maximum and minimum prices, 
effect of different quality standards on price? 
Problems with existing suppliers and produce? 
Volumes sold daily, monthly, annually? 

Best period of supply? 
Type and size of packaging material?  
Grading and quality standards:  
 
*acceptable size ranges?  
*whether different sized produce should 

be packed separately or jumble-packed? 
*state of ripeness and should produce of 

the same ripeness be packed together? 
*acceptable level of blemishes? 
*important appearance characteristics 
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Popularity trend? 
Types of buyers and consumers? 
Use of crop? 
Factors affecting sales, e.g. weather, special 
festivals, day of arrival in market? 
Is the crop stored; if so where and by whom? 

such as color, variety, shape, presence of 
stalks, bunch size?  

Budget gross and net prices? 
Volumes required? 
Frequency of shipment, best day and 
arrival time on market? 
Transport arrangements, e.g. whose 
responsibility is it to arrange transport? 
Storage arrangements, if any?  
Potential and techniques for developing 
sales? 

Quantity and quality of horticultural crops are affected by a number of things. These include 
input supplies (or lack of them), finance and credit availability, variety (choice), sowing dates, 
product range and investment advice. Many of these items will be catered for in the contract of 
supply.  

Specification: Specification is very important in agricultural products. Some markets will not 
take produce unless it is within their specification. Specifications are often set by the customer, 
but agents, standard authorities and trade associations can be useful sources. Quality 
requirements often vary considerably. In the Middle East, red apples are preferred over green 
apples. In one example French red apples, well boxed, are sold at 55 dinars per box, whilst not so 
attractive Iranian greens are sold for 28 dinars per box. In export the quality standards are set by 
the importer. In Africa, generally, that there are no consistent standards for product quality and 
grading, making it difficult to do international trade regionally.  

Culture: Product packaging, labeling, physical characteristics and marketing have to adapt to the 
cultural requirements when necessary. Religion, values, aesthetics, language and material culture 
all affect production decisions. Effects of culture on production decisions have been dealt with 
already in chapter three.  

Physical product: The physical product is made up of a variety of elements. These elements 
include the physical product and the subjective image of the product. Consumers are looking for 
benefits and these must be conveyed in the total product package. Physical characteristics 
include range, shape, size, color, quality, quantity and compatibility. Subjective attributes are 
determined by advertising, self image, labeling and packaging. In manufacturing or selling 
produce, cognizance has to be taken of cost and country legal requirements.  
 
Again a number of these characteristics is governed by the customer or agent. For example, in 
beef products sold to the EU there are very strict quality requirements to be observed. In fish 
products, the Japanese demand more "exotic" types than, say, would be sold in the UK. None of 
the dried fish products produced by the Zambians on Lake Kariba, and sold into the Lusaka 
market, would ever pass the hygiene laws if sold internationally. In sophisticated markets like 
seeds, the variety and range is so large that constant watch has to be kept on the new strains and 
varieties in order to be competitive.  
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Packaging: Packaging serves many purposes. It protects the product from damage which could 
be incurred in handling and transportation and also has a promotional aspect. It can be very 
expensive. Size, unit type, weight and volume are very important in packaging. For aircraft cargo 
the package needs to be light but strong, for sea cargo containers are often the best form. The 
customer may also decide the best form of packaging. In horticultural produce, the developed 
countries often demand blister packs for mangetouts, beans, strawberries and so on, whilst for 
products like pineapples a sea container may suffice. Costs of packaging have always to be 
weighed against the advantage gained by it.  
Increasingly, environmental aspects are coming into play. Packaging which is non-degradable - 
plastic, for example - is less in demanded. Bio-degradable, recyclable, reusable packaging is now 
the order of the day. This can be both expensive and demanding for many developing countries.  
 
Labeling: Labeling not only serves to express the contents of the product, but may be 
promotional  The EU is now putting very stringent regulations in force on labeling, even to the 
degree that the pesticides and insecticides used on horticultural produce have to be listed. This 
could be very demanding for producers, especially small scale, ones where production 
techniques may not be standardized. Government labeling regulations vary from country to 
country. Bar codes are not widespread in Africa, but do assist in stock control. Labels may have 
to be multilingual, especially if the product is a world brand. Translation could be a problem with 
many words being translated with difficulty. Again labeling is expensive, and in promotion terms 
non-standard labels are more expensive than standard ones. Requirements for crate labeling, etc. 
for international transportation will be dealt with later under documentation. 
 
Branding and trademarks: As mentioned in chapter four, it is difficult to protect a trademark 
or brand, unless all countries are members of a convention. Brand "piracy" is widespread in 
many developing countries. Other aspects of branding include the promotional aspects. A family 
brand of products under the Zeneca (ex ICI) label or Sterling Health are likely to be recognized 
worldwide, and hence enhance the "subjective" product characteristics.  
 
Warranty: Many large value agricultural products like machinery require warranties. 
Unfortunately not everyone upholds them. It is common practice in Africa that if the original 
equipment has not been bought through an authorized dealer in the country, that dealer refuses to 
honor the warranty. This is unfortunate, because not only may the equipment have been 
legitimately bought overseas; it also actually builds up consumer resistance to the dealer. When 
the consumer is eventually offered a choice, the reticent dealer will suffer. For example when 
new dealers spring up.  
 
Service: In agricultural machinery, processing equipment and other items which are of 
substantial value and technology, service is a prerequisite. In selling many developing countries, 
manufacturers have found their negotiations at stake due to the poor back-up service. Often, this 
is no fault of the agent, distributor or dealer in the foreign country, but due to exchange 
regulations, which make obtaining spare parts difficult. Many organizations attempt to get 
around this by insisting that a Third World buyer purchases a percentage of parts on order with 
the original items. Allied to this problem is the poor quality of service due to insufficient 
training. Good original equipment manufacturers will insist on training and updating as part of 
the agency agreement. In order to illustrate the above points, cotton can be used as an example.  
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Product strategies: There are five major product strategies in international marketing.  

Product communications extension: This strategy is very low cost and merely takes the same 
product and communication strategy into other markets. However it can be risky if misjudgments 
are made. For example CPC International believed the US consumer would take to dry soups, 
which dominate the European market. It did not work.  
 
Extended product - communications adaptation: If the product basically fits the different 
needs or segments of a market it may need an adjustment in marketing communications only. 
Again this is a low cost strategy, but different product functions have to be identified and a 
suitable communications mix developed.  
 
Product adaptation - communications extension: The product is adapted to fit usage 
conditions but the communication stays the same. The assumption is that the product will serve 
the same function in foreign markets under different usage conditions.  
 
Product adaptation - communications adaptation: Both product and communication 
strategies need attention to fit the peculiar need of the market.  
 
Product invention: This needs a totally new idea to fit the exclusive conditions of the market. 
This is very much a strategy which could be ideal in a Third World situation. The development 
costs may be high, but the advantages are also very high. The Table below summarizes the 
strategic alternatives with examples. The choice of strategy will depend on the most appropriate 
product/market analysis and is a function of the product itself defined in terms of the function or 
need it serves, the market defined in terms of the conditions under which the product is used, the 
preferences of the potential customers and the ability to buy the product in question, and the 
costs of adaptation and manufacture to the company considering these product - communications 
approaches.  

International strategic alternatives 

Product 
strategy 

Communications 
strategy 

Product/functions 
Met 

Conditions of 
product use 

Examples 

1 Extension Extension Same Same Pepsi 
2 Extension Adaptation Different Same Soups 
3 Adaptation Extension Same Different Agriculture 

chemicals 
4 Adaptation Adaptation Different Different Farm implements
5 Invention New Same - Tyson turbine 

water pump 
    Thailand tuna 
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--------------------------------------------------------------------------------------------------------------------- 
6.4 PRODUCT MIX 
--------------------------------------------------------------------------------------------------------------------- 
Product mix is a combination of products manufactured or traded by the same business house to 
reinforce their presence in the market, increase market share and increase the turnover for more 
profitability. Normally the product mix is within the synergy of other products for a medium size 
organization. However large groups of Industries may have diversified products within core 
competency. Larsen & Toubro Ltd, Godrej, Reliance in India are some of the examples. 
 
One of the realities of business is that most firms deal with multi-products .This helps a firm 
diffuse its risk across different product groups/Also it enables the firm to appeal to a much larger 
group of customers or to different needs of the same customer group .So when Videocon chose 
to diversify into other consumer durables like music systems, washing machines and 
refrigerators, it sought to satisfy the needs of the middle and upper middle income group of 
consumers. 
 
Likewise, Bajaj Electricals a household name in India has almost ninety products in its portfolio 
ranging from low value items like bulbs to high priced consumer durables like mixers and 
luminaries and lighting projects .The number of products carried by a firm at a given point of 
time is called its product mix. This product mix contains product lines and product items .In 
other words it’s a composite of products offered for sale by a firm. 
 
Product Mix Decisions: Often firms take decisions to change their product mix. These decisions 
are dictated by the above factors and also by the changes occurring in the market place. Like the 
changing life-styles of Indian consumers led BPL-Sanyo to launch an entire range of white goods 
like refrigerators, washing machines, and microwave ovens .It also motivate the firm to launch 
other entertainment electronics. Rahejas, a well-known builders firm in Bombay, took a major 
decision to convert one of its theatre buildings in the western suburbs of Bombay into a large 
garments and accessories store for men ,women and children, perhaps the first of its kind in India 
to have almost all products required by these customer groups Competition from low priced 
washing powders (mainly Nirma) forced Hindustan Levers to launch different brands of 
detergent powder at different price levels positioned at different market segments .Customer 
preferences for herbs, mainly shikakai motivated Lever to launch black Sunsilk Shampoo ,which 
has shikakai .Also ,low purchasing power and cultural bias against shampoo market made 
Hindustan Lever consider smaller packaging mainly sachets , for single use .So, it is the changes 
or anticipated changes in the market place that motivates a firm to consider changes in its 
product mix. 
 
Product-Mix Management and Responsibilities: It is extremely important for any organization 
to have a well-managed product mix. Most organizations break down managing the product mix, 
product line, and actual product into three different levels. Product-mix decisions are concerned 
with the combination of product lines offered by the company. Management of the companies' 
product mix is the responsibility of top management. Some basic product-mix decisions include: 
(1) reviewing the mix of existing product lines; (2) adding new lines to and deleting existing 
lines from the product mix; (3) determining the relative emphasis on new versus existing product 
lines in the mix; (4) determining the appropriate emphasis on internal development versus 
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external acquisition in the product mix; (5) gauging the effects of adding or deleting a product 
line in relationship to other lines in the product mix; and (6) forecasting the effects of future 
external change on the company's product mix. 

Product-line decisions are concerned with the combination of individual products offered within 
a given line. The product-line manager supervises several product managers who are responsible 
for individual products in the line. Decisions about a product line are usually incorporated into a 
marketing plan at the divisional level. Such a plan specifies changes in the product lines and 
allocations to products in each line. Generally, product-line managers have the following 
responsibilities: (1) considering expansion of a given product line; (2) considering candidates for 
deletion from the product line; (3) evaluating the effects of product additions and deletions on 
the profitability of other items in the line; and (4) allocating resources to individual products in 
the line on the basis of marketing strategies recommended by product managers. 

Decisions at the first level of product management involve the marketing mix for an individual 
brand/product. These decisions are the responsibility of a brand manager (sometimes called a 
product manager). Decisions regarding the marketing mix for a brand are represented in the 
product's marketing plan. The plan for a new brand would specify price level, advertising 
expenditures for the coming year, coupons, trade discounts, distribution facilities, and a five-year 
statement of projected sales and earnings. The plan for an existing product would focus on any 
changes in the marketing strategy. Some of these changes might include the product's target 
market, advertising and promotional expenditures, product characteristics, price level, and 
recommended distribution strategy. 
 
Product-Mix Analysis: Since top management is ultimately responsible for the product mix and 
the resulting profits or losses, they often analyze the company product mix. The first assessment 
involves the area of opportunity in a particular industry or market. Opportunity is generally 
defined in terms of current industry growth or potential attractiveness as an investment. The 
second criterion is the company's ability to exploit opportunity, which is based on its current or 
potential position in the industry. The company's position can be measured in terms of market 
share if it is currently in the market or in terms of its resources if it is considering entering the 
market. These two factors—opportunity and the company's ability to exploit it—provide four 
different options for a company to follow. 

1. High opportunity and ability to exploit it result in the firm's introducing new products or 
expanding markets for existing products to ensure future growth. 

2. Low opportunity but a strong current market position will generally result in the 
company's attempting to maintain its position to ensure current profitability. 

3. High opportunity but a lack of ability to exploit it results in either (a) attempting to 
acquire the necessary resources or (b) deciding not to further pursue opportunity in these 
markets. 

4. Low opportunity and a weak market position will result in either (a) avoiding these 
markets or (b) divesting existing products in them. 

These options provide a basis for the firm to evaluate new and existing products in an attempt to 
achieve balance between current and future growth. This analysis may cause the product mix to 
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change, depending on what management decides. The most widely used approach to product 
portfolio analysis is the model developed by the Boston Consulting Group (BCG). The BCG 
analysis emphasizes two main criteria in evaluating the firm's product mix: the market growth 
rate and the product's relative market share. BCG uses these two criteria because they are closely 
related to profitability, which is why top management often uses the BCG analysis. Proper 
analysis and conclusions may lead to significant changes to the company's product mix, product 
line, and product offerings. The market growth rate represents the products' category position in 
the product life cycle. Products in the introductory and growth phases require more investment 
because of research and development and initial marketing costs for advertising, selling, and 
distribution. This category is also regarded as a high-growth area (e.g., the Internet). Relative 
market share represents the company's competitive strength (or estimated strength for a new 
entry). Market share is compared to that of the leading competitor. Once the analysis has been 
done using the market growth rate and relative market share, products are placed into one of four 
categories as discussed earlier in BCG model.  
--------------------------------------------------------------------------------------------------------------------- 
6.5 PRODUCT LIFE CYCLE 
--------------------------------------------------------------------------------------------------------------------- 
A new product progresses through a sequence of stages from introduction to growth, maturity, 
and decline. This sequence is known as the product life cycle and is associated with changes in 
the marketing situation, thus impacting the marketing strategy and the marketing mix. The 
product revenue and profits can be plotted as a function of the life-cycle stages as shown in the 
graph below: 
 

 
 

Figure 6.1: Product Life Cycle Diagram 
 
Introduction Stage: In the introduction stage, the firm seeks to build product awareness and 
develop a market for the product. The impact on the marketing mix is as follows: 
 

• Product branding and quality level is established and intellectual property protection 
such as patents and trademarks are obtained. 

• Pricing may be low penetration pricing to build market share rapidly, or high skim 
pricing to recover development costs. 

• Distribution is selective until consumers show acceptance of the product. 
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• Promotion is aimed at innovators and early adopters. Marketing communications seeks 
to build product awareness and to educate potential consumers about the product. 

 
Growth Stage: In the growth stage, the firm seeks to build brand preference and increase market 
share. 
 

• Product quality is maintained and additional features and support services may be added. 
• Pricing is maintained as the firm enjoys increasing demand with little competition. 
• Distribution channels are added as demand increases and customers accept the product. 
• Promotion is aimed at a broader audience. 

 
Maturity Stage: At maturity, the strong growth in sales diminishes. Competition may appear with 
similar products. The primary objective at this point is to defend market share while maximizing 
profit. 
 

• Product features may be enhanced to differentiate the product from that of competitors. 
• Pricing may be lower because of the new competition. 
• Distribution becomes more intensive and incentives may be offered to encourage 

preference over competing products. 
• Promotion emphasizes product differentiation. 

 
Decline Stage: As sales decline, the firm has several options:  
 

• Maintain the product, possibly rejuvenating it by adding new features and finding new 
uses. 

• Harvest the product - reduce costs and continue to offer it, possibly to a loyal niche 
segment. 

• Discontinue the product, liquidating remaining inventory or selling it to another firm that 
is willing to continue the product. 

 
The marketing mix decisions in the decline phase will depend on the selected strategy. For 
example, the product may be changed if it is being rejuvenated, or left unchanged if it is being 
harvested or liquidated. The price may be maintained if the product is harvested, or reduced 
drastically if liquidated. 
--------------------------------------------------------------------------------------------------------------------- 
6.6 BRAND POSITIONING 
--------------------------------------------------------------------------------------------------------------------- 
Positioning can be defined as follows: Positioning is how a product appears in relation to other 
products in the market. Brands can be positioned against competing brands on a perceptual 
map. A perceptual map defines the market in terms of the way buyers perceive key 
characteristics of competing products. The basic perceptual map that buyers use maps products 
in terms of their price and quality, as illustrated below: 
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Figure 6.2: Perceptual map on brand positioning 

 
Another decision in the commercialization of a new product is how to differentiate it in the midst 
of the already over-communicated society of ours were an average consumer screens out most 
messages. The strategy to differentiate the brand or product is to place it in an appropriate cell of 
the human mind so that whenever the customer recalls the product, the firm’s brand is the first to 
be recalled. This strategy is called Positioning. Positioning” is the act of communicating 
company’s offer so that it occupies a distinct and valued place in the customer’s mind”  
 
The concept of positioning was first advocated by A1 Ries and Jack Trout, two advertising 
executives, in their article titled ‘The Positioning Era: A view ten years later’ in the advertising 
age in 1972, and later in their book, Positioning: The Battle for your Mind, in 1982.4 According 
to them, “Positioning is not what you do to a product. But what you do to the mind of the 
prospect. That is, you position the product in the mind of the prospect.”  
 
Ries and Trout believe that marketing is like a war which is fought in the mind of consumers.6 
The advocate that the marketer should perceive each consumer to mentally have a product 
ladder. The customer often knows brands in the forms of the ladder. There is a brand on the top 
of the ladder (brand leader) and there are others that occupy the second and third steps in this 
ladder. Sometimes the top slot may be vacant and at other times there may be two or three brands 
vying for this prestigious slot in the customer’s mind. The rush for the top slot is understandable 
as people remember the number one. Illustrating this, Ries and Trout ask “who was the first 
person to successfully fly alone over the Atlantic Ocean?”, and the answer is “Charles 



 153

Lindbergh”, but we are not bale to recall the second or the third person. Firms, therefore, attempt 
to achieve this number one position by some valued attribute, not necessarily by size. 
 
Ways to Position the Brand: The ways to position the brand are: (a) Use situations; (b) 
emphasizing Tangible Benefits; (c) Linking to uses; (d) Head-on competitive positioning; (e) 
Life-style positioning, and (f) Benefits offered. 
 

• Use Situation: the marketer can identify use situations for his brand or product and 
analyze customer perception of existing competitor brands in different use situations. 
Based on this analysis the firms can position its brand.Consider the example of Rasna, the 
soft drink concentrate. None of the soft drink brands offer the convenience, economy, and 
rang of flavours that Rasna does. Hence, its positioning as a soft drink when one is 
fatigued after shopping or a day’s work, when you have a party, when you have guests 
arriving suddenly or when you feel thirsty. The brand’s claim is that it is so simple to 
make that even a child can do it. Rasna was the first brand of soft drink concentrate to 
position itself in this manner. Many other brands subsequently tried to penetrate Rasna’s 
market share, but could not succeed. Emphasizing Tangible Benefits: the brand may even 
be positioned on the basis of tangible benefits that it offers to customers. These are in the 
form of specific features and sometimes through its prices and distribution. Consider the 
example of Ariel that offers the specific benefit of cleaning even the dirtiest of clothes 
because of the micro cleaning system in the product. Colgate offers benefits of preventing 
cavities and ensuring fresh breath. Promise, Balsara’s toothpaste, could break Colgate’s 
stronghold by being the first to claim that it contained clove oil, a feature that 
differentiated it from the leader. Nirma offered the benefit of low prices over Hindustan 
Lever’s Surf to become a success. Maruti Suzuki offers benefits of maximum fuel 
efficiency and safety over its competitors. This strategy helped it to capture 60 percent of 
the Indian automobile market. Several automobile brands use this positioning platform. 
However, it may be emphasized that positioning on tangible benefits alone, cannot 
provide a long-term sustainable advantage in today’s highly competitive market-place. 
Hence, firms use several dimensions of the products and target market profile to position 
their brands. 

 
• Linking to Uses: A third approach to position a brand is to identify the possible uses 

which the firm’s brand can be put to. In a way it may appear to be the same as use 
situations, but it is different here as we are talking about all the possible uses of a product 
or brand. For Example, Video cassette recorders (VCR) could be used for playing, 
recording, and regulating the pace at which different scenes can be watched (like pause, 
fast forward). Most customers saw it as a distinct development over the video cassette 
player and the demand for the VCR boomed. 

 
• Head-on Competitive Positioning: This is the strategy of placing a firm’s brand next to 

the leader in the market and trying to uproot it on a specific tangible variable. Ries and 
Trout give the examples of AVIS, the auto rental agency, which knew it was number two 
in the business, but made a strong point about it. “We are number two. We try harder.” 
Onida was positioned against the giants in the television industry through this strategy, 
Onida colour TV was launched with the message that all others were clones and only 
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Onida was the leader. (Today, Onida has been able to uproot all of yesteryear’s leaders in 
the TV market.) Likewise, the Wheel brand of detergent powder took a head-on position 
with Nirma and claimed that it was better a s it washed whiter (because of the lemon 
component in it) and was gentle on the hands, a claim which Nirma counters by showing 
the user using a spoon to take out washing powder from the bag. Kinetic Honda adopted 
this strategy to uproot the Bajaj scooter when it claimed that it offered more mileage to a 
litre of petrol than the leader and supported it with road test results. 

 
• Lifestyle Positioning: A firm may even position the brand as a lifestyle concept—

contemporary or futuristic. Many of today’s new kitchen appliances (like the microwave 
oven), Ready-made garments, textiles and, watches are positioned accordingly. One of 
the dimensions of the lifestyle is aspirations. Given the upword mobility of the Indian 
market, it is not uncommon for the marketer to use aspirations for positioning his brand. 
In order to do so, the brand has top communicate an exclusive image which the consumer 
is willing to pay for. Also, it should reflect the aspirations of the target market. Longings 
range of watches or Nakshatra Brand of diamonds of range of diamond jewellery is today 
endorsed by beauty icons. Likewise, luxury homes and villas by DLF and Unitech are 
positioned as aspirational products. 

 
• Benefits Offered: Another way to position a brand is to highlight the benefits that 

customer get by using the product. Emotional relationship is one of the strong reasons to 
by a brand. Master Card has successfully used this positioning platform when it campaign 
emphasizes that the only thing that the consumer cannot buy using Master Card is 
“emotions”. Likewise, Chevrolet Optra used this toposition its luxury car in the young, 
successful and upwardly mobile Indian professionals market.   

--------------------------------------------------------------------------------------------------------------------- 
6.7 BRAND IDENTITY 
--------------------------------------------------------------------------------------------------------------------- 
A brand is a name or trademark connected with a product or producer. Brands have become 
increasingly important components of culture and the economy, now being described as "cultural 
accessories and personal philosophies". Some people distinguish the psychological aspect of a 
brand from the experiential aspect. The experiential aspect consists of the sum of all points of 
contact with the brand and is known as the brand experience. The psychological aspect, 
sometimes referred to as the brand image, is a symbolic construct created within the minds of 
people and consists of all the information and expectations associated with a product or service. 
 
People engaged in branding seek to develop or align the expectations behind the brand 
experience, creating the impression that a brand associated with a product or service has certain 
qualities or characteristics that make it special or unique. A brand is therefore one of the most 
valuable elements in an advertising theme, as it demonstrates what the brand owner is able to 
offer in the marketplace. The art of creating and maintaining a brand is called brand 
management. Orientation of the whole organization towards its brand is called integrated 
marketing. 
 
Careful brand management, supported by a cleverly crafted advertising campaign, can be highly 
successful in convincing consumers to pay remarkably high prices for products which are 
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inherently extremely cheap to make. This concept, known as creating value, essentially consists 
of manipulating the projected image of the product so that the consumer sees the product as 
being worth the amount that the advertiser wants him/her to see, rather than a more logical 
valuation that comprises an aggregate of the cost of raw materials, plus the cost of manufacture, 
plus the cost of distribution. Modern value-creation branding-and-advertising campaigns are 
highly successful at inducing consumers to pay, for example, 50 dollars for a T-shirt that cost a 
mere 50 cents to make, or 5 dollars for a box of breakfast cereal that contains a few cents' worth 
of wheat. 
 
Brands should be seen as more than the difference between the actual cost of a product and its 
selling price - they represent the sum of all valuable qualities of a product to the consumer. There 
are many intangibles involved in business, intangibles left wholly from the income statement and 
balance sheet which determine how a business is perceived. The learned skill of a knowledge 
worker, the type of metal working, the type of stitch: all may be without an 'accounting cost' but 
for those who truly know the product, for it is these people the company should wish to find and 
keep, the difference is incomparable. By failing to recognize these assets that a business, any 
business, can create and maintain will set an enterprise at a serious disadvantage. 
 
A brand which is widely known in the marketplace acquires brand recognition. When brand 
recognition builds up to a point where a brand enjoys a critical mass of positive sentiment in the 
marketplace, it is said to have achieved brand franchise. One goal in brand recognition is the 
identification of a brand without the name of the company present. For example, Disney has 
been successful at branding with their particular script font (originally created for Walt Disney's 
"signature" logo), which it used in the logo for go.com. 
 
Consumers may look on branding as an important value added aspect of products or services, as 
it often serves to denote a certain attractive quality or characteristic (see also brand promise). 
From the perspective of brand owners, branded products or services also command higher prices. 
Where two products resemble each other, but one of the products has no associated branding 
(such as a generic, store-branded product), people may often select the more expensive branded 
product on the basis of the quality of the brand or the reputation of the brand owner. 
 
Brand name: The brand name is often used interchangeably within "brand", although it is more 
correctly used to specifically denote written or spoken linguistic elements of any product. In this 
context a "brand name" constitutes a type of trademark, if the brand name exclusively identifies 
the brand owner as the commercial source of products or services. A brand owner may seek to 
protect proprietary rights in relation to a brand name through trademark registration. Advertising 
spokespersons have also become part of some brands, for example: Mr. Whipple of Charmin 
toilet tissue and Tony the Tiger of Kellogg's. Brand names will fall into one of three spectrums 
of use - Descriptive, Associative or Freestanding. 

• Descriptive brand names assist in describing the distinguishable selling point(s) of the 
product to the customer (e.g. Snap, Crackle and Pop or Bitter Lemon). 

• Associative brand names provide the customer with an associated word for what the 
product promises to do or be (e.g. Walkman, Sensodyne or Natrel) 
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• Finally, Freestanding brand names have no links or ties to either descriptions or 
associations of use. (e.g. Mars Bar or Pantene) 

The act of associating a product or service with a brand has become part of pop culture. Most 
products have some kind of brand identity, from common table salt to designer jeans. A 
brandnomer is a brand name that has colloquially become a generic term for a product or service, 
such as Band-Aid or Kleenex, which are often used to describe any kind of adhesive bandage or 
any kind of facial tissue respectively. 

Brand identity: A product identity, or brand image are typically the attributes one associates 
with a brand, how the brand owner wants the consumer to perceive the brand - and by extension 
the branded company, organization, product or service. The brand owner will seek to bridge the 
gap between the brand image and the brand identity. Effective brand names build a connection 
between the brand personality as it is perceived by the target audience and the actual 
product/service. The brand name should be conceptually on target with the product/service (what 
the company stands for). Furthermore, the brand name should be on target with the brand 
demographic. Typically, sustainable brand names are easy to remember, transcend trends and 
have positive connotations. Brand identity is fundamental to consumer recognition and 
symbolizes the brand's differentiation from competitors. 

Brand identity is what the owner wants to communicate to its potential consumers. However, 
over time, a products brand identity may acquire (evolve), gaining new attributes from consumer 
perspective but not necessarily from the marketing communications an owner percolates to 
targeted consumers. Therefore, brand associations become handy to check the consumer's 
perception of the brand. 

Brand identity needs to focus on authentic qualities - real characteristics of the value and brand 
promise being provided and sustained by organizational and/or production characteristics. 

Brand parity: Brand parity is the perception of the customers that all brands are equivalent. 

Branding approaches:  

Company name: Often, especially in the industrial sector, it is just the company's name which is 
promoted (leading to one of the most powerful statements of "branding"; the saying, before the 
company's downgrading, "No one ever got fired for buying IBM"). In this case a very strong 
brand name (or company name) is made the vehicle for a range of products (for example, 
Mercedes-Benz or Black & Decker) or even a range of subsidiary brands (such as Cadbury Dairy 
Milk, Cadbury Flake or Cadbury Fingers in the United States) 

Individual branding: Each brand has a separate name (such as Seven-Up or Nivea Sun 
(Beiersdorf)), which may even compete against other brands from the same company (for 
example, Persil, Omo, Surf and Lynx are all owned by Unilever). 

Attitude branding and Iconic brands: Attitude branding is the choice to represent a larger 
feeling, which is not necessarily connected with the product or consumption of the product at all. 
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Marketing labeled as attitude branding include that of Nike, Starbucks, The Body Shop, 
Safeway, and Apple Computer. In the 2000 book No Logo, Naomi Klein describes attitude 
branding as a "fetish strategy". "A great brand raises the bar -- it adds a greater sense of purpose 
to the experience, whether it's the challenge to do your best in sports and fitness, or the 
affirmation that the cup of coffee you're drinking really matters." - Howard Schultz (president, 
CEO, and chairman of Starbucks) 
 
Iconic brands are defined as having aspects that contribute to consumer's self-expression and 
personal identity. Brands whose value to consumers comes primarily from having identity value 
comes are said to be "identity brands". Some of these brands have such a strong identity that they 
become more or less "cultural icons" which makes them iconic brands. Examples of iconic 
brands are: Apple Computer, Nike and Harley Davidson. Many iconic brands include almost 
ritual-like behavior when buying and consuming the products. 
 
There are four key elements to creating iconic brands: 1. "Necessary conditions" - The 
performance of the product must at least be ok preferably with a reputation of having good 
quality. 2. "Myth-making" - A meaningful story-telling fabricated by cultural "insiders". These 
must be seen as legitimate and respected by consumers for stories to be accepted. 3. "Cultural 
contradictions" - Some kind of mismatch between prevailing ideology and emergent 
undercurrents in society. In other words a difference with the way consumers are and how they 
some times wish they were. 4. "The cultural brand management process" - Actively engaging in 
the myth-making process making sure the brand maintains its position as an icon. 
 
"No-brand" branding: Recently a number of companies have successfully pursued "No-Brand" 
strategies; examples include the Japanese company Muji, which means "No label" in English. 
"No brand quality goods". Although there is a distinct Muji brand, Muji products are not 
branded. This no-brand strategy means that little is spent on advertisement or classical marketing 
and Muji's success is attributed to the word-of-mouth, a simple shopping experience and the anti-
brand movement.  
 
Derived brands: In this case the supplier of a key component, used by a number of suppliers of 
the end-product, may wish to guarantee its own position by promoting that component as a brand 
in its own right. The most frequently quoted example is Intel, which secures its position in the 
PC market with the slogan "Intel Inside". 
 
Brand extension: The existing strong brand name can be used as a vehicle for new or modified 
products; for example, many fashion and designer companies extended brands into fragrances, 
shoes and accessories, home textile, home decor, luggage, (sun-) glasses, furniture, hotels, etc. 
Mars extended its brand to ice cream, Caterpillar to shoes and watches, Michelin to a restaurant 
guide, Adidas and Puma to personal hygiene. Dunlop extended its brand from tires to other 
rubber products such as shoes, golf balls, tennis racquets and adhesives. 

There is a difference between brand extension and line extension. When Coca-Cola launched 
"Diet Coke" and "Cherry Coke" they stayed within the originating product category: non-
alcoholic carbonated beverages. Procter & Gamble (P&G) did likewise extending its strong lines 
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(such as Fairy Soap) into neighboring products (Fairy Liquid and Fairy Automatic) within the 
same category, dish washing detergents. 

Multi-brands: Alternatively, in a market that is fragmented amongst a number of brands a 
supplier can choose deliberately to launch totally new brands in apparent competition with its 
own existing strong brand (and often with identical product characteristics); simply to soak up 
some of the share of the market which will in any case go to minor brands. The rationale is that 
having 3 out of 12 brands in such a market will give a greater overall share than having 1 out of 
10 (even if much of the share of these new brands is taken from the existing one). In its most 
extreme manifestation, a supplier pioneering a new market which it believes will be particularly 
attractive may choose immediately to launch a second brand in competition with its first, in order 
to pre-empt others entering the market. Individual brand names naturally allow greater flexibility 
by permitting a variety of different products, of differing quality, to be sold without confusing 
the consumer's perception of what business the company is in or diluting higher quality products. 
Once again, Procter & Gamble is a leading exponent of this philosophy, running as many as ten 
detergent brands in the US market. This also increases the total number of "facings" it receives 
on supermarket shelves. Sara Lee, on the other hand, uses it to keep the very different parts of 
the business separate — from Sara Lee cakes through Kiwi polishes to L'Eggs pantyhose. In the 
hotel business, Marriott uses the name Fairfield Inns for its budget chain (and Ramada uses 
Rodeway for its own cheaper hotels). 
 
Cannibalization is a particular problem of a "multibrand" approach, in which the new brand takes 
business away from an established one which the organization also owns. This may be 
acceptable (indeed to be expected) if there is a net gain overall. Alternatively, it may be the price 
the organization is willing to pay for shifting its position in the market; the new product being 
one stage in this process. 
 
Own brands and generics: With the emergence of strong retailers the "own brand", a retailer's 
own branded product (or service), also emerged as a major factor in the marketplace. Where the 
retailer has a particularly strong identity (such as Marks & Spencer in the UK clothing sector) 
this "own brand" may be able to compete against even the strongest brand leaders, and may 
outperform those products that are not otherwise strongly branded. 
 
Concerns were raised that such "own brands" might displace all other brands (as they have done 
in Marks & Spencer outlets), but the evidence is that — at least in supermarkets and department 
stores — consumers generally expect to see on display something over 50 percent (and 
preferably over 60 percent) of brands other than those of the retailer. Indeed, even the strongest 
own brands in the UK rarely achieve better than third place in the overall market. 
 
This means that strong independent brands (such as Kellogg's and Heinz), which have 
maintained their marketing investments, are likely to continue their strong performance. More 
than 50 per cent of UK FMCG brand leaders have held their position for more than two decades, 
although it is arguable that those which have switched their budgets to "buy space" in the 
retailers may be more exposed. 
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The strength of the retailers has, perhaps, been seen more in the pressure they have been able to 
exert on the owners of even the strongest brands (and in particular on the owners of the weaker 
third and fourth brands). Relationship marketing has been applied most often to meet the wishes 
of such large customers (and indeed has been demanded by them as recognition of their buying 
power). Some of the more active marketers have now also switched to 'category marketing' - in 
which they take into account all the needs of a retailer in a product category rather than more 
narrowly focusing on their own brand. 
 
At the same time, probably as an outgrowth of consumerism, "generic" (that is, effectively 
unbranded) goods have also emerged. These made a positive virtue of saving the cost of almost 
all marketing activities; emphasizing the lack of advertising and, especially, the plain packaging 
(which was, however, often simply a vehicle for a different kind of image). It would appear that 
the penetration of such generic products peaked in the early 1980s, and most consumers still 
appear to be looking for the qualities that the conventional brand provides. 
--------------------------------------------------------------------------------------------------------------------- 
6.8 BRAND EQUITY  
--------------------------------------------------------------------------------------------------------------------- 
A brand is a name or symbol used to identify the source of a product. When developing a new 
product, branding is an important decision. The brand can add significant value when it is well 
recognized and has positive associations in the mind of the consumer. This concept is referred to 
as brand equity. 
 
What is Brand Equity? Brand equity is an intangible asset that depends on associations made 
by the consumer. There are at least three perspectives from which to view brand equity: 
 

• Financial - One way to measure brand equity is to determine the price premium that a 
brand commands over a generic product. For example, if consumers are willing to pay 
$100 more for a branded television over the same unbranded television, this premium 
provides important information about the value of the brand. However, expenses such as 
promotional costs must be taken into account when using this method to measure brand 
equity. 

• Brand extensions - A successful brand can be used as a platform to launch related 
products. The benefits of brand extensions are the leveraging of existing brand awareness 
thus reducing advertising expenditures, and a lower risk from the perspective of the 
consumer. Furthermore, appropriate brand extensions can enhance the core brand. 
However, the value of brand extensions is more difficult to quantify than are direct 
financial measures of brand equity. 

• Consumer-based - A strong brand increases the consumer's attitude strength toward the 
product associated with the brand. Attitude strength is built by experience with a product. 
This importance of actual experience by the customer implies that trial samples are more 
effective than advertising in the early stages of building a strong brand. The consumer's 
awareness and associations lead to perceived quality, inferred attributes, and eventually, 
brand loyalty. 
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Strong brand equity provides the following benefits: 
 

• Facilitates a more predictable income stream. 
• Increases cash flow by increasing market share, reducing promotional costs, and 

allowing premium pricing. 
• Brand equity is an asset that can be sold or leased. 

 
However, brand equity is not always positive in value. Some brands acquire a bad reputation that 
results in negative brand equity. Negative brand equity can be measured by surveys in which 
consumers indicate that a discount is needed to purchase the brand over a generic product. 
 
Building and Managing Brand Equity: In his 1989 paper, Managing Brand Equity, Peter H. 
Farquhar outlined the following three stages that are required in order to build a strong brand: 
 

1. Introduction - introduce a quality product with the strategy of using the brand as a 
platform from which to launch future products. A positive evaluation by the consumer is 
important. 

2. Elaboration - make the brand easy to remember and develop repeat usage. There should 
be accessible brand attitude, that is, the consumer should easily remember his or her 
positive evaluation of the brand. 

3. Fortification - the brand should carry a consistent image over time to reinforce its place 
in the consumer's mind and develop a special relationship with the consumer. Brand 
extensions can further fortify the brand, but only with related products having a perceived 
fit in the mind of the consumer. 

 
Alternative Means to Brand Equity: Building brand equity requires a significant effort, and 
some companies use alternative means of achieving the benefits of a strong brand. For example, 
brand equity can be borrowed by extending the brand name to a line of products in the same 
product category or even to other categories. In some cases, especially when there is a perceptual 
connection between the products, such extensions are successful. In other cases, the extensions 
are unsuccessful and can dilute the original brand equity. 
 
Brand equity also can be "bought" by licensing the use of a strong brand for a new product. As in 
line extensions by the same company, the success of brand licensing is not guaranteed and must 
be analyzed carefully for appropriateness. 
 
Managing Multiple Brands: Different companies have opted for different brand strategies for 
multiple products. These strategies are: 
 

• Single brand identity - a separate brand for each product. For example, in laundry 
detergents Procter & Gamble offers uniquely positioned brands such as Tide, Cheer, 
Bold, etc. 

• Umbrella - all products under the same brand. For example, Sony offers many different 
product categories under its brand. 
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• Multi-brand categories - Different brands for different product categories. Campbell 
Soup Company uses Campbell's for soups, Pepperidge Farm for baked goods and V8 for 
juices. 

• Family of names - Different brands having a common name stem. Nestle uses Nescafe, 
Nesquik, and Nestea for beverages. 

 
Brand equity is an important factor in multi-product branding strategies. 
 
Protecting Brand Equity: The marketing mix should focus on building and protecting brand 
equity. For example, if the brand is positioned as a premium product, the product quality should 
be consistent with what consumers expect of the brand, low sale prices should not be used 
compete, the distribution channels should be consistent with what is expected of a premium 
brand, and the promotional campaign should build consistent associations. Finally, potentially 
dilutive extensions that are inconsistent with the consumer's perception of the brand should be 
avoided. Extensions also should be avoided if the core brand is not yet sufficiently strong. 
 
Measurement: There are many ways to measure a brand. Some measurements approaches are at 
the firm level, some at the product level and still others are at the consumer level. 
 
Firm Level: Firm level approaches measure the brand as a financial asset. In short, a calculation 
is made regarding how much the brand is worth as an intangible asset. For example, if you were 
to take the value of the firm, as derived by its market capitalization - and then subtract tangible 
assets and "measurable" intangible assets- the residual would be the brand equity. One high 
profile firm level approach is by the consulting firm Interbrand. To do its calculation, Interbrand 
estimates brand value on the basis of projected profits discounted to a present value. The 
discount rate is a subjective rate determined by Interbrand and Wall Street equity specialists and 
reflects the risk profile, market leadership, stability and global reach of the brand. 
 
Product Level: The classic product level brand measurement example is to compare the price of 
a no-name or private label product to an "equivalent" branded product. The difference in price, 
assuming all things equal, is due to the brand. More recently a revenue premium approach has 
been advocated. 
 
Consumer Level: This approach seeks to map the mind of the consumer to find out what 
associations with the brand that the consumer has. This approach seeks to measure the awareness 
(recall and recognition) and brand image (the overall associations that the brand has). Free 
association tests and projective techniques are commonly used to uncover the tangible and 
intangible attributes, attitudes, and intentions about a brand. Brands with high levels of 
awareness and strong, favorable and unique associations are high equity brands. All of these 
calculations are, at best, approximations. A more complete understanding of the brand can occur 
if multiple measures are used. 
 
Positive Equity Only? An interesting question is raised- can brands have negative brand equity? 
From one perspective, brand equity cannot be negative. Positive brand equity is created by 
effective marketing including via advertising, PR and promotion. A second perspective is that 
negative equity can exist. Looking at a political "brand" example, the "Democrat" brand may be 
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negative to a Republican, and vice versa. The greater a company's brand equity, the greater the 
probability that the company will use a family branding strategy rather than an individual 
branding strategy. This is because family branding allows them to leverage the equity 
accumulated in the core brand. Aspects of brand equity includes: brand loyalty, awareness, 
association, and perception of quality. 
--------------------------------------------------------------------------------------------------------------------- 
6.9 PACKAGING 
--------------------------------------------------------------------------------------------------------------------- 
Packaging is the science, art and technology of enclosing or protecting products for distribution, 
storage, sale, and use. Packaging also refers to the process of design, evaluation, and production 
of packages. Packaging can be described as a coordinated system of preparing goods for 
transport, warehousing, logistics, sale, and end use. Packaging contains, protects, preserves, 
transports, informs, and sells. It is fully integrated into government, business, institutional, 
industry, and personal use. 
 
Package labeling (BrE) or labeling (AmE) is any written electronic, or graphic communications 
on the packaging or on a separate but associated label 
 
The purposes of packaging and package labels: Packaging and package labeling have several 
objectives 

 
• Physical protection - The objects enclosed in the package may require protection from, 

among other things, shock, vibration, compression, temperature, etc. 
• Barrier protection - A barrier from oxygen, water vapor, dust, etc., is often required. 

Permeation is a critical factor in design. Some packages contain desiccants or Oxygen 
absorbers to help extend shelf life. Modified atmospheres or controlled atmospheres are 
also maintained in some food packages. Keeping the contents clean, fresh, sterile and safe 
for the intended shelf life is a primary function. 

• Containment or agglomeration - Small objects are typically grouped together in one 
package for reasons of efficiency. For example, a single box of 1000 pencils requires less 
physical handling than 1000 single pencils. Liquids, powders, and granular materials 
need containment. 

• Information transmission - Packages and labels communicate how to use, transport, 
recycle, or dispose of the package or product. With pharmaceuticals, food, medical, and 
chemical products, some types of information are required by governments. Some 
packages and labels also are used for track and trace purposes. 

• Marketing - The packaging and labels can be used by marketers to encourage potential 
buyers to purchase the product. Package graphic design and physical design have been 
important and constantly evolving phenomenon for several decades. Marketing 
communications and graphic design are applied to the surface of the package and (in 
many cases) the point of sale display. 

• Security - Packaging can play an important role in reducing the security risks of 
shipment. Packages can be made with improved tamper resistance to deter tampering and 
also can have tamper-evident features to help indicate tampering. Packages can be 
engineered to help reduce the risks of package pilferage: Some package constructions are 
more resistant to pilferage and some have pilfer indicating seals. Packages may include 
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authentication seals and use security printing to help indicate that the package and 
contents are not counterfeit. Packages also can include anti-theft devices, such as dye-
packs, RFID tags, or electronic article surveillance. Tags, that can be activated or 
detected by devices at exit points and require specialized tools to deactivate. Using 
packaging in this way is a means of loss prevention. 

• Convenience - Packages can have features that add convenience in distribution, 
handling, stacking, display, sale, opening, reclosing, use, dispensing, and reuse. 

• Portion control - Single serving or single dosage packaging has a precise amount of 
contents to control usage. Bulk commodities (such as salt) can be divided into packages 
that are a more suitable size for individual households. It is also aids the control of 
inventory: selling sealed one-liter-bottles of milk, rather than having people bring their 
own bottles to fill themselves. 

 

 
 

Figure 6.3: Packaging types 
 
Various household packaging types for foods: Packaging may be looked at as several different 
types. For example a transport package or distribution package can be the shipping container 
used to ship, store, and handle the product or inner packages. Some identify a consumer 
package as one which is directed toward a consumer or household. 
Packaging may be discussed in relation to the type of product being packaged: medical device 
packaging, bulk chemical packaging, over-the-counter drug packaging, retail food packaging, 
military materiel packaging, pharmaceutical packaging, etc. 
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Figure 6.4: Aluminum can with a pull tab 

 
It is sometimes convenient to categorize packages by layer or function: "primary", "secondary", 
etc. 

• Primary packaging is the material that first envelops the product and holds it. This 
usually is the smallest unit of distribution or use and is the package which is in direct 
contact with the contents. 

• Secondary packaging is outside the primary packaging – perhaps used to group primary 
packages together. 

• Tertiary packaging is used for bulk handling, warehouse storage and transport shipping. 
The most common form is a palletized unit load that packs tightly into containers. 

 
These broad categories can be somewhat arbitrary. For example, depending on the use, a shrink 
wrap can be primary packaging when applied directly to the product, secondary packaging when 
combining smaller packages, and tertiary packaging on some distribution packs. 
 
Symbols used on packages and labels: Many types of symbols for package labeling are 
nationally and internationally standardized. For consumer packaging, symbols exist for product 
certifications, trademarks, proof of purchase, etc. Some requirements and symbols exist to 
communicate aspects of consumer use and safety. Examples of environmental and recycling 
symbols include: Recycling symbol, Resin identification code (below), and Green Dot (symbol). 
 

 
 

Figure 6.5: Resin identification code 
 
Bar codes (below), Universal Product Codes, and RFID labels are common to allow automated 
information management. Country of Origin Labeling is often used. 
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Figure 6.6: Bar Code 
 

 
Figure 6.7: Shipping container labeling 

 
Technologies related to shipping containers are identification codes, bar codes, and electronic 
data interchange (EDI). These three core technologies serve to enable the business functions in 
the process of shipping containers throughout the distribution channel. Each has an essential 
function: identification codes either relate product information or serve as keys to other data, bar 
codes allow for the automated input of identification codes and other data, and EDI moves data 
between trading partners within the distribution channel. 
 
Elements of these core technologies include UPC and EAN item identification codes, the SCC-
14 (UPC shipping container code), the SSCC-18 (Serial Shipping Container Codes), Interleaved 
2-of-5 and UCC/EAN-128 (newly designated GS1-128) bar code symbologies, and ANSI ASC 
X12 and UN/EDIFACT EDI standards. 
 
Small parcel carriers often have their own formats. For example, United Parcel Service has a 
MaxiCode 2-D code for parcel tracking. RFID labels for shipping containers are also increasing 
in usage. A Wal-Mart division, Sam's Club, has also moved in this direction and is putting 
pressure on its suppliers for compliance. Shipments of hazardous materials or dangerous goods 
have special information and symbols (labels, plackards, etc) as required by UN, country, and 
specific carrier requirements. Two examples are below: 
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Figure 6.8: Examples of Labels of Hazardous material 
 
With transport packages, standardized symbols are also used to communicate handling needs. 
Some common ones are shown below while others are listed in ASTM D5445 "Standard Practice 
for Pictorial Markings for Handling of Goods" and ISO 780 "Pictorial marking for handling of 
goods". 
 

 
Fragile 

 
Do not use hand hooks

 
This way up 

 
Keep away from sunlight

 
Keep away from water 

 
Centre of gravity 

Clamp as indicated  
Do not clamp as indicated

Figure 6.9: symbols are also used to communicate handling 
 
Package development considerations: Package design and development are often thought of as 
an integral part of the new product development process. Alternatively, development of a 
package (or component) can be a separate process, but must be linked closely with the product to 
be packaged. Package design starts with the identification of all the requirements: structural 
design, marketing, shelf life, quality assurance, logistics, legal, regulatory, graphic design, end-
use, environmental, etc. The design criteria, time targets, resources, and cost constraints need to 
be established and agreed upon. 
 
Transport packaging needs to be matched to its logistics system. Packages designed for 
controlled shipments of uniform pallet loads may not be suited to mixed shipments with express 
carriers. An example of how package design is affected by other factors is the relationship to 
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logistics. When the distribution system includes individual shipments by a small parcel carrier, 
the sortation, handling, and mixed stacking make severe demands on the strength and protective 
ability of the transport package. If the logistics system consists of uniform palletized unit loads, 
the structural design of the package can be designed to those specific needs: vertical stacking, 
perhaps for a longer time frame. A package designed for one mode of shipment may not be 
suited for another. Sometimes the objectives of package development seem contradictory. For 
example, regulations for an over-the-counter drug might require the package to be tamper-
evident and child resistant. These intentionally make the package difficult to open.. The intended 
consumer, however, might be handicapped or elderly and be unable to readily open the package. 
Meeting all goals is a challenge. 
 
Package design may take place within a company or with various degrees of external packaging 
engineering: contract engineers, consultants, vendor evaluations, independent laboratories, 
contract packagers, total outsourcing, etc. Some sort of formal Project planning and Project 
management methodology is required for all but the simplest package design and development 
programs. An effective quality management system and Verification and Validation protocols 
are mandatory for some types of packaging and recommended for all. 
 
Package development involves considerations for sustainability, environmental responsibility, 
and applicable environmental and recycling regulations. It may involve a life cycle assessment 
which considers the material and energy inputs and outputs to the package, the packaged product 
(contents), the packaging process, the logistics system, waste management, etc. It is necessary to 
know the relevant regulatory requirements for point of manufacture, sale, and use. The 
traditional “three R’s” of reduce; reuse, and recycle are part of a waste hierarchy which may be 
considered in product and package development. 

 
Figure 6.10: The Waste Hierarchy 

 
The waste hierarchy: 
 

• Prevention – Waste prevention is a primary goal. Packaging should be used only where 
needed. Proper packaging can also help prevent waste. Packaging plays an important part 
in preventing loss or damage to the packaged-product (contents). Usually, the energy 
content and material usage of the product being packaged are much greater than that of 
the package. A vital function of the package is to protect the product for its intended use: 
if the product is damaged or degraded, its entire energy and material content may be lost. 
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• Minimization – (also "source reduction") The mass and volume of packaging (per unit of 
contents) can be measured and used as one of the criteria to minimize during the package 
design process. Usually “reduced” packaging also helps minimize costs. Packaging 
engineers continue to work toward reduced packaging. 

• Reuse – The reuse of a package or component for other purposes is encouraged. 
Returnable packaging has long been useful (and economically viable) for closed loop 
logistics systems. Inspection, cleaning, repair and recouperage are often needed. 

• Recycling – Recycling is the reprocessing of materials (pre- and post-consumer) into new 
products. Emphasis is focused on recycling the largest primary components of a package: 
steel, aluminum, papers, plastics, etc. Small components can be chosen which are not 
difficult to separate and do not contaminate recycling operations. 

• Energy recovery – Waste-to-energy and Refuse-derived fuel in approved facilities are 
able to make use of the heat available from the packaging components. 

• Disposal – Incineration and placement in a sanitary landfill are needed for some 
materials. Certain states within the US regulate packages for toxic contents, which have 
the potential to contaminate emissions and ash from incineration and leachate from 
landfill. Packages should not be littered. 

 
Development of sustainable packaging is an area of considerable interest by standards 
organizations, government, consumers, packagers, and retailers. 
 

 
 

Figure 6.11 Bottling lines for beer plant 
 
Packaging machines: A choice of packaging machinery includes: technical capabilities, labor 
requirements, worker safety, maintainability, serviceability, reliability, ability to integrate into 
the packaging line, capital cost, floor space, flexibility (change-over, materials, etc.), energy 
usage, quality of outgoing packages, qualifications (for food, pharmaceuticals, etc.), throughput, 
efficiency, productivity, ergonomics, return on investment, etc. 
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Packaging machines may be of the following general types: 
 

• Blister packs, skin packs and Vacuum Packaging Machines 
• Bottle caps equipment, Over-Capping, Lidding, Closing, Seaming and Sealing Machines 
• Box, Case and Tray Forming, Packing, Unpacking, Closing and Sealing Machines 
• Cartoning Machines 
• Cleaning, Sterilizing, Cooling and Drying Machines 
• Converting Machines 
• Conveyor belts, Accumulating and Related Machines 
• Feeding, Orienting, Placing and Related Machines 
• Filling Machines: handling liquid and powdered products 
• Inspecting, Detecting and Check weigher Machines 
• Label dispensers Help peel and apply labels more efficiently 
• Package Filling and Closing Machines 
• Palletizing, Depalletizing, Unit load assembly 
• Product Identification: labeling, marking, etc. 
• Shrink wrap Machines 
• Form, Fill and Seal Machines 
• Other speciality machinery: slitters, perforating, laser cutters, parts attachment, etc. 

 
--------------------------------------------------------------------------------------------------------------------- 
6.10 REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 

1. Briefly describe each of the four main stages of the product life cycle. 
2. A leading publishing house wishes to launch web based books, periodicals and 

magazines. What should be its strategy? 
3. What factors contribute to the success or failure of new product? 
4. Evaluate the various methods of brand evaluation in the Indian context. 
5. Briefly discuss on the topic packaging. 
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--------------------------------------------------------------------------------------------------------------------- 
 DEVELOPING MARKET STRATEGIES AND THE OFFERINGS - 

PART II 
--------------------------------------------------------------------------------------------------------------------- 
Structure 
 
7.1 Introduction to Service Marketing 

7.2 Differentiating Services 

7.3 Product and Service Price 

7.4 Response to Change in Price 

7.5 Pricing Strategies 

7.6 Review Questions 

--------------------------------------------------------------------------------------------------------------------- 
7.1 INTRODUCTION TO SERVICE MARKETING 
--------------------------------------------------------------------------------------------------------------------- 
A service is the action of doing something for someone or something. It is largely intangible (i.e. 
not material). A product is tangible (i.e. material) since you can touch it and own it. A service 
tends to be an experience that is consumed at the point where it is purchased, and cannot be 
owned since is quickly perishes. A person could go to a café one day and have excellent service, 
and then return the next day and have a poor experience. So often marketers talk about the nature 
of a service as: 
 

• Inseparable - from the point where it is consumed, and from the provider of the service. 
For example, you cannot take a live theatre performance home to consume it (a DVD of 
the same performance would be a product, not a service). 

 
• Intangible - and cannot have a real, physical presence as does a product. For example, 

motor insurance may have a certificate, but the financial service itself cannot be touched 
i.e. it is intangible. 

 
• Perishable - in that once it has occurred it cannot be repeated in exactly the same way. 

For example, once a 100 metres Olympic final has been run, there will be not other for 4 
more years, and even then it will be staged in a different place with many different 
finalists. 

 
• Variability- since the human involvement of service provision means that no two 

services will be completely identical. For example, returning to the same garage time and 
time again for a service on your car might see different levels of customer satisfaction, or 
speediness of work. 
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• Right of ownership - is not taken to the service, since you merely experience it. For 
example, an engineer may service your air-conditioning, but you do not own the service, 
the engineer or his equipment. You cannot sell it on once it has been consumed, and do 
not take ownership of it. 

 

 
Figure 7.1: Characteristics of a service 

 
Services marketing is marketing based on relationship and value. It may be used to market a 
service or a product. Marketing a service-base business is different from marketing a goods-base 
business. There are several major differences, including: 
 

1. The buyer purchases are intangible 
2. The service may be based on the reputation of a single person 
3. It's more difficult to compare the quality of similar services 
4. The buyer cannot return the service 

 
The major difference in the education of services marketing versus regular marketing is that 
apart from the traditional "4 P's," Product, Price, Place, Promotion, there are three additional 
"P's" consisting of People, Physical evidence, and Process. Service marketing also includes the 
servicewomen referring to but not limited to the aesthetic appearance of the business from the 
outside, the inside, and the general appearance of the employees themselves. Service Marketing 
has been relatively gaining ground in the overall spectrum of educational marketing as developed 
economies move farther away from industrial importance to service oriented economies. What is 
marketing? Marketing is the flow of goods and services from the producer to consumer. It is 
based on relationship and value. In common parlance it is the distribution and sale of goods and 
services. Marketing can be differentiated as: 
 

• Marketing of products 
• Marketing of services. 

 
Marketing includes the services of all those indulged may it be then the wholesaler retailer, 
Warehouse keeper, transport etc. In this modern age of competition marketing of a product or 
service plays a key role. It is estimated that almost 50% of the price paid for a commodity goes 
to the marketing of the product in US. Marketing is now said to be a term which has no particular 
definition as the definitions change everyday.” Managing the evidence" refers to the act of 
informing customers that the service encounter has been performed successfully. It is best done 
in subtle ways like providing examples or descriptions of good and poor service that can be used 
as a basis of comparison. The underlying rationale is that a customer might not appreciate the 
full worth of the service if they do not have a good benchmark for comparisons. 
 
However, it is worth remembering that many of the concepts, as well as many of the specific 
techniques, will work equally well whether they are directed at products or services. In 
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particular, developing a marketing strategy is much the same for products and services, in that it 
involves selecting target markets and formulating a marketing mix. Thus, Theodore Levitt 
suggested that "instead of talking of 'goods' and of 'services', it is better to talk of 'tangibles' and 
'intangibles'". Levitt also went on to suggest that marketing a physical product is often more 
concerned with intangible aspects (frequently the `product service' elements of the total package) 
than with its physical sales after service is very important in service sector. Charles Revson made 
a famous comment regarding the business of Revlon Inc.: `In the factory we make cosmetics. In 
the store we sell hope.' Arguably, service industry marketing merely approaches the problems 
from the opposite end of the same spectrum. 
 
Principle of Service marketing: It is the process of making an intangible product into an 
experience that the customer will value, or benefit from. The four fundamental principles of 
marketing are product, price, place and promotion. Because of the intangible aspect of services, 
an additional three principles---people, process, and physical evidence---have been added to the 
marketing mix. Selling the interpersonal exchange that takes place within the service is a key 
principle in service marketing. 
 
Features: A service offering is different from a product offering in that the customer can't take 
the service with them. This means the service and the place that provides it are inseparable. With 
a tangible product, the customer places a higher value and expectation in the product's 
performance. With a service offering, value and expectation are placed in the experience had 
when the service was delivered. This difference of customer focus accounts for the three 
additional marketing principles. 
 
Function:  Marketing a service is, in effect, marketing an experience that the customer will 
perceive as valuable or necessary. The principles regarding people, process and physical 
evidence center around what is needed to provide a favorable customer experience. The people 
aspect has to do with providing the necessary employee training to ensure the proper delivery of 
the service. The way a company's employees interact with customers is an integral part of service 
marketing. The process principle involves the systems that are in place to deliver the service and 
requires developing procedures that match the service being provided. An example of this would 
be the scripts provided to customer service agents within call centers. A greeting, a series of 
questions, and a series of action steps are provided to ensure a quick, cordial, solution-based 
interaction between the caller and the service representative. 
 
Effects: Service marketing campaigns put much of the focus on building relationships with the 
customers. How processes are structured, how employees interact with the customers, and how 
comfortable the customer feels at the point of service all affect the relationship between the 
business and the customer. Processes can be automated in such a way that the customer receives 
regular contact, be it in the form of newsletters, coupons, or reminders. With service industries, 
such as restaurants and airline companies, the customer becomes an integral part of the process. 
The customer's experience while the service is carried out becomes part of the marketing mix. 
Ensuring a quality service experience means maintaining a positive morale among employees 
and establishing effective lines of communication between employees and supervisors. 
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Significance: Integrating the principles of people, process and physical environment with the 
basic four---product, price, place and promotion---puts the customer experience at the center of 
the marketing message. Product marketing works to present the benefits and values of a product. 
Service marketing rather has to render these benefits and values within the context of the 
customer experience. In essence, the actual product in service marketing is a repeat customer, as 
the ultimate aim of a quality service for the customer to choose your business over another. 
--------------------------------------------------------------------------------------------------------------------- 
7.2 DIFFERENTIATING SERVICES 
--------------------------------------------------------------------------------------------------------------------- 
We can classify or differentiate services as mentioned below: 

 
Figure 7.2: Classification of Services 

 
Quadrant A is categorized as people processing services, quadrant ‘B’ as product or possession 
processing, while quadrant ‘c’ is mental stimulus processing, and the last, quadrant ‘D’ is 
information processing 
 

• People processing services: These services are targeted as customers themselves. In 
order to receive these types of services the customer must physically enter the service 
system of a service factory. An example is an aircraft where both people and equipment 
or technology, or either of them, create and deliver service benefit. Today it is possible 
that the service producer may come to the to e customer with the necessary tools of his 
trade. The goal of this service provider is to create a new set of values in the industry for 
the customers. For example, a banker may walk up to the customer and complete all the 
necessary transactions that the customer may want to do at his/her place of work or 
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residence at a time most convenient to him/her, From the marketing perspective, it is 
important to think about these processes and their impact on customers, as it will help 
identify the benefit package that needs to be created. These benefits are expressed in both 
financial and non-financial terms. 

 
• Product Possession Processing Services: In product processing or possession 

processing customers are less physically involved. In most such cases, customer 
involvement is usually limited to calling for the services, explaining the problem, and 
subsequently making the payment. The pre- and after-sales service here will involve 
issues relating to customer response management. From the marketing viewpoint, these 
are a range of services, which are going to add value to the customer and, hence, the 
marketer needs to understand the, entire 'value chain process of the customer. For 
example, the logistics services provider needs to understand the role of his .services in the 
value creation process of an exporter or of the shares department of a large industrial 
house. It is important to note here that the customer evaluates such services on the basis 
of tangible promises being delivered within a defined time period and at a pre-negotiated 
price. Thus the marketer has to ensure that there problems in delivering promised service. 
Also; he needs to examine all the stages in the customer's operations to identify 
opportunities for his products. 

 
• Mental Stimulus Processing:  Services that are categorized under mental stimulus 

processing include education, entertainment, and management consultancy. It also 
includes religious services offered by a large number of religious ‘gurus’ and their 
ashrams. These services impact the consumer mind and have the potential to shape their 
attitudes, behavior and lifestyle. In a way, this relationship of the marketer with the 
customer is one of dependency, where the customer is dependent on the 'guru'. This can 
often lead to problems relating to manipulation, extortion, and even unethical behavior or 
practices. To avoid such a negative image, such organizations and individuals need to 
evolve a code of conduct acceptable to the customer and create high ethical standards. 
The customer must feel that he or she is not being cheated. Ethical marketing in such 
cases is a prerequisite. Equally important from the marketing perspective is the principal 
of repetition in consumer learning. These services need to be on a repetitive basis so as to 
provide the customer the opportunity to use it at a convenient time and place. For 
example, today there are dedicated television channels like ZED for education, and, for 
religion-which telecast programmes on Indian television 24 hours a day. This provides 
the customer the opportunity to see the programme or programmes at a time and for a 
duration that is convenient to him or her. 

 
• Information Processing Services: In the context of information processing services, the 

marketer has to understand that information is the most intangible form of service output 
and, in today’s context, most vital from the point of view of the customer's own 
competitive advantage. In this era of information technology, customers shop for 
information in areas as diverse as accounting, legal research, medicine, insurance, and 
financial products. The customer's involvement in these situations is very high and hence 
are categorized as high involvement purchase decisions. From the customer's viewpoint, 
these are high cost (both financial and non-financial) and high risk service situations. 
Hence the customer tries to avoid going into the service factory to shop for the service 
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product. From a marketer's perspective, this poses a challenge to bring the customer to 
the factory ma motivate him to buy and consume such services. Thus, service as a 
process has to be viewed in the context of the different stages and categories that have 
been referred to above. It is equally important to understand that unless and until each of 
these stages is performed for 100 percent quality results, one cannot have a 100 percent 
service product. 

--------------------------------------------------------------------------------------------------------------------- 
7.3 PRODUCT AND SERVICE PRICE 
--------------------------------------------------------------------------------------------------------------------- 
Pricing is one of the four Ps of the marketing mix. The other three aspects are product, 
promotion, and place. It is also a key variable in microeconomic price allocation theory. Price is 
the only revenue generating element amongst the 4ps, the rest being cost centers. Pricing is the 
manual or automatic process of applying prices to purchase and sales orders, based on factors 
such as: a fixed amount, quantity break, promotion or sales campaign, specific vendor quote, 
price prevailing on entry, shipment or invoice date, combination of multiple orders or lines, and 
many others. Automated systems require more setup and maintenance but may prevent pricing 
errors.  
 
What a price should do: A well chosen price should do three things: 

• achieve the financial goals of the company (e.g., profitability) 
• Fit the realities of the marketplace (Will customers buy at that price?) 
• support a product's positioning and be consistent with the other variables in the marketing 

mix  
o price is influenced by the type of distribution channel used, the type of 

promotions used, and the quality of the product  
 price will usually need to be relatively high if manufacturing is expensive, 

distribution is exclusive, and the product is supported by extensive 
advertising and promotional campaigns 

 a low price can be a viable substitute for product quality, effective 
promotions, or an energetic selling effort by distributors 

From the marketer's point of view, an efficient price is a price that is very close to the maximum 
that customers are prepared to pay. In economic terms, it is a price that shifts most of the 
consumer surplus to the producer. A good pricing strategy would be the one which could balance 
between the price floor (the price below which the organization ends up in losses) and the price 
ceiling (the price beyond which the organization experiences a no demand situation).  
 
Pricing your product or service is one of the most important business decisions you will make. 
You must offer your products for a price your target market is willing to pay - and one that 
produces a profit for your company - or you won't be in business for long. There are many 
approaches to pricing, some scientific, some not. Here is one framework for making pricing 
decisions that takes into account your costs, the effects of competition and the customer's 
perception of value. 
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Definitions: 
 

• Cost is the total of the fixed and variable expenses (costs to you) to manufacturer or offer 
your product or service. 

• Price is the selling price per unit customers pay for your product or service. 
 
So, the price you set is the cost to the customer. Ideally, it should be higher than the costs you 
incurred in producing the product. Think of your cost as the surface of the ocean. You must set 
your price above the surface to cover costs or you will quickly drown. Of course, there will be 
times when you decide to set prices at or below cost for a temporary, specific purpose, such as 
gaining market entrance or clearing inventory. How the customer perceives the value of the 
product determines the maximum price customers will pay. This is sometimes described as "the 
price the market will bear." Perceived value is created by an established reputation, marketing 
messages, packaging, and sales environments. An obvious and important component of 
perceived value is the comparison customers and prospects make between you and your 
competition. 
 
Somewhere between the your cost and "the price the market will bear" is the right price for your 
product or service - a price that enables you to make a fair profit and seems fair to your 
customers. Consequently, once you understand your costs and your maximum price, you can 
make an informed decision about how to price your product or service. 
 
However, while costs are important in setting your prices, don't limit your thinking only to cost-
based pricing. Value-based pricing makes you think about your business from the customer's 
perspective. If the customer doesn't perceive value worth paying for at a price that offers you a 
fair profit, you need to re-think your game-plan.In business, few decisions are more crucial than 
the price you charge for your product or service. Interestingly, research indicates that many 
owners of businesses and professional practices under price their products and services. In theory 
it might seem that only the seller offering the product or service at the lowest price ought to do 
any business. But in reality, the highest priced seller might be moving the greatest number of 
units. As a general principle, you should charge as much as possible for your merchandise or 
services. But there are dozens of factors (kind of customer you want to appeal to, competition, 
selling for cash or credit, your willingness to accept returns, guarantees) to examine before you 
can figure out your best prices. 
 
You can offer the lowest prices possible, but to do so you will probably give up amenities that 
others in your industry offer: personal attention, delivery service, prompt replacement of 
defective merchandise, unquestioned refunds, and/or easier credit terms. If you don't offer such 
service, be prepared to lose shoppers who want it and are willing to pay for it. Many businesses 
fail to realize that, with low-cost competitors, it's often more effective to position a 
product/service higher upscale than it is to cut the selling price. 
 
For Example: Japanese motorcycles are priced around 25 percent under Harleys. But Harley-
Davidson stresses custom styling, American origin and the mystique of a powerful road machine. 
The image is reinforced by heavy advertising and the customers' club. The message? Only 
Harley offers the real thing - anything else is a cheap substitute. 
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Lower than average prices generally fail to increase sales enough to raise profits if any of the 
following are true: 
 

• You fail to advertise low prices widely 
• Items are rarely bought 
• Customers lack a clear basis for comparison 
• Luxury items are involved 

 
Pricing a product has three-step process: 
Step 1. Figure cost x standard markup: Standard markup is based on the rate of turnover and 
seasonal factors. The table below indicates what the markup factor is for various ratios of cost of 
the goods to their sales price. While you want the markup to approximate industry averages, you 
don't just want to set them across the board. Markups on slow-moving items must be larger to 
compensate for the cost of carrying the inventory. Faster moving goods should be priced with a 
lower markup to meet the competition. The key - find an average target markup for your whole 
store or operation. 
 

Cost of Goods 
Divided by Sales Markup Factor 

5% 20.00 
10% 10.00 
15% 6.67 
20% 5.00 
25% 4.00 
30% 3.33 
35% 2.86 
40% 2.50 
45% 2.22 
50% 2.00 
55% 1.82 
60% 1.67 
65% 1.54 
70% 1.43 
75% 1.33 
80% 1.25 
85% 1.18 
90% 1.11 
95% 1.05 
100% 1.00 
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Step 2. Fine-tune the price: Consider the following elements in setting prices: 
 

• Laws about unfair sales practices 
• Buyer's concern for price 
• Estimate of service after the sale 
• Competition 
• Franchise and manufacturer's recommendations 
• Other advantages of your firm (location, convenience, promotion, etc.) 

 
Step 3. Further fine-tune the price: You have the following options in pricing: 
 

• Price some products low to attract sales 
• Get a good buy on certain items, put a higher markup on them, and still sell competitively 
• Dump products that are deteriorating or going out of style 
• Sell high-turnover items at less than standard markup 

 
Consider price and demand, too. Is the cost important to the customer? It's not necessarily 
important what you sell something for - what is its total contribution to profits? For example, the 
owner of a bike shop wants to sell a battery-powered light with a cost to him of $6. He estimates 
the following scenarios: 
 

Selling price $8 $10 $12

Cost per unit $6 $6 $6

Gross profit per unit $2 $4 $6

Units expected to be sold 170 100 60

Contribution to overhead and profits $340 $400 $360
 
Based on this analysis, he found that he shouldn't sell the light for the highest price ($12) or for 
what will move the most number of units ($8). The best price ($10) maximizes the item's 
contribution to profit and overhead. 
 
Pricing a service has three-step process: 
 
Step 1. Figure billable hours: Very few people can work and bill for 365 days per year. 
Actually, you're lucky if you bill half that time. You must subtract time for the following: 
 

• Time off Weekends, holidays, vacations and sick days 
• Marketing 

To sell the service to prospects (new business owners may spend about half their time in 
marketing the first year; many existing businesses spend about a day per week) 

• Training 
To improve services and stay up with current trends (can take a day per month) 

• Administration 
Invoicing, paying bills, dealing with suppliers, finding equipment, etc. 
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For example if a bike shop owner offers repair services in addition to retail items, he could make 
the following calculation to figure the rate per hour of his repair person: 
 
Potential hours (52 weeks x 5 days per week x 8 hours per day) 2,080 

Less: holidays, vacation, sick time and training (5 days each) 
(20 days x 8 hours per day) (160) 

Less: administration, shop cleanup, ordering parts, time on the telephone, 
customer service 
(49 weeks x 5 days per week x 2 hours per day) 

(490) 

Less: marketing (0) 

Total billable hours 1,430 
 
Step 2. Figure billing rate costs: You must include the following: 
 

• Salary: Should be comparable to wages the person would be making working in the same 
type of job for someone else (given the same skills and experience) 

• Mandatory benefits: Employment taxes (Social Security, unemployment-both federal and 
state, worker's compensation); average 14% of salary 

• Retirement: Average 10% of salary 
• Insurance (health, life): Average $100 per month 

 
Other overhead costs include the following: 

• Advertising (Yellow Pages, newspapers, and trade journals) 
• Business and professional meetings (lunches, room rentals, and taxis; any direct cost 

should be billed to the client) 
• Car expense (actual, or .31 [1996] per mile) 
• Depreciation on equipment (e.g., if it will last 5 years, then 20% of the price) 
• Dues, publications, professional fees 
• Education and training 
• Insurance (fire, liability, malpractice) 
• Interest (if you borrow) 
• Professional fees (accounting, legal, financial) 
• Printing (brochures, stationery) 
• Rent (allocate even if you use your home) 
• Repairs and maintenance 
• Secretarial services 
• Supplies and postage 
• Taxes (real estate and personal property) 
• Telephone 
• Travel expenses 
• Utilities 
• Other 
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The bike shop owner's total estimated overhead was $45,000. He made the following calculation 
of billing rate costs: 
 
Salary of repair person ($180 per week) $9,360 

Benefits (14%) and employment taxes 1,310 

Retirement 0 

Health insurance 1,200 

Amount of total estimated overhead allocated to repairs, based on square 
feet ($45,000 x 20%) 9,000 

Total cost $20,870 
 
Step 3. Figure out minimum hourly rate. 
Cost + 10% (for profit) divided by your number of billable hours will yield your hourly rate. 
The bike shop owner made the following analysis: 
 
Cost + 10% for profit $22,957 

Billable hours 1,430 

Minimum hourly rate $16.05 
 
He then called several bike shops in the area and found that their rates were from $15 to $25 per 
hour. Thus, the owner decided that $16.05 per hour was the rate he was going to charge. 
--------------------------------------------------------------------------------------------------------------------- 
7.4 RESPONSE TO CHANGE IN PRICE 
--------------------------------------------------------------------------------------------------------------------- 
The Price Elasticity of Demand (commonly known as just price elasticity) measures the rate of 
response of quantity demanded due to a price change. The formula for the Price Elasticity of 
Demand (PEoD) is: 

 
PEoD = (% Change in Quantity Demanded)/(% Change in Price) 

 
Calculating the Price Elasticity of Demand: You may be asked the question "Given the 
following data, calculate the price elasticity of demand when the price changes from $9.00 to 
$10.00" Using the chart on the bottom of the page, I'll walk you through answering this question. 
(Your course may use the more complicated Arc Price Elasticity of Demand formula. If so you'll 
need to see the article on Arc Elasticity) 
 
First we'll need to find the data we need. We know that the original price is $9 and the new price 
is $10, so we have Price (OLD) =$9 and Price (NEW) =$10. From the chart we see that the 
quantity demanded when the price is $9 is 150 and when the price is $10 is 110. Since we're 
going from $9 to $10, we have QDemand (OLD) =150 and QDemand (NEW) =110, where 
"QDemand" is short for "Quantity Demanded". So we have: 
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Price(OLD)=9 
Price(NEW)=10 
QDemand(OLD)=150 
QDemand(NEW)=110 

To calculate the price elasticity, we need to know what the percentage change in quantity 
demand is and what the percentage change in price is. It's best to calculate these one at a time.  

Calculating the Percentage Change in Quantity Demanded: The formula used to calculate the 
percentage change in quantity demanded is: 

[QDemand (NEW) - QDemand (OLD)] / QDemand (OLD) 

By filling in the values we wrote down, we get: 

[110 - 150] / 150 = (-40/150) = -0.2667 

We note that % Change in Quantity Demanded = -0.2667 (We leave this in decimal terms. In 
percentage terms this would be -26.67%). Now we need to calculate the percentage change in 
price.  

Calculating the Percentage Change in Price: Similar to before, the formula used to calculate 
the percentage change in price is: 

[Price (NEW) - Price (OLD)] / Price (OLD) 

By filling in the values we wrote down, we get: 

[10 - 9] / 9 = (1/9) = 0.1111 

We have both the percentage change in quantity demand and the percentage change in price, so 
we can calculate the price elasticity of demand. 

Final Step of Calculating the Price Elasticity of Demand: We go back to our formula of: 

PEoD = (% Change in Quantity Demanded)/(% Change in Price) 

We can now fill in the two percentages in this equation using the figures we calculated earlier. 

PEoD = (-0.2667)/(0.1111) = -2.4005 

When we analyze price elasticities we're concerned with their absolute value, so we ignore the 
negative value. We conclude that the price elasticity of demand when the price increases from $9 
to $10 is 2.4005.  
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How Do We Interpret the Price Elasticity of Demand? A good economist is not just interested 
in calculating numbers. The number is a means to an end; in the case of price elasticity of 
demand it is used to see how sensitive the demand for a good is to a price change. The higher the 
price elasticity, the more sensitive consumers are to price changes. A very high price elasticity 
suggests that when the price of a good goes up, consumers will buy a great deal less of it and 
when the price of that good goes down, consumers will buy a great deal more. A very low price 
elasticity implies just the opposite, that changes in price have little influence on demand. 

Often an assignment or a test will ask you a follow up question such as "Is the good price elastic 
or inelastic between $9 and $10". To answer that question, you use the following rule of thumb: 

• If PEoD > 1 then Demand is Price Elastic (Demand is sensitive to price changes) 
• If PEoD = 1 then Demand is Unit Elastic 
• If PEoD < 1 then Demand is Price Inelastic (Demand is not sensitive to price changes)  

Recall that we always ignore the negative sign when analyzing price elasticity, so PEoD is 
always positive. In the case of our good, we calculated the price elasticity of demand to be 
2.4005, so our good is price elastic and thus demand is very sensitive to price changes. 
--------------------------------------------------------------------------------------------------------------------- 
7.5 PRICING STRATEGIES 
--------------------------------------------------------------------------------------------------------------------- 
There are many ways to price a product. Let's have a look at some of them and try to understand 
the best policy/strategy in various situations. 
 

• Premium Pricing: Use a high price where there is uniqueness about the product or 
service. This approach is used where a  substantial competitive advantage exists. Such 
high prices are charge for luxuries such as Cunard Cruises, Savoy Hotel rooms, and 
Concorde flights. 

 
• Penetration Pricing: The price charged for products and services is set artificially low in 

order to gain market share. Once this is achieved, the price is increased. This approach 
was used by France Telecom and Sky TV.  

 
• Economy Pricing: This is a no frills low price. The cost of marketing and manufacture 

are kept at a minimum. Supermarkets often have economy brands for soups, spaghetti, 
etc.  

 
• Price Skimming: Charge a high price because you have a substantial competitive 

advantage. However, the advantage is not sustainable. The high price tends to attract new 
competitors into the market, and the price inevitably falls due to increased supply. 
Manufacturers of digital watches used a skimming approach in the 1970s. Once other 
manufacturers were tempted into the market and the watches were produced at a lower 
unit cost, other marketing strategies and pricing approaches are implemented.  
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Premium pricing, penetration pricing, economy pricing, and price skimming are the four main 
pricing policies/strategies. They form the bases for the exercise. However there are other 
important approaches to pricing. 
 

• Psychological Pricing: This approach is used when the marketer wants the consumer to 
respond on an emotional, rather than rational basis. For example 'price point perspective' 
99 cents not one dollar.  

 
• Product Line Pricing: Where there is a range of product or services the pricing reflect 

the benefits of parts of the range. For example car washes. Basic wash could be $2, wash 
and wax $4, and the whole package $6. 

 
• Optional Product Pricing: Companies will attempt to increase the amount customer 

spend once they start to buy. Optional 'extras' increase the overall price of the product or 
service. For example airlines will charge for optional extras such as guaranteeing a 
window seat or reserving a row of seats next to each other. 

 
• Captive Product Pricing: Where products have complements, companies will charge a 

premium price where the consumer is captured. For example a razor manufacturer will 
charge a low price and recoup its margin (and more) from the sale of the only design of 
blades which fit the razor. 

 
• Product Bundle Pricing: Here sellers combine several products in the same package. 

This also serves to move old stock. Videos and CDs are often sold using the bundle 
approach.  

 
• Promotional Pricing: Pricing to promote a product is a very common application. There 

are many examples of promotional pricing including approaches such as BOGOF (Buy 
One Get One Free).  

 
• Geographical Pricing: Geographical pricing is evident where there are variations in 

price in different parts of the world. For example rarity value, or where shipping costs 
increase price.  

 
• Value Pricing: This approach is used where external factors such as recession or 

increased competition force companies to provide 'value' products and services to retain 
sales e.g. value meals at McDonalds. 

 
Pricing strategies are a sometimes-overlooked part of the marketing mix. They can have a large 
impact on profit, so should be given the same consideration as promotion and advertising 
strategies. A higher or lower price can dramatically change both gross margins and sales volume. 
This indirectly affects other expenses by reducing storage costs, for example, or creating 
opportunities for volume discounts with suppliers. 
 
Other factors also determine your optimal pricing strategy. Consider the five forces that 
influence other business decisions: your competitors, your suppliers, the availability of substitute 
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products, and your customers. Positioning how you want to be perceived by your target audience 
is also a consideration. Price a premium item too low, for example, and customers will not 
believe the quality is good enough. Conversely, put too high a selling price on value lines and 
customers will purchase competitors' lower-price items.  
Some pricing strategies to consider are ... 
 

• Competitive pricing: Use competitors' retail (or wholesale) prices as a benchmark for 
your own prices. Price slightly below, above or the same as your competitors, depending 
on your positioning strategies. Note you must collect competitor pricing information by 
observation rather than by asking them. Otherwise it could be seen as collusion, which is 
illegal in the U.S.  

 
• Cost plus mark-up: This is the opposite of competitive pricing. Instead of looking at the 

market, look at your own cost structure. Decide the profit you want to make and add it to 
your costs to determine selling price. While using this method will assure a certain per-
unit margin, it may also result in prices that are out-of-line with customer expectations, 
hurting total profit.  

 
• Loss Leader: A loss leader is an item you sell at or below cost in order to attract more 

customers, who will also buy high-profit items. This is a good short-term promotion 
technique if you have customers that purchase several items at one time.  

 
• Close out: Keep this pricing technique in mind when you have excess inventory. Sell the 

inventory at a steep discount to avoid storing or discarding it. Your goal should be to 
minimize loss, rather than making a profit.  

 
• Membership or trade discounting: This is one method of segmenting customers. 

Attract business from profitable customer segments by giving them special prices. This 
could be in the form of lower price on certain items, a blanket discount, or free product 
rewards.  

 
• Bundling and quantity discounts: Other ways to reward people for larger purchases are 

through quantity discounts or bundling. Set the per-unit price lower when the customer 
purchases a quantity of five instead of one, for example. Alternately, charge less when 
the customer purchases a bundle or several related items at one time. Bundle overstocks 
with popular items to avoid a closeout. Or, bundle established items with a new product 
to help build awareness.  

 
• Versioning: Versioning is popular with services or technical products, where you sell the 

same general product in two or three configurations. A trial or very basic version may be 
offered at low or no cost, for example, with upgrades or more services available at a 
higher price. 
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--------------------------------------------------------------------------------------------------------------------- 
7.6 REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 

1. Study a large distance education programme and document its activities. To what extent 
are physical channels used to supplement the use of electronic channels? 

2. Distinguish between core product and supplementary service elements. Which of these 
provides most opportunities for competitive advantage? Why? 

3. Choose a service that you are familiar with and create a simple flowchart of how you use 
it; commenting on the sequence, your expectations at each stage, and encounters with 
other people (staff and customers). 

4. What is price elasticity? How is it measured? What factors determine price elasticity? 
5. What are the factors that should always be considered while making pricing decisions? 

Would these change in the case of a new product? Why? 
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--------------------------------------------------------------------------------------------------------------------- 
 DELIVERING MARKETING PROGRAMS – PART I 
--------------------------------------------------------------------------------------------------------------------- 
Structure 

8.1 Introduction 

8.2 Marketing through Channel Partners 

8.2 Wholesalers and Retailers- Current Trend;  

8.4 Channel Management. 

8.5 Review Questions 

--------------------------------------------------------------------------------------------------------------------- 
8.1 INTRODUCTION 
--------------------------------------------------------------------------------------------------------------------- 
Choosing the best way to enter a market is no simple task. Should the market entry objective be 
rapid acquisition of significant market share or stay below the radar to secretly build market 
share? There is no single strategy to fit all companies, products and markets. However the 
following framework can be used to guide decisions about the right market entry strategy for 
your venture. 
 
In the Business Buying Behavior, we describe a supply chain as consisting of all parties and their 
supplied activities that help a marketer create and deliver products to the final customer. For 
marketers, the distribution decision is primarily concerned with the supply chain’s front-end or 
channels of distribution that are designed to move the product (goods or services) from the hands 
of the company to the hands of the customer. Obviously when we talk about intangible services 
the use of the word “hands” is a figurative way to describe the exchange that takes place. But the 
idea is the same as with tangible goods. All activities and organizations helping with the 
exchange are part of the marketer’s channels of distribution.  

Activities involved in the channel are wide and varied though the basic activities revolve around 
these general tasks: 

• Ordering  
• Handling and shipping  
• Storage  
• Display  
• Promotion  
• Selling  
• Information feedback 

Distribution (or place) is one of the four elements of marketing mix. An organization or set of 
organizations (go-betweens) involved in the process of making a product or service available for 
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use or consumption by a consumer or business user. The other three parts of the marketing mix 
are product, pricing, and promotion. 
 
The Distribution Channel: Chain of intermediaries, each passing the product down the chain to 
the next organization, before it finally reaches the consumer or end-user. This process is known 
as the 'distribution chain' or the 'channel.' Each of the elements in these chains will have their 
own specific needs, which the producer must take into account, along with those of the all-
important end-user. 
 
Channels: A number of alternate 'channels' of distribution may be available: 
 

• Distributor, who sells to retailers 
• Retailer (also called dealer or reseller), who sells to end customers 
• Advertisement typically used for consumption goods 
 

Distribution channels may not be restricted to physical products alone. They may be just as 
important for moving a service from producer to consumer in certain sectors, since both direct 
and indirect channels may be used. Hotels, for example, may sell their services (typically rooms) 
directly or through travel agents, tour operators, airlines, tourist boards, centralized reservation 
systems, etc. There have also been some innovations in the distribution of services. For example, 
there has been an increase in franchising and in rental services - the latter offering anything from 
televisions through tools. There has also been some evidence of service integration, with services 
linking together, particularly in the travel and tourism sectors. For example, links now exist 
between airlines, hotels and car rental services. In addition, there has been a significant increase 
in retail outlets for the service sector. Outlets such as estate agencies and building society offices 
are crowding out traditional grocers from major shopping areas.  
 
Channel members: Distribution channels can thus have a number of levels. Kotler defined the 
simplest level that of a direct contact with no intermediaries involved, as the 'zero-level' channel. 
The next level, the 'one-level' channel, features just one intermediary; in consumer goods a 
retailer, for industrial goods a distributor. In small markets (such as small countries) it is 
practical to reach the whole market using just one- and zero-level channels. In large markets 
(such as larger countries) a second level; a wholesaler for example, is now mainly used to extend 
distribution to the large number of small, neighborhood retailers or dealers. In Japan the chain of 
distribution is often complex and further levels are used, even for the simplest of consumer 
goods. In Bangladesh Telecom Operators are using different Chains of Distribution, especially 
'second level'. 
 
In IT and Telecom industry levels are named "tiers". A one tier channel means that vendors IT 
product manufacturers (or software publishers) work directly with the dealers. A one tier / two 
tier channel means that vendors work directly with dealers and with distributors who sell to 
dealers. But the most important is the distributor or wholesaler. 
 
The internal market: Many of the marketing principles and techniques which are applied to the 
external customers of an organization can be just as effectively applied to each subsidiary's, or 
each department's, 'internal' customers. In some parts of certain organizations this may in fact be 
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formalized, as goods are transferred between separate parts of the organization at a `transfer 
price'. To all intents and purposes, with the possible exception of the pricing mechanism itself, 
this process can and should be viewed as a normal buyer-seller relationship. The fact that this is a 
captive market, resulting in a `monopoly price', should not discourage the participants from 
employing marketing techniques. Less obvious, but just as practical, is the use of `marketing' by 
service and administrative departments; to optimize their contribution to their `customers' (the 
rest of the organization in general, and those parts of it which deal directly with them in 
particular). In all of this, the lessons of the non-profit organizations, in dealing with their clients, 
offer a very useful parallel. But in spite of this many, organizations prefer not to operate at a 
'transfer' price because costs gradually increase as they undergo the distribution process. 
 
Channel decisions 

• Channel strategy  
o Gravity 
o Push and Pull strategy 

• Product (or service)<>Cost<>Consumer location 
 
Managerial concerns: The channel decision is very important. In theory at least, there is a form 
of trade-off: the cost of using intermediaries to achieve wider distribution is supposedly lower. 
Indeed, most consumer goods manufacturers could never justify the cost of selling direct to their 
consumers, except by mail order. Many suppliers seem to assume that once their product has 
been sold into the channel, into the beginning of the distribution chain, their job is finished. Yet 
that distribution chain is merely assuming a part of the supplier's responsibility; and, if they have 
any aspirations to be market-oriented, their job should really be extended to managing all the 
processes involved in that chain, until the product or service arrives with the end-user. This may 
involve a number of decisions on the part of the supplier: 
 

• Channel membership 
• Channel motivation 
• Monitoring and managing channels 

 
Channel membership 
 

1. Intensive distribution - Where the majority of resellers stock the 'product' (with 
convenience products, for example, and particularly the brand leaders in consumer goods 
markets) price competition may be evident. 

2. Selective distribution - This is the normal pattern (in both consumer and industrial 
markets) where 'suitable' resellers stock the product. 

3. Exclusive distribution - Only specially selected resellers or authorized dealers (typically 
only one per geographical area) are allowed to sell the 'product'.  

 
Channel motivation: It is difficult enough to motivate direct employees to provide the 
necessary sales and service support. Motivating the owners and employees of the independent 
organizations in a distribution chain requires even greater effort. There are many devices for 
achieving such motivation. Perhaps the most usual is `incentive': the supplier offers a better 
margin, to tempt the owners in the channel to push the product rather than its competitors; or a 
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competition is offered to the distributors' sales personnel, so that they are tempted to push the 
product. Dent defines this incentive as a Channel Value Proposition or business case, with which 
the supplier sells the channel member on the commercial merits of doing business together. He 
describes this as selling business models not products. 
 
Monitoring and managing channels: In much the same way that the organization's own sales 
and distribution activities need to be monitored and managed, so will those of the distribution 
chain. In practice, many organizations use a mix of different channels; in particular, they may 
complement a direct sales force, calling on the larger accounts, with agents, covering the smaller 
customers and prospects. 
--------------------------------------------------------------------------------------------------------------------- 
8.2 MARKETING THROUGH CHANNEL PARTNERS 
--------------------------------------------------------------------------------------------------------------------- 
Firm level objectives: It is not enough to simply state a firm’s goal as maximizing the present 
value of total profit since this does not differentiate it from other firms and says nothing about 
how this objective is to be achieved. Instead, a business and marketing plan should suggest how 
the firm can best put its unique resources to use to maximize stockholder value. A number of 
resources come into play—e.g. 

• Distinctive competencies—knowledge of how to manufacture, design, or market certain 
products or services effectively;  

• Financial—possession of cash or the ability to raise it;  
• Ability and willingness to take risk;  
• The image of the firm’s brand;  
• People who can develop new products, services, or other offerings and run the needed 

supports;  
• Running facilities (no amount of money is going to get a new microchip manufacturing 

plant started tomorrow); and  
• Contacts with suppliers and distributors and others who influence the success of the firm.  

Market balance: It is essential that different firms in the same business not attempt to compete 
on exactly the same variables. If they do, competition will invariably degenerate into price—
there is nothing else that would differentiate the firms.  
 
Risk: In general, firms that attempt riskier ventures—and their stockholders—expect a higher 
rate of return.  Risks can come in many forms, including immediate loss of profit due to lower 
sales and long term damage to the brand because of a poor product being released or because of 
distribution through a channel perceived to carry low quality merchandise. 
 
Brand level objectives: Ultimately, brand level profit centers are expected to contribute to the 
overall maximization of the firm’s profits.  However, when a firm holds several different brands, 
different marketing and distribution plans may be required for each. Several variables come into 
play in maximizing value. Profits can be maximized in the short run, or an investment can be 
made into future earnings. Product profit can be measured in several ways. If you sell a computer 
that cost $950 to make for $1,000, you are making only a 5% gross profit. However, selling a 
product that cost $5 to make for $10 will result in a much higher percentage profit, but a much 
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lower absolute margin. A decision that is essential at the brand level is positioning. Options here 
may range from a high quality, premium product to a lower priced value product. Note here that 
the same answer will not be appropriate for all firms in the same market since this will result in 
market imbalance—there should be some firms perceiving each strategy, with others being 
intermediate. 
 
Distribution issues come into play heavily in deciding brand level strategy. In order to secure a 
more exclusive brand label, for example, it is usually necessary to sacrifice volume—it would do 
no good, for Mercedes-Benz to create a large number of low priced automobiles. Some firms can 
be very profitable going for quantity where economies of scale come into play and smaller 
margins on a large number of units add up—e.g., McDonald’s survives on much smaller margins 
than upscale restaurants, but may make larger profits because of volume. Some firms choose to 
engage in a niching strategy where they forsake most customers to focus on a small segment 
where less competition exists (e.g., clothing for very tall people).  
 
In order to maintain one’s brand image, it may be essential that retailers and other channel 
members provide certain services, such as warranty repairs, providing information to customers, 
and carrying a large assortment of accessories.  Since not all retailers are willing to provide these 
services, insisting on them will likely reduce the intensity of distribution given to the product. 
 
Product line objectives: Firms make money on the totality of products and services that they 
sell, and sometimes, profit can be maximized by settling for small margins on some, making up 
on others. For example, both manufacturers and retailers currently tend to sell inkjet printers at 
low prices, hoping to make up by selling high margin replacement cartridges.  Here again, it may 
be important for the manufacturer that the retailer carry as much of the product line as possible. 
 
Distribution Objectives: A firm’s distribution objectives will ultimately be highly related—
some will enhance each other while others will compete. For example, as we have discussed, 
more exclusive and higher service distribution will generally entail less intensity and lesser 
reach. Cost has to be traded off against speed of delivery and intensity (it is much more 
expensive to have a product available in convenience stores than in supermarkets, for example). 
 
Narrow vs. wide reach: The extent to which a firm should seek narrow (exclusive) vs. wide 
(intense) distribution depends on a number of factors.  One issue is the consumer’s likelihood of 
switching and willingness to search.  For example, most consumers will switch soft drink brands 
rather than walking from a vending machine to a convenience store several blocks away, so 
intensity of distribution is essential here.  However, for sewing machines, consumers will expect 
to travel at least to a department or discount store, and premium brands may have more 
credibility if they are carried only in full service specialty stores. Retailers involved in a more 
exclusive distribution arrangement are likely to be more “loyal”—i.e., they will tend to 

• Recommend the product to the customer and thus sell large quantities;  
• Carry larger inventories and selections;  
• Provide more services  
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Thus, for example, Compaq in its early history instituted a policy that all computers must be 
purchased through a dealer. On the surface, Compaq passed up the opportunity to sell large 
numbers of computers directly to large firms without sharing the profits with dealers. On the 
other hand, dealers were more likely to recommend Compaq since they knew that consumers 
would be buying these from dealers.  When customers came in asking for IBMs, the dealers were 
more likely to indicate that if they really wanted those, they could have them—“But first, let’s 
show you how you will get much better value with a Compaq.” 
 
Distribution opportunities  Distribution provides a number of opportunities for the marketer 
that may normally be associated with other elements of the marketing mix. For example, for a 
cost, the firm can promote its objective by such activities as in-store demonstrations/samples and 
special placement (for which the retailer is often paid). Placement is also an opportunity for 
promotion—e.g., airlines know that they, as “prestige accounts,” can get very good deals from 
soft drink makers who are eager to have their products offered on the airlines. Similarly, it may 
be useful to give away, or sell at low prices, certain premiums (e.g., T-shirts or cups with the 
corporate logo.) It may even be possible to have advertisements printed on the retailer’s bags 
(e.g., “Got milk?”). Other opportunities involve “parallel” distribution (e.g., having products sold 
both through conventional channels and through the Internet or factory outlet stores). 
Partnerships and joint promotions may involve distribution.  
 
Deciding on a strategy: In view of the need for markets to be balanced, the same distribution 
strategy is unlikely to be successful for each firm. The question, then, is exactly which strategy 
should one use?  It may not be obvious whether higher margins in a selective distribution setting 
will compensate for smaller unit sales.  Here, various research tools are useful.  In focus groups, 
it is possible to assess what consumers are looking for and which attributes are more important.  
Scanner data, indicating how frequently various products are purchased and items whose sales 
correlate with each other may suggest the best placement strategies. It may also, to the extent 
ethically possible, be useful to observe consumers in the field using products and making 
purchase decisions.  Here, one can observe factors such as (1) how much time is devoted to 
selecting a product in a given category, (2) how many products are compared, (3) what different 
kinds of products are compared or are substitutes (e.g., frozen yogurt vs. cookies in a mall), (4) 
what are “complementing” products that may cue the purchase of others if placed nearby.  
Channel members—both wholesalers and retailers—may have valuable information, but their 
comments should be viewed with suspicion as they have their own agendas and may distort 
information. 
 
Channel Structure and Membership Issues:  
 

• Paths to the customer. For most products and situations, it is generally more efficient 
for a manufacturer to go through a distributor rather than selling directly to the customer. 
This is especially the case when consumers need to have variety and assortment (e.g., 
consumer would like to buy not just toothpaste but also other personal hygiene products, 
and even other grocery products at the same place), when products are bought in small 
volumes or at low value (e.g., a candy bar sells for less than $1.00), or even 
intermediaries have skills or resources that the manufacturer does not (a sales force, 
warehousing, and financing). Nevertheless, there are situations when these conditions are 



 192

not met—most typically in industrial settings. As an extreme case, most airlines are 
perfectly happy only being able to buy aircraft and accessories from Boeing and would 
prefer not to go through a retailer—particularly since the planes are often highly 
customized. More in the "gray" area, it may or may not be appropriate to sell 
microcomputers directly to consumers rather than going through a distributor—the costs 
of providing those costs may be roughly comparable to the margin that a distributor 
would take.  

• Potential channel structures. Channel structures can assume a variety of forms. In the 
extreme case of Boeing aircraft or commercial satellites, the product is made by the 
manufacturer and sent directly to the customer’s preferred delivery site. The 
manufacturer, may, however, involve a broker or agent who handles negotiations but 
does not take physical possession of the property. When deals take on a smaller 
magnitude, however, it may be appropriate to involve retailer--but no other intermediary. 
For example, automobiles, small planes, and yachts are frequently sold by the 
manufacturer to a dealer who then sends directly to the customer. It does not make sense 
to deliver these bulky products to a wholesaler only to move them again. On the other 
hand, it would not make sense for a California customer to fly to Detroit, buy a car there, 
and then drive it home. As the need for variety increases, a wholesaler may then be 
introduced. For example, an office supply store needs to sell more merchandise than any 
one manufacturer can produce. Therefore, a wholesaler will buy a very large quantity of 
binders, file folders, staplers, and reams of paper, glue sticks, and similar products and 
sell this in smaller quantities—say 200 staplers at a time—to the office supply store, 
which, in turn, may go to another wholesaler who has acquired telephones, typewriters, 
and photocopiers. Note that more than one wholesaler level may be involved—a local 
wholesaler serving the Inland Empire may buy from each of the two wholesalers listed 
above and then sell all, or most, of the products needed by local office supply stores. 
Finally, even in longer channels, agents or brokers may be involved. This, in particular, 
will happen when the owner of a small, entrepreneurial company has more experience 
with technology than with businesses negotiations. Here, the manufacturer can be freed, 
in return for paying the agent, from such tasks, allowing him or her to focus on what he 
or she does well. 

• Criteria in selecting channel members. Typically, the most important consideration 
whether to include a potential channel member is the cost at which he or she can perform 
the required functions at the needed level of service. For example, it will be much less 
expensive for a specialty foods manufacturer to have a wholesaler get its products to the 
retailer. On the other hand, it would not be cost effective for Procter & Gamble and Wal-
Mart to involve a third party to move their merchandise—Wal-Mart has been able to 
develop, based on its information systems and huge demand volumes, a more efficient 
distribution system. Note the important caveat that cost alone is not the only 
consideration—premium furniture must arrive in the store on time in perfect condition, so 
paying more for a more dependable distributor would be indicated. Further, channels for 
perishable products are often inefficiently short, but the additional cost is needed in order 
to ensure that the merchandise moves quickly. Note also that image is important—Wal-
Mart could very efficiently carry Rolex watches, but this would destroy value from the 
brand.  
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Figure 8.1: Potential channel structures 

 
 

• "Piggy-backing." A special opportunity to gain distribution that a manufacturer would 
otherwise lack involves "piggy-backing." Here, a manufacturer enlists another 
manufacturer that already has a channel to a desired customer base, to pick up products 
into an existing channel. For example, a manufacturer of rhinoceros and hippopotamus 
shampoo might be able to reach zoos by approaching a manufacturer of crocodile teeth 
cleaning supplies that already reaches this target. In the case of reciprocal piggy-backing, 
the shampoo manufacturer might then, in turn, bring the teeth cleaning supplies through 
its existing channel to exotic animal veterinarians.  

• Parallel Distribution. Most manufacturers find it useful to go through at least one 
wholesaler in order to reach the retailer, and it is simply not efficient for Colgate to sell 
directly to pathetic little "mom and pop" neighborhood stores. However, large retail 
chains such as K-Mart and Ralph’s buy toothpaste and other Colgate products in such 
large volumes that it may be efficient to sell directly to those chains. Thus, we have a 
"parallel" distribution network whereby some retailers buy through a distributor and 
others do not. Note that we may also be tempted to add a direct channel—e.g., many 
clothing manufacturers have factory outlet stores. However, note that the full service 
retailers will likely object to being "undercut" in this manner and may decide to drop or 
give less emphasis to the brand. It may be possible to minimize this contract by 
precautions such as (1) having outlet stores located in vacation areas not within easy 
access of most people, (2) presenting the merchandise as being slightly irregular, and/or 
(3) emphasizing discontinued brands and merchandise not sold in regular stores. 
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Figure 8.2: Parallel Distribution 
 

 
• Evaluating Channel Performance. The performance of channel members should be 

periodically monitored—a channel member may have looked attractive earlier but may 
not, in practice be able to live up to promises. (This can be either because of complacency 
or because the channel member simply did not realize the skills and resources needed to 
perform to standards). Thus, performance level (service outputs) and costs should be 
evaluated. Further, changes in technology or in the market place may make it worthwhile 
to shift certain functions to another channel member (e.g., a distributor has expanded its 
coverage into another region or may have gained or lost access to certain retail chains). 
Finally, the extent to which compensation is awarded in proportion to performance 
should be reassessed—e.g., a distributor that ends up holding inventory longer or taking 
on more returns may need additional compensation. 

 
--------------------------------------------------------------------------------------------------------------------- 
8.3 WHOLESALERS AND RETAILERS- CURRENT TREND  
--------------------------------------------------------------------------------------------------------------------- 
Retailing: It consists of the sale of goods or merchandise from a fixed location, such as a 
department store, boutique or kiosk, or by mail, in small or individual lots for direct consumption 
by the purchaser. Retailing may include subordinated services, such as delivery. Purchasers may 
be individuals or businesses. In commerce, a "retailer" buys goods or products in large quantities 
from manufacturers or importers, either directly or through a wholesaler, and then sells smaller 
quantities to the end-user. Retail establishments are often called shops or stores. Retailers are at 
the end of the supply chain. Manufacturing marketers see the process of retailing as a necessary 
part of their overall distribution strategy. The term "retailer" is also applied where a service 
provider services the needs of a large number of individuals, such as a public utility, like electric 
power. 
 
Shops may be on residential streets, shopping streets with few or no houses or in a shopping 
mall. Shopping streets may be for pedestrians only. Sometimes a shopping street has a partial or 
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full roof to protect customers from precipitation. Online retailing, a type of electronic commerce 
used for business-to-consumer (B2C) transactions and mail order, are forms of non-shop 
retailing. Shopping generally refers to the act of buying products. Sometimes this is done to 
obtain necessities such as food and clothing; sometimes it is done as a recreational activity. 
Recreational shopping often involves window shopping (just looking, not buying) and browsing 
and does not always result in a purchase. 
 
There are several ways in which consumers can receive goods from a retailer: 
 

• Counter service, where goods are out of reach of buyers and must be obtained from the 
seller. This type of retail is common for small expensive items (e.g. jewelry) and 
controlled items like medicine and liquor. It was common before the 1900s in the United 
States and is more common in certain countries. 

• Delivery (commerce), where goods are shipped directly to consumer's homes or 
workplaces. Mail order from a printed catalog was invented in 1744 and was common in 
the late 1800s and early 1900s. Ordering by telephone is now common, either from a 
catalog, newspaper, television advertisement or a local restaurant menu, for immediate 
service (especially for pizza delivery). Direct marketing, including telemarketing and 
television shopping channels, are also used to generate telephone orders. Online shopping 
started gaining significant market share in developed countries in the 2000s. 

• Door-to-door sales, where the salesperson sometimes travels with the goods for sale. 
• Self-service, where goods may be handled and examined prior to purchase, has become 

more common since the 1920s. 
 
Wholesaling: It is otherwise known as jobbing, or distributing the sale of goods or 
merchandise to retailers, to industrial, commercial, institutional, or other professional business 
users, or to other wholesalers and related subordinated services. According to the United Nations 
Statistics Division, "wholesale" is the resale (sale without transformation) of new and used goods 
to retailers, to industrial, commercial, institutional or professional users, or to other wholesalers, 
or involves acting as an agent or broker in buying merchandise for, or selling merchandise to, 
such persons or companies. Wholesalers frequently physically assemble sort and grade goods in 
large lots, break bulk, repack and redistribute in smaller lots. While wholesalers of most products 
usually operate from independent premises, wholesale marketing for foodstuffs can take place at 
specific wholesale markets where all traders are congregated. Traditionally wholesalers were 
closer to the markets they supplied than the source they got the products from. However, with the 
advent of the internet and E-procurement there are an increasing number of wholesalers, many of 
which offer drop shipping services to companies and individuals. 
 
Transaction methods: Wholesaling facilitates the economic function of buying and selling 
(usually termed as "price formation") by allowing the forces of supply and demand to converge 
to establish a single price for a commodity. The wholesaler may also perform storage and 
warehousing functions, as well as allowing economies of scale to be obtained in the 
transportation of produce from farm to market. The people involved in wholesaling can act 
simply as merchants, buying and selling produce, can be brokers dealing in orders rather than 
goods, or can be commission agents. Prices are normally established by negotiation but some 
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wholesale markets use the auction system. The auction is compulsory in all wholesale markets in 
big cities in Japan.  
 
Wholesaling trends: Wholesale markets develop in a number of stages. They start as general 
markets, and then become more specialized by trading in specific types of produce. A later stage 
is to transact only graded and well packaged produce. Direct links are created between producers 
and supermarket chains, often by means of contract farming arrangements or through the use of 
preferred suppliers. In developing countries, changes in work patterns, particularly the 
employment of women, and the impact of technological innovations in post-harvest handling, 
food processing and storage, including the use of domestic refrigerators, tends to encourage the 
development of one-stop shopping at supermarkets, often on a once-a-week basis. The challenge 
for wholesale markets in such a trading environment is to retain turnover, both by providing new 
services to supermarkets and by developing services to the non-supermarket trade and the 
growing hotel and catering sectors. 
 
Types of wholesale market: Secondary wholesale markets are generally found only in 
developing countries these days. They are located in district or regional cities and take the bulk 
of their produce from rural assembly markets located in production areas, where the transactions 
are small scale and usually take place between farmers and traders. The distinction between rural 
assembly markets and secondary wholesale markets is that secondary wholesale markets are in 
permanent operation (rather than being seasonal in nature or dealing in specialized produce); 
larger volumes of produce are traded than at the rural assembly markets and specialized 
functions may be present, such as commission agents and brokers. 
 
Terminal wholesale markets are located in major metropolitan areas, where produce is finally 
channeled to consumers through trade between wholesalers and retailers, caterers, etc. Produce 
may also be assembled for export. In some countries, such as India and China, terminal markets 
also supply other parts of the country. For example, New Delhi serves as a distribution centre to 
the south of India for apples grown in the Himalayan foothills. The problems of terminal 
wholesale markets are usually ones of congestion caused by an unsuitable location or by an 
inappropriate mixture of wholesale and retail functions. Traditionally, wholesale markets were 
built adjacent to city centres, located at a focal point of the inter-city transport facilities and close 
to the main retailing areas. Population growth, changes in urban land-use patterns and the 
development of modern transport systems have all influenced the suitability and functionality of 
existing sites. 
--------------------------------------------------------------------------------------------------------------------- 
8.4 CHANNEL MANAGEMENT 
--------------------------------------------------------------------------------------------------------------------- 
Just as no single distribution plan can remain static in the midst of market changes, channel 
members’ expectations also change. At one stage, channel members used to take pride in 
mentioning their relationship with well- known national and multinational firms like Godrej, 
Hindustan lever, TOMCO, and so on. In fact, a firm like Godrej and Boyce required its dealer to 
be respected and important citizens of his town. Individuals who were members of the Lions club 
or rotary club were preferred. Petroleum and gas agencies were given to ex- serviceman and 
widows of armed forces men by oil companies because these individuals were respected in their 
neighborhood. With the manufacturing base in all products having expanded significantly by 
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1990 (in practically all consumer goods, barring, petroleum based items, supply exceeds 
demand), channel members now had a larger choice. A Hindustan lever stockist no longer 
depended only on lever for vegetable oil; today he is a stocklist for ITC, WIPRO, Godrej, 
Ahmad Oomerbhoy (Postman), Marico, and many other regional firms. Hence, Lever’s control 
over its stockist weakened. Further, Lever’s own product portfolio has expanded considerably. In 
each product group, the company has introduced multiple brands at different prices to serve 
different market segments. Moreover, the company has introduced several new products, like 
liquid soap, to take advantage of the growth in the consumer market. All this puts a heavy 
demand on the stockist finances, for his investment in Lever’s products has gone up by more 
than 200 percent over the last one decade.  
 
The above scenario is not just restricted to Hindustan lever and its associate companies. The 
same holds good for other consumer product firms like Procter and Gamble, Godrej Soaps, ITC, 
Nirma Chemicals, Videocon, Onida, BPL Sanyo, and even cigarette and liquor companies. 
Manufacturing companies today demand much greater selling efforts from their middle men. The 
former also want to be provided timely market information, more warehouse space, and 
competitive advantage. Faced with these demands from manufacturers and the fact that they do 
not perceive returns on their investment to be adequately commensurate, many stockists of well 
known firms are up in arms. Many of the stockists are resigning out of their contracts. This 
problem of an uprising is also fuelled by the new firms entering the market who are giving more 
lucrative incentives to the middle men to stock and distribute their products in order to get a 
foothold in the market place. Higher discounts, higher margins, extended credit period, 
reimbursements for sales promotion, advertising, marketing research, and even salesman’s wages 
are just some of the terms offered by these new entrants in the industry. Trips to holiday resort 
and exotic places within the country and outside for high performers are some carrots that these 
new entrants dangle before the middlemen. 
 
It is not that the competition has intensified only at the manufacturers end. It has even 
intensified at the distribution level. The number of wholesalers, stockist, and retailers has 
increased substantially all over the country. This implies that in order to distribute products in his 
territory, the wholesaler has to give more incentives to the retailer, who in turn has to keep his 
prices competitive if he wants his goods to be sold faster than others. Pressure on margins is thus 
inevitable in an interchannel competition. All these issues make the task of channel management 
a demanding one. To effectively manage channel members, the marketer has to a) manage 
channel conflict b) motivate channel members. 
 
Channel Conflict:  To manage channel conflict the marketer must understand 
 

• The type 
• The nature or cause 
• Magnitude of the conflict 

 
He should also appreciate that conflict cannot be totally eliminated. It can only be minimized. 
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Type of Conflict:  In any channel arrangement there can be three types of conflict 
 

• Vertical-level conflict 
• Horizontal-level conflict 
• Multichannel-level conflict. 

 
The Vertical-level Conflict: Vertical level conflict occurs when the channel member at one 
level is in conflict with another member at the next higher or lower level. For example, a conflict 
between the wholesaler and the manufacturer is a vertical level conflict. Or the major retailers in 
the town conflicting with the distributor over entitlements is another example of vertical level 
conflict. Another example of vertical conflict is the non-cooperation and boycott of 
pharmaceutical companies by their wholesalers and chemists during 1989-90. 
 
Horizontal-level Conflict:  Conflict at the same level between channel members is called 
horizontal-level conflict. Hence, inter stockist conflict or conflict at the retail level among 
retailers on issues like pricing and territory jumping are examples of horizontal-level conflict. 
 
Multichannel-level Conflict: Sometimes the middlemen come in conflict with the 
manufacturer, using both direct and indirect means of distribution. Such a conflict is called 
multichannel-level conflict. For example, a firm may have its own franchise outlet or its own 
shop in an area where it may also be distributing the product through established middlemen. 
The, former is direct distribution while the latter is indirect distribution. The conflict may occur 
when the franchise prices its products lower than the middlemen, wholesaler, or dealer, or when 
the firm retails a larger range of products through its own outlet than through the wholesaler or 
stockists. Likewise conflict occurs when an order has been obtained with the joint efforts of the 
company’s sales force and dealer. 
 
Nature and Causes of Conflict:  Channel conflict occurs largely due to financial and non-
financial reasons. These in turn may be traced to the following causes: 
 

• Goal Incompatibility: A major factor causing conflict between manufacturers and 
wholesalers is the perceived goal incompatibility between them. For example, while the 
manufacturer perceives his goals to be market share and profit maximization in the long 
run, wholesalers perceive their goal to be sales maximization and thereby profit 
maximization. The latter even prefer to work at higher margins and on short term 
profitability. This makes the manufacturer accuse the wholesaler of being “fair weather 
partners” and the wholesaler accuses the manufacturer of squeezing his margins. This is 
typically what happens with all large manufacturers and their channel members today.  

 
• Role Ambiguity: Many a time conflicts occur because of role ambiguity. This is a 

common conflict in multichannel conflict. Foe example, the role of the manufacturer’s 
sales force and dealer in selling products in major accounts or institutional customers in 
the territory is often unclear in some companies. This often creates conflict in these 
companies’ relationship with the channel. A well known automobiles component 
manufacturer has such a conflict when one of its distributors started selling directly to 
retailers by passing large wholesalers in the territory. The wholesalers revolted and 
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started pushing the competitors’ products. Lack of role clarity of any of the channel 
members can be source of potential conflict. 

 
• Difference in Perception of the Market: Different perceptions of the market and 

economy may also create a conflict between the manufacturer and the middlemen. For 
example, a manufacturer may perceive an opportunity in the booming Indian middle class 
market and introduce new products, multiple brands, and even appoint wholesalers in 
distant areas. The existing dealers of this firm may not see the picture this way and may 
perceive the appointment of multiple dealers and downsizing their territory as dilution of 
their control over the market. 

 
• Magnitude of the Conflict: This refers to the seriousness of conflicts. At times the 

conflict not be of a magnitude demanding the manufacturer's attention, for example, 
inter-dealer conflict in the territory over prices or territory jumping. But when the conflict 
assumes significant magnitude (this is often reflected by the impact the conflict has on 
the manufacturer's sales and market share in the territory), the manufacturer must take the 
initiative to resolve it, for ultimately it is the manufacturer who is the leader of the 
channel. Moreover, a serious conflict will affect his market share in the territory. 

 
Managing the Conflict To minimize the conflict, the manufacturer may take the following 
steps: 
 

• Communication An-effective way to minimize channel conflict is to have regular 
communication between the manufacturers and the channel members. Most Chief 
Executives today spend time with their channel members to understand market dynamics 
and communicate the brand's positioning strategies. These meetings are also used to 
resolve channel members' problems. While these are many a time informal meetings, 
some companies have an in-house newsletter which they send to all their major dealers. 
This newsletter informs channel members of happenings in the market-place and also the 
company’s perspective of the products and markets. 

• Dealer Councils: Another way to resolve conflict is through formation of dealer 
councils. Such councils can resolve issues in horizontal-level conflicts and even vertical 
conflicts. The manufacturer continues to play the key role in these councils. Often the 
criticism or fear voiced in this regard is that such councils can provide a platform for 
dealers to jointly voice their grievance against the manufacturer. These councils unite 
dealers. But, if the manufacturer can keep the councils focused on market leadership and 
maximization of returns on investment, and is also willing to accept constructive 
suggestion, the dealer council can become an effective tool for intervening in the market-
place. 

• Superordinate Goals: Another way to resolve channel conflict is to evolve super 
ordinate goal of maximizing customer satisfaction. If the channel members can be 
motivated to perceive Customer satisfaction as the ultimate goal of all members in the 
channel and this in turn leading to profit maximization for all concerned, then much of 
the conflict can be resolved. Often super ordinate goals development is easier only when 
the threat from the other firms is high. 
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• Arbitration and Mediation:  Often, the conflict among channel members may be 
resolved through arbitration and mediation. Generally in intramiddlemen conflict-
horizontal or vertical, wholesaler vs. retailers)-the manufacturer may arbitrate or mediate. 
But, when it is between the manufacturer and dealers, arbitration or mediation may be 
done by independent individuals or institutions like a court or government agency like the 
drug controller mediating between pharmaceutical companies and their stockist. 

 
Motivating Channel Members: Another major challenge to a marketer today is to keep channel 
members motivated so that they give best performance. Motivation of channel members is often 
achieved through financial and non financial rewards. Financial rewards include higher margins, 
extended credit time, bonuses and reimbursement of expenses. The problem with most financial 
rewards, particularly higher margins and bonus, is that the wholesalers use them to reduce prices 
for their customers. The net effect is that effectively their profits never go up. So any increase in 
margins is hardly retained by dealers. The manufacturers will always be under the pressure to 
further enhance margins. Hence, when the financial rewards are not going to be retained by 
dealers, non financial rewards assume importance 
 
The non-financial rewards are contests, public recognition for higher performance through 
momentos, paid holidays at company expense at holiday resorts in India and abroad, and 
training. Bajaj Electricals, Parle (Exports), Philips, and several others are known to publicly 
acknowledge their high-performing dealers or franchises at their annual get tog ethers. 
 
Companies like Reliance, Videocon, and others are known to sponsor holidays for their high 
performance dealers at foreign destinations like Bangkok, Pattaya, Singapore, Hong Kong, and 
so on. Larsen and Toubro's standard switchgear product division brings its high performing 
dealers to a training programme at company expense. The programme focuses on issues that are 
perceived to be highly important to these dealers. Typically, this programme has inputs in 
finance, human resource management, and sales and territory management. The company also 
uses this training programme as opportunity to brief stockists or dealers on its plans and policies. 
Some other non-financial motivation schemes, aimed at making channel members partners, are 
regular and multilevel sales calls by manufacturer’s representatives, and the manufacturer’s 
salesperson sometimes spending a day with dealer’s representatives in the market and jointly 
“breaking- in” major or tough customers. Increasingly, today, the task of motivating channel 
members is becoming complex and demands an innovative approach to making channel 
members partners in corporate growth. 
--------------------------------------------------------------------------------------------------------------------- 
8.5 REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 

1. How does the Indian distribution system differ from that of the North American one? 
2. As marketing director of Kellogg’s, evolve a market-driven distribution system for the 

Indian market. 
3. Discuss the future of vertical and horizontal marketing systems in India. 
4. Discuss the distribution alternatives available to a firm. Where and how will you use each 

of these alternatives? 
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--------------------------------------------------------------------------------------------------------------------- 
DELIVERING MARKETING PROGRAMS – PART II 
--------------------------------------------------------------------------------------------------------------------- 
Structure 
 
9.1 Market Communication, 

9.2 Advertising 

9.3 Different Advertising Media 

9.4 Sales Promotion 

9.5 Public Relations 

9.6 Direct Marketing 

9.7 Personal Selling- Concepts and Process 

9.8 Management of Sales Force 

9.9 Review Questions 
--------------------------------------------------------------------------------------------------------------------- 
9.1 MARKET COMMUNICATION 
--------------------------------------------------------------------------------------------------------------------- 
Marketing Communications (or MarCom or Integrated Marketing Communications) are 
messages and related media used to communicate with a market. Those who practice advertising, 
branding, direct marketing, graphic design, marketing, packaging, promotion, publicity, 
sponsorship, public relations, sales, sales promotion and online marketing are termed marketing 
communicators, marketing communication managers, or more briefly as marcom managers. 
 
Traditionally, marketing communication practitioner’s focus on the creation and execution of 
printed marketing collateral; however, academic and professional research developed the 
practice to use strategic elements of branding and marketing in order to ensure consistency of 
message delivery throughout an organization - the same "look & feel". Many trends in business 
can be attributed to marketing communication; for example: the transition from customer service 
to customer relations, and the transition from human resources to human solutions. In branding, 
opportunities to contact stakeholders are called brand touchpoints (or points of contact.) 
Marketing communication is concerned with the general behavior of an organization and the 
perceptions of the organization that are promoted to stakeholders and prospect clients through 
these touch points. 
 
Marketing communications is focused on product/produce/service as opposed to corporate 
communications where the focus of communications work is the company/enterprise itself. 
Marketing communications is primarily concerned with demand generation, 
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product/produce/service positioning while corporate communications deal with issue 
management, mergers and acquisitions, litigation etc. 
 
Marketing communications is a subset of the overall subject area known as marketing. Marketing 
has a marketing mix that is made of price, place, promotion, product (know as the four P's), that 
includes people, processes and physical evidence, when marketing services (known as the seven 
P's). How does marketing communications fit in? Marketing communications is 'promotion' from 
the marketing mix. Why are marketing communications 'integrated?' Integrated means combine 
or amalgamate, or put simply the jigsaw pieces that together make a complete picture. This is so 
that a single message is conveyed by all marketing communications. Different messages confuse 
your customers and damage brands. So if a TV advert carries a particular logo, images and 
message, then all newspaper adverts and point-of-sale materials should carry the same logo, 
images or message, or one that fits the same theme. Coca-Cola uses its familiar red and white 
logos and retains themes of togetherness and enjoyment throughout its marketing 
communications. 
 
Marketing communications has a mix. Elements of the mix are blended in different quantities in 
a campaign. The marketing communications mix includes many different elements, and the 
following list is by no means conclusive. It is recognized that there is some cross over between 
individual elements (e.g. is donating computers to schools, by asking shoppers to collect 
vouchers, public relations or sales promotion?) Here are the key of the marketing 
communications mix. 
 
The Marketing Communications Mix. 
 

• Personal Selling. 
• Sales Promotion. 
• Public Relations (and publicity). 
• Direct Marketing. 
• Trade Fairs and Exhibitions. 
• Advertising (above and below the line). 
• Sponsorship. 
• Packaging. 
• Merchandising (and point-of-sale). 
• EMarketing (and Internet promotions). 

 
Integrated marketing communications see the elements of the communications mix 'integrated' 
into a coherent whole. This is known as the marketing communications mix, and forms the basis 
of a marketing communications campaign. 
 
Integrated Marketing Communications is a term used to describe a holistic approach to 
marketing communication. It aims to ensure consistency of message and the complementary use 
of media. The concept includes online and offline marketing channels. Online marketing 
channels include any e-marketing campaigns or programs, from search engine optimization 
(SEO), pay-per-click, affiliate, email, banner to latest web related channels for webinar, blog, 
micro-blogging, RSS, podcast, and Internet TV. Offline marketing channels are traditional print 
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(newspaper, magazine), mail order, public relations, industry relations, billboard, radio, and 
television. A company develops its integrated marketing communication programme using all 
the elements of the marketing mix (product, price, place, and promotion). 
 
Integrated marketing communication is integration of all marketing tools, approaches, and 
resources within a company which maximizes impact on consumer mind and which results into 
maximum profit at minimum cost. Generally marketing starts from "Marketing Mix". Promotion 
is one element of Marketing Mix. Promotional activities include Advertising (by using different 
medium), sales promotion (sales and trades promotion), and personal selling activities. It also 
includes internet marketing, sponsorship marketing, direct marketing, database marketing and 
public relations. And integration of all these promotional tools along with other components of 
marketing mix to gain edge over competitor is called Integrated Marketing Communication. 

Several shifts in the advertising and media industry have caused IMC to develop into a primary 
strategy for marketers: 

1. From media advertising to multiple forms of communication. 
2. From mass media to more specialized (niche) media, which are centered on specific 

target audiences. 
3. From a manufacturer-dominated market to a retailer-dominated, consumer-controlled 

market. 
4. From general-focus advertising and marketing to data-based marketing. 
5. From low agency accountability to greater agency accountability, particularly in 

advertising. 
6. From traditional compensation to performance-based compensation (increased sales or 

benefits to the company). 
7. From limited Internet access to 24/7 Internet availability and access to goods and 

services. 

Selecting the Most Effective Communications Elements: The goal of selecting the elements of 
proposed integrated marketing communications is to create a campaign that is effective and 
consistent across media platforms. Some marketers may want only ads with the greatest breadth 
of appeal: the executions that, when combined, provide the greatest number of attention-getting, 
branded, and motivational moments. Others may only want ads with the greatest depth of appeal: 
the ads with the greatest number of attention-getting, branded, and motivational points within 
each. 
 
Although integrated marketing communications is more than just an advertising campaign, the 
bulk of marketing dollars is spent on the creation and distribution of advertisements. Hence, the 
bulk of the research budget is also spent on these elements of the campaign. Once the key 
marketing pieces have been tested, the researched elements can then be applied to other contact 
points: letterhead, packaging, logistics, customer service training, and more, to complete the 
IMC cycle. 
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The Marketing Communication Process: This process has five major components as 
illustrated in the figure below. To understand this model, we have to take planning view rather 
than the flow perspective. Here we have to start with the receiver or target audience.  
 

 
 

Figure 9.1: The Marketing Communication Process 
 
Modern marketing calls  for more than developing a good product, pricing it attractively and 
making it accessible to target customers. Companies must also communicate with their present 
and potential customers. Every company is inevitably cast into the role of communicator and 
promoter. What is communicated, however, should not be left to change. To communicate 
effectively, companies hire advertising agencies to develop effective ads; sales promotion 
specialists to design sales incentive programs and public relations firms to develop the corporate 
image. They train their sales people to be friendly and knowledgeable. For most companies, the 
questions are not whether to communicate but rather what to say, to whom, and how often.  

 
A modern company manages a complex marketing communications system. The company 
communicates with its middlemen, consumers and various publics. Its middlemen communicate 
with their consumers and various publics. Consumers engage in word-of-mouth communication 
with other consumers and publics. Meanwhile each group provides communication feedback to 
every other group. The marketing communication mix (also called the promotion mix) consists 
of four major tools:  
 

• Advertising. Any paid form of nonpersonal presentation and promotion of ideals, goods 
or services by an identified sponsor.  

• Sales Promotion. Short-term incentives to encourage purchase or sale of a product or 
service.  

• Publicity. Nonpersonal stimulation of demand for a product, service or business unit by 
planting commercially significant news about it in a published medium or obtaining 
favorable presentation of it upon radio, television or stage that is not paid for by the 
sponsor.  

•  Personal Selling. Oral presentation in a conversation with one or more prospective 
purchasers or the purpose of making sales.  
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Marketers need to understand how communication works. Some years ago a communication 
model will answer:  
 

• Who,  
• Says what,  
• In what channel,  
• To whom,  
• With what effect.  

 
Over the years, a communication model with nine elements has evolved, that shown in figure 
9.1. Two elements represent the major parties in a communication sender and receiver. Another 
two represent the major communication tools message and media. Four represent major 
communication functions encoding, decoding, response and feedback. The last element 
represents noise in the system. These elements are defined as follows:  
 

• Sender. The party sending the message to another party (also called the source of 
communicator).  

• Encoding. The process of putting thought into symbolic form.  
• Message. The set of symbols that the sender transmits.  
• Media. The communication channels thought which the Message moves from sender to 

receiver.  
• Receiver. The party receiving the message sent by another party (also called the audience 

or destination).  
• Response. The set of reactions that the receiver has after being exposed to the message.  
• Feedback. The part of the receiver's response that the receiver communicates back to the 

sender.  
• Noise. Unplanned static or distortion during the communication process, resulting in the 

receiver's receiving a different message than the sender sent.  
 
The model underscores the key factors in effective communication. Senders must know what 
audiences they want to reach and what responses they want. They must be skillful in encoding 
messages that take into account how the target audience usually  decodes messages. The source 
must transmit the message thought efficient media that reach the target audience. Senders must 
develop feedback channels so that they can know the receiver's response to the message. 
 
For a message to be effective, the sender's encoding process must mesh with the receiver's 
decoding process. Schramm sees messages as e ssent ia l ly  signs that must be familiar to the 
receiver. The more the sender's field of experience overlaps with that of the receiver, the more 
effective the message is likely to be. (See Figure 9.2). "The source can encode and the 
destination can decode, only in terms of the experience each has had" This puts a burden a 
communicators from one social stratum (such as advertising people) who want to communicate 
effectively with another stratum (such as factory workers). 
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Figure 9.2: Elements Affecting Shared Meaning 
 
The sender's task is to get his or her message thought to the receiver. There is considerable noise 
in the environment people are exposed to several hundred commercial messages a day, aside 
from the other messages they attend to in their environment. Members of the audience may not 
receive the intended message for any of three reasons. The first is selective attention in that they 
will not notice al l  the stimuli. The second is selective distribution in that they w i l l  twist the 
message to hear what they want to hear. The third is selective recall in that they will retain in 
permanent memory only a small fraction of the messages that reach them. 
 
The challenge to the communicator is to design a message that wins attention in sprite of the 
surrounding distractions. Schramm suggested that the likelihood that a potential receiver will 
attend to a message is given by.  
 

          Perceived reward strength - Perceived punishment strength  
I livelihood of attention =------------------------------------------------------------------------------ 

                   Perceived expenditure of effort  
 
Selective attention explains why ads with bold headlines promising something, such as "How to 
Make a Mi l l ion; '  along with an arresting illustration and little copy, have a high likelihood of 
grabbing attention. For very little effort, the receiver has an opportunity to gain a great reward. 
As for selective distortion, receivers have set attitudes, which lead to expectations about what 
they will hear or see. They will hear what fits into their belief system. As a result, receivers often 
add things to the message that are not there (amplification) and do not notice other things that 
are there (leveling). The communicator's task is to strive for message simplicity, clarity, interest 
and repetition, to get the main points across to the audience.  
 
As for selective recall, the communicator aims to get the message into the receiver's long-term 
memory. Long-term memory is the repository for all the information one has ever proceed. In 
entering the receiver's long-term memory, the message has a change of modifying the receiver's 
beliefs and attitudes. Bui first the message has to enter the receiver's short-term memory, which 
is a limited-capacity store that processes incoming information. Whether the message passes 
from the receiver's short-term memory to his or her long-term memory depends on the amount 
and type of message rehearsal by the receiver. Rehearsal does not mean simple message 
repetition but rather the receiver's elaborating on the meaning of the information in a way that 
brings into short-term memory related thoughts previously stored in the receiver's long-term 
memory. If the receiver's initial attitude toward the object is positive and he or she rehearses 



 207

support arguments, the message is likely to be accepted and have high recall. If the receiver's 
in i t ia l  attitude is negative and the person rehearses counterarguments. The message is l ikely 
to be rejected but to stay in long-term memory. Counter arguing inhibits persuasion by making 
an opposing message available. Much of persuasion requires the receiver's rehearsal of his or her 
own thoughts. Much of what is called persuasion is self-persuasion. M if there is no rehearsal of 
arguments but simply discounting of the message, "I don't believe it, "the  receiver is still more 
susceptible to subsequent influence than the receiver who counter argues.  
 
Communicators have been looking for audience traits that correlate whit their degree of 
persuasibility. People of high education and/or intelligence are thought to be less persuasible but 
the evidence is inconclusive. Women have been found to be more persuasible than men, 
although this is mediated by a women's acceptance of the prescribed female role. Women who 
value traditional sex roles are influence able than women who are less accepting of the 
traditional roles. Persons who accept external standards to guide their behavior and who have a 
weak self-concept appear to be more persuasible. Persons who are low in self-confidence are 
also thought to be more persuasible. However, research by Cox and Bauer showed a curvilinear 
relation between self-confidence and persuasibility, with those moderate in self-confidence being 
the most persuasible. ‘The communicator should look for audience traits that correlate with 
persuasibility and use them to guide message and media development.  
--------------------------------------------------------------------------------------------------------------------- 
9.2 ADVERTISING 
--------------------------------------------------------------------------------------------------------------------- 
Advertising is the means of informing as well as influencing the general public to buy products 
or services through visual or oral messages. A product or service is advertised to create 
awareness in the minds of potential buyers. Some of the commonly used media for advertising 
are T.V., radio, websites, newspapers, magazines, bill-boards, hoardings etc. As a result of 
economic liberalization and the changing social trends advertising industry has shown rapid 
growth in the last decade.   
 
Advertising is one of the aspects of mass communication. Advertising is actually brand-building 
through effective communication and is essentially a service industry. It helps to create demand, 
promote marketing system and boost economic growth. Thus advertising forms the basis of 
marketing. Advertising plays a significant role in today's highly competitive world. A career in 
advertisement is quite glamorous and at the same time challenging with more and more agencies 
opening up every day. Whether its brands, companies, personalities or even voluntary or 
religious organizations, all of them use some form of advertising in order to be able to 
communicate with the target audience. The salary structure in advertising is quite high and if you 
have the knack for it one can reach the top. It is an ideal profession for a creative individual who 
can handle work-pressure.  
 
Today, new areas are emerging within advertising like event management, image management, 
internet marketing etc. Event management wherein events are marketed, Image management 
wherein a particular profile of an individual or an organization is projected. Internet marketing 
has also brought about a lot of changes in advertising as Internet means that one is catering to a 
select group of audience rather than a mass audience.  
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Advertising is a form of communication used to influence individuals to purchase products or 
services or support political candidates or ideas. Frequently it communicates a message that 
includes the name of the product or service and how that product or service could potentially 
benefit the consumer. Advertising often attempts to persuade potential customers to purchase or 
to consume a particular brand of product or service. Modern advertising developed with the rise 
of mass production in the late 19th and early 20th centuries. 
 
Commercial advertisers often seek to generate increased consumption of their products or 
services through branding, which involves the repetition of an image or product name in an effort 
to associate related qualities with the brand in the minds of consumers. Different types of media 
can be used to deliver these messages, including traditional media such as newspapers, 
magazines, television, radio, billboards or direct mail. Advertising may be placed by an 
advertising agency on behalf of a company or other organization. Organizations that spend 
money on advertising promoting items other than a consumer product or service include political 
parties, interest groups, religious organizations and governmental agencies. Non-profit 
organizations may rely on free modes of persuasion, such as a public service announcement. 
 

 
 

Figure 9.3: A Coca-Cola ad from the 1890s 
 
Public service advertising: The same advertising techniques used to promote commercial goods 
and services can be used to inform, educate and motivate the public about non-commercial 
issues, such as HIV/AIDS, political ideology, energy conservation, religious recruitment, and 
deforestation. Advertising, in its non-commercial guise, is a powerful educational tool capable of 
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reaching and motivating large audiences. Public service advertising, non-commercial advertising, 
public interest advertising, cause marketing, and social marketing are different terms for (or 
aspects of) the use of sophisticated advertising and marketing communications techniques 
(generally associated with commercial enterprise) on behalf of non-commercial, public interest 
issues and initiatives. Public service advertising reached its height during World Wars I and II 
under the direction of several governments. 
 
Advertising Management: It incorporates various specialized sub-functions like media strategy, 
message strategy, media planning, media buying etc. While advertising management is an 
inseparable part of the marketing department, usually, the marketing department of an 
organization is concerned more with market research and evaluation of results. All the critical 
processes of advertising management are generally outsourced to specialized advertising 
agencies. For example the media buying is done in bulk by these ad agencies on which they 
receive discount / commission, which goes into their earning. It involves designing the strategies 
to be adopted for influencing the public i.e. media selection and deciding on the aspect to be 
advertised based on the image of the company and the present marketing objective. 
 
Future 
 
Global advertising: Advertising has gone through five major stages of development: domestic, 
export, international, multi-national, and global. For global advertisers, there are four, potentially 
competing, business objectives that must be balanced when developing worldwide advertising: 
building a brand while speaking with one voice, developing economies of scale in the creative 
process, maximizing local effectiveness of ads, and increasing the company’s speed of 
implementation. Born from the evolutionary stages of global marketing are the three primary and 
fundamentally different approaches to the development of global advertising executions: 
exporting executions, producing local executions, and importing ideas that travel. 

Advertising research is key to determining the success of an ad in any country or region. The 
ability to identify which elements and/or moments of an ad that contributes to its success is how 
economies of scale are maximized. Once one knows what works in an ad, that idea or ideas can 
be imported by any other market. Market research measures, such as Flow of Attention, Flow of 
Emotion and branding moments provide insight into what is working in an ad in any country or 
region because the measures are based on the visual, not verbal, elements of the ad.  

Trends: With the dawn of the Internet came many new advertising opportunities. Popup, Flash, 
banner, Popunder, advergaming, and email advertisements (the last often being a form of spam) 
are now commonplace. The ability to record shows on digital video recorders (such as TiVo) 
allow users to record the programs for later viewing, enabling them to fast forward through 
commercials. Additionally, as more seasons of pre-recorded box sets are offered for sale of 
television programs; fewer people watch the shows on TV. However, the fact that these sets are 
sold, means the company will receive additional profits from the sales of these sets. To counter 
this effect, many advertisers have opted for product placement on TV shows like Survivor. 

Particularly since the rise of "entertaining" advertising, some people may like an advertisement 
enough to wish to watch it later or show a friend. In general, the advertising community has not 
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yet made this easy, although some have used the Internet to widely distribute their ads to anyone 
willing to see or hear them. Another significant trend regarding future of advertising is the 
growing importance of the niche market using niche or targeted ads. Also brought about by the 
Internet and the theory of The Long Tail, advertisers will have an increasing ability to reach 
specific audiences. In the past, the most efficient way to deliver a message was to blanket the 
largest mass market audience possible. However, usage tracking, customer profiles and the 
growing popularity of niche content brought about by everything from blogs to social 
networking sites, provide advertisers with audiences that are smaller but much better defined, 
leading to ads that are more relevant to viewers and more effective for companies' marketing 
products. Among others, Comcast Spotlight is one such advertiser employing this method in 
their video on demand menus. These advertisements are targeted to a specific group and can be 
viewed by anyone wishing to find out more about a particular business or practice at any time, 
right from their home. This causes the viewer to become proactive and actually choose what 
advertisements they want to view. 
 
Advertising education has become widely popular with bachelor, master and doctorate degrees 
becoming available in the emphasis. A surge in advertising interest is typically attributed to the 
strong relationship advertising plays in cultural and technological changes, such as the advance 
of online social networking. A unique model for teaching advertising is the student-run 
advertising agency, where advertising students create campaigns for real companies.  
--------------------------------------------------------------------------------------------------------------------- 
9.3 DIFFERENT ADVERTISING MEDIA 
--------------------------------------------------------------------------------------------------------------------- 
Virtually any medium can used for advertising. Commercial advertising media can include wall 
paintings, billboards, street furniture components, printed flyers and rack cards, radio, cinema 
and television adverts, web banners, mobile telephone screens, shopping carts, web popups, 
skywriting, bus stop benches, human billboards, magazines, newspapers, town criers, sides of 
buses, banners attached to or sides of airplanes ("logojets"), in-flight advertisements on seatback 
tray tables or overhead storage bins, taxicab doors, roof mounts and passenger screens, musical 
stage shows, subway platforms and trains, elastic bands on disposable diapers, stickers on apples 
in supermarkets, shopping cart handles (grabertising), the opening section of streaming audio and 
video, posters, and the backs of event tickets and supermarket receipts. Any place an "identified" 
sponsor pays to deliver their message through a medium is advertising. 
 

• Television: The TV commercial is generally considered the most effective mass-market 
advertising format, as is reflected by the high prices TV networks charge for commercial 
airtime during popular TV events. The annual Super Bowl football game in the United 
States is known as the most prominent advertising event on television. The majority of 
television commercials feature a song or jingle that listeners soon relate to the product.  
Virtual advertisements may be inserted into regular television programming through 
computer graphics. It is typically inserted into otherwise blank backdrops or used to 
replace local billboards that are not relevant to the remote broadcast audience. More 
controversially, virtual billboards may be inserted into the background where none exist 
in real-life. Virtual product placement is also possible. 
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• Infomericals: An infomercial is a long-format television commercial, typically five 
minutes or longer. The word "infomercial" is a portmanteau of the words "information" 
and "commercial". The main objective in an infomercial is to create an impulse purchase, 
so that the consumer sees the presentation and then immediately buys the product through 
the advertised toll-free telephone number or website. Infomercials describe, display, and 
often demonstrate products and their features, and commonly have testimonials from 
consumers and industry professionals. 

 
• Radio advertising: Radio advertising is a form of advertising via the medium of radio. 

Airtime is purchased from a station or network in exchange for airing the commercials. 
While radio has the obvious limitation of being restricted to sound, proponents of radio 
advertising often cite this as an advantage.  

 
• Print advertising: Print advertising describes advertising in a printed medium such as a 

newspaper, magazine, or trade journal. This encompasses everything from media with a 
very broad readership base, such as a major national newspaper or magazine, to more 
narrowly targeted media such as local newspapers and trade journals on very specialized 
topics. A form of print advertising is classified advertising, which allows private 
individuals or companies to purchase a small, narrowly targeted ad for a low fee 
advertising a product or service. 

 
• Online advertising: Online advertising is a form of promotion that uses the Internet and 

World Wide Web for the expressed purpose of delivering marketing messages to attract 
customers. Examples of online advertising include contextual ads on search engine 
results pages, banner ads, Rich Media Ads, Social network advertising, online classified 
advertising, advertising networks and e-mail marketing, including e-mail spam.  

 
• Billboard advertising: Billboards are large structures located in public places which 

display advertisements to passing pedestrians and motorists. Most often, they are located 
on main roads with a large amount of passing motor and pedestrian traffic; however, they 
can be placed in any location with large amounts of viewers, such as on mass transit 
vehicles and in stations, in shopping malls or office buildings, and in stadiums. 

 
• Mobile billboard advertising: Mobile billboards are truck- or blimp-mounted billboards 

or digital screens. These can be dedicated vehicles built solely for carrying 
advertisements along routes preselected by clients, or they can be specially-equipped 
cargo trucks. The billboards are often lighted; some being backlit, and others employing 
spotlights. Some billboard displays are static, while others change; for example, 
continuously or periodically rotating among a set of advertisements. Mobile displays are 
used for various situations in metropolitan areas throughout the world, including: Target 
advertising; One-day, and long-term campaigns; Conventions; Sporting events; Store 
openings and similar promotional events; Big advertisements from smaller companies; 
Others 

 
• In-store advertising: In-store advertising is any advertisement placed in a retail store. It 

includes placement of a product in visible locations in a store, such as at eye level, at the 
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ends of aisles and near checkout counters, eye-catching displays promoting a specific 
product, and advertisements in such places as shopping carts and in-store video displays. 

 
• Covert advertising: Covert advertising, also known as guerrilla advertising, is when a 

product or brand is embedded in entertainment and media. For example, in a film, the 
main character can use an item or other of a definite brand, as in the movie Minority 
Report, where Tom Cruise's character John Anderton owns a phone with the Nokia logo 
clearly written in the top corner, or his watch engraved with the Bulgari logo. Another 
example of advertising in film is in I, Robot, where main character played by Will Smith 
mentions his Converse shoes several times, calling them "classics," because the film is 
set far in the future. I, Robot and Spaceballs also showcase futuristic cars with the Audi 
and Mercedes-Benz logos clearly displayed on the front of the vehicles. Cadillac chose to 
advertise in the movie The Matrix Reloaded, which as a result contained many scenes in 
which Cadillac cars were used. Similarly, product placement for Omega Watches, Ford, 
VAIO, BMW and Aston Martin cars are featured in recent James Bond films, most 
notably Casino Royale. Blade Runner includes some of the most obvious product 
placement; the whole film stops to show a Coca-Cola billboard. 

 
•  Celebrities: This type of advertising focuses upon using celebrity power, fame, money, 

popularity to gain recognition for their products and promote specific stores or products. 
Advertisers often advertise their products, for example, when celebrities share their 
favorite products or wear clothes by specific brands or designers. Celebrities are often 
involved in advertising campaigns such as television or print adverts to advertise specific 
or general products. 

 
--------------------------------------------------------------------------------------------------------------------- 
9.4 SALES PROMOTION 
--------------------------------------------------------------------------------------------------------------------- 
Sales promotion is one of the four aspects of promotional mix. (The other three parts of the 
promotional mix are advertising, personal selling, and publicity/public relations.) Media and 
non-media marketing communication are employed for a pre-determined, limited time to 
increase consumer demand, stimulate market demand or improve product availability. Examples 
include: 
 

• contests 
• point of purchase displays 
• rebates 
• free travel, such as free flights 
 

Sales promotions can be directed at either the customer, sales staff, or distribution channel 
members (such as retailers). Sales promotions targeted at the consumer are called consumer sales 
promotions. Sales promotions targeted at retailers and wholesale are called trade sales 
promotions. Some sale promotions, particularly ones with unusual methods, are considered 
gimmick by many. Sales promotion is any initiative undertaken by an organization to promote an 
increase in sales, usage or trial of a product or service (i.e. initiatives that are not covered by the 
other elements of the marketing communications or promotions mix). Sales promotions are 
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varied. Often they are original and creative, and hence a comprehensive list of all available 
techniques is virtually impossible (since original sales promotions are launched daily!). Here are 
some examples of popular sales promotions activities: 
 

• Buy-One-Get-One-Free (BOGOF) - which is an example of a self-liquidating 
promotion. For example if a loaf of bread is priced at Rs 10, and cost is few paisa to 
manufacture, if you sell two for Rs 10, you are still in profit - especially if there is a 
corresponding increase in sales. This is known as a PREMIUM sales promotion tactic. 

• Customer Relationship Management (CRM) incentives such as bonus points or money 
off coupons. There are many examples of CRM, from banks to supermarkets. 

• New media - Websites and mobile phones that support a sales promotion. For example, 
in the United Kingdom, Nestle printed individual codes on KIT-KAT packaging, 
whereby a consumer would enter the code into a dynamic website to see if they had won 
a prize. Consumers could also text codes via their mobile phones to the same effect. 

• Merchandising additions such as dump bins, point-of-sale materials and product 
demonstrations. 

• Free gifts e.g. Subway gave away a card with six spaces for stickers with each sandwich 
purchase. Once the card was full the consumer was given a free sandwich.  

• Discounted prices e.g. Budget airline such as EasyJet and Ryanair, e-mail their 
customers with the latest low-price deals once new flights are released, or additional 
destinations are announced. 

• Joint promotions between brands owned by a company, or with another company's 
brands. For example fast food restaurants often run sales promotions where toys, relating 
to a specific movie release, are given away with promoted meals. 

• Free samples (aka sampling) e.g. tasting of food and drink at sampling points in 
supermarkets. For example Red Bull (a caffeinated fizzy drink) was given away to 
potential consumers at supermarkets, in high streets and at petrol stations (by a 
promotions team). 

• Vouchers and coupons, often seen in newspapers and magazines, on packs. 
• Competitions and prize draws, in newspapers, magazines, on the TV and radio, on The 

Internet, and on packs. 
• Cause-related and fair-trade products that raise money for charities, and the less well 

off farmers and producers, are becoming more popular. 
• Finance deals - for example, 0% finance over 3 years on selected vehicles. 

 
Many of the examples above are focused upon consumers. Don't forget that promotions can be 
aimed at wholesales and distributors as well. These are known as Trade Sales Promotions. 
Examples here might include joint promotions between a manufacturer and a distributor, sales 
promotion leaflets and other materials (such as T-shirts), and incentives for distributor sales 
people and their retail clients. 
 
Sales promotion - Sales promotions are short-term incentives to encourage the purchase or sale 
of a product or service. Sales promotion includes several communications activities that attempt 
to provide added value or incentives to consumers, wholesalers, retailers, or other organizational 
customers to stimulate immediate sales. These efforts can attempt to stimulate product interest, 
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trial, or purchase. Examples of devices used in sales promotion include coupons, samples, 
premiums, point-of-purchase (POP) displays, contests, rebates, and sweepstakes.  
 
Sales Promotion Strategies: There are three types of sales promotion strategies: Push, Pull, or a 
combination of the two. A push strategy involves convincing trade intermediary channel 
members to "push" the product through the distribution channels to the ultimate consumer via 
promotions and personal selling efforts. The company promotes the product through a reseller 
who in turn promotes it to yet another reseller or the final consumer. Trade-promotion objectives 
are to persuade retailers or wholesalers to carry a brand, give a brand shelf space, promote a 
brand in advertising, and/or push a brand to final consumers. Typical tactics employed in push 
strategy are: allowances, buy-back guarantees, free trials, contests, specialty advertising items, 
discounts, displays, and premiums. 
 

 
 

Figure 9.4: Push and Pull Strategy 
 
A pull strategy attempts to get consumers to "pull" the product from the manufacturer through 
the marketing channel. The company focuses its marketing communications efforts on 
consumers in the hope that it stimulates interest and demand for the product at the end-user level. 
This strategy is often employed if distributors are reluctant to carry a product because it gets as 
many consumers as possible to go to retail outlets and request the product, thus pulling it through 
the channel. Consumer-promotion objectives are to entice consumers to try a new product, lure 
customers away from competitor’s products, get consumers to "load up" on a mature product, 
hold & reward loyal customers, and build consumer relationships. Typical tactics employed in 
pull strategy are: samples, coupons, cash refunds and rebates, premiums, advertising specialties, 
loyalty programs/patronage rewards, contests, sweepstakes, games, and point-of-purchase (POP) 
displays. Car dealers often provide a good example of a combination strategy. If you pay 
attention to car dealers' advertising, you will often hear them speak of cash-back offers and 
dealer incentives. 
 
Consumer sales promotion techniques: 

• Price deal: A temporary reduction in the price, such as happy hour 
• Loyal Reward Program: Consumers collect points, miles, or credits for purchases and 

redeem them for rewards. Two famous examples are Pepsi Stuff and AAdvantage. 
• Cents-off deal: Offers a brand at a lower price. Price reduction may be a percentage 

marked on the package. 
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• Price-pack deal: The packaging offers a consumer a certain percentage more of the 
product for the same price (for example, 25 percent extra). 

• Coupons: coupons have become a standard mechanism for sales promotions. 
• Loss leader: the price of a popular product is temporarily reduced in order to stimulate 

other profitable sales 
• Free-standing insert (FSI): A coupon booklet is inserted into the local newspaper for 

delivery. 
• On-shelf couponing: Coupons are present at the shelf where the product is available. 
• Checkout dispensers: On checkout the customer is given a coupon based on products 

purchased. 
• On-line couponing: Coupons are available on line. Consumers print them out and take 

them to the store. 
• Mobile couponing: Coupons are available on a mobile phone. Consumers show the offer 

on a mobile phone to a salesperson for redemption. 
• Online interactive promotion game: Consumers play an interactive game associated with 

the promoted product. See an example of the Interactive Internet Ad for tomato ketchup. 
• Rebates: Consumers are offered money back if the receipt and barcode are mailed to the 

producer. 
• Contests/sweepstakes/games: The consumer is automatically entered into the event by 

purchasing the product. 
• Point-of-sale displays:-  

o Aisle interrupter: A sign that juts into the aisle from the shelf. 
o Dangler: A sign that sways when a consumer walks by it. 
o Dump bin: A bin full of products dumped inside. 
o Glorifier: A small stage that elevates a product above other products. 
o Wobbler: A sign that jiggles. 
o Lipstick Board: A board on which messages are written in crayon. 
o Necker: A coupon placed on the 'neck' of a bottle. 
o YES unit: "your extra salesperson" is a pull-out fact sheet 

Trade sales promotion techniques: 

• Trade allowances: short term incentive offered to induce a retailer to stock up on a 
product. 

• Dealer loader: An incentive given to induce a retailer to purchase and display a product. 
• Trade contest: A contest to reward retailers that sell the most product. 
• Point-of-purchase displays: Extra sales tools given to retailers to boost sales. 
• Training programs: dealer employees are trained in selling the product. 
• Push money: also known as "spiffs". An extra commission paid to retail employees to 

push products. 

Trade discounts (also called functional discounts): These are payments to distribution channel 
members for performing some function. 

Political issues: Sales promotions have traditionally been heavily regulated in many advanced 
industrial nations, with the notable exception of the United States. For example, the United 
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Kingdom formerly operated under a resale price maintenance regime in which manufacturers 
could legally dictate the minimum resale price for virtually all goods; this practice was abolished 
in 1964.Most European countries also have controls on the scheduling and permissible types of 
sales promotions, as they are regarded in those countries as bordering upon unfair business 
practices. Germany is notorious for having the most strict regulations. Famous examples include 
the car wash that was barred from giving free car washes to regular customers and a baker who 
could not give a free cloth bag to customers who bought more than 10 rolls 
--------------------------------------------------------------------------------------------------------------------- 
9.5 PUBLIC RELATIONS 
--------------------------------------------------------------------------------------------------------------------- 
The business world of today is extremely competitive. Companies need to have an edge that 
makes them stand out from the crowd, something that makes them more appealing and 
interesting to both the public and the media. The public are the buyers of the product and the 
media are responsible for selling it. Public relations provide a service for the company by helping 
to give the public and the media a better understanding of how the company works. Within a 
company, public relations can also come under the title of public information or customer 
relations. These departments assist customers if they have any problems with the company. They 
are usually the most helpful departments, as they exist to show the company at their best. 
 
PR also helps the company to achieve its full potential. They provide feedback to the company 
from the public. This usually takes the form of research regarding what areas the public is most 
happy and unhappy with. People often have the perception of public relations as a group of 
people who spin everything. Spin can mean to turn around a bad situation to the company’s 
advantage. It is true that part of the purpose of public relations is to show the company in a 
positive light no matter what. There are certain PR experts that a company can turn to for this 
particular skill. The public often think of PR as a glamorous job. Public relations people seem to 
have been tarred with the image of constant partying and networking to find new contacts. The 
reality is usually long hours and hard work for anyone involved in public relations. 
 
There are certain skills necessary to work in the world of PR. These include a very high level of 
communication skills, written and verbal. The PR person must also be very adept at multitasking 
and time management. He or she may also have some form of media background or training in 
order to understand how the media and advertising work. Organizational and planning skills are 
also important in public relations. The PR worker must also be able to cope very well under 
pressure. He or she must have the ability to cope with a barrage of questions from the media and 
the public. If a company comes under critical attack, it is the PR department who must take 
control of the situation. They must effectively answer the criticism and turn it around in order to 
protect the company’s reputation.  
 
Public relations involve the cultivation of favorable relations for organizations and products with 
its key publics through the use of a variety of communications channels and tools. Traditionally, 
this meant public relations professionals would work with members of the news media to build a 
favorable image by publicizing the organization or product through stories in print and broadcast 
media. But today the role of public relations is much broader and includes: 
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• building awareness and a favorable image for a company or client within stories and 
articles found in relevant media outlets  

• closely monitoring numerous media channels for public comment about a company and 
its products  

• managing crises that threaten company or product image  
• building goodwill among an organization’s target market through community, 

philanthropic and special programs and events 
 
Although we have focused on how public relations supports marketing by building product and 
company image (sometimes referred to as publicity) yet, it should be noted that there are other 
stakeholders companies reached via the public relations function, such as employees and non-
target market groups. Favorable media coverage about a company or product often reaches these 
audiences as well and may offer potential benefit to the marketer. Finally, in most large 
companies, investor relations (IR) or financial public relations is a specialty in itself guided by 
specific disclosure regulations.  
 
Public relations (PR) is the practice of managing the communication between an organization 
and its publics. Public relations gain an organization or individual exposure to their audiences 
using topics of public interest and news items that do not require direct payment. Because public 
relations place exposure in credible third-party outlets, it offers a third-party legitimacy that 
advertising does not have. Common activities include speaking at conferences, working with the 
press, and employee communication. PR can be used to build rapport with employees, 
customers, investors, voters, or the general public. Almost any organization that has a stake in 
how it is portrayed in the public arena employs some level of public relations. There are number 
of related sister disciplines all falling under the banner of Corporate Communications, such as 
Analyst relations, Media Relations, Investor Relations, Internal Communications or Labor 
Relations. 
 
Public relations and publicity are not synonymous but many PR campaigns include provisions 
for publicity. Publicity is the spreading of information to gain public awareness for a product, 
person, service, cause or organization, and can be seen as a result of effective PR planning. 
 
Publics targeting: A fundamental technique used in public relations is to identify the target 
audience, and to tailor every message to appeal to that audience. It can be a general, nationwide 
or worldwide audience, but it is more often a segment of a population. Marketers often refer to 
economy-driven "demographics," such as "black males 18-49," but in public relations an 
audience is more fluid, being whoever someone wants to reach. For example, recent political 
audiences include "soccer moms" and "NASCAR dads." There is also a psychographic grouping 
based on fitness level, eating preferences, "adrenaline junkies, etc. 
 
In addition to audiences, there are usually stakeholders, literally people who have a "stake" in a 
given issue. All audiences are stakeholders (or presumptive stakeholders), but not all 
stakeholders are audiences. For example, a charity commissions a PR agency to create an 
advertising campaign to raise money to find a cure for a disease. The charity and the people with 
the disease are stakeholders, but the audience is anyone who is likely to donate money. 
Sometimes the interests of differing audiences and stakeholders common to a PR effort 
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necessitate the creation of several distinct but still complementary messages. This is not always 
easy to do, and sometimes – especially in politics – a spokesperson or client says something to 
one audience that angers another audience or group of stakeholders. 
 
Lobby groups: Lobby groups are established to influence government policy, corporate policy, 
or public opinion. An example of this is the American Israel Public Affairs Committee, AIPAC, 
which influences American foreign policy. Such groups claim to represent a particular interest 
and in fact are dedicated to doing so. When a lobby group hides its true purpose and support base 
it is known as a front group. Moreover, governments may also lobby public relations firms in 
order to sway public opinion. A well illustrated example of this is the way civil war in 
Yugoslavia was portrayed. Governments of newly succeeded republics of Croatia and Bosnia 
invested heavily with American PR firms, so that the PR firms would give them a positive war 
image in the US. 
 
Spin: In public relations, "spin" is sometimes a pejorative term signifying a heavily biased 
portrayal in one's own favor of an event or situation. While traditional public relations may also 
rely on creative presentation of the facts, "spin" often, though not always, implies disingenuous, 
deceptive and/or highly manipulative tactics. Politicians are often accused of spin by 
commentators and political opponents, when they produce a counter argument or position. 
 
Spin doctor: Skilled practitioners of spin are sometimes called "spin doctors," though probably 
not to their faces unless it is said facetiously. It is the PR equivalent of calling a writer a "hack." 
Perhaps the most well-known person in the UK often described as a "spin doctor" is Alastair 
Campbell, who was involved with Tony Blair's public relations between 1994 and 2003. They 
may also use propaganda to indoctrinate or actively influence citizens' opinions. Privately run 
media also uses the same techniques of 'issue' versus 'non-issue' to spin its particular political 
viewpoints. 
 
Meet and Greet: Many businesses and organizations will use a Meet and Greet as a method of 
introducing two or more parties to each other in a comfortable setting. These will generally 
involve some sort of incentive, usually food catered from restaurants, to encourage employees or 
members to participate. There are opposing schools of thought as to how the specific mechanics 
of a Meet and Greet operate.  
--------------------------------------------------------------------------------------------------------------------- 
9.6 DIRECT MARKETING 
--------------------------------------------------------------------------------------------------------------------- 
Direct marketing is sometimes controversial sales method by which advertisers approach 
potential customers directly with products or services. The most common forms of direct 
marketing are telephone sales, solicited or unsolicited emails, catalogs, leaflets, brochures and 
coupons. Successful direct marketing also involves compiling and maintaining a large database 
of personal information about potential customers and clients. These databases are often sold or 
shared with other direct marketing companies. 
 
For many companies or service providers with a specific market, the traditional forms of 
advertising (radio, newspapers, television, etc.) may not be the best use of their promotional 
budgets. For example, a company which sells a hair loss prevention product would have to find a 
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radio station whose format appealed to older male listeners who might be experiencing this 
problem. There would be no guarantee that this group would be listening to that particular station 
at the exact time the company's ads were broadcast. Money spent on a radio spot (or television 
commercial or newspaper ad) may or may not reach the type of consumer who would be 
interested in a hair restoring product. 
 
This is where direct marketing becomes very appealing. Instead of investing in a scattershot 
means of advertising, companies with a specific type of potential customer can send out 
literature directly to a list of pre-screened individuals. Direct marketing firms may also keep 
email addresses of those who match a certain age group or income level or special interest. 
Manufacturers of a new dog shampoo might benefit from having the phone numbers and mailing 
addresses of pet store owners or dog show participants. Direct marketing works best when the 
recipients accept the fact that their personal information might be used for this purpose. Some 
customers prefer to receive targeted catalogs which offer more variety than a general mailing. 
 
Direct marketing does have some negative aspects, however. Many people are unaware of how 
the personal information they include on an order form or survey may be used for targeted 
advertising later. One prevailing philosophy in direct mailing circles is the idea that if a customer 
orders a swimsuit from a clothing catalog, he or she might naturally be interested in swimming 
pool supplies or exercise equipment as well. This could lead to direct marketing overload, as 
potential customers and clients become overwhelmed with catalogs, unsolicited emails and 
unwanted phone calls. There is also the concern that personal information collected by legitimate 
direct marketing agencies could be purchased by unscrupulous or shady companies for the 
express purpose of fraud.  
 
Many direct marketing companies belong to self-policing associations which actively discourage 
fraudulent or invasive use of their databases. Legitimate direct marketing firms should also offer 
methods by which individuals can 'opt out' of these lists by request. Direct marketing agencies 
must respect the do-not-call list maintained by government agencies such as the Federal Trade 
Commission (FTC). Customers also have the right to unsubscribe to unsolicited catalogs and to 
block bulk emails from their in-boxes. Direct marketing can be a very cost-effective sales tool 
for specialized companies, as long as it is used properly and sparingly. 
 
Benefits and drawbacks: Direct marketing is attractive to many marketers, because in many 
cases its positive effect (but not negative results) can be measured directly. For example, if a 
marketer sends out one million solicitations by mail, and ten thousand customers can be tracked 
as having responded to the promotion, the marketer can say with some confidence that the 
campaign led directly to the responses. The number of recipients who are offended by the junk 
mail/spam, however, is not easily measured. By contrast, measurement of other media must often 
be indirect, since there is no direct response from a consumer. Measurement of results, a 
fundamental element in successful direct marketing, is explored in greater detail elsewhere in 
this article. Yet since the start of the Internet-age the challenges of Chief Marketing Officers 
(CMOs) are tracking direct marketing responses and measuring results. While many marketers 
like this form of marketing, some direct marketing efforts using particular media have been 
criticized for generating unwanted solicitations. For example, direct mail that is irrelevant to the 
recipient is considered junk mail, and unwanted email messages are considered spam. Some 
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consumers are demanding an end to direct marketing for privacy and environmental reasons, 
which direct marketers, are able to provide by using "opt out" lists, variable printing and more 
targeted mailing lists. 
 
Many of the world's largest marketing and advertising agencies started off as direct marketing 
specialist agencies, namely Carlson Marketing, GyroHSR, Proximity and Iris Nation. Due to 
declining client budgets and the proliferation of audiences, many of these agencies have 
diversified and expanded to offer "integrated marketing" rather than simply selling DM services. 
The term “Integrated Marketing” is used by agencies to describe how they sell the complete 
marketing communications package, covering DM, digital, SP, PR, events and advertising. 
 
Channels: Some direct marketers also use media such as door hangers, package inserts, 
magazines, newspapers, radio, television, email, internet banner ads, digital campaigns, pay-per-
click ads, billboards, transit ads.  
 

• Direct mail: The most common form of direct marketing is direct mail, sometimes called 
junk mail, used by advertisers who send paper mail to all postal customers in an area or 
to all customers on a list. Any low-budget medium that can be used to deliver a 
communication to a customer can be employed in direct marketing. Probably the most 
commonly used medium for direct marketing is mail, in which marketing 
communications are sent to customers using the postal service. The term direct mail is 
used in the direct marketing industry to refer to communication deliveries by the Post 
Office, which may also be referred to as "junk mail" or "admail" or "crap mail" and may 
involve bulk mail. Junk mail includes advertising circulars, catalogs, free trial CDs, pre-
approved credit card applications, and other unsolicited merchandising invitations 
delivered by mail or to homes and businesses, or delivered to consumers' mailboxes by 
delivery services other than the Post Office. Bulk mailings are a particularly popular 
method of promotion for businesses operating in the financial services, home computer, 
and travel and tourism industries. Advertisers often refine direct mail practices into 
targeted mailing, in which mail is sent out following database analysis to select recipients 
considered most likely to respond positively. For example a person who has 
demonstrated an interest in golf may receive direct mail for golf related products or 
perhaps for goods and services that are appropriate for golfers.  

• Telemarketing: The second most common form of direct marketing is telemarketing, in 
which marketers contact consumers by phone. The unpopularity of cold call 
telemarketing (in which the consumer does not expect or invite the sales call) has led 
some US states and the US federal government to create "no-call lists" and legislation 
including heavy fines. This process may be outsourced to specialist call centers.  

•  Email Marketing: Email Marketing may have passed telemarketing in frequency at this 
point, and is a third type of direct marketing. A major concern is spam, which actually 
predates legitimate email marketing. As a result of the proliferation of mass spamming, 
ISPs and email service providers have developed increasingly effective E-Mail Filtering 
programs. These filters can interfere with the delivery of email marketing campaigns, 
even if the person has subscribed to receive them, as legitimate email marketing can 
possess the same hallmarks as spam.  
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• Door to Door Leaflet Marketing: Leaflet Distribution services are used extensively by 
the fast food industries, and many other business focusing on a local catchment, Business 
to consumer business model, similar to direct mail marketing, this method is targeted 
purely by area, and costs a fraction of the amount of a mailshot due to not having to 
purchase stamps, envelopes or having to buy address lists and the names of home 
occupants.  

• Broadcast faxing: A fourth type of direct marketing, broadcast faxing, is now less 
common than the other forms.  

• Voicemail Marketing: A fifth type of direct marketing has emerged out of the market 
prevalence of personal voice mailboxes, and business voicemail systems. Due to the 
ubiquity of email marketing, and the expense of direct mail and telemarketing, voicemail 
marketing presented a cost effective means by which to reach people with the warmth of 
a human voice. Abuse of consumer marketing applications of voicemail marketing 
resulted in an abundance of "voice-spam", and prompted many jurisdictions to pass laws 
regulating consumer voicemail marketing. More recently, businesses have utilized guided 
voicemail (an application where pre-recorded voicemails are guided by live callers) to 
accomplish personalized business-to-business marketing formerly reserved for 
telemarketing. Because guided voicemail is used to contact only businesses, it is exempt 
from Do Not Call regulations in place for other forms of voicemail marketing. 

• Couponing: Couponing is used in print media to elicit a response from the reader. An 
example is a coupon which the reader cuts out and presents to a super-store check-out 
counter to avail of a discount. Coupons in newspapers and magazines cannot be 
considered direct marketing, since the marketer incurs the cost of supporting a third-party 
medium (the newspaper or magazine); direct marketing aims to circumvent that balance, 
paring the costs down to solely delivering their unsolicited sales message to the 
consumer, without supporting the newspaper that the consumer seeks and welcomes. 

• Direct response television marketing: Direct marketing on TV (commonly referred to 
as DRTV) has two basic forms: long form (usually half-hour or hour-long segments that 
explain a product in detail and are commonly referred to as infomercials) and short form 
which refers to typical 0:30 second or 0:60 second commercials that ask viewers for an 
immediate response (typically to call a phone number on screen or go to a website). TV-
response marketing—i.e. infomercials—can be considered a form of direct marketing, 
since responses are in the form of calls to telephone numbers given on-air. These both 
allows marketers to reasonably conclude that the calls are due to a particular campaign, 
and allows the marketers to obtain customers' phone numbers as targets for 
telemarketing. Under the Federal Do-Not-Call List rules in the US, if the caller buys 
anything, the marketer would be exempt from Do-Not-Call List restrictions for a period 
of time due to having a prior business relationship with the caller.  

• Direct selling: Direct selling is the sale of products by face-to-face contact with the 
customer, either by having salespeople approach potential customers in person, or 
through indirect means such as Tupperware parties. 

• Integrated Campaigns: For many marketers, a comprehensive direct marketing 
campaign employs a mix of channels. It is not unusual for a large campaign to combine 
direct mail, telemarketing, radio and broadcast TV, as well as online channels such as 
email, search marketing, social networking and video. In a report conducted by the Direct 
Marketing Association, it was found that 57% of the campaigns studied were employing 
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integrated strategies. Of those, almost half (47%) launched with a direct mail campaign, 
typically followed by e-mail and then telemarketing. 

--------------------------------------------------------------------------------------------------------------------- 
9.7 PERSONAL SELLING- CONCEPTS AND PROCESS 
--------------------------------------------------------------------------------------------------------------------- 
Personal selling is oral communication with potential buyers of a product with the intention of 
making a sale. The personal selling may focus initially on developing a relationship with the 
potential buyer, but will always ultimately end with an attempt to "close the sale". Personal 
selling is one of the oldest forms of promotion. It involves the use of a sales force to support a 
push strategy (encouraging intermediaries to buy the product) or a pull strategy (where the role 
of the sales force may be limited to supporting retailers and providing after-sales service). 
 
Personal selling is a promotional method in which one party (e.g., salesperson) uses skills and 
techniques for building personal relationships with another party (e.g., those involved in a 
purchase decision) that results in both parties obtaining value. In most cases the "value" for the 
salesperson is realized through the financial rewards of the sale while the customer’s "value" is 
realized from the benefits obtained by consuming the product. However, getting a customer to 
purchase a product is not always the objective of personal selling. For instance, selling may be 
used for the purpose of simply delivering information. 
 
Because selling involves personal contact, this promotional method often occurs through face-to-
face meetings or via a telephone conversation, though newer technologies allow contact to take 
place over the Internet including using video conferencing or text messaging (e.g., online chat). 
 
What are the main roles of the sales force? Kotler describes six main activities of a sales 
force: 
 

• Prospecting - trying to find new customers 
• Communicating - with existing and potential customers about the product range 
• Selling - contact with the customer, answering questions and trying to close the sale 
• Servicing - providing support and service to the customer in the period up to delivery and 

also post-sale  
• Information gathering - obtaining information about the market to feedback into the 

marketing planning process  
• Allocating - in times of product shortage, the sales force may have the power to decide 

how available stocks are allocated 
 
What are the advantages of using personal selling as a means of promotion? 

• Personal selling is a face-to-face activity; customers therefore obtain a relatively high 
degree of personal attention 

• The sales message can be customized to meet the needs of the customer 
• The two-way nature of the sales process allows the sales team to respond directly and 

promptly to customer questions and concerns  
• Personal selling is a good way of getting across large amounts of technical or other 

complex product information  
• The face-to-face sales meeting gives the sales force chance to demonstrate the product 



 223

• Frequent meetings between sales force and customer provide an opportunity to build 
good long-term relationships 

The personal selling process consists of the following steps: 

• Prospecting: Prospecting refers to identifying and developing a list of potential clients. 
Sales people can seek the names of prospects from a variety of sources including trade 
shows, commercially-available databases or mail lists, company sales records and in-
house databases, website registrations, public records, referrals, directories and a wide 
variety of other sources. Prospecting activities should be structured so that they identify 
only potential clients who fit the profile and are able, willing and authorized to buy the 
product or service. 
 
This activity is greatly enhanced today using websites with specially-coded pages 
optimized with key words so that prospects may easily find you when they search the 
web for certain key words related to your offering. Once prospecting is underway, it then 
is up to the sales professional to qualify those prospects to further identify likely 
customers and screen out poor leads. Modern websites can go along way in not only 
identifying potential prospects but also starting this qualification process.’ 
 

• Pre-approach: Before engaging in the actual personal selling process, sales 
professionals first analyze all the information they have available to them about a 
prospect to understand as much about the prospect as possible. During the Pre-approach 
phase of the personal selling process, sales professionals try to understand the prospect's 
current needs, current use of brands and feelings about all available brands, as well as 
identify key decision makers, review account histories (if any), assess product needs, 
plan/create a sales presentation to address the identified and likely concerns of the 
prospect, and set call objectives. The sales professional also develops a preliminary 
overall strategy for the sales process during this phase, keeping in mind that the strategy 
may have to be refined as he or she learns more about the prospect. 

 
• Approach: The approach is the actual contact the sales professional has with the 

prospect. This is the point of the selling process where the sales professional meets and 
greets the prospect, provides an introduction, establishes rapport that sets the foundation 
of the relationship, and asks open-ended questions to learn more about the prospect and 
his or her needs.  

 
• Making the Presentation: During the presentation portion of the selling process, the 

sales professional tells that product "story" in a way that speaks directly to the identified 
needs and wants of the prospect. A highly customized presentation is the key component 
of this step. At this point in the process, prospects are often allowed to hold and/or 
inspect the product and the sales professional may also actually demonstrate the product. 
Audio visual presentations and/or slide presentations may be incorporated at this stage 
and this is usually when sales brochures or booklets are presented to the prospect. Sales 
professionals should strive to let the prospect do most of the talking during the 
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presentation and address the needs of the prospect as fully as possible by showing that he 
or she truly understands and cares about the needs of the prospect. 

 
• Overcoming Objections: Professional sales people seek out prospects' objections in 

order to try to address and overcome them. When prospects offer objections, it often 
signals that they need and want to hear more in order to make a fully-informed decision. 
If objections are not uncovered and identified, then sales professionals cannot effectively 
manage them. Uncovering objections, asking clarifying questions, and overcoming 
objections is a critical part of training for professional sellers and is a skill area that must 
be continually developed because there will always be objections. Trust me when I tell 
you that as soon as a sales professional finds a way to successfully handle "all" his or her 
prospects' objections, some prospect will find a new, unanticipated objection-- if for no 
other reason than to test the mettle of the sales person.  

 
• Closing the Sale: Although technically "closing" a sale happens when products or 

services are delivered to the customer's satisfaction and payment is received, for the 
purposes of our discussion I will define closing as asking for the order and adequately 
addressing any final objections or obstacles. There are many closing techniques as well 
as many ways to ask trial closing questions. A trail question might take the form of, 
"Now that I've addressed your concerns, what other questions do you have that might 
impact your decision to purchase?" Closing does not always mean that the sales 
professional literally asks for the order, it could be asking the prospect how many they 
would like, what color they would prefer, when they would like to take delivery, etc. Too 
many sales professions are either weak or too aggressive when it comes to closing. If 
you are closing a sale, be sure to ask for the order. If the prospect gives an answer other 
than "yes", it may be a good opportunity to identify new objections and continue selling. 

 
• Follow-up: Follow-up is an often overlooked but important part of the selling process. 

After an order is received, it is in the best interest of everyone involved for the sales 
person to follow-up with the prospect to make sure the product was received in the 
proper condition, at the right time, installed properly, proper training delivered, and that 
the entire process was acceptable to the customer. This is a critical step in creating 
customer satisfaction and building long-term relationships with customers. If the 
customer experienced any problems whatsoever, the sales professional can intervene and 
become a customer advocate to ensure 100% satisfaction. Diligent follow-up can also 
lead to uncovering new needs, additional purchases, and also referrals and testimonials 
which can be used as sales tools. 

 
Main disadvantages of using personal selling: The main disadvantage of personal selling is the 
cost of employing a sales force. Sales people are expensive. In addition to the basic pay package, 
a business needs to provide incentives to achieve sales (typically this is based on commission 
and/or bonus arrangements) and the equipment to make sales calls (car, travel and subsistence 
costs, mobile phone etc). In addition, a sales person can only call on one customer at a time. This 
is not a cost-effective way of reaching a large audience. 
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--------------------------------------------------------------------------------------------------------------------- 
9.8 MANAGEMENT OF SALES FORCE 
--------------------------------------------------------------------------------------------------------------------- 
Managing the sales process is typically the job of the Sales Manager. Good sales managers 
usually exhibit the characteristics of: organization, a good personal sales record, enthusiasm, 
ambition, product knowledge, trustworthiness, mentoring skills, and somebody who is respected 
by others. While an in-depth discussion of sales management is beyond the scope of this crash-
course, I'll mention one tool often used by sales managers to manage the sales process. This is 
called the Sales Funnel or Sales Pipeline Report.  
 
The Sales Funnel (or Sales Pipeline): A sales funnel report presents a "snapshot" of your sales 
function at any given point in time. For conceptual purposes, the sales process is often compared 
to a funnel where new leads coming into the system (i.e. prospects) are initially placed into the 
top of the funnel (the widest part) and then worked through the system by informing, persuading, 
overcoming objections, providing information, demonstrating, providing free samples, etc., etc. 
until at the narrow part of the funnel, an order is placed and a sales is closed when payment from 
the customer is received.  
 
The funnel framework works fairly well because for all new leads that are generated by 
marketing, there is a closing rate that represents the sales that ultimately result. The number of 
resulting sales is usually significantly less than the number of total leads generated hence it is 
useful to think that as leads work their way further down the funnel there will be less and less of 
them until they come out the narrow end of the funnel as sales. 
 

 
Figure 9.5: The Sales Funnel (or Sales Pipeline): 
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One important thing to note is that organizations define each phase in the sales process (or, part 
of the funnel) differently. Each step working through the funnel should have clearly defined 
criteria that go along with it so at each part of the funnel, there is specific knowledge about all 
the leads at that stage. In other words, leads become more and more qualified as they work their 
way through the funnel and at each step, you will know exactly what that specific level of 
qualification is. Another important thing to keep in mind is that the funnel is a great way to track 
and forecast sales, as well as, gauge marketing activities.  
 
By running a Sales Funnel Report, the sales manager can visually see how many leads are at 
each step, if there are any "bottlenecks", or if there are an insufficient number of leads at any 
stage. Armed with that knowledge, then the sales manager may instruct his or her sales force 
where they should focus more attention to keep sales at the desired level. He or she can then also 
work closely with the marketing manager to ensure they are generating enough leads to hit sales 
goals, whether the leads are of high enough quality, or what further needs to be done to hit sales 
goals. 
 
In short, the funnel can clearly point out what adjustments need to be made within the sales 
function to hit sales goals. That might mean that marketing activities need to be adjusted, that 
addition sales training is needed, or that sales personnel need to focus their efforts and activities 
on certain parts of the sales pipeline to keep the entire process on balance and running smoothly. 
The sales funnel also helps sales and marketing work closely together to meet organizational 
sales objectives. It is a wonderful management tool. 
 
Sales tips: Success in sales depends upon some basics. A few pointers that allows you to enjoy 
success in sales: 
 

• Be sincere with people. Too many sales people act in a manner that seems artificial or 
they only feign interest in their prospects' problems and concerns. People are smart and 
see right through such insincerity. If you are not sincere and honest with everyone you 
meet then you should not be in sales.  

• It is vitally important to constantly hone your sales and communications skills. 
Continuous growth and training in formal professional selling techniques is also very 
important. Take training classes, listen to audio cassette professional development tapes, 
read all the professional development material you can get your hands on, and start a 
program of self-study and development in sales today if you haven't already.  

• First listen to your customer, understand his or her wants and needs, and only then try to 
determine whether or not you can deliver the product or services to meet those wants and 
needs. If you approach a prospect with a solution before understanding the problem you 
are likely to be wrong about the solution.  

• The best sales people ask a lot of questions and genuinely listen to the answers before 
speaking again.  

• Your prospects and customers are all different so you should treat them differently.  
• The best sales people listen much more than they talk.  
• Find out what your prospects want and then give it to them.  
• If you cannot give your prospects what they want, tell them so and help them find what 

they are looking for elsewhere.  
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• If you think that you cannot make it in sales as a profession, then you probably should not 
even try. 

 
Sales force management systems are information systems used in marketing and management 
that help automate some sales and sales force management functions. They are frequently 
combined with a Marketing Information System, in which case they are often called Customer 
Relationship Management (CRM) systems. 
 
Sales Force Automation Systems (SFA), typically a part of a company’s customer relationship 
management system, is a system that automatically records all the stages in a sales process. SFA 
includes a contact management system which tracks all contact that has been made with a given 
customer, the purpose of the contact, and any follow up that might be required. This ensures that 
sales efforts are not duplicated, reducing the risk of irritating customers. SFA also includes a 
sales lead tracking system, which lists potential customers through paid phone lists, or customers 
of related products. Other elements of an SFA system can include sales forecasting, order 
management and product knowledge. More developed SFA systems have features where 
customers can actually model the product to meet their required needs through online product 
building systems. This is becoming more and more popular in the automobile industry, where 
patrons can customize various features such as color and interior features such as leather vs. 
upholstered seats. 
 
An integral part of any SFA system is company wide integration among different departments. If 
SFA systems aren’t adopted and properly integrated to all departments, there might be a lack of 
communication which could result in different departments contacting the same customer for the 
same purpose. In order to mitigate this risk, SFA must be fully integrated in all departments that 
deal with customer service management. 
 
Advantages to the sales manager: Sales force automation systems can also affect sales 
management. Here are some examples: 

 
• The sales manager, rather than gathering all the call sheets from various sales people and 

tabulating the results, will have the results automatically presented in easy to understand 
tables, charts, or graphs. This saves time for the manager. 

• Activity reports, information requests, orders booked, and other sales information will be 
sent to the sales manager more frequently, allowing him/her to respond more directly 
with advice, product in-stock verifications, and price discount authorizations. This gives 
management more hands-on control of the sales process if they wish to use it. 

• The sales manager can configure the system so as to automatically analyze the 
information using sophisticated statistical techniques, and present the results in a user-
friendly way. This gives the sales manager information that is more useful in:  

o Providing current and useful sales support materials to their sales staff 
o Providing marketing research data: demographic, psychographic, behavioral, 

product acceptance, product problems, detecting trends 
o Providing market research data: industry dynamics, new competitors, new 

products from competitors, new promotional campaigns from competitors, macro-
environmental scanning, detecting trends 
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o Co-ordinate with other parts of the firm, particularly marketing, production, and 
finance 

o Identifying your most profitable customers, and your problem customers 
o Tracking the productivity of their sales force by combining a number of 

performance measures such as: revenue per sales person, revenue per territory, 
margin by customer segment, margin by customer, number of calls per day, time 
spent per contact, revenue per call, cost per call, entertainment cost per call, ratio 
of orders to calls, revenue as a percentage of sales quota, number of new 
customers per period, number of lost customers per period, cost of customer 
acquisition as a percentage of expected lifetime value of customer, percentage of 
goods returned, number of customer complaints, and number of overdue accounts.  

 
Advantages to the marketing manager: It is also claimed to be useful for the marketing 
manager. It gives the marketing manager information that is useful in: 
 

• Understanding the economic structure of your industry 
• Identifying segments within your market 
• Identifying your target market 
• Identifying your best customers in place 
• Doing marketing research to develop profiles (demographic, psychographic, and 

behavioral) of your core customers 
• Understanding your competitors and their products 
• Developing new products 
• Establishing environmental scanning mechanisms to detect opportunities and threats 
• Understanding your company's strengths and weaknesses 
• Auditing your customers' experience of your brand in full 
• Developing marketing strategies for each of your products using the marketing mix 

variables of price, product, distribution, and promotion 
• Coordinating the sales function with other parts of the promotional mix (such as 

advertising, sales promotion, public relations, and publicity) 
• Creating a sustainable competitive advantage 
• Understanding where you want your brands to be in the future, and providing an 

empirical basis for writing marketing plans on a regular basis to help you get there 
• Providing input into feedback systems to help you monitor and adjust the process 
 

Strategic advantages: Sales force automation systems can also create competitive advantage. 
Here are some examples: 

 
• As mentioned above, productivity will increase. Sales staff will use their time more 

efficiently and more effectively. The sales manager will also become more efficient and 
more effective. (see above) This increased productivity can create a competitive 
advantage in three ways: it can reduce costs, it can increase sales revenue, and it can 
increase market share. 

• Field sales staff will send their information more frequently. Typically information will 
be sent to management after every sales call (rather than once a week). This provides 
management with current information, information that they will be able to use while it is 
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still valuable. Management response time will be greatly reduced. The company will 
become more alert and more agile. 

• These systems could increase customer satisfaction if they are used with wisdom. If the 
information obtained and analyzed with the system is used to create a product that 
matches or exceeds customer expectations, and the sales staff use the system to service 
customers more expertly and diligently, then customers should be satisfied with the 
company. This will provide a competitive advantage because customer satisfaction leads 
to increased customer loyalty, reduced customer acquisition costs, reduced price elasticity 
of demand, and increased profit margins. 

 
Disadvantages: Detractors claim that sales force management systems are: 
 

• difficult to work with 
• require additional work inputting data 
• dehumanize a process that should be personal 
• require continuous maintenance, information updating, and system upgrading 
• costly 
• difficult to integrate with other management information systems 

 
Encouraging use: For all the reasons stated above many organizations have found it difficult to 
persuade sales people to enter data into the system. For this reason many have questioned the 
value of the investment. Recent developments have embedded sales process systems that give 
something back to the seller within the CRM screens. Because these systems help the sales 
person plan and structure their selling in the most effective way they give a reason to use the 
CRM. 
 
--------------------------------------------------------------------------------------------------------------------- 
9.9 REVIEW QUESTIONS 
--------------------------------------------------------------------------------------------------------------------- 

 
1. What factors have led to a boom in the advertising industry in India? 
2. What are the goals advertising? In which situation can sales and behavioral change in the 

target audience can be considered an advertising goal? 
3. What could be the sales promotion plan for a web based news magazine? 
4. What are the major factors that have contributed to growth in direct marketing? 
5. A company decides to improve its relationships with its customers. What steps should it 

take to build this relationship? 
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Preface

Principles of Marketing by Tanner and Raymond teaches the experience and process
of actually doing marketing—not just the vocabulary. It carries five dominant
themes throughout in order to expose students to marketing in today’s
environment:

1. Service-dominant logic—This textbook employs the term “offering”
instead of the more traditional first P—product. That is because
consumers don’t sacrifice value when alternating between a product
and a service. They are evaluating the entire experience, whether they
interact with a product, a service, or a combination. So the
fundamental focus is providing value throughout the value chain,
whether that value chain encompasses a product, a service, or both.

2. Sustainability—Increasingly, companies are interested in their impact
on their local community as well as on the overall environment. This is
often referred to as the “triple bottom line” of financial, social, and
environment performance.

3. Ethics and social responsibility—Following on the sustainability
notion is the broader importance of ethics and social responsibility in
creating successful organizations. The authors make consistent
references to ethical situations throughout chapter coverage, and end-
of-chapter material in most chapters will encompass ethical situations.

4. Global coverage—Whether it is today’s price of gasoline, the current
U.S. presidential race, or midwestern U.S. farming, almost every
industry and company needs strong global awareness. And today’s
marketing professionals must understand the world in which they and
their companies operate.

5. Metrics—Firms today have the potential to gather more information
than ever before about their current and potential customers. That
information gathering can be costly, but it can also be very revealing.
With the potential to capture so much more detail about micro
transactions, firms should now be more able to answer, “Was this
marketing strategy really worth it?” and “What is the marketing ROI?”
and finally, “What is this customer or set of customers worth to us over
their lifetime?”
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Chapter 1

What Is Marketing?

What makes a business idea work? Does it only take money? Why are some products
a huge success and similar products a dismal failure? How was Apple, a computer
company, able to create and launch the wildly successful iPod, yet Microsoft’s first
foray into MP3 players was a total disaster? If the size of the company and the
money behind a product’s launch were the difference, Microsoft would have won.
But for Microsoft to have won, it would have needed something it’s not had in a
while—good marketing so it can produce and sell products that consumers want.

So how does marketing get done?
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1.1 Defining Marketing

LEARNING OBJECTIVE

1. Define marketing and outline its components.

Marketing1 is defined by the American Marketing Association as “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.”American Marketing Association, “Definition of Marketing,”
http://www.marketingpower.com/AboutAMA/Pages/
DefinitionofMarketing.aspx?sq=definition+of+marketing (accessed December 3,
2009). If you read the definition closely, you see that there are four activities, or
components, of marketing:

1. Creating2. The process of collaborating with suppliers and customers
to create offerings that have value.

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

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

4. Exchanging3. Trading value for those offerings.

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

1. Product. Goods and services (creating offerings).
2. Promotion. Communication.
3. Place. Getting the product to a point at which the customer can

purchase it (delivering).
4. Price. The monetary amount charged for the product (exchange).

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.

If the four Ps are the same as creating, communicating, delivering, and exchanging,
you might be wondering why there was a change. The answer is that they are not
exactly the same. Product, price, place, and promotion are nouns. As such, these
words fail to capture all the activities of marketing. For example, exchanging

1. “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.”

2. In marketing, a term that
involves collaboration with
suppliers and customers in
order to generate offerings of
value to customers.

3. The act of transacting value
between a buyer and a seller.
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requires mechanisms for a transaction, which consist of more than simply a price or
place. Exchanging requires, among other things, the transfer of ownership. For
example, when you buy a car, you sign documents that transfer the car’s title from
the seller to you. That’s part of the exchange process.

Even the term product, which seems pretty obvious, is limited. Does the product
include services that come with your new car purchase (such as free maintenance
for a certain period of time on some models)? Or does the product mean only the
car itself?

Finally, none of the four Ps describes particularly well what marketing people do.
However, one of the goals of this book is to focus on exactly what it is that
marketing professionals do.

Value

Value is at the center of everything marketing does (Figure 1.1). What does value
mean?

Figure 1.1
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Marketing is composed of four activities centered on customer value: creating, communicating, delivering, and
exchanging value.

When we use the term value4, we mean the benefits buyers receive that meet their
needs. In other words, value is what the customer gets by purchasing and
consuming a company’s offering. So, although the offering is created by the
company, the value is determined by the customer.

Furthermore, our goal as marketers is to create a profitable exchange for
consumers. By profitable, we mean that the consumer’s personal value equation is
positive. The personal value equation5 is

value = benefits received – [price + hassle]

Hassle is the time and effort the consumer puts into the shopping process. The
equation is a personal one because how each consumer judges the benefits of a
product will vary, as will the time and effort he or she puts into shopping. Value,
then, varies for each consumer.

One way to think of value is to think of a meal in a restaurant. If you and three
friends go to a restaurant and order the same dish, each of you will like it more or
less depending on your own personal tastes. Yet the dish was exactly the same,
priced the same, and served exactly the same way. Because your tastes varied, the
benefits you received varied. Therefore the value varied for each of you. That’s why
we call it a personal value equation.

Value varies from customer to customer based on each customer’s needs. The
marketing concept6, 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 oriented7. At the same time, market-oriented
firms recognize that exchange must be profitable for the company to be successful.
A marketing orientation is not an excuse to fail to make profit.

Firms don’t always embrace the marketing concept and a market orientation.
Beginning with the Industrial Revolution in the late 1800s, companies were
production oriented8. They believed that the best way to compete was through
product innovation and by reducing production costs. In other words, companies
thought that good products would sell themselves. Perhaps the best example of
such a product was Henry Ford’s Model A automobile, the first product of his
production line innovation. Ford’s production line made the automobile cheap and

4. Total sum of benefits received
that meet a buyer’s needs. See
personal value equation.

5. The net benefit a consumer
receives from a product less
the price paid for it and the
hassle or effort expended to
acquire it.

6. A philosophy underlying all
that marketers do, driven by
satisfying customer wants and
needs.

7. The degree to which a
company follows the
marketing concept.

8. A belief that the way to
compete is a function of
product innovation and
reducing production costs, as
good products appropriately
priced sell themselves.
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affordable for just about everyone. The production era9 lasted until the 1920s,
when production-capacity growth began to outpace demand growth and new
strategies were called for.

From the 1920s until after World War II, companies tended to be selling oriented10,
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 era11.

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. Consumers had many choices available to them, so companies
had to find new ways to compete. During this time, the marketing concept was
developed, and from about 1950 to 1990, businesses operated in the marketing
era12.

So what era would you say we’re in now? Some call it the value era13: a time when
companies emphasize creating value for customers. Is that really different from the
marketing era, in which the emphasis was on fulfilling the marketing concept?
Maybe not. Others call today’s business environment the one-to-one era14,
meaning that the way to compete is to build relationships with customers one at a
time and seek to serve each customer’s needs individually. Yet is that substantially
different from the marketing concept?

Still others argue that this is the time of service-dominant logic15 and that we are
in the service-dominant logic era16. Service-dominant logic is 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. Although there is
merit in this belief, there is also merit to the value approach and the one-to-one
approach. As you will see throughout this book, all three are intertwined. Perhaps,
then, the name for this era has yet to be devised.

Whatever era we’re in now, most historians would agree that defining and labeling
it is difficult. Value and one-to-one are both natural extensions of the marketing
concept, so we may still be in the marketing era. To make matters more confusing,
not all companies adopt the philosophy of the era. For example, in the 1800s Singer
and National Cash Register adopted strategies rooted in sales, so they operated in
the selling era forty years before it existed. Some companies are still in the selling
era. Many consider automobile manufacturers to be in the trouble they are in
because they work too hard to sell or push product and not hard enough on
delivering value.

9. A period beginning with the
Industrial Revolution and
concluding in the 1920s in
which production-orientation
thinking dominated the way in
which firms competed.

10. A philosophy that products
must be pushed through selling
and advertising in order for a
firm to compete successfully.

11. A period running from the
1920s to until after World War
II in which the selling
orientation dominated the way
firms competed.

12. From 1950 to at least 1990 (see
service-dominant logic era,
value era, and one-to-one era),
the dominant philosophy
among businesses is the
marketing concept.

13. From the 1990s to the present,
some argue that firms moved
into the value era, competing
on the basis of value; others
contend that the value era is
simply an extension of the
marketing era and is not a
separate era.

14. From the 1990s to the present,
the idea of competing by
building relationships with
customers one at a time and
seeking to serve each
customer’s needs individually.

15. An approach to business that
recognizes that customers do
not distinguish between the
tangible and the intangible
aspects of a good or service,
but rather see a product in
terms of its total value.

16. The period from 1990 to the
present in which some believe
that the philosophy of service-
dominant logic dominates the
way firms compete.
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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 offering17. When you compare
one car to another, for example, you can evaluate each of these dimensions—the
tangible, the intangible, and the price—separately. However, you can’t buy one
manufacturer’s car, another manufacturer’s service, and a third manufacturer’s
price when you actually make a choice. Together, the three make up a single firm’s
offer.

Marketing people do not create the offering alone. For example, when the iPhone
was created, Apple’s engineers were also involved in its design. Apple’s financial
personnel had to review the costs of producing the offering and provide input on
how it should be priced. Apple’s operations group needed to evaluate the
manufacturing requirements the iPhone would need. The company’s logistics
managers had to evaluate the cost and timing of getting the offering to retailers and
consumers. Apple’s dealers also likely provided input regarding the iPhone’s service
policies and warranty structure. Marketing, however, has the biggest responsibility
because it is marketing’s responsibility to ensure that the new phone delivers value.
Creating and managing offerings will be the focus of Chapter 5 "Market
Segmenting, Targeting, and Positioning" and Chapter 6 "Creating Offerings" in this
book.

Communicating Offerings

Communicating18 is a broad term in marketing that means describing the offering
and its value to your potential and current customers, as well as learning from
customers what it is they want and like. Sometimes communicating means
educating potential customers about the value of an offering, and sometimes it
means simply making customers aware of where they can find a product.
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 dialog with their customers. For example, Comcast customer service
representatives will watch consumer Web sites like Twitter. When they observe
consumers “tweeting” (posting) problems with Comcast, the customer service reps
will post resolutions to their problems. Similarly, JCPenney has created consumer
groups that talk among themselves on JCPenney-monitored Web sites. The
company might post questions, send samples, or engage in other activities designed
to solicit feedback from customers.

17. The entire bundle of a tangible
good, intangible service, and
price that composes what a
company offers to customers.

18. In marketing, a broad term
meaning describing the
offering and its value to
potential customers, as well as
learning from customers.
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Figure 1.3

Apple’s Web site featured the
iPhone 3G when it was first
launched. Web site
communication included details
regarding the phone’s features,
speed, and price.

© 2010 Jupiterimages
Corporation

Figure 1.2

A Porsche Boxster can cost three times as much as a Pontiac Solstice, but why is it worth more? What makes up the
complete offering?

Source: Wikimedia Commons.

Companies use many forms of communication,
including advertising on the Web or television, on
billboards or in magazines, through product placements
in movies, and through salespeople. Other forms of
communication include attempting to have news media
cover the company’s actions (part of public relations
[PR]), participating in special events such as the annual
International Consumer Electronics Show in which
Apple and other companies introduce their newest
gadgets, and sponsoring special events like the Susan G.
Komen Race for the Cure.

Delivering Offerings

Marketing can’t just promise value, it also has to deliver
value. Delivering19 an offering that has value is much
more than simply getting the product into the hands of
the user; it is also making sure that the user
understands how to get the most out of the product and
is taken care of if he or she requires service later. Value
is delivered in part through a company’s supply chain. The supply chain20 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 can vary greatly from industry to industry, and include wholesalers,
transportation companies, and retailers. Logistics21, or the actual transportation
and storage of materials and products, is the primary component of supply chain

19. In marketing, as in delivering
value, a broad term that means
getting the product to the
consumer and making sure
that the user gets the most out
of the product and service.

20. All of the organizations that
participate in the production,
promotion, and delivery of a
product or service from the
producer to the end consumer.

21. The physical flow of materials
in the supply chain.
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management, but there are other aspects of supply chain management that we will
discuss later.

Exchanging Offerings

In addition to creating an offering, communicating its benefits to consumers, and
delivering the offering, there is the actual transaction, or exchange22, that has to
occur. In most instances, we consider the exchange to be cash for products and
services. However, if you were to fly to Louisville, Kentucky, for the Kentucky
Derby, you could “pay” for your airline tickets using frequent-flier miles. You could
also use Hilton Honors points to “pay” for your hotel, and cash back points on your
Discover card to pay for meals. None of these transactions would actually require
cash. Other exchanges, such as information about your preferences gathered
through surveys, might not involve cash.

When consumers acquire, consume (use), and dispose of products and services,
exchange occurs, including during the consumption phase. For example, via Apple’s
“One-to-One” program, you can pay a yearly fee in exchange for additional periodic
product training sessions with an Apple professional. So, each time a training
session occurs, another transaction takes place. A transaction also occurs when you
are finished with a product. For example, you might sell your old iPhone to a friend,
trade in a car, or ask the Salvation Army to pick up your old refrigerator.

Disposing of products has become an important ecological issue. Batteries and other
components of cell phones, computers, and high-tech appliances can be very
harmful to the environment, and many consumers don’t know how to dispose of
these products properly. Some companies, such as Office Depot, have created
recycling centers to which customers can take their old electronics.

Apple has a Web page where consumers can fill out a form, print it, and ship it
along with their old cell phones and MP3 players to Apple. Apple then pulls out the
materials that are recyclable and properly disposes of those that aren’t. By
lessening the hassle associated with disposing of products, Office Depot and Apple
add value to their product offerings.

22. The transaction of value,
usually economic, between a
buyer and seller.
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KEY TAKEAWAY

The focus of marketing has changed from emphasizing the product, price,
place, and promotion mix to one that emphasizes creating, communicating,
delivering, and exchanging value. Value is a function of the benefits an
individual receives and consists of the price the consumer paid and the time
and effort the person expended making the purchase.

REVIEW QUESTIONS

1. What is the marketing mix?
2. How has marketing changed from the four Ps approach to the more

current value-based perspective?
3. What is the personal value equation?
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1.2 Who Does Marketing?

LEARNING OBJECTIVE

1. Describe how the various institutions and entities that engage in
marketing use marketing to deliver value.

The short answer to the question of who does marketing is “everybody!” But that
answer is a bit glib and not too useful. Let’s take a moment and consider how
different types of organizations engage in marketing.

For-Profit Companies

The obvious answer to the question, “Who does marketing?” is for-profit companies
like McDonald’s, Procter & Gamble (the makers of Tide detergent and Crest
toothpaste), and Walmart. For example, McDonald’s creates a new breakfast
chicken sandwich for $1.99 (the offering), launches a television campaign
(communicating), makes the sandwiches available on certain dates (delivering), and
then sells them in its stores (exchanging). When Procter & Gamble (or P&G for
short) creates a new Crest tartar control toothpaste, it launches a direct mail
campaign in which it sends information and samples to dentists to offer to their
patients. P&G then sells the toothpaste through retailers like Walmart, which has a
panel of consumers sample the product and provide feedback through an online
community. These are all examples of marketing activities.

For-profit companies can be defined by the nature of their customers. A B2C
(business-to-consumer) company like P&G sells products to be used by consumers
like you, while a B2B (business-to-business) company sells products to be used
within another company’s operations, as well as by government agencies and
entities. To be sure, P&G sells toothpaste to other companies like Walmart (and
probably to the Army and prisons and other government agencies), but the end user
is an individual person.

Other ways to categorize companies that engage in marketing is by the functions
they fulfill. P&G is a manufacturer, Walmart is a retailer, and Grocery Supply
Company (http://www.grocerysupply.com) is a wholesaler of grocery items and
buys from companies like P&G in order to sell to small convenience store chains.
Though they have different functions, all these types of for-profit companies
engage in marketing activities. Walmart, for example, advertises to consumers.
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Grocery Supply Company salespeople will call on convenience store owners and
take orders, as well as build in-store displays. P&G might help Walmart or Grocery
Supply Company with templates for advertising or special cartons to use in an in-
store display, but all the companies are using marketing to help sell P&G’s
toothpaste.

Similarly, all the companies engage in dialogs with their customers in order to
understand what to sell. For Walmart and Grocery Supply, the dialog may result in
changing what they buy and sell; for P&G, such customer feedback may yield a new
product or a change in pricing strategy.

Nonprofit Organizations

Nonprofit organizations also engage in marketing. When the American Heart
Association (AHA) created a heart-healthy diet for people with high blood pressure,
it 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. The
AHA then sent copies of the diet to doctors to give to patients. When does an
exchange take place, you might be wondering? And what does the AHA get out of
the transaction?

From a monetary standpoint, the AHA does not directly benefit. Nonetheless, the
organization is meeting its mission, or purpose, of getting people to live heart-
healthy lives and considers the campaign a success when doctors give the books to
their patients. The point is that the AHA is engaged in the marketing activities of
creating, communicating, delivering, and exchanging. This won’t involve the same
kind of exchange as a for-profit company, but it is marketing. When a nonprofit
organization engages in marketing activities, this is called nonprofit marketing23.
Some schools offer specific courses in nonprofit marketing, and many marketing
majors begin their careers with nonprofit organizations.

Government entities also engage in marketing activities. For example, when the
U.S. Army advertises to parents of prospective recruits, sends brochures to high
schools, or brings a Bradley Fighting Vehicle to a state fair, the Army is engaging in
marketing. The U.S. Army also listens to its constituencies, as evidenced by recent
research aimed at understanding how to serve military families more effectively.
One result was advertising aimed at parents and improving their response to their
children’s interest in joining the Army; another was a program aimed at
encouraging spouses of military personnel to access counseling services when their
spouse is serving overseas.

23. Marketing activities conducted
to meet the goals of nonprofit
organizations.
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Similarly, the Environmental Protection Agency (EPA) runs a number of advertising
campaigns designed to promote environmentally friendly activities. One such
campaign promoted the responsible disposal of motor oil instead of simply pouring
it on the ground or into a storm sewer.

There is a difference between these two types of activities. When the Army is
promoting the benefits of enlisting, it hopes young men and women will join the
Army. By contrast, when the EPA runs commercials about how to properly dispose
of motor oil, it hopes to change people’s attitudes and behaviors so that social
change occurs. 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 marketing24. Convincing people that
global warming is a real threat via advertisements and commercials is social
marketing, as is the example regarding the EPA’s campaign to promote responsible
disposal of motor oil.

Individuals

If you create a résumé, are you using marketing to communicate the value you have
to offer prospective employers? If you sell yourself in an interview, is that
marketing? When you work for a wage, you are delivering value in exchange for
pay. Is this marketing, too?

Some people argue that these are not marketing activities and that individuals do
not necessarily engage in marketing. (Some people also argue that social marketing
really isn’t marketing either.) Can individuals market themselves and their ideas?

In some respects, the question is a rhetorical one, designed for academics to argue
about in class. Our point is that in the end, it may not matter. If, as a result of
completing this book, you can learn how to more effectively create value,
communicate and deliver that value to the receiver, and receive something in
exchange, then we’ve achieved our purpose.

KEY TAKEAWAY

Marketing can be thought of as a set of business practices that for-profit
organizations, nonprofit organizations, government entities, and individuals
can utilize. When a nonprofit organization engages in marketing activities,
this is called nonprofit marketing. Marketing conducted in an effort to achieve
certain social objectives is called social marketing.

24. Marketing conducted in an
effort to achieve social change.
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REVIEW QUESTIONS

1. What types of companies engage in marketing?
2. What is the difference between nonprofit marketing and social

marketing?
3. What can individuals do for themselves that would be considered

marketing?
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1.3 Why Study Marketing?

LEARNING OBJECTIVE

1. Explain the role marketing plays in individual firms and society as a
whole.

Marketing Enables Profitable Transactions to Occur

Products don’t, contrary to popular belief, sell themselves. Generally, the “build it
and they will come” philosophy doesn’t work. Good marketing educates customers
so that they can find the products they want, make better choices about those
products, and extract the most value from them. In this way, marketing helps
facilitate exchanges between buyers and sellers for the mutual benefit of both
parties. Likewise, good social marketing provides people with information and
helps them make healthier decisions for themselves and for others.

Of course, all business students should understand all functional areas of the firm,
including marketing. There is more to marketing, however, than simply
understanding its role in the business. Marketing has tremendous impact on
society.

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. So when we say that marketing delivers value, marketing
delivers value to both the customer and the company. Franklin D. Roosevelt, the
U.S. president with perhaps the greatest influence on our economic system, once
said, “If I were starting life over again, I am inclined to think that I would go into
the advertising business in preference to almost any other. The general raising of
the standards of modern civilization among all groups of people during the past
half century would have been impossible without the spreading of the knowledge of
higher standards by means of advertising.”Famous Quotes and Authors, “Franklin
D. Roosevelt Quotes and Quotations,” http://www.famousquotesandauthors.com/
authors/franklin_d__roosevelt_quotes.html (accessed December 7, 2009). Roosevelt
referred to advertising, but advertising alone is insufficient for delivering value.
Marketing finishes the job by ensuring that what is delivered is valuable.

Chapter 1 What Is Marketing?

18

http://www.famousquotesandauthors.com/authors/franklin_d__roosevelt_quotes.html
http://www.famousquotesandauthors.com/authors/franklin_d__roosevelt_quotes.html


Marketing Benefits Society

Marketing benefits society in general by improving people’s lives in two ways. First,
as we mentioned, it facilitates trade. As you have learned, or will learn, in
economics, being able to trade makes people’s lives better. Otherwise people
wouldn’t do it. (Imagine what an awful life you would lead if you had to live a
Robinson Crusoe–like existence as did Tom Hanks’s character in the movie
Castaway.) In addition, because better marketing means more successful companies,
jobs are created. This generates wealth for people, who are then able to make
purchases, which, in turn, creates more jobs.

The second way in which marketing improves the quality of life is based on the
value delivery function of marketing, but in a broader sense. When you add all the
marketers together who are trying to deliver offerings of greater value to
consumers and are effectively communicating that value, consumers are able to
make more informed decisions about a wider array of choices. From an economic
perspective, more choices and smarter consumers are indicative of a higher quality
of life.

Marketing Costs Money

Marketing can sometimes be the largest expense associated with producing a
product. In the soft drink business, marketing expenses account for about one-third
of a product’s price—about the same as the ingredients used to make the soft drink
itself. At the bottling and retailing level, the expenses involved in marketing a drink
to consumers like you and me make up the largest cost of the product.

Some people argue that society does not benefit from marketing when it represents
such a huge chunk of a product’s final price. In some cases, that argument is
justified. Yet, when marketing results in more informed consumers receiving a
greater amount of value, then the cost is justified.

Marketing Offers People Career Opportunities

Marketing is the interface between producers and consumers. In other words, it is
the one function in the organization in which the entire business comes together.
Being responsible for both making money for your company and delivering
satisfaction to your customers makes marketing a great career. In addition, because
marketing can be such an expensive part of a business and is so critical to its
success, companies actively seek good marketing people. At the beginning of each
chapter in this book, we profile a person in the marketing profession and let that
person describe for you what he or she does. As you will learn, there’s a great
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variety of jobs available in the marketing profession. These positions represent only
a few of the opportunities available in marketing.

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

• Merchandising. In retailing, merchandisers are responsible for
developing strategies regarding what products wholesalers should
carry to sell to retailers such as Target and Walmart.

• Sales. Salespeople meet with customers, determine their needs,
propose offerings, and make sure that the customer is satisfied. Sales
departments can also include sales support teams who work on
creating the offering.

• Advertising. Whether it’s for an advertising agency or inside a
company, some marketing personnel work on advertising. Television
commercials and print ads are only part of the advertising mix. Many
people who work in advertising spend all their time creating
advertising for electronic media, such as Web sites and their pop-up
ads, podcasts, and the like.

• Product development. People in product development are responsible
for identifying and creating features that meet the needs of a firm’s
customers. They often work with engineers or other technical
personnel to ensure that value is created.

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

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

A career in marketing can begin in a number of different ways. Entry-level positions
for new college graduates are available in many of the positions mentioned above. A
growing number of CEOs are people with marketing backgrounds. Some legendary
CEOs like Ross Perot and Mary Kay Ash got their start in marketing. More recently,
CEOs like Mark Hurd, who runs Hewlett-Packard, and Jeffrey Immelt at GE are
showing how marketing careers can lead to the highest pinnacles of the
organization.
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KEY TAKEAWAY

By facilitating transactions, marketing delivers value to both consumers and
firms. At the broader level, this process creates jobs and improves the
quality of life in a society. Marketing can be costly, so firms need to hire
good people to manage their marketing activities. Being responsible for both
making money for your company and delivering satisfaction to your
customers makes marketing a great career.

REVIEW QUESTIONS

1. Why study marketing?
2. How does marketing provide value?
3. Why does marketing cost so much? Is marketing worth it?
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1.4 Themes and Organization of This Book

LEARNING OBJECTIVE

1. Understand and outline the elements of a marketing plan as a planning
process.

Marketing’s Role in the Organization

We previously discussed marketing as a set of activities that anyone can do.
Marketing is also a functional area in companies, just like operations and
accounting are. Within a company, marketing might be the title of a department,
but some marketing functions, such as sales, might be handled by another
department. Marketing activities do not occur separately from the rest of the
company, however.

As we have explained, pricing an offering, for example, will involve a company’s
finance and accounting departments in addition to the marketing department.
Similarly, a marketing strategy is not created solely by a firm’s marketing
personnel. Instead, it flows from the company’s overall strategy. We’ll discuss
strategy much more completely in Chapter 2 "Strategic Planning".

Everything Starts with Customers

Most organizations start with an idea of how to serve customers better. Apple’s
engineers began working on the iPod by looking at the available technology and
thinking about how customers would like to have their music more available, as
well as more affordable, through downloading.

Many companies think about potential markets and customers when they start.
John Deere, for example, founded his company on the principle of serving
customers. When admonished for making constant improvements to his products
even though farmers would take whatever they could get, Deere reportedly replied,
“They haven’t got to take what we make and somebody else will beat us, and we will
lose our trade.”John Deere, “John Deere: A Biography,” http://www.deere.com/
en_US/compinfo/history/johndeere2.html (accessed December 3, 2009). He
recognized that if his company failed to meet customers’ needs, someone else
would. The mission of the company then became the one shown in Figure 1.4
"Mission Statement of Deere and Company".
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Figure 1.4 Mission Statement of Deere and Company

Source: Deere and Company, used with permission.

Here are a few mission statements from other companies. Note that they all refer to
their customers, either directly or by making references to relationships with them.
Note also how these are written to inspire employees and others who interact with
the company and may read the mission statement.

IBM

IBM will be driven by these values:

• Dedication to every client’s success.
• Innovation that matters, for our company and for the world.
• Trust and personal responsibility in all relationships.IBM, “About

IBM,” http://www.ibm.com/ibm/us/en (accessed December 3, 2009).
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Coca-Cola

Everything we do is inspired by our enduring mission:

• To refresh the world…in body, mind, and spirit.
• To inspire moments of optimism…through our brands and our actions.
• To create value and make a difference…everywhere we engage.The

Coca-Cola Company, “Mission, Vision & Values,” http://www.thecoca-
colacompany.com/ourcompany/mission_vision_values.html (accessed
December 3, 2009).

McDonald’s

• To be our customers’ favorite place and way to eat.McDonald’s, “Our
Company,” http://aboutmcdonalds.com/mcd/our_company/mcd_faq/
student_research.html#1 (accessed December 3, 2009).

Merck

• To provide innovative and distinctive products and services that save
and improve lives and satisfy customer needs, to be recognized as a
great place to work, and to provide investors with a superior rate of
return.Merck & Co., Inc., “The New Merck,” http://www.merck.com/
about/Merck%20Vision%20Mission.pdf (accessed December 7, 2009).

Not all companies create mission statements that reflect a marketing orientation.
Note Apple’s mission statement: “Apple ignited the personal computer revolution in
the 1970s with the Apple II and reinvented the personal computer in the 1980s with
the Macintosh. Today, Apple continues to lead the industry in innovation with its
award-winning computers, OS X operating system and iLife and professional
applications. Apple is also spearheading the digital media revolution with its iPod
portable music and video players and iTunes online store, and has entered the
mobile phone market with its revolutionary iPhone.”Apple, Inc., “Apple’s App Store
Downloads Top 1.5 Billion in First Year,” http://www.apple.com/hk/en/pr/library/
2009/07/14apps.html (accessed December 3, 2009). This mission statement reflects a
production orientation, or an operating philosophy based on the premise that
Apple’s success is due to great products and that simply supplying them will lead to
demand for them. The challenge, of course, is how to create a “great” product
without thinking too much about the customer’s wants and needs. Apple, and for
that matter, many other companies, have fallen prey to thinking that they knew
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what a great product was without asking their customers. In fact, Apple’s first
attempt at a graphic user interface (GUI) was the LISA, a dismal failure.

The Marketing Plan

The marketing plan25 is the strategy for implementing the components of
marketing: creating, communicating, delivering, and exchanging value. Once a
company has decided what business it is in and expressed that in a mission
statement, the firm then develops a corporate strategy. Marketing strategists
subsequently use the corporate strategy and mission and combine that with an
understanding of the market to develop the company’s marketing plan. This is the
focus of Chapter 2 "Strategic Planning". Figure 1.5 "Steps in Creating a Marketing
Plan" shows the steps involved in creating a marketing plan.

The book then moves into understanding customers. Understanding the customer’s
wants and needs; how the customer wants to acquire, consume, and dispose of the
offering; and what makes up their personal value equation are three important
goals. Marketers want to know their customers—who they are and what they like to
do—so as to uncover this information. Generally, this requires marketing
researchers to collect sales and other related customer data and analyze it.

Figure 1.5 Steps in Creating a Marketing Plan

25. A document that is designed to
communicate the marketing
strategy for an offering. The
purpose of the plan is to
influence executives, suppliers,
distributors, and other
important stakeholders of the
firm so they will invest money,
time, and effort to ensure the
plan is a success.
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Once this information is gathered and digested, the planners can then work to
create the right offering. Products and services are developed, bundled together at
a price, and then tested in the market. Decisions have to be made as to when to
alter the offerings, add new ones, or drop old ones. These decisions are the focus of
the next set of chapters and are the second step in marketing planning.

Following the material on offerings, we explore the decisions associated with
building the value chain. Once an offering is designed, the company has to be able
to make it and then be able to get it to the market. This step, planning for the
delivery of value, is the third step in the marketing plan.

The fourth step is creating the plan for communicating value. How does the firm
make consumers aware of the value it has to offer? How can it help them recognize
that value and decide that they should purchase products? These are important
questions for marketing planners.

Once a customer has decided that her personal value equation is likely to be
positive, then she will decide to purchase the product. That decision still has to be
acted on, however, which is the exchange. The details of the exchange are the focus
of the last few chapters of the book. As exchanges occur, marketing planners then
refine their plans based on the feedback they receive from their customers, what
their competitors are doing, and how market conditions are changing.

The Changing Marketing Environment

At the beginning of this chapter, we mentioned that the view of marketing has
changed from a static set of four Ps to a dynamic set of processes that involve
marketing professionals as well as many other employees in an organization. The
way business is being conducted today is changing, too, and marketing is changing
along with it. There are several themes, or important trends, that you will notice
throughout this book.

• Ethics and social responsibility. Businesses exist only because society
allows them to. When businesses begin to fail society, society will
punish them or revoke their license. The crackdown on companies in
the subprime mortgage-lending industry is one example. The collapse
of Enron and the jailing of its executives is another. Scandals such as
these illustrate how society responds to unethical business practices.
However, whereas ethics require that you only do no harm, the
concept of social responsibility26 requires that you must actively seek
to improve the lot of others. Today, people are demanding businesses

26. The idea that companies
should manage their
businesses not just to earn
profits but to advance the well-
being of society.
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take a proactive stance in terms of social responsibility, and they are
being held to ever-higher standards of conduct.

• Sustainability. Sustainability27 is an example of social responsibility
and involves engaging in practices that do not diminish the earth’s
resources. SC Johnson, the company that makes Pledge and Windex,
was among the first companies to engage in manufacturing practices
that reduced or eliminated pollution. Right now, companies do not
have to engage in these practices, but because firms really represent
the people behind them (their owners and employees), forward-
thinking executives are seeking ways to reduce the impact their
companies are having on the planet.

• Service-dominant logic. You might have noticed that we use the word
offering a lot instead of the term product. That’s because of service-
dominant logic, the approach to business that recognizes that
consumers want value no matter how it is delivered. That emphasis on
value is what drives the functional approach to value that we’ve
taken—that is, creating, communicating, delivering, and exchanging
value.

• Metrics. Technology has increased the amount of information
available to decision makers. As such, the amount and quality of data
for evaluating a firm’s performance is increasing. Earlier in our
discussion of the marketing plan, we explained that customers
communicate via transactions. Although this sounds both simple and
obvious, better information technology has given us a much more
complete picture of each exchange. Using this data, we can build more
effective metrics that can then be used to create better offerings,
better communication plans, and so forth.

• A global environment. Every business is influenced by global issues.
The price of oil, for example, is a global concern that affects everyone’s
prices and even the availability of some offerings. Many companies,
though, source some or all their offerings from companies in other
countries or else face some sort of direct competition from companies
based in other countries. Every business professional, whether
marketing or otherwise, has to have some understanding of the global
environment in which companies operate.

27. An example of social
responsibility that involves
engaging in practices that do
not diminish the earth’s
resources.
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KEY TAKEAWAY

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, and evaluating the
firm’s performance. A marketing plan is influenced by environmental trends
such as social responsibility, sustainability, service-dominant logic, the
increased availability of data and effective metrics, and the global nature of
the business environment.

REVIEW QUESTIONS

1. Why does everything start with customers? Or is it only marketing that
starts with customers?

2. What are the key parts of a marketing plan?
3. What is the relationship between social responsibility, sustainability,

service-dominant logic, and the global business environment? How does
the concept of metrics fit?
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1.5 Discussion Questions and Activities
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DISCUSSION QUESTIONS

1. Compare and contrast a four Ps approach to marketing versus the value
approach (creating, communicating, and delivering value). What would
you expect to be the same and what would you expect to be different
between two companies that apply one or the other approach?

2. Assume you are about to graduate. How would you apply marketing
principles to your job search? In what ways would you be able to create,
communicate, and deliver value as a potential employee, and what
would that value be, exactly? How would you prove that you can deliver
that value?

3. Is marketing always appropriate for political candidates? Why or why
not?

4. How do the activities of marketing for value fulfill the marketing
concept for the market-oriented organization?

5. This chapter introduces the personal value equation. How does that
concept apply to people who buy for the government or for a business or
for your university? How does that concept apply when organizations
are engaged in social marketing?

6. This chapter addresses several reasons why marketing is an important
area of study. Should marketing be required for all college students, no
matter their major? Why or why not?

7. Of the four marketing functions, where does it look like most of the jobs
are? What are the specific positions? How are the other marketing
functions conducted through those job positions, even though in a
smaller way?

8. Why is service-dominant logic important?
9. What is the difference between a need and a want? How do marketers

create wants? Provide several examples.
10. The marketing concept emphasizes satisfying customer needs and

wants. How does marketing satisfy your needs as a college student? Are
certain aspects of your life influenced more heavily by marketing than
others? Provide examples.

11. A company’s offering represents the bundling of the tangible good, the
intangible service, and the price. Describe the specific elements of the
offering for an airline carrier, a realtor, a restaurant, and an online
auction site.

12. The value of a product offering is determined by the customer and
varies accordingly. How does a retailer like Walmart deliver value
differently than Banana Republic?

13. Explain how Apple employed the marketing concept in designing,
promoting, and supplying the iPhone. Identify the key benefit(s) for
consumers relative to comparable competitive offerings.
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ACTIVITIES

1. One of your friends is contemplating opening a coffee shop near your
college campus. She seeks your advice about size of the prospective
customer base and how to market the business according to the four Ps.
What strategies can you share with your friend to assist in launching the
business?

2. You are considering working for United Way upon graduation. Explain
how the marketing goals, strategies, and markets for the nonprofit
differ from a for-profit organization.

3. Think about the last time you ate at McDonald’s. Evaluate your
experience using the personal value equation.

4. Marketing benefits organizations, customers, and society. Explain how
an organization like DuPont benefits the community in which it
operates as well as society at large.
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Chapter 2

Strategic Planning

Have you ever wondered how an organization decides which products and services
to develop, price, promote, and sell? Organizations typically develop plans and
strategies that outline how they want to go about this process. Such a plan must
take into account a company’s current internal conditions, such as its resources,
capabilities, technology, and so forth. The plan must also take into account
conditions in the external environment, such as the economy, competitors, and
government regulations that could affect what the firm wants to do.

Just as your personal plans—such as what you plan to major in or where you want to
find a job—are likely to change, organizations also have contingency plans.
Individuals and organizations both must develop long-term (longer than a year)
strategic plans, match their strengths and resources to available opportunities, and
adjust their plans to changing circumstances as necessary.
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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.

What Is a Value Proposition?

Individual buyers and organizational buyers both evaluate products and services to
see if they provide desired benefits. For example, when you’re exploring your
vacation options, you want to know the benefits of each destination and the value
you will get by going to each place. Before you (or a firm) can develop a strategy or
create a strategic plan, you first have to develop a value proposition. A value
proposition1 is a thirty-second “elevator speech” stating the specific benefits a
product or service offering provides a buyer. It shows why the product or service is
superior to competing offers.

The following is an example of a value proposition developed by a sales consulting
firm: “Our clients grow their business, large or small, typically by a minimum of
30–50% over the previous year. They accomplish this without working 80 hour
weeks and sacrificing their personal lives.”Laura Lake, “Develop Your Value
Proposition,” http://marketing.about.com/od/marketingplanandstrategy/a/
valueprop.htm (accessed December 7, 2009).

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.

1. A statement that summarizes
the key benefits or value for
target customers. It explains
why customers should buy a
product, why stakeholders
should donate, or why
prospective employees may
want to work for an
organization.
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Figure 2.1

Like any other company,
Beaches, an all-inclusive chain of
resorts for families, must explain
what its value proposition is to
customers. In other words, why
does a Beaches resort provide
more value to vacationing
families than do other resorts?

Source: Wikimedia Commons.

Firms typically identify different target markets2, or
groups of customers, they want to reach when they are
developing their value propositions. Target markets will
be discussed in more detail in Chapter 5 "Market
Segmenting, Targeting, and Positioning". For now, be
aware that companies sometimes develop different
value propositions for different target markets. The
value proposition tells each group of customers why
they should buy a product or service, vacation to a
particular destination, donate to an organization, and so
forth.

Once the benefits of a product or service are clear, the
firm must develop strategies that support the value
proposition. The value proposition serves as a guide for
this process. In the case of our sales consulting firm, the
strategies it develops must help clients improve their
sales by 30–50 percent. Likewise, if a company’s value
proposition states that the firm is the largest retailer in
the region with the most stores and best product
selection, opening stores or increasing the firm’s
inventory might be a key part of the company’s
strategy.

Individuals and students should also develop their own personal value propositions.
Tell companies why they should hire you or why a graduate school should accept
you. Show the value you bring to the situation. A value proposition will help you in
different situations. Think about if you were to ask your parents for money to go on
an overseas trip or study abroad program. You would need to explain to them the
benefits and value of going abroad. Perhaps studying abroad will make you better
prepared to find a good job. This, in turn, could help you more quickly repay any
college money you might owe your parents—something that they might very much
value.

KEY TAKEAWAY

A value proposition is a thirty-second “elevator speech” stating the specific
value a product or service provides to a target market. Firms may develop
different value propositions for different groups of customers. The value
proposition shows why the product or service is superior to competing
offers and why the customer should buy it or why a firm should hire you.2. The group of customers toward

which an organization directs
its marketing efforts.
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REVIEW QUESTIONS

1. What is a value proposition?
2. You are interviewing for an internship. Create a value proposition for

yourself that you may use as your thirty-second “elevator speech” to get
the company interested in hiring you or talking to you more.

Chapter 2 Strategic Planning

2.1 The Value Proposition 35



Figure 2.2

Many consumers recognize the
Goodyear blimp. Goodyear’s
strategic business units are
North American Tire; Latin

2.2 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 is a process that helps an organization allocate its resources to
capitalize on opportunities in the marketplace. Typically, it is a long-term process.
So how and where does strategic planning occur within organizations? In large
organizations, strategic planning is likely to occur at a number of different levels.
For example, top executives will develop strategic plans for the corporation as a
whole. These are corporate level plans3. In addition, many large firms have
different divisions, or businesses, called strategic business units. A strategic
business unit (SBU)4 is a business or product line within an organization that has
its own competitors, customers, and profit center for accounting purposes. A firm’s
SBUs may also have their own mission statement (purpose) and will generally
develop strategic plans for themselves. These are called business level plans5. The
different departments, or functions (accounting, finance, marketing, and so forth)
within a company or SBU, might also develop strategic plans. For example, a
company may develop a marketing plan or a financial plan, which are functional
level plans.

Figure 2.3 "Strategic Planning Levels in an
Organization" shows an example of different strategic
planning levels that can exist within an organization’s
structure. The number of levels can vary, depending on
the size and structure of an organization. Not every
organization will have every level or have every type of
plan. An overview of the marketing (or functional) plan
is presented briefly at the end of this chapter but will be
discussed in detail in Chapter 16 "The Marketing Plan"
so you can see how the information discussed
throughout the text may be used in developing a
marketing plan.

3. Plans developed for the
corporation as a whole take
place at the corporate level.

4. Businesses or product lines
within an organization that
have their own competitors,
customers, and profit centers.

5. Plans developed for each
strategic business unit
typically have their own
mission statement.
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American Tire; Asia Pacific Tire;
and Europe, Middle East, and
Africa Tire. Goodyear’s SBUs are
set up to satisfy customers’ needs
in different worldwide
markets.Goodyear Tire & Rubber
Company, http://goodyear.com.

Source: Wikimedia Commons.

Figure 2.3 Strategic Planning Levels in an Organization

The strategies and actions implemented at the functional (department) level must
be consistent with and help an organization achieve its objectives at both the
business and corporate levels and vice versa. The SBUs at the business level must
also be consistent with and help an organization achieve its corporate level
objectives. For example, if a company wants to increase its profits at the corporate
level and owns multiple business units, each unit might develop strategic plans to
increase its own profits and thereby the firm’s profits as a whole. At the functional
level, a firm’s marketing department might develop strategic plans to increase sales
and the market share of the firm’s most profitable products, which will increase
profits at the business level and help the corporation’s profitability. Both business
level and functional plans should help the firm increase its profits, so that the
company’s corporate level strategic objectives can be met.

For example, take PepsiCo, which has committed itself to achieving business and
financial success while leaving a positive imprint on society. PepsiCo identifies its
three divisions (business units) as (1) PepsiCo Americas Beverages, which is
responsible for products such as Pepsi soft drinks, Aquafina waters, Tropicana
juices, and Gatorade products; (2) PepsiCo Americas Foods, which is responsible for
Frito-Lay and Quaker Oats products; and (3) PepsiCo International, which consists of
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Figure 2.4

The new Aquafina bottle uses less
plastic and has a smaller label,
reducing waste and helping the
environment.

Source: Wikipedia.

PepsiCo’s businesses in Asia, Africa, Europe, and Australia.PepsiCo, Inc., “The
PepsiCo Family,” http://www.pepsico.com/Company/The-Pepsico-Family.html
(accessed December 7, 2009). To support PepsiCo’s overall corporate strategy, all
three business units must develop strategic plans to profitably produce offerings
while demonstrating that they are committed to society and the environment.

At the functional (marketing) level, to increase
PepsiCo’s profits, employees responsible for different
products or product categories such as beverages or
foods might focus on developing healthier products and
making their packaging more environmentally friendly
so the company captures more market share. For
example, the new Aquafina bottle uses less plastic and
has a smaller label, which helps the environment by
reducing the amount of waste.

Organizations can utilize multiple methods and
strategies at different levels in the corporation to
accomplish their various goals just as you may use
different strategies to accomplish your goals. However,
the basic components of the strategic planning process
are the same at each of the different levels. Next, we’ll
take a closer look at the components of the strategic
planning process.

KEY TAKEAWAY

Strategic planning can occur at different levels (corporate, business, and
functional) in an organization. The number of levels may vary. However, if a
company has multiple planning levels, the plans must be consistent, and all
must help achieve the overall goals of the corporation.
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REVIEW QUESTIONS

1. What different levels of planning can organizations utilize?
2. Give an example and explain how a corporation that wants to help

protect the environment can do so at its corporate, business, and
functional levels.
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2.3 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.

The strategic planning process6 includes conducting a situation analysis and
developing the organization’s mission statement, objectives, value proposition, and
strategies. Figure 2.5 "The Strategic Planning Process" shows the components of
strategic planning. Let’s now look at each of these components.

Figure 2.5 The Strategic Planning Process

6. A process that helps an
organization allocate its
resources under different
conditions to accomplish its
objectives, deliver value, and
be competitive in a market-
driven economy.
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Conducting a Situation Analysis

As part of the strategic planning process, a situation analysis7 must be conducted
before a company can decide on specific actions. A situation analysis involves
analyzing both the external (outside the organization) and the internal (company)
environments, as Figure 2.5 "The Strategic Planning Process" shows. The firm’s
internal environment—such as its financial resources, technological resources, and
the capabilities of its personnel and their performance—has to be examined. It is
also critical to examine the external environment the firm faces, such as the
economy and its competitors. The external environment significantly affects the
decisions a firm makes, and thus must be continuously evaluated. For example,
during the economic downturn in 2008–2009, businesses found that many
competitors cut the prices of their products drastically. Other companies reduced
package sizes or the amount of product in packages. Firms also offered customers
incentives (free shipping, free gift cards with purchase, rebates, etc.) to purchase
their goods and services online, which allowed businesses to cut back on the
personnel needed to staff their brick-and-mortar stores. While a business cannot
control what competitors do, they must decide what actions to take to remain
competitive—actions that depend in part on their internal environment.

Conducting a SWOT Analysis

Based on the situation analysis, organizations analyze their strengths, weaknesses,
opportunities, and threats, or conduct what’s called a SWOT analysis8. Strengths
and weaknesses are internal factors and are somewhat controllable. For example,
an organization’s strengths might include its brand name, efficient distribution
network, reputation for great service, and strong financial position. A firm’s
weaknesses might include lack of awareness of its products in the marketplace, a
lack of human resources talent, and a poor location. Opportunities and threats are
factors that are external to the firm and largely uncontrollable. Opportunities
might entail the international demand for the type of products the firm makes, few
competitors, and favorable social trends such as people living longer. Threats might
include a bad economy, high interest rates that increase a firm’s borrowing costs,
and an aging population that makes it hard for the business to find workers.

You can conduct a SWOT analysis of yourself to help determine your competitive
advantage. Perhaps your strengths include strong leadership abilities and
communication skills, whereas your weaknesses include a lack of organization.
Opportunities for you might exist in specific careers and industries; however, the
economy and other people competing for the same position might be threats.
Moreover, what is a strength for one person (say, strong accounting skills) might be
a weakness for another person (poor accounting skills). The same is true for

7. An assessment of an
organization’s internal and
external environments.

8. An acronym for strengths,
weaknesses, opportunities, and
threats, the SWOT analysis is a
tool that frames the situational
analysis.
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businesses. See Figure 2.6 "Elements of a SWOT Analysis" for an illustration of some
of the factors examined in a SWOT analysis.

Figure 2.6 Elements of a SWOT Analysis

The easiest way to determine if a factor is external or internal is to take away the
company, organization, or individual and see if the factor still exists. Internal
factors such as strengths and weaknesses are specific to a company or individual,
whereas external factors such as opportunities and threats affect multiple
individuals and organizations in the marketplace. For example, if you are doing a
situation analysis on PepsiCo and are looking at the weak economy, take PepsiCo
out of the picture and see what factors remain. If the factor—the weak economy—is
still there, it is an external factor. Even if PepsiCo hadn’t been around in 2008–2009,
the weak economy reduced consumer spending and affected a lot of companies.

Assessing the Internal Environment

As we have indicated, when an organization evaluates which factors are its
strengths and weaknesses, it is assessing its internal environment. Once companies
determine their strengths, they can use those strengths to capitalize on
opportunities and develop their competitive advantage. For example, strengths for
PepsiCo are what are called “mega” brands, or brands that individually generate
over $1 billion in sales.PepsiCo, Inc., “PepsiCo Brands,” http://www.pepsico.com/
Company/Our-Brands.html (accessed December 7, 2009). These brands are also
designed to contribute to PepsiCo’s environmental and social responsibilities.
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PepsiCo’s brand awareness, profitability, and strong presence in global markets are
also strengths. Especially in foreign markets, the loyalty of a firm’s employees can
be a major strength, which can provide it with a competitive advantage. Loyal and
knowledgeable employees are easier to train and tend to develop better
relationships with customers. This helps organizations pursue more opportunities.

Although the brand awareness for PepsiCo’s products is strong, smaller companies
often struggle with weaknesses such as low brand awareness, low financial reserves,
and poor locations. When organizations assess their internal environments, they
must look at factors such as performance and costs as well as brand awareness and
location. Managers need to examine both the past and current strategies of their
firms and determine what strategies succeeded and which ones failed. This helps a
company plan its future actions and improves the odds they will be successful. For
example, a company might look at packaging that worked very well for a product
and use the same type of packaging for new products. Firms may also look at
customers’ reactions to changes in products, including packaging, to see what
works and doesn’t work. When PepsiCo changed the packaging of major brands in
2008, customers had mixed responses. Tropicana switched from the familiar orange
with the straw in it to a new package and customers did not like it. As a result,
Tropicana changed back to their familiar orange with a straw after spending $35
million for the new package design.

Video Clip

Tropicana’s New Ad

(click to see video)

Tropicana’s new ad left out the familiar orange with a straw.

Individuals are also wise to look at the strategies they have tried in the past to see
which ones failed and which ones succeeded. Have you ever done poorly on an
exam? Was it the instructor’s fault, the strategy you used to study, or did you decide
not to study? See which strategies work best for you and perhaps try the same type
of strategies for future exams. If a strategy did not work, see what went wrong and
change it. Doing so is similar to what organizations do when they analyze their
internal environments.

Assessing the External Environment

Analyzing the external environment involves tracking conditions in the
marketplace that, although largely uncontrollable, affect the way an organization
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does business. As we have mentioned, these factors include competition and the
economy. Other external factors include cultural and social trends, political and
legal regulations, technological changes, and the price and availability of natural
resources. Each of these factors is discussed separately in the next section. When
firms globalize, analyzing the environment becomes more complex because they
must examine the external environment in each country in which they do business.
Regulations, competitors, technological development, and the economy may be
different in each country and will affect how firms do business. To see how factors
in the external environment such as technology may change education and lives of
people around the world, watch the videos “Did You Know 2.0?” and “Did You Know
3.0?” which provide information on things such as the number of people on
MySpace compared to populations in the world. Originally created in 2006, the
video has been updated and translated into other languages. The latest edition of
“Did You Know?” was created in Rome in 2008 and shows how information may
change the world.

Video Clip

Did You Know 2.0?

(click to see video)

To see how the external environment and world are changing and in turn affecting marketing strategies,
check out “Did You Know 2.0?”

Video Clip

Did You Know 3.0?

(click to see video)

To see how fast things changed in two years, visit “Did You Know 3.0?”

Although the external environment affects all organizations, companies must focus
on factors that are relevant for their operations. For example, government
regulations on food packaging will affect PepsiCo but not Goodyear. Similarly,
students getting a business degree don’t need to focus on job opportunities for
registered nurses.
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The Competitive Environment

All organizations must consider their competition, whether it is direct or indirect
competition vying for the consumer’s dollar. Both nonprofit and for-profit
organizations compete for customers’ resources. Coke and Pepsi are direct
competitors in the soft drink industry, Hilton and Sheraton are competitors in the
hospitality industry, and organizations such as United Way and the American
Cancer Society compete for resources in the nonprofit sector. However, hotels must
also consider other options that people have when selecting a place to stay, such as
hostels, dorms, bed and breakfasts, or rental homes.

A group of competitors that provide similar products or services form an industry.
Michael Porter, a professor at Harvard University and a leading authority on
competitive strategy, developed an approach for analyzing industries. Called the
five forces modelMichael E. Porter, Competitive Strategy (New York: The Free Press,
1980), 3–33. and shown in Figure 2.7 "Five Forces Model", the framework helps
organizations understand their current competitors as well as organizations that
could become competitors in the future. As such, firms can find the best way to
defend their position in the industry.

Figure 2.7 Five Forces ModelMichael E. Porter, Competitive Strategy (New York: The Free Press, 1980), 4.

Competitive Analysis

When a firm conducts a competitive analysis, they tend to focus on direct
competitors and try to determine a firm’s strengths and weaknesses, its image, and
its resources. Doing so helps the firm figure out how much money a competitor may
be able to spend on things such as research, new product development, promotion,
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Figure 2.8

and new locations. Competitive analysis involves looking at any information
(annual reports, financial statements, news stories, observation details obtained on
visits, etc.) available on competitors. Mystery shoppers9, or people who act like
customers, might visit competitors to learn about their customer service and their
products. Imagine going to a competitor’s restaurant and studying the menu and
the prices and watching customers to see what items are popular and then
changing your menu to better compete. Competitors battle for the customer’s
dollar and they must know what other firms are doing. Individuals and teams also
compete for jobs, titles, and prizes and must figure out the competitors’ weaknesses
and plans in order to take advantage of their strengths and have a better chance of
winning.

According to Porter, in addition to their direct competitors (competitive rivals),
organizations must consider the strength and impact the following could
have:Michael E. Porter, Competitive Strategy (New York: The Free Press, 1980), 3–33.

• Substitute products
• Potential entrants (new competitors) in the marketplace
• The bargaining power of suppliers
• The bargaining power of buyers

When any of these factors change, companies may have to respond by changing
their strategies. For example, because buyers are consuming fewer soft drinks these
days, companies such as Coke and Pepsi have had to develop new, substitute
offerings such as vitamin water and sports drinks. However, other companies such
as Dannon or Nestlé may also be potential entrants in the flavored water market.
When you select a hamburger fast-food chain, you also had the option of substitutes
such as getting food at the grocery or going to a pizza place. When computers
entered the market, they were a substitute for typewriters. Most students may not
have ever used a typewriter, but some consumers still use typewriters for forms and
letters.

Suppliers, the companies that supply ingredients as well
as packaging materials to other companies, must also be
considered. If a company cannot get the supplies it
needs, it’s in trouble. Also, sometimes suppliers see how
lucrative their customers’ markets are and decide to
enter them. Buyers, who are the focus of marketing and
strategic plans, must also be considered because they
have bargaining power and must be satisfied. If a buyer
is large enough, and doesn’t purchase a product or
service, it can affect a selling company’s performance. Walmart, for instance, is a

9. A person who is paid to shop at
a firm’s establishment or one
of its competitors’ to observe
the level of service, cleanliness
of the facility, and so forth, and
report his or her findings to
the firm.
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When personal computers were
first invented, they were a
serious threat to typewriter
makers such as Smith Corona.

Source: Flickr.

Figure 2.9

buyer with a great deal of bargaining power. Firms that
do business with Walmart must be prepared to make
concessions to them if they want their products on the
company’s store shelves.

Lastly, the world is becoming “smaller” and a more of a
global marketplace. Companies everywhere are finding
that no matter what they make, numerous firms around
the world are producing the same “widget” or a similar
offering (substitute) and are eager to compete with
them. Employees are in the same position. The Internet has made it easier than ever
for customers to find products and services and for workers to find the best jobs
available, even if they are abroad. Companies are also acquiring foreign firms.
These factors all have an effect on the strategic decisions companies make.

The Political and Legal Environment

All organizations must comply with government regulations and understand the
political and legal environments in which they do business. Different government
agencies enforce the numerous regulations that have been established to protect
both consumers and businesses. For example, the Sherman Act (1890) prohibits U.S.
firms from restraining trade by creating monopolies and cartels. The regulations
related to the act are enforced by the Federal Trade Commission (FTC), which also
regulates deceptive advertising. The U.S. Food and Drug Administration (FDA)
regulates the labeling of consumable products, such as food and medicine. One
organization that has been extremely busy is the Consumer Product Safety
Commission, the group that sets safety standards for consumer products. Unsafe
baby formula and toys with lead paint caused a big scare among consumers in 2008
and 2009.

As we have explained, when organizations conduct
business in multiple markets, they must understand
that regulations vary across countries and across states.
Many states and countries have different laws that
affect strategy. For example, suppose you are opening
up a new factory because you cannot keep up with the
demand for your products. If you are considering
opening the factory in France (perhaps because the
demand in Europe for your product is strong), you need
to know that it is illegal for employees in that country
to work more than thirty-five hours per week.
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The U.S. Food and Drug
Administration prohibits
companies from using
unacceptable levels of lead in
toys and other household objects,
such as utensils and furniture.
Mattel voluntarily recalled Sarge
cars made in mid-2000.

Source: U.S. Consumer Product
Safety Commission.

The Economic Environment

The economy has a major impact on spending by both
consumers and businesses, which, in turn, affects the
goals and strategies of organizations. Economic factors
include variables such as inflation, unemployment,
interest rates, and whether the economy is in a growth
period or a recession. Inflation occurs when the cost of
living continues to rise, eroding the purchasing power
of money. When this happens, you and other consumers
and businesses need more money to purchase goods and
services. Interest rates often rise when inflation rises.
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 economic downturn that began in 2008 affected consumers and
businesses at all levels worldwide. Consumers reduced their spending, holiday sales
dropped, financial institutions went bankrupt, the mortgage industry collapsed,
and the “Big Three” U.S. auto manufacturers (Ford, Chrysler, and General Motors)
asked for emergency loans.
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Figure 2.10

A small condiment business in
California caters to Hispanic
customers.

© 2010 Jupiterimages
Corporation

Figure 2.11

Technology changes the way we
do business. Banking on a cell
phone adds convenience for
customers. Bar codes on
merchandise speed the checkout
process.

The Social and Cultural Environment

The social and cultural environment—including social
trends, such as people’s attitudes toward fitness and
nutrition; demographic characteristics, such as people’s
age, income, marital status, education, and occupation;
and culture, which relates to people’s beliefs and
values—is changing in the global marketplace. Fitness,
nutrition, and health trends are affecting the product
offerings of many firms. For example, PepsiCo produces
vitamin water and sports drinks. More women are
working, which has led to a rise in the demand for
services such as house cleaning and daycare. U.S. baby
boomers are reaching retirement age, sending their
children to college, and trying to care of their elderly
parents all at the same time. Firms are responding to
the time constraints their buyers face by creating
products that are more convenient, such as frozen
meals and nutritious snacks.

The composition of the population is also constantly
changing. Hispanics are the fastest-growing minority in
the United States. Consumers in this group and other
diverse groups prefer different types of products and
brands. In many cities, stores cater specifically to
Hispanic customers.

Technology

The technology available in the world is changing the
way people communicate and the way firms do business.
Everyone is affected by technological changes. Self-
scanners and video displays at stores, ATMs, the
Internet, and mobile phones are a few examples of how
technology is affecting businesses and consumers. Many
consumers get information, read the news, use text
messaging, and shop online. As a result, marketers have
begun allocating more of their promotion budgets to
online ads and mobile marketing and not just to
traditional print media such as newspapers and
magazines.
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Natural Resources

Natural resources are scarce commodities, and
consumers are becoming increasingly aware of this fact.
Today, many firms are doing more to engage in
“sustainable” practices that help protect the
environment and conserve natural resources. Green
marketing10 involves marketing environmentally safe products and services in a
way that is good for the environment. Water shortages often occur in the summer
months, so many restaurants now only serve patrons water upon request. Hotels
voluntarily conserve water by not washing guests’ sheets and towels every day
unless they request it. Reusing packages (refillable containers) and reducing the
amount of packaging, paper, energy, and water in the production of goods and
services are becoming key considerations for many organizations, whether they sell
their products to other businesses or to final users (consumers). Green marketing
not only helps the environment but also saves the company, and ultimately the
consumer, money. 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.

Once the situation analysis is complete, it becomes a critical input to an
organization’s or an individual’s strategic plan. Let’s look at the other components
of the strategic planning process.

The Mission Statement

The firm’s mission statement11 states the purpose of the organization and why it
exists. Both profit and nonprofit organizations have mission statements, which they
often publicize. The following are examples of mission statements:

PepsiCo’s Mission Statement

“Our mission is to be the world’s premier consumer products company focused on
convenient foods and beverages. We seek to produce financial rewards to investors
as we provide opportunities for growth and enrichment to our employees, our
business partners and the communities in which we operate. And in everything we
do, we strive for honesty, fairness and integrity.”PepsiCo, Inc., “Our Mission and
Vision,” http://www.pepsico.com/Company/Our-Mission-and-Vision.html
(accessed December 7, 2009).”

The United Way’s Mission Statement

10. Marketing environmentally
safe products and services in a
way that is good for the
environment.

11. Defines the purpose of the
organization and answers the
question of how a company
defines its business.
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“To improve lives by mobilizing the caring power of communities.”United Way
Worldwide, “Mission and Vision,” http://www.liveunited.org/about/missvis.cfm
(accessed December 7, 2009).”

Sometimes SBUs develop separate mission statements. For example, PepsiCo
Americas Beverages, PepsiCo Americas Foods, and PepsiCo International might each
develop a different mission statement.

KEY TAKEAWAY

A firm must analyze factors in the external and internal environments it
faces throughout the strategic planning process. These factors are inputs to
the planning process. As they change, the company must be prepared to
adjust its plans. Different factors are relevant for different companies. 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.

REVIEW QUESTIONS

1. What factors in the external environment are affecting the “Big Three”
U.S. automobile manufacturers?

2. What are some examples of Walmart’s strengths?
3. Suppose you work for a major hotel chain. Using Porter’s five forces

model, explain what you need to consider with regard to each force.
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2.4 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

Objectives12 are what organizations want to accomplish—the end results they want
to achieve—in a given time frame. In addition to being accomplished within a
certain time frame, objectives should be realistic (achievable) and be measurable, if
possible. “To increase sales by 2 percent by the end of the year” is an example of an
objective an organization might develop. You have probably set objectives for
yourself that you want to achieve in a given time frame. For example, your
objectives might be to maintain a certain grade point average and get work
experience or an internship before you graduate.

Objectives help guide and motivate a company’s employees and give its managers
reference points for evaluating the firm’s marketing actions. Although many
organizations publish their mission statements, most for-profit companies do not
publish their objectives. Accomplishments at each level of the organization have
helped PepsiCo meet its corporate objectives over the course of the past few years.
PepsiCo’s business units (divisions) have increased the number of their facilities to
grow their brands and enter new markets. PepsiCo’s beverage and snack units have
gained market share by developing healthier products and products that are more
convenient to use.

A firm’s marketing objectives should be consistent with the company’s objectives at
other levels, such as the corporate level and business level. An example of a
marketing objective for PepsiCo might be “to increase by 4 percent the market
share of Gatorade by the end of the year.” The way firms analyze their different
divisions or businesses will be discussed later in the chapter.

Formulating Strategies

Strategies13 are the means to the ends, or what a firm’s going to do to meet its
objectives. Successful strategies help organizations establish and maintain a

12. What organizations want to
accomplish (the end results) in
a given time frame.

13. Actions (means) taken to
accomplish objectives.
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competitive advantage that competitors cannot imitate easily. PepsiCo attempts to
sustain its competitive advantage by constantly developing new products and
innovations, including “mega brands,” which are eighteen individual brands that
generate over $1 billion in sales each.

Firms often use multiple strategies to accomplish their objectives and capitalize on
marketing opportunities. For example, in addition to pursuing a low cost strategy
(selling products inexpensively), Walmart has simultaneously pursued a strategy of
opening new stores rapidly around the world. Many companies develop marketing
strategies as part of their general, overall business plans. Other companies prepare
separate marketing plans. We’ll look at marketing plans here and discuss them
more completely in Chapter 16 "The Marketing Plan".

A marketing plan14 is a strategic plan at the functional level that provides a firm’s
marketing group with direction. It is a road map that improves the firm’s
understanding of its competitive situation. The marketing plan also helps the firm
allocate resources and divvy up the tasks that employees need to do for the
company to meet its objectives. The different components of marketing plans will
be discussed throughout the book and then discussed together at the end of the
book. Next, let’s take a look at the different types of basic market strategies firms
pursue before they develop their marketing plans.

Figure 2.12 Product and Market Entry Strategies

The different types of product and market entry strategies a firm can pursue in order to meet their objectives.

14. A document that is designed to
communicate the marketing
strategy for an offering. The
purpose of the plan is to
influence executives, suppliers,
distributors, and other
important stakeholders of the
firm so they will invest money,
time, and effort to ensure the
plan is a success.
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Market penetration strategies15 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. When Frito-Lay distributes money-saving coupons to customers or offers
them discounts to buy multiple packages of snacks, the company is utilizing a
penetration strategy. The Campbell Soup Company gets consumers to buy more
soup by providing easy recipes using their soup as an ingredient for cooking quick
meals.

Product development strategies16 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. Cell phones that
allow consumers to charge purchases with the phone or take pictures are examples
of a product with enhanced value. A new product can also be one that comes in
different variations, such as new flavors, colors, and sizes. Mountain Dew Voltage,
introduced by PepsiCo Americas Beverages in 2009, is an example. Keep in mind,
however, that what works for one company might not work for another. For
example, just after Starbucks announced it was cutting back on the number of its
lunch offerings, Dunkin’ Donuts announced it was adding items to its lunch menu.

Market development strategies17 focus on entering new markets with existing
products. For example, during the recent economic downturn, manufacturers of
high-end coffee makers began targeting customers who go to coffee shops. The
manufacturers are hoping to develop the market for their products by making sure
consumers know they can brew a great cup of coffee at home for a fraction of what
they spend at Starbucks.

New markets can include any new groups of customers such as different age groups,
new geographic areas, or international markets. Many companies, including
PepsiCo and Hyundai, have entered—and been successful in—rapidly emerging
markets such as Russia, China, and India. As Figure 2.12 "Product and Market Entry
Strategies" shows, there are different ways, or strategies, by which firms can enter
international markets. The strategies vary in the amount of risk, control, and
investment that firms face. Firms can simply export18, or sell their products to
buyers abroad, which is the least risky and least expensive method but also offers
the least amount of control. Many small firms export their products to foreign
markets.

Firms can also license19, or sell the right to use some aspect of their production
processes, trademarks, or patents to individuals or firms in foreign markets.
Licensing is a popular strategy, but firms must figure out how to protect their
interests if the licensee decides to open its own business and void the license

15. Selling more of existing
products and services to
existing customers.

16. Creating new products or
services for existing markets.

17. Selling existing products or
services to new customers.
Foreign markets often present
opportunities for organizations
to expand. Exporting,
licensing, franchising, joint
ventures, and direct
investment are methods that
companies use to enter
international markets.

18. Sell products to buyers in
foreign markets.

19. Sell the right to use some
aspect of the production
process, trademark, or patent
to individuals in foreign
markets.
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agreement. The French luggage and handbag maker Louis Vuitton faced this
problem when it entered China. Competitors started illegally putting the Louis
Vuitton logo on different products, which cut into Louis Vuitton’s profits.

Figure 2.13

The front of a KFC franchise in Asia may be much larger than KFC stores in the United States. Selling franchises is a
popular way for firms to enter foreign markets.

Source: Wikimedia Commons.

Franchising20 is a longer-term form of licensing that is extremely popular with
service firms, such as restaurants like McDonald’s and Subway, hotels like Holiday
Inn Express, and cleaning companies like Stanley Steamer. Franchisees pay a fee for
the franchise and must adhere to certain standards; however, they benefit from the
advertising and brand recognition the franchising company provides.

Contract manufacturing21 allows companies to hire manufacturers to produce
their products in another country. The manufacturers are provided specifications
for the products, which are then manufactured and sold on behalf of the company
that contracted the manufacturing. Contract manufacturing may provide tax
incentives and may be more profitable than manufacturing the products in the
home country. Examples of products in which contract manufacturing is often used
include cell phones, computers, and printers.

20. Granting an independent
operator the right to use your
company’s business model,
techniques, and trademarks for
a fee.

21. When companies hire
manufacturers to produce
their products in another
country.
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Joint ventures22 combine the expertise and investments of two companies and help
companies enter foreign markets. The firms in each country share the risks as well
as the investments. Some countries such as China often require companies to form a
joint venture with a domestic firm in order to enter the market. After entering the
market in a partnership with a domestic firm and becoming established in the
market, some firms may decide to separate from their partner and become their
own business. Fuji Xerox Co., Ltd., is an example of a joint venture between the
Japanese Fuji Photo Film Co. and the American document management company
Xerox. Another example of a joint venture is Sony Ericsson. The venture combined
the Japanese company Sony’s electronic expertise with the Swedish company
Ericsson’s telecommunication expertise.

Direct investment23 (owning a company or facility overseas) is another way to
enter a foreign market. For example, In Bev, the Dutch maker of Beck’s beer, was
able to capture market share in the United States by purchasing St. Louis-based
Anheuser-Busch. A direct investment strategy involves the most risk and
investment but offers the most control. Other companies such as advertising
agencies may want to invest and develop their own businesses directly in
international markets rather than trying to do so via other companies.

Figure 2.14 Market Entry Methods

Diversification strategies24 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. Diversification 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. Warner Music Group’s purchase of the concert
promoter Bulldog Entertainment is an example of a diversification attempt that
failed.

22. An entity that is created when
two parties agree to share their
profits, losses, and control with
one another in an economic
activity they jointly undertake.

23. Owning a company or facility
overseas.

24. Offering products that are
unrelated to other existing
products produced by the
organization.
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KEY TAKEAWAY

The strategic planning process includes a company’s mission (purpose),
objectives (end results desired), and strategies (means). Sometimes the
different SBUs of a firm have different mission statements. A firm’s
objectives should be realistic (achievable) and measurable. The different
product market strategies firms pursue include market penetration, product
development, market development, and diversification.

REVIEW QUESTIONS

1. How do product development strategies differ from market
development strategies?

2. Explain why some strategies work for some companies but not others.
3. What factors do firms entering foreign markets need to consider?
4. How do franchising and licensing strategies differ?
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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.

When a firm has multiple strategic business units like PepsiCo does, it must decide
what the objectives and strategies for each business are and how to allocate
resources among them. A group of businesses can be considered a portfolio25, just
as a collection of artwork or investments compose a portfolio. In order to evaluate
each business, companies sometimes utilize what’s called a portfolio planning
approach. A portfolio planning approach26 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.

25. A group of business units
owned by a single firm.

26. An approach to analyzing
various businesses relative to
one another.
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The Boston Consulting Group Matrix

Figure 2.15 The Boston Consulting Group (BCG) Matrix

The Boston Consulting Group (BCG) matrix27 helps companies evaluate each of its
strategic business units based on two factors: (1) the SBU’s market growth rate (i.e.,
how fast the unit is growing compared to the industry in which it competes) and (2)
the SBU’s relative market share (i.e., 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. However, the BCG matrix is subjective and
managers should also use their judgment and other planning approaches before
making decisions. Using the BCG matrix, managers can categorize their SBUs
(products) into one of four categories, as shown in Figure 2.15 "The Boston
Consulting Group (BCG) Matrix".

Stars

Everyone wants to be a star. A star28 is a product with high growth and a high
market share. To maintain the growth of their star products, a company may have

27. A portfolio planning approach
that examines strategic
business units based on their
relative market shares and
growth rates. Businesses are
classified as stars, cash cows,
question marks (problem
children), or dogs.

28. Business or offering with high
growth and a high market
share.
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to invest money to improve them and how they are distributed as well as promote
them. The iPod, when it was first released, was an example of a star product.

Cash Cows

A cash cow29 is a product with low growth and a high market share. Cash cows have
a large share of a shrinking market. Although they generate a lot of cash, they do
not have a long-term future. For example, DVD players are a cash cow for Sony.
Eventually, DVDs are likely to be replaced by digital downloads, just like MP3s
replaced CDs. Companies with cash cows need to manage them so that they
continue to generate revenue to fund star products.

Questions Marks or Problem Children

Did you ever hear an adult say they didn’t know what to do with a child? The same
question or problem arises when a product has a low share of a high-growth
market. Managers classify these products as question marks or problem
children30. They must decide whether to invest in them and hope they become
stars or gradually eliminate or sell them. For example, as the price of gasoline
soared in 2008, many consumers purchased motorcycles and mopeds, which get
better gas mileage. However, some manufacturers have a very low share of this
market. These manufacturers now have to decide what they should do with these
products.

Dogs

In business, it is not good to be considered a dog. A dog31 is a product with low
growth and low market share. Dogs do not make much money and do not have a
promising future. Companies often get rid of dogs. However, some companies are
hesitant to classify any of their products as dogs. As a result, they keep producing
products and services they shouldn’t or invest in dogs in hopes they’ll succeed.

The BCG matrix helps managers make resource allocation decisions once different
products are classified. Depending on the product, a firm might decide on a number
of different strategies for it. One strategy is to build market share for a business or
product, especially a product that might become a star. Many companies invest in
question marks because market share is available for them to capture. The success
sequence is often used as a means to help question marks become stars. With the
success sequence, money is taken from cash cows (if available) and invested into
question marks in hopes of them becoming stars.

29. Business or offering with a
large share of a shrinking
market.

30. Businesses or offerings with a
low share of a high-growth
market.

31. Business or offering with low
growth and a low market
share.
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Holding market share means the company wants to keep the product’s share at the
same level. When a firm pursues this strategy, it only invests what it has to in order
to maintain the product’s market share. When a company decides to harvest32 a
product, the firm lowers its investment in it. The goal is to try to generate short-
term profits from the product regardless of the long-term impact on its survival. If
a company decides to divest33 a product, the firm drops or sells it. That’s what
Procter & Gamble did in 2008 when it sold its Folgers coffee brand to Smuckers.
Proctor & Gamble also sold Jif peanut butter brand to Smuckers. Many dogs are
divested, but companies may also divest products because they want to focus on
other brands they have in their portfolio.

As competitors enter the market, technology advances, and consumer preferences
change, the position of a company’s products in the BCG matrix is also likely to
change. The company has to continually evaluate the situation and adjust its
investments and product promotion strategies accordingly. The firm must also keep
in mind that the BCG matrix is just one planning approach and that other variables
can affect the success of products.

The General Electric Approach

Another portfolio planning approach that helps a business determine whether to
invest in opportunities is the General Electric (GE) approach34. The GE approach
examines a business’s strengths and the attractiveness of the industry in which it
competes. As we have indicated, a business’ strengths are factors internal to the
company, including strong human resources capabilities (talented personnel),
strong technical capabilities, and the fact that the firm holds a large share of the
market. 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. For example, the automobile industry is not attractive in times of
economic downturn such as the recession in 2009, so many automobile
manufacturers don’t want to invest more in production. They want to cut or stop
spending as much as possible to improve their profitability. Hotels and airlines face
similar situations.

Companies evaluate their strengths and the attractiveness of industries as high,
medium, and low. The firms then determine their investment strategies based on
how well the two correlate with one another. As Figure 2.16 "The General Electric
(GE) Approach" shows, the investment options outlined in the GE approach can be
compared to a traffic light. For example, if a company feels that it does not have the
business strengths to compete in an industry and that the industry is not attractive,
this will result in a low rating, which is comparable to a red light. In that case, the
company should harvest the business (slowly reduce the investments made in it),

32. When a firm lowers investment
in a product or business.

33. When a firm drops or sells a
product or business.

34. A portfolio planning approach
that examines a business’
strengths and the
attractiveness of industries.
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Figure 2.16 The General
Electric (GE) Approach

divest the business (drop or sell it), or stop investing in it, which is what happened
with many automotive manufacturers.

Although many people may think a yellow light means
“speed up,” it actually means caution. Companies with a
medium rating on industry attractiveness and business
strengths should be cautious when investing and
attempt to hold the market share they have. If a
company rates itself high on business strengths and the
industry is very attractive (also rated high), this is
comparable to a green light. In this case, the firm should
invest in the business and build market share. During
bad economic times, many industries are not attractive.
However, when the economy improves businesses must
reevaluate opportunities.

KEY TAKEAWAY

A group of businesses is called a portfolio. Organizations that have multiple
business units must decide how to allocate resources to them and decide
what objectives and strategies are feasible for them. Portfolio planning
approaches help firms analyze the businesses relative to each other. The
BCG and GE approaches are two or the most common portfolio planning
methods.

REVIEW QUESTIONS

1. How would you classify a product that has a low market share in a
growing market?

2. What does it mean to hold market share?
3. What factors are used as the basis for analyzing businesses and brands

using the BCG and the GE approaches?
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2.6 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Explain how a marketing objective differs from a marketing strategy.
How are they related?

2. Explain how an organization like McDonald’s can use licensing to create
value for the brand.

3. How has PepsiCo employed a product development strategy?
4. Discuss how conducting a SWOT (strengths, weaknesses, opportunities,

threats) analysis helps a firm develop its strategic plan.
5. Describe the value propositions the social networking sites YouTube and

MySpace offer Web users.
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ACTIVITIES

1. Outline a strategic plan for yourself to begin planning for a job after
graduation. Include your value proposition, targeted organizations,
objectives, strategies, and the internal and external factors that may
affect your plans.

2. Assume you have an interview for an entry-level sales position. Write a
value proposition emphasizing why you are the best candidate for the
position relative to other recent college graduates.

3. A mission statement outlines an organization’s purpose and answers the
question of how a company defines its business. Write a mission
statement for a campus organization.

4. The Web site “My M&Ms” (http://www.mymms.com) allows customers
to personalize M&M candies with words, faces, and colors and select
from multiple packaging choices. Identify and explain the product
market or market development strategies Mars pursued when it
introduced personalized M&Ms.

5. Explain how the social and cultural environment has impacted the
health care industry. Identify new venues for health care that didn’t
exist a decade ago. (Hint: emergency care services are available outside a
hospital’s emergency room today.)

6. Select an organization for which you would like to work. Look up its
mission statement. What do you think the organization’s objectives and
strategies are? What environmental and internal factors might affect its
success?

7. Break up into teams. Come up with as many real-world examples as you
can of companies that pursued market penetration, market
development, product development, or diversification strategies.
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Chapter 3

Consumer Behavior: How People Make Buying Decisions

Why do you buy the things you do? How did you decide to go to the college you’re
attending? Where do like to shop and when? Do your friends shop at the same
places or different places?

Marketing professionals want to know the answers to these questions. They know
that once they do have those answers, they will have a much better chance of
creating and communicating about products that you and people like you will want
to buy. That’s what the study of consumer behavior is all about. Consumer
behavior1 considers the many reasons why—personal, situational, psychological,
and social—people shop for products, buy and use them, and then dispose of them.

Companies spend billions of dollars annually studying what makes consumers
“tick.” Although you might not like it, Google, AOL, and Yahoo! monitor your Web
patterns—the sites you search, that is. The companies that pay for search
advertising2, or ads that appear on the Web pages you pull up after doing an online
search, want to find out what kind of things you’re interested in. Doing so allows
these companies to send you popup ads and coupons you might actually be
interested in instead of ads and coupons for products such as Depends or Viagra.

Massachusetts Institute of Technology (MIT), in conjunction with a large retail
center, has tracked consumers in retail establishments to see when and where they
tended to dwell, or stop to look at merchandise. How was it done? By tracking the
position of the consumers’ mobile phones as the phones automatically transmitted
signals to cellular towers. MIT found that when people’s “dwell times” increased,
sales increased, too.“The Way the Brain Buys,” Economist, December 20, 2009, 105–7.

Researchers have even looked at people’s brains by having them lie in scanners and
asking them questions about different products. What people say about the
products is then compared to what their brains scans show—that is, what they are
really thinking. Scanning people’s brains for marketing purposes might sound
nutty. But maybe not when you consider the fact is that eight out of ten new
consumer products fail, even when they are test marketed. Could it be that what
people say about potentially new products and what they think about them are
different? Marketing professionals want to find out.“The Way the Brain Buys,”
Economist, December 20, 2009, 105–7.

1. The study of when, where, and
how people buy things and
then dispose of them.

2. Advertising that appears on
the Web pages pulled up when
online searches are conducted.
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Figure 3.1

Tony Hsieh, the chief executive of
the shoe company Zappos.com,
reportedly has thirty thousand
followers on Twitter and his
Zappos blog. Dell has begun
making millions on Twitter by
providing followers with
exclusive deals, outlet offers, and
product updates. To see the top
users of Twitter, go to
http://www.twitterholic.com.

© Zappos.com, Inc.

Studying people’s buying habits isn’t just for big companies, though. Even small
businesses and entrepreneurs can study the behavior of their customers with great
success. For example, by figuring out what zip codes their customers are in, a
business might determine where to locate an additional store. Customer surveys
and other studies can also help explain why buyers purchased what they did and
what their experiences were with a business. Even small businesses such as
restaurants use coupon codes. For example, coupons sent out in newspapers are
given one code. Those sent out via the Internet are given another. Then when the
coupons are redeemed, the restaurants can tell which marketing avenues are
having the biggest effect on their sales.

Some businesses, including a growing number of
startups, are using blogs and social networking Web
sites to gather information about their customers at a
low cost. For example, Proper Cloth, a company based in
New York, has a site on the social networking site
Facebook. Whenever the company posts a new bulletin
or photos of its clothes, all its Facebook “fans”
automatically receive the information on their own
Facebook pages. “We want to hear what our customers
have to say,” says Joseph Skerritt, the young MBA
graduate who founded Proper Cloth. “It’s useful to us
and lets our customers feel connected to Proper
Cloth.”Rebecca Knight, “Custom-made for E-tail
Success,” Financial Times, March 18, 2009, 10. Skerritt
also writes a blog for the company. Twitter and podcasts
that can be downloaded from iTunes are two other ways
companies are amplifying the “word of mouth” about
their products.Rebecca Knight, “Custom-made for E-tail
Success,” Financial Times, March 18, 2009, 10.
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3.1 The Consumer’s Decision-Making Process

LEARNING OBJECTIVES

1. Understand what the stages of the buying process are.
2. Distinguish between low-involvement buying decisions and high-

involvement buying decisions.

You’ve been a consumer with purchasing power for much longer than you probably
realize—since the first time you were asked which cereal or toy you wanted. Over
the years, you’ve developed a systematic way you choose among alternatives, even
if you aren’t aware of it. Other consumers follow a similar process. The first part of
this chapter looks at this process. The second part looks at the situational,
psychological, and other factors that affect what, when, and how people buy what
they do.

Keep in mind, however, that different people, no matter how similar they are, make
different purchasing decisions. You might be very interested in purchasing a Smart
Car. But your best friend might want to buy a Ford 150 truck. Marketing
professionals understand this. They don’t have unlimited budgets that allow them
to advertise in all types of media to all types of people, so what they try to do is
figure out trends among consumers. Doing so helps them reach the people most
likely to buy their products in the most cost effective way possible.

Stages in the Buying Process

Figure 3.2 "Stages in the Consumer’s Purchasing Process" outlines the buying stages
consumers go through. At any given time, you’re probably in some sort of buying
stage. You’re thinking about the different types of things you want or need to
eventually buy, how you are going to find the best ones at the best price, and where
and how will you buy them. Meanwhile, there are other products you have already
purchased that you’re evaluating. Some might be better than others. Will you
discard them, and if so, how? Then what will you buy? Where does that process
start?
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Figure 3.2 Stages in the Consumer’s Purchasing Process

Stage 1. Need Recognition

Perhaps you’re planning to backpack around the country after you graduate, but
you don’t have a particularly good backpack. Marketers often try to stimulate
consumers into realizing they have a need for a product. Do you think it’s a
coincidence that Gatorade, Powerade, and other beverage makers locate their
machines in gymnasiums so you see them after a long, tiring workout? Previews at
movie theaters are another example. How many times have you have heard about a
movie and had no interest in it—until you saw the preview? Afterward, you felt like
had to see it.

Stage 2. Search for Information

Maybe you have owned several backpacks and know what you like and don’t like
about them. Or, there might be a particular brand that you’ve purchased in the past
that you liked and want to purchase in the future. This is a great position for the
company that owns the brand to be in—something firms strive for. Why? Because it
often means you will limit your search and simply buy their brand again.

If what you already know about backpacks doesn’t provide you with enough
information, you’ll probably continue to gather information from various sources.
Frequently people ask friends, family, and neighbors about their experiences with
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Figure 3.3

Osprey backpacks are known for
their durability. The company
has a special design and quality
control center, and Osprey’s
salespeople annually take a
“canyon testing” trip to see how

products. Magazines such as Consumer Reports or Backpacker Magazine might also
help you.

Internet shopping sites such as Amazon.com have become a common source of
information about products. Epinions.com is an example of consumer-generated
review site. The site offers product ratings, buying tips, and price information.
Amazon.com also offers product reviews written by consumers. People prefer
“independent” sources such as this when they are looking for product information.
However, they also often consult nonneutral sources of information, such
advertisements, brochures, company Web sites, and salespeople.

Stage 3. Product Evaluation

Obviously, there are hundreds of different backpacks available to choose from. It’s
not possible for you to examine all of them. (In fact, good salespeople and
marketing professionals know that providing you with too many choices can be so
overwhelming, you might not buy anything at all.) Consequently, you develop
what’s called evaluative criteria to help you narrow down your choices.

Evaluative criteria3 are certain characteristics that are important to you such as
the price of the backpack, the size, the number of compartments, and color. Some
of these characteristics are more important than others. For example, the size of
the backpack and the price might be more important to you than the color—unless,
say, the color is hot pink and you hate pink.

Marketing professionals want to convince you that the
evaluative criteria you are considering reflect the
strengths of their products. For example, you might not
have thought about the weight or durability of the
backpack you want to buy. However, a backpack
manufacturer such as Osprey might remind you through
magazine ads, packaging information, and its Web site
that you should pay attention to these
features—features that happen to be key selling points
of its backpacks.

3. Certain characteristics of
products consumers consider
when they are making buying
decisions.
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well the company’s products
perform.

© 2010 Jupiterimages
Corporation

Stage 4. Product Choice and Purchase

Stage 4 is the point at which you decide what backpack
to purchase. However, in addition to the backpack, you
are probably also making other decisions at this stage,
including where and how to purchase the backpack and
on what terms. Maybe the backpack was cheaper at one
store than another, but the salesperson there was rude.
Or maybe you decide to order online because you’re too
busy to go to the mall. Other decisions, particularly those related to big ticket items,
are made at this point. If you’re buying a high-definition television, you might look
for a store that will offer you credit or a warranty.

Stage 5. Postpurchase Use and Evaluation

At this point in the process you decide whether the backpack you purchased is
everything it was cracked up to be. Hopefully it is. If it’s not, you’re likely to suffer
what’s called postpurchase dissonance4. You might call it buyer’s remorse. You
want to feel good about your purchase, but you don’t. You begin to wonder whether
you should have waited to get a better price, purchased something else, or gathered
more information first. Consumers commonly feel this way, which is a problem for
sellers. If you don’t feel good about what you’ve purchased from them, you might
return the item and never purchase anything from them again. Or, worse yet, you
might tell everyone you know how bad the product was.

Companies do various things to try to prevent buyer’s remorse. For smaller items,
they might offer a money back guarantee. Or, they might encourage their
salespeople to tell you what a great purchase you made. How many times have you
heard a salesperson say, “That outfit looks so great on you!”? For larger items,
companies might offer a warranty, along with instruction booklets, and a toll-free
troubleshooting line to call. Or they might have a salesperson call you to see if you
need help with product.

Stage 6. Disposal of the Product

There was a time when neither manufacturers nor consumers thought much about
how products got disposed of, so long as people bought them. But that’s changed.
How products are being disposed is becoming extremely important to consumers
and society in general. Computers and batteries, which leech chemicals into
landfills, are a huge problem. Consumers don’t want to degrade the environment if
they don’t have to, and companies are becoming more aware of the fact.

4. A situation in which consumers
rethink their decisions after
purchasing products and
wonder if they made the best
decision.
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Take for example, Crystal Light, a water-based beverage that’s sold in grocery
stores. You can buy it in a bottle. However, many people buy a concentrated form of
it, put it in reusable pitchers or bottles, and add water. That way, they don’t have to
buy and dispose of plastic bottle after plastic bottle, damaging the environment in
the process. Windex has done something similar with its window cleaner. Instead of
buying new bottles of it all the time, you can purchase a concentrate and add water.
You have probably noticed that most grocery stores now sell cloth bags consumers
can reuse instead of continually using and discarding of new plastic or paper bags.

Other companies are less concerned about conservation than they are about
planned obsolescence5. Planned obsolescence is a deliberate effort by companies
to make their products obsolete, or unusable, after a period of time. The goal is to
improve a company’s sales by reducing the amount of time between the repeat
purchases consumers make of products. When a software developer introduces a
new version of product, older versions of it are usually designed to be incompatible
with it. For example, not all the formatting features are the same in Microsoft Word
2003 and 2007. Sometimes documents do not translate properly when opened in the
newer version. Consequently, you will be more inclined to upgrade to the new
version so you can open all Word documents you receive.

Products that are disposable are another way in which firms have managed to
reduce the amount of time between purchases. Disposable lighters are an example.
Do you know anyone today that owns a nondisposable lighter? Believe it or not,
prior to the 1960s, scarcely anyone could have imagined using a cheap disposable
lighter. There are many more disposable products today than there were in years
past—including everything from bottled water and individually wrapped snacks to
single-use eye drops and cell phones.

5. A deliberate effort by
companies to make their
products obsolete, or unusable,
after a period of time.
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Figure 3.4

Disposable lighters came into vogue in the United States in the 1960s. You probably don’t own a cool, nondisposable
lighter like one of these, but you don’t have to bother refilling it with lighter fluid either.

© 2010 Jupiterimages Corporation

Low-Involvement versus High-Involvement Buying Decisions

Consumers don’t necessarily go through all the buying stages when they’re
considering purchasing product. You have probably thought about many products
you want or need but never did much more than that. At other times, you’ve
probably looked at dozens of products, compared them, and then decided not to
purchase any one of them. At yet other times, you skip stages 1 through 3 and buy
products on impulse. As Nike would put, you “just do it.” Perhaps you see a
magazine with Angelina Jolie and Brad Pitt on the cover and buy it on the spot
simply because you want it. Purchasing a product with no planning or forethought
is called impulse buying6.

6. Purchases that occurs with no
planning or forethought.
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Impulse buying brings up a concept called level of involvement—that is, how
personally important or interested you are in consuming a product. For example,
you might see a roll of tape at a check-out stand and remember you need one. Or
you might see a bag of chips and realize you’re hungry. These are items you need,
but they are low-involvement products. Low-involvement products7 aren’t
necessarily purchased on impulse, although they can be. Low-involvement products
are, however, inexpensive and pose a low risk to the buyer if she makes a mistake
by purchasing them.

Consumers often engage in routine response behavior8 when they buy low-
involvement products—that is, they make automatic purchase decisions based on
limited information or information they have gathered in the past. For example, if
you always order a Diet Coke at lunch, you’re engaging in routine response
behavior. You may not even think about other drink options at lunch because your
routine is to order a Diet Coke, and you simply do it. If you’re served a Diet Coke at
lunchtime, and it’s flat, oh well. It’s not the end of the world.

By contrast, high-involvement products9 carry a high risk to buyers if they fail,
are complex, or have high price tags. A car, a house, and an insurance policy are
examples. These items are not purchased often. Buyers don’t engage in routine
response behavior when purchasing high-involvement products. Instead,
consumers engage in what’s called extended problem solving10, where they spend
a lot of time comparing the features of the products, prices, warrantees, and so
forth.

High-involvement products can cause buyers a great deal of postpurchase
dissonance if they are unsure about their purchases. Companies that sell high-
involvement products are aware of that postpurchase dissonance can be a problem.
Frequently, they try to offer consumers a lot of information about their products,
including why they are superior to competing brands and how they won’t let the
consumer down. Salespeople are typically utilized to do a lot of customer “hand-
holding.”

7. Products that carry a low risk
of failure and/or have a low
price tag for a specific
individual or group making the
decision.

8. When consumers make
automatic purchase decisions
based on limited information
or information they have
gathered in the past.

9. Products that carry a high
price tag or high level of risk to
the individual or group making
the decision.

10. Purchasing decisions in which
a consumer gathers a
significant amount of
information before making a
decision.
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Figure 3.5

Allstate’s “You’re in Good Hands”
advertisements are designed to
convince consumers that the
insurance company won’t let
them down.

© 2010 Jupiterimages
Corporation

Limited problem solving falls somewhere in the middle.
Consumers engage in limited problem solving11 when
they already have some information about a good or
service but continue to search for a bit more
information. The backpack you’re looking to buy is an
example. You’re going to spend at least some time
looking for one that’s decent because you don’t want it
to fall apart while you’re traveling and dump everything
you’ve packed on a hiking trail. You might do a little
research online and come to a decision relatively
quickly. You might consider the choices available at
your favorite retail outlet but not look at every
backpack at every outlet before making a decision. Or,
you might rely on the advice of a person you know
who’s knowledgeable about backpacks. In some way you
shorten the decision-making process.

Brand names can be very important regardless of the
consumer’s level of purchasing involvement. Consider a
low- versus high-involvement product—say, purchasing
a tube of toothpaste versus a new car. You might routinely buy your favorite brand
of toothpaste, not thinking much about the purchase (engage in routine response
behavior), but not be willing to switch to another brand either. Having a brand you
like saves you “search time” and eliminates the evaluation period because you
know what you’re getting.

When it comes to the car, you might engage in extensive problem solving but,
again, only be willing to consider a certain brands or brands. For example, in the
1970s, American-made cars had such a poor reputation for quality, buyers joked
that a car that’s “not Jap [Japanese made] is crap.” The quality of American cars is
very good today, but you get the picture. If it’s a high-involvement product you’re
purchasing, a good brand name is probably going to be very important to you.
That’s why the makers of high-involvement products can’t become complacent
about the value of their brands.

Video Clip

1970s American Cars

(click to see video)

Today, Lexus is the automotive brand that experiences the most customer loyalty. For a humorous, tongue-
in-cheek look at why the brand reputation of American carmakers suffered in the 1970s, check out this clip.

11. Purchasing decisions made
based on consideration of some
outside information.
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KEY TAKEAWAY

Consumer behavior looks at the many reasons why people buy things and
later dispose of them. Consumers go through distinct buying phases when
they purchases products: (1) realizing the need or want something, (2)
searching for information about the item, (3) evaluating different products,
(4) choosing a product and purchasing it, (5) using and evaluating the
product after the purchase, and (6) disposing of the product. A consumer’s
level of involvement is how interested he or she is in buying and consuming
a product. Low-involvement products are usually inexpensive and pose a
low risk to the buyer if she makes a mistake by purchasing them. High-
involvement products carry a high risk to the buyer if they fail, are complex,
or have high price tags. Limited-involvement products fall somewhere in
between.

REVIEW QUESTIONS

1. What is consumer behavior? Why do companies study it?
2. What stages do people go through in the buying process?
3. How do low-involvement products differ from high-involvement

products in terms of the risks their buyers face? Name some products in
each category that you’ve recently purchased.
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3.2 Situational Factors That Affect People’s Buying Behavior

LEARNING OBJECTIVES

1. Describe the situational factors that affect what consumers buy and
when.

2. Explain what marketing professionals can do to make situational factors
work to their advantage.

Situational influences are temporary conditions that affect how buyers
behave—whether they actually buy your product, buy additional products, or buy
nothing at all from you. They include things like physical factors, social factors,
time factors, the reason for the buyer’s purchase, and the buyer’s mood. You have
undoubtedly been affected by all these factors at one time or another. Because
businesses very much want to try to control these factors, let’s now look at them in
more detail.

The Consumer’s Physical Situation

Have you ever been in a department story and couldn’t find your way out? No, you
aren’t necessarily directionally challenged. Marketing professionals take physical
factors such as a store’s design and layout into account when they are designing
their facilities. Presumably, the longer you wander around a facility, the more you
will spend. Grocery stores frequently place bread and milk products on the opposite
ends of the stores because people often need both types of products. To buy both,
they have to walk around an entire store, which of course, is loaded with other
items they might see and purchase.

Store locations are another example of a physical factor. Starbucks has done a good
job in terms of locating its stores. It has the process down to a science; you can
scarcely drive a few miles down the road without passing a Starbucks. You can also
buy cups of Starbucks coffee at many grocery stores and in airports—virtually any
place where there is foot traffic.

Physical factors like these—the ones over which firms have control—are called
atmospherics12. In addition to store locations, they include the music played at
stores, the lighting, temperature, and even the smells you experience. Perhaps
you’ve visited the office of an apartment complex and noticed how great it looked
and even smelled. It’s no coincidence. The managers of the complex were trying to

12. The physical aspects of the
selling environment retailers
try to control.
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get you to stay for a while and have a look at their facilities. Research shows that
“strategic fragrancing” results in customers staying in stores longer, buying more,
and leaving with better impression of the quality of stores’ services and products.
Mirrors near hotel elevators are another example. Hotel operators have found that
when people are busy looking at themselves in the mirrors, they don’t feel like they
are waiting as long for their elevators.Patricia Moore, “Smells Sell,” NZ Business,
February 2008, 26–27.

Not all physical factors are under a company’s control, however. Take weather, for
example. Rain and other types of weather can be a boon to some companies, like
umbrella makers such as London Fog, but a problem for others. Beach resorts,
outdoor concert venues, and golf courses suffer when the weather is rainy. So do a
lot of retail organizations—restaurants, clothing stores, and automobile dealers.
Who wants to shop for a car in the rain or snow?

Firms often attempt to deal with adverse physical factors such as bad weather by
making their products more attractive during unattractive times. For example,
many resorts offer consumers discounts to travel to beach locations during
hurricane season. Having an online presence is another way to cope with weather-
related problems. What could be more comfortable than shopping at home? If it’s
too cold and windy to drive to the GAP, REI, or Abercrombie & Fitch, you can buy
these companies’ products online. You can shop online for cars, too, and many
restaurants take orders online and deliver.

Crowding is another situational factor. Have you ever left a store and not purchased
anything because it was just too crowded? Some studies have shown that consumers
feel better about retailers who attempt to prevent overcrowding in their stores.
However, other studies have shown that to a certain extent, crowding can have a
positive impact on a person’s buying experience. The phenomenon is often referred
to as “herd behavior.”

If people are lined up to buy something, you want to know why. Should you get in
line to buy it too? Herd behavior helped drive up the price of houses in the
mid-2000s before the prices for them rapidly fell. Unfortunately, herd behavior has
also led to the deaths of people. In 2008, a store employee was trampled to death by
an early morning crowd rushing into a Walmart to snap up holiday bargains.

To some extent, how people react to crowding depends on their personal tolerance
levels. Which rock concert would you rather attend: A sold-out concert in which the
crowd is having a rocking good time? Or a half-sold-out concert where you can
perhaps move to a seat closer to the stage and not have to stand in line at the
restrooms?Carol J. Gaumer and William C. Leif, “Social Facilitation: Affect and
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Application in Consumer Buying Situations,” Journal of Food Products Marketing 11,
no. 1 (2005): 75–82.

The Consumer’s Social Situation

The social situation you’re in can significantly affect what you will buy, how much
of it, and when. Perhaps you have seen Girl Scouts selling cookies outside grocery
stores and other retail establishments and purchased nothing from them. But what
if your neighbor’s daughter is selling the cookies? Are you going to turn her down,
or be a friendly neighbor and buy a box (or two)?

Video Clip

Thin Mints, Anyone?

(click to see video)

Are you going to turn down this cute Girl Scout’s cookies? What if she’s your neighbor’s daughter? Pass the
milk, please!

Companies like Avon and Tupperware that sell their products at parties understand
that the social situation you’re in makes a difference. When you’re at a Tupperware
party a friend is having, you don’t want to disappoint her by not buying anything.
Plus, everyone at the party will think you’re cheap.

Certain social situations can also make you less willing to buy products. You might
spend quite a bit of money each month eating at fast-food restaurants like
McDonald’s and Subway. But suppose you’ve got a hot first date? Where do you take
your date? Some people might take a first date to Subway, but that first date might
also be the last. Other people would perhaps choose a restaurant that’s more
upscale. Likewise, if you have turned down a drink or dessert on a date because you
were worried about what the person you were with might have thought, your
consumption was affected by your social situation.Anna S. Matilla and Jochen Wirtz,
“The Role of Store Environmental Stimulation and Social Factors on Impulse
Purchasing,” Journal of Services Marketing 22, no. 7 (2008): 562–67.

The Consumer’s Time Situation

The time of day, the time of year, and how much time consumers feel like they have
to shop also affects what they buy. Researchers have even discovered whether
someone is a “morning person” or “evening person” affects shopping patterns.
Seven-Eleven Japan is a company that’s extremely in tune to physical factors such
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as time and how it affects buyers. 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—sometimes via motorcycle deliveries that zip in and
out of traffic along Japan’s crowded streets. The goal is to get the products on the
shelves when and where consumers want them. Seven-Eleven Japan also knows
that, like Americans, its customers are “time starved.” Shoppers can pay their
utility bills, local taxes, and insurance or pension premiums at Seven-Eleven Japan
stores, and even make photocopies.Allan Bird, “Retail Industry,” Encyclopedia of
Japanese Business and Management (London: Routledge, 2002), 399–400.

Companies worldwide are aware of people’s lack of time and are finding ways to
accommodate them. Some doctors’ offices offer drive-through shots for patients
who are in a hurry and for elderly patients who find it difficult to get out of their
cars. Tickets.com allows companies to sell tickets by sending them to customers’
mobile phones when they call in. The phones’ displays are then read by barcode
scanners when the ticket purchasers arrive at the events they’re attending.
Likewise, if you need customer service from Amazon.com, there’s no need to wait
on hold on the telephone. If you have an account with Amazon, you just click a
button on the company’s Web site and an Amazon representative calls you
immediately.

The Reason for the Consumer’s Purchase

The reason you are shopping also affects the amount of time you will spend
shopping. Are you making an emergency purchase? Are you shopping for a gift? In
recent years, emergency clinics have sprung up in strip malls all over the country.
Convenience is one reason. The other is sheer necessity. If you cut yourself and you
are bleeding badly, you’re probably not going to shop around much to find the best
clinic to go to. You will go to the one that’s closest to you.

What about shopping for a gift? Purchasing a gift might not be an emergency
situation, but you might not want to spend much time shopping for it either. Gift
certificates have been a popular way to purchase for years. But now you can
purchase them as cards at your corner grocery store. By contrast, suppose you need
to buy an engagement ring. Sure, you could buy one online in a jiffy, but you
probably wouldn’t, because it’s a high-involvement product. What if it were a fake?
How would you know until after you purchased it? What if your significant other
turned you down and you had to return the ring? How hard would it be to get back
online and return the ring?Jacob Hornik and Giulia Miniero, “Synchrony Effects on
Customers’ Responses and Behaviors,” International Journal of Research in Marketing
26, no. 1 (2009): 34–40.
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The Consumer’s Mood

Have you ever felt like going on a shopping spree? At other times wild horses
couldn’t drag you to a mall. People’s moods temporarily affect their spending
patterns. Some people enjoy shopping. It’s entertaining for them. At the extreme
are compulsive spenders who get a temporary “high” from spending.

A sour mood can spoil a consumer’s desire to shop. The crash of the U.S. stock
market in 2008 left many people feeling poorer, leading to a dramatic downturn in
consumer spending. Penny pinching came into vogue, and conspicuous spending
was out. Costco and Walmart experienced heightened sales of their low-cost
Kirkland Signature and Great Value brands as consumers scrimped.“Wal-Mart
Unveils Plans for Own-Label Revamp,” Financial Times, March 17, 2009, 15.

Saks Fifth Avenue wasn’t so lucky. Its annual release of spring fashions usually leads
to a feeding frenzy among shoppers, but spring 2009 was different. “We’ve
definitely seen a drop-off of this idea of shopping for entertainment,” says Kimberly
Grabel, Saks Fifth Avenue’s senior vice president of marketing.Stephanie
Rosenbloom (New York Times News Service), “Where Have All the Shoppers Gone?”
Fort Worth Star-Telegram, March 18, 2009, 5E.

To get buyers in the shopping mood, companies resorted to different measures. The
upscale retailer Neiman Marcus began introducing more midpriced brands. By
studying customer’s loyalty cards, the French hypermarket Carrefour hoped to find
ways to get its customers to purchase nonfood items that have higher profit
margins.

The glum mood wasn’t bad for all businesses though. Discounters like Half-Priced
books saw their sales surge. So did seed sellers as people began planting their own
gardens. Finally, those products you see being hawked on television? Aqua Globes,
Snuggies, and Ped Eggs? Their sales were the best ever. Apparently, consumers too
broke to go to on vacation or shop at Saks were instead watching television and
treating themselves to the products.Alyson Ward, “Products of Our Time,” Fort
Worth Star-Telegram, March 7, 2009, 1E.
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KEY TAKEAWAY

Situational influences are temporary conditions that affect how buyers
behave. They include physical factors such as a store’s buying locations,
layout, music, lighting, and even smells. Companies try to make the physical
factors in which consumers shop as favorable as possible. If they can’t, they
utilize other tactics such as discounts. The consumer’s social situation, time
situation, the reason for their purchases, and their moods also affect their
buying behavior.

REVIEW QUESTIONS

1. Why and how does the social situation the consumer is in play a role in
behavior?

2. Outline the types of physical factors companies try to affect and how
they go about it.

3. What social situations have you been in that affected what you
purchased?

4. What types of moods and time situations are likely to affect people’s
buying behavior?
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3.3 Personal Factors That Affect People’s Buying Behavior

LEARNING OBJECTIVES

1. Explain how a person’s self-concept and ideal self affects what he or she
buys.

2. Describe how companies market products to people based on their
genders, life stages, and ages.

3. Explain how looking at the lifestyles of consumers helps firms
understand what they want to purchase.

The Consumer’s Personality

Personality13 describes a person’s disposition as other people see it. The following
are the “Big Five” personality traits that psychologists discuss frequently:

1. Openness. How open you are to new experiences.
2. Conscientiousness. How diligent you are.
3. Extraversion. How outgoing or shy you are.
4. Agreeableness. How easy you are to get along with.
5. Neuroticism. How prone you are to negative mental states.

The question marketing professionals want answered is do the traits predict
people’s purchasing behavior? Can companies successfully target certain products
at people based on their personalities? And how do you find out what personalities
they have? Are the extraverts you know wild spenders and the introverts you know
penny pinchers? Maybe not.

The link between people’s personalities and their buying behavior is somewhat
unclear, but market researchers continue to study it. For example, some studies
have shown that “sensation seekers,” or people who exhibit extremely high levels
of openness, are more likely to respond well to advertising that’s violent and
graphic. The practical problem for firms is figuring out “who’s who” in terms of
their personalities.

13. An individual’s disposition as
other people see it.
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The Consumer’s Self-Concept

Marketers have had better luck linking people’s self-concept to their buying
behavior. Your self-concept14 is how you see yourself—be it positive or negative.
Your ideal self15 is how you would like to see yourself—whether it’s prettier, more
popular, more eco-conscious, or more “goth.”

Marketing researchers believe people buy products to enhance how they feel about
themselves—to get themselves closer to their ideal selves, in other words. The
slogan “Be All That You Can Be,” which for years was used by the U.S. Army to
recruit soldiers, is an attempt to appeal to the self-concept. Presumably, by joining
the U.S. Army, you will become a better version of yourself, which will, in turn,
improve your life. Many beauty products and cosmetic procedures are advertised in
a way that’s supposed to appeal to the ideal selves people are searching for. All of us
want products that improve our lives.

The Consumer’s Gender

Everyone knows that men and women buy different products. Physiologically
speaking, they simply need different product—different underwear, shoes,
toiletries, and a host of other products.Cheryl B. Ward and Tran Thuhang,
“Consumer Gifting Behaviors: One for You, One for Me?” Services Marketing Quarterly
29, no. 2 (2007): 1–17. Men and women also shop differently. One study by Resource
Interactive, a technology research firm, found that when shopping online, men
prefer sites with lots of pictures of products; women prefer to see products online
in lifestyle context—say, a lamp in a living room. Women are also twice as likely as
men to use viewing tools such as the zoom and rotate buttons and links that allow
them to change the color of products.

In general, men have a different attitude about shopping than women do. You know
the old stereotypes: Men see what they a want and buy it, but women “shop ‘til they
drop.” There’s some truth to the stereotypes. Otherwise, you wouldn’t see so many
advertisements directed at one sex or the other—beer commercials that air on ESPN
and commercials for household products that air on Lifetime. In fact, women
influence fully two-thirds of all household product purchases, whereas men buy
about three-quarters of all alcoholic beverages.Genevieve Schmitt, “Hunters and
Gatherers,” Dealernews 44, no. 8 (2008): 72. The article references the 2006
Behavioral Tracking Study by Miller Brewing Company.

Video Clip

What Women Want versus What Men Want

14. How a person sees himself or
herself.

15. How a person would like to
view himself or herself.
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Figure 3.6

Marketing to men is big business.
Some advertising agencies
specialize in advertisements
designed specifically to appeal to
male consumers.

© 2010 Jupiterimages
Corporation

(click to see video)

Check out this Heineken commercial which highlights the differences between “what women want” and
“what men want” when it comes to products.

The shopping differences between men and women seem to be changing, though.
For example, younger, well-educated men are less likely to believe grocery
shopping is a woman’s job. They would also be more inclined to bargain shop and
use coupons if the coupons were properly targeted at them.Jeanne Hill and Susan K.
Harmon, “Male Gender Role Beliefs, Coupon Use and Bargain Hunting,” Academy of
Marketing Studies Journal 11, no. 2 (2007): 107–21. One survey found that
approximately 45 percent of married men actually like shopping and consider it
relaxing.

Many businesses today are taking greater pains to figure
out “what men want.” Products such as face toners and
body washes for men, such as the Axe brand, are a
relatively new phenomenon. So are hair salons such as
the Men’s Zone and Weldon Barber. Some advertising
agencies specialize in advertising directed at men. Keep
in mind that there are also many items targeted toward
women that weren’t in the past, including products such
as kayaks and mountain bikes.

The Consumer’s Age and Stage of Life

You have probably noticed that the things you buy have
changed as you age. When you were a child, the last
thing you probably wanted as a gift was clothing. As you
became a teen, however, cool clothes probably became a
bigger priority. Don’t look now, but depending on the
stage of life you’re currently in, diapers and wrinkle
cream might be just around the corner.

Companies understand that people buy different things based on their ages and life
stages. Aging baby boomers are a huge market that companies are trying to tap.
Ford and other car companies have created “aging suits” for young employees to
wear when they’re designing automobiles.“Designing Cars for the Elderly: A Design
Story,” http://www.businessweek.com/globalbiz/content/may2008/
gb2008056_154197.htm (accessed April 13, 2012). The suit simulates the restricted
mobility and vision people experience as they get older. Car designers can then
figure out how to configure the automobiles to better meet the needs of these
consumers.
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Figure 3.7

You’re only as old as you
feel—and the things you buy.

© 2010 Jupiterimages
Corporation

Lisa Rudes Sandel, the founder of Not Your Daughter’s Jeans (NYDJ), created a
multimillion-dollar business by designing jeans for baby boomers with womanly
bodies. Since its launch seven years ago, NYDJ has become the largest domestic
manufacturer of women’s jeans under $100. “The truth is,” Rudes Sandel says, “I’ve
never forgotten that woman I’ve been aiming for since day one.” Sandel “speaks to”
every one of her customers via a note tucked into each pair of jean that reads,
“NYDJ (Not Your Daughter’s Jeans) cannot be held responsible for any positive
consequence that may arise due to your fabulous appearance when wearing the
Tummy Tuck jeans. You can thank me later.”Sarah Saffian, “Dreamers: The Making
of Not Your Daughter’s Jeans,” Reader’s Digest, March 2009, 53–55.

Your chronological age16, or actual age in years, is one
thing. Your cognitive age17, or how old you perceive
yourself to be, is another. In other words, how old do
you really feel? A person’s cognitive age affects the
activities one engages in and sparks interests consistent
with the person’s perceived age.Benny Barak and Steven
Gould, “Alternative Age Measures: A Research Agenda,”
in Advances in Consumer Research, vol. 12, ed. Elizabeth C.
Hirschman and Morris B. Holbrook (Provo, UT:
Association for Consumer Research, 1985), 53–58.
Cognitive age is a significant predictor of consumer
behaviors, including people’s dining out, watching
television, going to bars and dance clubs, playing
computer games, and shopping.Benny Barak and Steven
Gould, “Alternative Age Measures: A Research Agenda,”
in Advances in Consumer Research, vol. 12, ed. Elizabeth C.
Hirschman and Morris B. Holbrook (Provo, UT:
Association for Consumer Research, 1985), 53–58. How
old people “feel” they are has important implications for marketing professionals.
For example, companies have found that many “aged” consumers don’t take kindly
to products that feature “old folks.” The consumers can’t identify with them
because they see themselves as being younger. We will discuss more about the
various age groups and how marketing professionals try to target them in Chapter 5
"Market Segmenting, Targeting, and Positioning".

The Consumer’s Lifestyle

At the beginning of the chapter, we explained that two consumers (say, you and
your best friend) can be similar in age, personality, gender, and so on but still
purchase very different products. If you have ever watched the television show Wife
Swap, you can see that despite people’s similarities (e.g., being middle-class
Americans who are married with children), their lifestyles can differ radically.

16. A person’s age in years.

17. The age a buyer perceives
himself or herself to be.
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To better understand consumers and connect with them, companies have begun
looking more closely at consumers’ lifestyles. This often includes asking consumers
to fill out extensive questionnaires or conducting in-depth interviews with them.
The questionnaires go beyond asking people about the products they like, where
they live, and what sex they are. Instead, researchers ask people what they do—that
is, how they spend their time and what their priorities, values, and general outlooks
on the world are. Where do they go other than work? Who do they like to talk to?
What do they talk about? Researchers hired by Procter & Gamble have gone so far
as to follow women around for weeks as they shop, run errands, and socialize with
one another.Robert Berner, “Detergent Can Be So Much More,” BusinessWeek, May 1,
2006, 66–68. Other companies have paid people to keep a daily journal of their
activities and routines.

Audio Clip

Interview with Joy Mead

http://app.wistia.com/embed/medias/45f9c7fa67

Joy Mead is an associate director of marketing for Procter & Gamble. Listen to this audio clip to learn about
the approach Procter & Gamble takes to understand customers.

A number of research organizations examine lifestyle and psychographic
characteristics of consumers. Psychographics18 combines the lifestyle traits of
consumers (for example, whether they are single or married, wealthy or poor, well-
educated or high school dropouts) and their personality styles with an analysis of
their attitudes, activities, and values to determine groups of consumers with similar
characteristics. We will talk more about psychographics and what companies do to
develop further insight into what consumers want in Chapter 5 "Market
Segmenting, Targeting, and Positioning".

18. Measuring the attitudes,
values, lifestyles, and opinions
of consumers using
demographics.
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KEY TAKEAWAY

Your personality describes your disposition as other people see it. Market
researchers believe people buy products to enhance how they feel about
themselves. Your gender also affects what you buy and how you shop.
Women shop differently than men. However, there’s some evidence that this
is changing. Younger men and women are beginning to shop more alike.
People buy different things based on their ages and life stages. A person’s
cognitive age is how old he “feels” himself to be. To further understand
consumers and connect with them, companies have begun looking more
closely at their lifestyles (what they do, how they spend their time, what
their priorities and values are, and how they see the world).

REVIEW QUESTIONS

1. Explain how someone’s personality differs from his or her self-concept.
How does the person’s ideal self come into play in a consumer-behavior
context?

2. Describe the buying patterns women exhibit versus men.
3. Why are companies interested in consumers’ cognitive ages?
4. What are some of the consumer lifestyle factors firms examine?
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3.4 Psychological Factors That Affect People’s Buying Behavior

LEARNING OBJECTIVES

1. Explain how Maslow’s hierarchy of needs works.
2. Outline the additional psychological factors that affect people’s buying

behavior.

Motivation

Motivation19 is the inward drive we have to get what we need. In the mid-1900s,
Abraham Maslow, an American psychologist, developed the hierarchy of needs
shown in Figure 3.8 "Maslow’s Hierarchy of Needs".

Figure 3.8 Maslow’s Hierarchy of Needs

Maslow theorized that people have to fulfill their basic needs—like the need for
food, water, and sleep—before they can begin fulfilling higher-level needs. Have you

19. The inward drive people have
to get what they need.
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ever gone shopping when you were tired or hungry? Even if you were shopping for
something that would make you envy of your friends (maybe a new car) you
probably wanted to sleep or eat even worse. (Forget the car. Just give me a nap and
a candy bar.)

People’s needs can be recurring, such as the physiological need for hunger. You eat
breakfast and are hungry at lunchtime and then again in the evening. Other needs
tend to be enduring, such as the need for shelter, clothing, and safety. Still other
needs arise at different points in time in a person’s life. For example, during grade
school and high school, your social needs probably rose to the forefront. You wanted
to have friends and get a date. Perhaps this prompted you to buy certain types of
clothing or electronic devices. After high school, you began thinking about how
people would view you in your “station” in life, so you decided to pay for college
and get a professional degree, thereby fulfilling your need for esteem. If you’re
lucky, at some point you will realize Maslow’s state of self-actualization: You will
believe you have become the person in life that you feel you were meant to be.

Marketing professionals understand Maslow’s hierarchy. Take the need for people
to feel secure and safe. Following the economic crisis that began in 2008, the sales of
new automobiles dropped sharply virtually everywhere around the world—except
the sales of Hyundai vehicles. Hyundai ran an ad campaign that assured car buyers
they could return their vehicles if they couldn’t make the payments on them
without damaging their credit. Other carmakers began offering similar programs
after they saw how successful Hyundai had been.

Likewise, banks began offering “worry-free” mortgages to ease the minds of would-
be homebuyers. For a fee of about $500, First Mortgage Corp., a Texas-based bank,
offered to make a homeowner’s mortgage payment for six months if he or she got
laid off.Andrea Jares, “New Programs Are Taking Worries from Home Buying,” Fort
Worth Star-Telegram, March 7, 2010, 1C–2C.

The Consumer’s Perception

Perception20 is how you interpret the world around you and make sense of it in
your brain. You do so via stimuli that affect your different senses—sight, hearing,
touch, smell, and taste. How you combine these senses also makes a difference. For
example, in one study, consumers were blindfolded and asked to drink a new brand
of clear beer. Most of them said the product tasted like regular beer. However,
when the blindfolds came off and they drank the beer, many of them described it as
“watery” tasting.Laura Ries, In the Boardroom: Why Left-Brained Management and Right-
Brain Marketing Don’t See Eye-to-Eye (New York: HarperCollins, 2009).

20. How people interpret the
world around them.
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Using different types of stimuli, marketing professionals try to make you more
perceptive to their products whether you need them or not. It’s not an easy job.
Consumers today are bombarded with all types of marketing from every
angle—television, radio, magazines, the Internet, and even bathroom walls. It’s
been estimated that the average consumer is exposed to about three thousand
advertisements per day.Kalle Lasn, Culture Jam: The Uncooling of America (New York:
William Morrow & Company, 1999). Consumers are also multitasking more today
than in the past. They are surfing the Internet, watching television, and checking
their cell phones for text messages simultaneously. All day, every day, we are
receiving information. Some, but not all, of it makes it into our brains.

Have you ever read or thought about something and then started noticing ads and
information about it popping up everywhere? That’s because your perception of it
had become heightened. Many people are more perceptive to advertisements for
products they need. Selective perception21 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. At other times, people
forget information, even if it’s quite relevant to them, which is called selective
retention22. Usually the information contradicts the person’s belief. A longtime
chain smoker who forgets much of the information communicated during an
antismoking commercial is an example.

To be sure their advertising messages get through to you, companies use repetition.
How tired of iPhone commercials were you before they tapered off the tube? How
often do you see the same commercial aired during a single television show?

Video Clip

A Parody of an iPhone Commercial

(click to see video)

Check out this parody on Apple’s iPhone commercial.

Using surprising stimuli is also a technique. Sometimes this is called shock
advertising23. The clothing makers Benetton and Calvin Klein are probably best
known for their shocking advertising. Calvin Klein sparked an uproar when it
featured scantily clad prepubescent teens in its ads. There’s evidence that shock
advertising actually works, though. One study found that shocking content
increased attention, benefited memory, and positively influenced behavior among a
group of university students.Darren W. Dahl, Kristina D. Frankenberger, and Rajesh
V. Manchanda, “Does It Pay to Shock? Reactions to Shocking and Nonshocking

21. The process whereby a person
filters information based on
how relevant it is to them.

22. The process whereby a person
retains information based on
how well it matches their
values and beliefs.

23. Advertising designed to startle
people so as to get their
attention.
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Advertising Content among University Students,” Journal of Advertising Research 43,
no. 3 (2003): 268–80.

Subliminal advertising24 is the opposite of shock advertising. It involves exposing
consumers to marketing stimuli—photos, ads, message, and so forth—by stealthily
embedding them in movies, ads, and other media. For example, the words Drink
Coca-Cola might be flashed for a millisecond on a movie screen. Consumers were
thought to perceive the information subconsciously, and it would make them buy
products. Keep in mind that today it’s common to see brands such as Coke being
consumed in movies and television programs, but there’s nothing subliminal about
it. Coke and other companies often pay to have their products in the shows.

The general public became aware of subliminal advertising in the 1960s. Many
people considered the practice to be subversive, and in 1974, the Federal
Communications Commission condemned it. Its effectiveness is somewhat sketchy,
in any case. It didn’t help that much of the original research on it, conducted in the
1950s by a market researcher who was trying to drum up business for his market
research firm, was fabricated.Cynthia Crossen, “For a Time in the ’50s, A Huckster
Fanned Fears of Ad ‘Hypnosis,’” Wall Street Journal, November 5, 2007, eastern
edition, B1.

People are still fascinated by subliminal advertising, however. To create “buzz”
about the television show The Mole in 2008, ABC began hyping it by airing short
commercials composed of just a few frames. If you blinked, you missed it. Some
television stations actually called ABC to figure out what was going on. One-second
ads were later rolled out to movie theaters.Josef Adalian, “ABC Hopes ‘Mole’ Isn’t
Just a Blip,” Television Week, June 2, 2008, 3.

Even if your marketing effort reaches consumers and they retain it, different
consumers can perceive it differently. Show two people the same product and you’ll
get two different perceptions of it. One man sees Pledge, an outstanding furniture
polish, while another sees a can of spray no different from any other furniture
polish. One woman sees a luxurious Gucci purse, and the other sees an overpriced
bag to hold keys and makeup.James Chartrand, “Why Targeting Selective
Perception Captures Immediate Attention,” http://www.copyblogger.com/
selective-perception (accessed October 14, 2009). A couple of frames about The Mole
might make you want to see the television show. However, your friend might see
the ad, find it stupid, and never tune in to watch the show.

24. Advertising that is not
apparent to consumers but is
thought to be perceived
subconsciously by them.

Chapter 3 Consumer Behavior: How People Make Buying Decisions

3.4 Psychological Factors That Affect People’s Buying Behavior 91

http://www.copyblogger.com/selective-perception
http://www.copyblogger.com/selective-perception


Learning

Learning25 refers to the process by which consumers change their behavior after
they gain information or experience a product. It’s the reason you don’t buy a
crummy product twice. Learning doesn’t just affect what you buy, however. It
affects how you shop. People with limited experience about a product or brand
generally seek out more information about it than people who have used it before.

Companies try to get consumers to learn about their products in different ways. Car
dealerships offer test drives. Pharmaceutical reps leave behind lots of free items at
doctor’s offices with medication names and logos written all over them—pens,
coffee cups, magnets, and so on. Free samples of products that come in the mail or
are delivered with newspapers are another example. To promote its new line of
coffees, McDonald’s offered customers free samples to try.

Another kind of learning is operant conditioning26, which is what occurs when
researchers are able to get a mouse to run through a maze for a piece cheese or a
dog to salivate just by ringing a bell. Companies engage in operant conditioning by
rewarding consumers, too. The prizes that come in Cracker Jacks and with
McDonald’s Happy Meals are examples. The rewards cause consumers to want to
repeat their purchasing behaviors. Other rewards include free tans offered with
gym memberships, punch cards that give you a free Subway sandwich after a
certain number of purchases, and free car washes when you fill up your car with a
tank of gas.

Consumer’s Attitude

Attitudes27 are “mental positions” or emotional feelings people have about
products, services, companies, ideas, issues, or institutions.“Dictionary of
Marketing Terms,” http://www.allbusiness.com/glossaries/marketing/
4941810-1.html (accessed October 14, 2009). Attitudes tend to be enduring, and
because they are based on people’s values and beliefs, they are hard to change. That
doesn’t stop sellers from trying, though. They want people to have positive rather
than negative feelings about their offerings. A few years ago, KFC began running ads
to the effect that fried chicken was healthy—until the U.S. Federal Trade
Commission told the company to stop. Wendy’s slogan to the effect that its products
are “way better than fast food” is another example. Fast food has a negative
connotation, so Wendy’s is trying to get consumers to think about its offerings as
being better.

A good example of a shift in the attitudes of consumers relates to banks. The
taxpayer-paid government bailouts of big banks that began in 2008 provoked the

25. The process by which
consumers change their
behavior after they gain
information or experience with
a product.

26. A type of behavior that’s
repeated when it’s rewarded.

27. “Mental positions” or
emotional feelings people have
about products, services,
companies, ideas, issues, or
institutions.
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wrath of Americans, creating an opportunity for small banks not involved in the
credit derivates and subprime mortgage mess. The Worthington National Bank, a
small bank in Fort Worth, Texas, ran billboards reading: “Did Your Bank Take a
Bailout? We didn’t.” Another read: “Just Say NO to Bailout Banks. Bank
Responsibly!” The Worthington Bank received tens of millions in new deposits soon
after running these campaigns.Joe Mantone, “Banking on TARP Stigma,” SNLi,
March 16, 2009, http://www.snl.com/Interactivex/
article.aspx?CdId=A-9218440-12642 (accessed October 14, 2009).

Figure 3.9

Worthington National, a small Texas bank, capitalized on people’s bad attitudes toward big banks that accepted
bailouts from the government in 2008–2009. After running billboards with this message, the bank received millions
of dollars in new deposits.

© WorthingtonBank.com
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KEY TAKEAWAY

Psychologist Abraham Maslow theorized that people have to fulfill their
basic needs—like the need for food, water, and sleep—before they can begin
fulfilling higher-level needs. Perception is how you interpret the world
around you and make sense of it in your brain. To be sure their advertising
messages get through to you, companies often resort to repetition. Shocking
advertising and subliminal advertising are two other methods. Learning is
the process by which consumers change their behavior after they gain
information about or experience with a product. Consumers’ attitudes are
the “mental positions” people take based on their values and beliefs.
Attitudes tend to be enduring and are often difficult for companies to
change.

REVIEW QUESTIONS

1. How does Maslow’s Hierarchy of Needs help marketing professionals?
2. How does the process of perception work and how can companies use it

to their advantage in their marketing?
3. What types of learning do companies try to get consumers to engage in?
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3.5 Societal Factors That Affect People’s Buying Behavior

LEARNING OBJECTIVES

1. Explain why the culture, subcultures, social classes, and families
consumers belong to affect their buying behavior.

2. Describe what reference groups and opinion leaders are.

Situational factors—the weather, time of day, where you are, who you are with, and
your mood—influence what you buy, but only on a temporary basis. So do personal
factors, such as your gender, as well as psychological factors, such as your self-
concept. Societal factors are a bit different. They are more outward. They depend
on the world around you and how it works.

The Consumer’s Culture

Culture28 refers to the shared beliefs, customs, behaviors, and attitudes that
characterize a society. Your culture prescribes the way in which you should live. As
a result, it has a huge effect on the things you purchase. For example, in Beirut,
Lebanon, women can often be seen wearing miniskirts. If you’re a woman in
Afghanistan wearing a miniskirt, however, you could face bodily harm or death. In
Afghanistan women generally wear burqas, which cover them completely from head
to toe. Similarly, in Saudi Arabia, women must wear what’s called an abaya, or long
black garment. Interestingly, abayas have become big business in recent years. They
come in many styles, cuts, and fabrics. Some are encrusted with jewels and cost
thousands of dollars.

To read about the fashions women in Muslim countries wear, check out the
following article: http://www.time.com/time/world/article/
0,8599,1210781,00.html.

Even cultures that share many of the same values as the United States can be quite
different from the United States in many ways. Following the meltdown of the
financial markets in 2008, countries around the world were pressed by the United
States to engage in deficit spending so as to stimulate the worldwide economy. But
the plan was a hard sell both to German politicians and the German people in
general. Most Germans don’t own credit cards, and running up a lot of debt is
something people in that culture generally don’t do. Companies such as Visa and

28. The shared beliefs, customs,
behaviors, and attitudes that
characterize a society used to
cope with their world and with
one another.

Chapter 3 Consumer Behavior: How People Make Buying Decisions

95

http://www.time.com/time/world/article/0,8599,1210781,00.html
http://www.time.com/time/world/article/0,8599,1210781,00.html


MasterCard and businesses that offer consumers credit to purchase items with high
ticket prices have to deal with factors such as these.

The Consumer’s Subculture(s)

A subculture29 is a group of people within a culture who are different from the
dominant culture but have something in common with one another—common
interests, vocations or jobs, religions, ethnic backgrounds, sexual orientations, and
so forth. The fastest-growing subculture in the United States consists of people of
Hispanic origin, followed by Asian Americans, and blacks. The purchasing power of
U.S. Hispanics is growing by leaps and bounds. By 2010 it is expected to reach more
than $1 trillion.Larry Watrous, “Illegals: The New N-Word in America,” Fort Worth
Star-Telegram, March 16, 2009, 9B. This is a lucrative market that companies are
working to attract. Home Depot has launched a Spanish version of its Web site.
Walmart is in the process of converting some of its Neighborhood Markets into
stores designed to appeal to Hispanics. The Supermarcado de Walmart stores are
located in Hispanic neighborhoods and feature elements such as cafés serving
Latino pastries and coffee and full meat and fish counters.Jonathan Birchall, “Wal-
Mart Looks to Hispanic Market in Expansion Drive,” Financial Times, March 13, 2009,
18.

Figure 3.10

29. 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,
or sexual orientations.
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Care to join the subculture of the “Otherkin”? Otherkins are primarily Internet users who believe they are
reincarnations of mythological or legendary creatures—angels, demons, vampires—you name it. To read more about
the Otherkins and seven other bizarre subcultures, visit http://www.oddee.com/item_96676.aspx.

© 2010 Jupiterimages Corporation

Marketing products based the ethnicity of consumers is useful. However, it could
become harder to do in the future because the boundaries between ethnic groups
are blurring. For example, many people today view themselves as multiracial.
(Golfer Tiger Woods is a notable example.) Also, keep in mind that ethnic and racial
subcultures are not the only subcultures marketing professionals look at. As we
have indicated, subcultures can develop in response to people’s interest. You have
probably heard of the hip-hop subculture, people who in engage in extreme types of
sports such as helicopter skiing, or people who play the fantasy game Dungeons and
Dragons. The people in these groups have certain interests and exhibit certain
behaviors that allow marketing professionals design specific products for them.

The Consumer’s Social Class

A social class30 is a group of people who have the same social, economic, or
educational status in society.Princeton University, “WordNet,”
http://wordnetweb.princeton.edu/perl/
webwn?s=social+class&sub=Search+WordNet&o2=&o0=1&o7=&o5=&o1
=1&o6=&o4=&o3=&h= (accessed October 14, 2009). To some degree, consumers in the
same social class exhibit similar purchasing behavior. Have you ever been surprised
to find out that someone you knew who was wealthy drove a beat-up old car or
wore old clothes and shoes? If so, it was because the person, given his or her social
class, was behaving “out of the norm” in terms of what you thought his or her
purchasing behavior should be.

Table 3.1 "Social Classes and Buying Patterns: An Example" shows seven classes of
American consumers along with the types of car brands they might buy. Keep in
mind that the U.S. market is just a fraction of the world market. As we explained in
Chapter 2 "Strategic Planning", to sustain their products, companies often launch
their products in other parts of the world. The rise of the middle class in India and
China is creating opportunities for many companies to successfully do this. For
example, China has begun to overtake the United States as the world’s largest auto
market.“More Cars Sold in China than in January,” France 24, February 10, 2009,
http://www.france24.com/en/20090210-more-cars-sold-china-us-january-auto-
market (accessed October 14, 2009).30. A group of people who have

the same social, economic, or
educational status in society.
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Table 3.1 Social Classes and Buying Patterns: An Example

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

The makers of upscale brands in particular walk a fine line in terms of marketing to
customers. On the one hand, they want their customer bases to be as large as
possible. This is especially tempting in a recession when luxury buyers are harder
to come by. On the other hand, if the companies create products the middle class
can better afford, they risk “cheapening” their brands. That’s why, for example,
Smart Cars, which are made by BMW, don’t have the BMW label on them. For a
time, Tiffany’s sold a cheaper line of silver jewelry to a lot of customers. However,
the company later worried that its reputation was being tarnished by the line. Keep
in mind that a product’s price is to some extent determined by supply and demand.
Luxury brands therefore try to keep the supply of their products in check so their
prices remain high.
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Figure 3.11

The whiskey brand Johnnie
Walker has managed to expand
its market share without
cheapening the brand by
producing a few lower-priced
versions of the whiskey and
putting them in bottles with
different labels.

© 2010 Jupiterimages
Corporation

Some companies have managed to capture market share
by introducing “lower echelon” brands without
damaging their luxury brands. Johnnie Walker is an
example. The company’s whiskeys come in bottles with
red, green, blue, black, and gold labels. The blue label is
the company’s best product. Every blue-label bottle has
a serial number and is sold in a silk-lined box,
accompanied by a certificate of authenticity.“Johnnie
Walker,” http://en.wikipedia.org/wiki/Johnnie_Walker
(accessed October 14, 2009).

Reference Groups and Opinion Leaders

Of course, you probably know people who aren’t
wealthy but who still drive a Mercedes or other upscale
vehicle. That’s because consumers have reference
groups. Reference groups31 are groups a consumer
identifies with and wants to join. If you have ever
dreamed of being a professional player of basketball or
another sport, you have a reference group. Marketing
professionals are aware of this. That’s why, for example,
Nike hires celebrities such as Michael Jordan to pitch
the company’s products.

Opinion leaders32 are people with expertise in certain
areas. Consumers respect these people and often ask
their opinions before they buy goods and services. An
information technology specialist with a great deal of
knowledge about computer brands is an example. These people’s purchases often
lie at the forefront of leading trends. For example, the IT specialist we mentioned is
probably a person who has the latest and greatest tech products, and his opinion of
them is likely to carry more weight with you than any sort of advertisement.

Today’s companies are using different techniques to reach opinion leaders. Network
analysis using special software is one way of doing so. Orgnet.com has developed
software for this purpose. Orgnet’s software doesn’t mine sites like Facebook and
LinkedIn, though. Instead, it’s based on sophisticated techniques that unearthed the
links between Al Qaeda terrorists. Explains Valdis Krebs, the company’s founder:
“Pharmaceutical firms want to identify who the key opinion leaders are. They don’t
want to sell a new drug to everyone. They want to sell to the 60 key
oncologists.”Anita Campbell, “Marketing to Opinion Leaders,” Small Business Trends,
June 28, 2004, http://smallbiztrends.com/2004/06/marketing-to-opinion-
leaders.html (accessed October 13, 2009). As you can probably tell from this chapter,

31. Groups a consumer identifies
with and wants to join.

32. People with expertise certain
areas. Consumers respect these
people and often ask their
opinions before they buy goods
and services.
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exploring the frontiers of people’s buying patterns is a fascinating and constantly
evolving field.

The Consumer’s Family

Most market researchers consider a person’s family to be one of the biggest
determiners of buying behavior. Like it or not, you are more like your parents than
you think, at least in terms of your consumption patterns. The fact is that many of
the things you buy and don’t buy are a result of what your parents do and do not
buy. The soap you grew up using, toothpaste your parents bought and used, and
even the “brand” of politics you lean toward (Democratic or Republican) are
examples of the products you are likely to favor as an adult.

Family buying behavior has been researched extensively. Companies are also
interested in which family members have the most influence over certain
purchases. Children have a great deal of influence over many household purchases.
For example, in 2003 nearly half (47 percent) of nine- to seventeen-year-olds were
asked by parents to go online to find out about products or services, compared to 37
percent in 2001. IKEA used this knowledge to design their showrooms. The
children’s bedrooms feature fun beds with appealing comforters so children will be
prompted to identify and ask for what they want.“Teen Market Profile,” Mediamark
Research, 2003, http://www.magazine.org/content/files/teenprofile04.pdf
(accessed December 4, 2009).

Marketing to children has come under increasing scrutiny. Some critics accuse
companies of deliberating manipulating children to nag their parents for certain
products. For example, even though tickets for Hannah Montana concerts ranged
from hundreds to thousands of dollars, the concerts often still sold out. However, as
one writer put it, exploiting “pester power” is not always ultimately in the long-
term interests of advertisers if it alienates kids’ parents.Ray Waddell, “Miley Strikes
Back,” Billboard, June 27, 2009, 7–8.
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KEY TAKEAWAY

Culture prescribes the way in which you should live and affects the things
you purchase. 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—common interests, vocations or jobs, religions, ethnic
backgrounds, sexual orientations, and so forth. To some degree, consumers
in the same social class exhibit similar purchasing behavior. Most market
researchers consider a person’s family to be one of the biggest determiners
of buying behavior. Reference groups are groups that a consumer identifies
with and wants to join. Companies often hire celebrities to endorse their
products to appeal to people’s reference groups. Opinion leaders are people
with expertise in certain areas. Consumers respect these people and often
ask their opinions before they buy goods and services.

REVIEW QUESTIONS

1. Why do people’s cultures affect what they buy?
2. How do subcultures differ from cultures? Can you belong to more than

one culture or subculture?
3. How are companies trying to reach opinion leaders today?
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3.6 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Why do people in different cultures buy different products? Discuss with
your class the types of vehicles you have seen other countries. Why are
they different, and how do they better meet buyers’ needs in those
countries? What types of cars do you think should be sold in the United
States today?

2. What is your opinion of companies like Google that gather information
about your browsing patterns? What advantages and drawbacks does
this pose for consumers? If you were a business owner, what kinds of
information would you gather on your customers and how would you
use it?

3. Are there any areas in which you consider yourself an opinion leader?
What are they?

4. What purchasing decisions have you been able to influence in your
family and why? Is marketing to children a good idea? If not, what if one
of your competitors were successfully do so? Would it change your
opinion?

5. How do you determine what is distinctive about different groups? What
distinguishes one group from other groups?

6. Name some products that have led to postpurchase dissonance on your
part. Then categorize them as high- or low-involvement products.

7. Describe the decision process for impulse purchases at the retail level.
Would they be classified as high- or low-involvement purchases?

8. How do you think the manufacturers of products sold through
infomercials reduce postpurchase dissonance?

9. Explain the relationship between extensive, limited, and routine
decision making relative to high and low involvement. Identify
examples of extensive, limited, and routine decision making based on
your personal consumption behavior.
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ACTIVITIES

1. Go to http://www.ospreypacks.com and enter the blog site. Does the
blog make you more or less inclined to purchase an Osprey backpack?

2. Select three advertisements and describe the needs identified by Maslow
that each ad addresses.

3. Break up into groups and visit an ethnic part of your town that differs
from your own ethnicity(ies). Walk around the neighborhood and its
stores. What types of marketing and buying differences do you see?
Write a report of your findings.

4. Using Maslow’s Hierarchy of Needs, identify a list of popular advertising
slogans that appeal to each of the five levels.

5. Identify how McDonald’s targets both users (primarily children) and
buyers (parents, grandparents, etc.). Provide specific examples of
strategies used by the fast-food marketer to target both groups. Make it
a point to incorporate Happy Meals and Mighty Kids Meals into your
discussion.
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Chapter 4

Business Buying Behavior

In the last chapter, we talked about the buying behavior of consumers—people like
you and me who buy products for our own personal use. However, many businesses
don’t offer their goods and services to individual consumers at all. Instead, their
customers are other businesses, institutions, or government organizations. These
are the business-to-business (B2B) markets we talked about in Chapter 1 "What Is
Marketing?".
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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-business (B2B) markets differ from business-to-consumer (B2C)
markets in many ways. For one, the number of products sold in business markets
dwarfs the number sold in consumer markets. Suppose you buy a five-hundred-
dollar computer from Dell. The sale amounts to a single transaction for you. But
think of all the transactions Dell had to go through to sell you that one computer.
Dell had to purchase many parts from many computer component makers. It also
had to purchase equipment and facilities to assemble the computers, hire and pay
employees, pay money to create and maintain its Web site and advertise, and buy
insurance and accounting and financial services to keep its operations running
smoothly. Many transactions had to happen before yours could.

Business products can also be very complex. Some need to be custom built or
retrofitted for buyers. The products include everything from high-dollar
construction equipment to commercial real estate and buildings, military
equipment, and billion-dollar cruise liners used in the tourism industry. There are
few or no individual consumers in the market for many of these products.
Moreover, a single customer can account for a huge amount of business. Some
businesses, like those that supply the U.S. auto industry around Detroit, have just a
handful of customers—General Motors, Chrysler, and/or Ford. Consequently, you
can imagine why these suppliers become very worried when the automakers fall on
hard times.

Not only can business products be complex, but so can figuring out the buying
dynamics of organizations. Many people within an organization can be part of the
buying process and have a say in ultimately what gets purchased, how much of it,
and from whom. This is perhaps the most complicated part of the business. In fact,
it’s a bit like a chess match. And because of the quantities each business customer is
capable of buying, the stakes are high. For some organizations, losing a big account
can be financially devastating and winning one can be a financial bonanza.
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How high are the stakes? Table 4.1 "Top Five Corporations Worldwide in Terms of
Their Revenues" shows a recent ranking of the top five corporations in the world in
terms of the sales they generate annually. Believe it or not, these companies earn
more in a year than all the businesses of some countries do. Imagine the windfall
you could gain as a seller by landing an exclusive account with any one of them.

Table 4.1 Top Five Corporations Worldwide in Terms of Their Revenues

Company Sales (Billions of Dollars)

Royal Dutch Shell 458

ExxonMobil 426

Walmart Stores 405

British Petroleum (BP) 361

Toyota Motor Company 263

Note: Numbers have been rounded to the nearest billion.

Generally, the more high-dollar and complex the item being sold is, the longer it
takes for the sale to be made. The sale of a new commercial jet to an airline
company such as U.S. Airways, Delta, or American Airlines can take literally years to
be completed. Sales such as these are risky for companies. The buyers are
concerned about many factors, such as the safety, reliability, and efficiency of the
planes. They also generally want the jets customized in some way. Consequently, a
lot of time and effort is needed to close these deals.

Unlike many consumers, most business buyers demand that the products they buy
meet strict standards. Take, for example, the Five Guys burger chain, based in
Virginia. The company taste-tested eighteen different types of mayonnaise before
settling on the one it uses. Would you be willing to taste eighteen different brands
of mayonnaise before buying one? Probably not.Michael Steinberg, “A Fine Diner,”
Financial Times, November 21–22, 2009, 5.

Another characteristic of B2B markets is the level of personal selling that goes on.
Salespeople personally call on business customers to a far greater extent than they
do consumers. Most of us have had door-to-door salespeople call on us occasionally.
However, businesses often have multiple salespeople call on them in person daily,
and some customers even provide office space for key vendors’ salespeople. Table
4.2 "Business-to-Consumer Markets versus Business-to-Business Markets: How They
Compare" outlines the main differences between B2C and B2B markets.
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Table 4.2 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

Less-rigid product standards More-rigid product standards

The Demand for B2B Products

Even though they don’t sell their products to consumers like you and me, B2B
sellers carefully watch general economic conditions to anticipate consumer buying
patterns. The firms do so because the demand for business products is based on
derived demand. Derived demand1 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.

Fluctuating demand2 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. Often, a bullwhip type of effect
occurs. If you have ever held a whip, you know that a slight shake of the handle will
result in a big snap of the whip at its tip. 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.

For example, Cisco makes routers, which are specialized computers that enable
computer networks to work. If Google uses five hundred routers and replaces 10
percent of them each year, that means Google usually buys fifty routers in a given
year. What happens if consumer demand for the Internet falls by 10 percent? Then
Google needs only 450 routers. Google’s demand for Cisco’s routers therefore
becomes zero. Suppose the following year the demand for the Internet returns to
normal. Google now needs to replace the fifty routers it didn’t buy in the first year

1. Demand that springs from, or
is derived from, a secondary
source other than the primary
buyer of the product.

2. Demand that fluctuates sharply
in response to a change in
consumer demand.
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plus the fifty it needs to replace in the second year. So in year two, Cisco’s sales go
from zero to a hundred, or twice normal. Thus, Cisco experiences a bullwhip effect,
whereas Google’s sales vary only by 10 percent.

Because consumers are such a powerful force, some companies go so far as to try to
influence their B2B sales by directly influencing consumers even though they don’t
sell their products to them. Intel is a classic case. Do you really care what sort of
microprocessing chip gets built into your computer? Intel would like you to, which
is why it runs TV commercials like the Homer Simpson commercial shown in the
video clip below. The commercial isn’t likely to persuade a computer manufacturer
to buy Intel’s chips. But the manufacturer might be persuaded to buy them if it’s
important to you. Derived demand is also the reason Intel demands that the buyers
of its chips put a little “Intel Inside” sticker on each computer they make—so you
get to know Intel and demand its products.

Video Clip

Intel Animations Over the Years

(click to see video)

Does this commercial make you want to buy a computer with “Intel Inside”? Intel hopes so.

B2B buyers also keep tabs on consumers to look for patterns that could create joint
demand. Joint demand3 occurs when the demand for one product increases the
demand for another. For example, when a new video console like the Xbox comes
out, it creates demand for a whole new crop of video games.

Video Clip

The History of Pong

(click to see video)

Watch this video to see the first video game ever invented, Pong, and learn about its maker. Of course, Pong
got old pretty fast, so more games were quickly developed and continue to be, especially when new gaming
systems hit the market.

3. When the demand for one
product increases the demand
for another.
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KEY TAKEAWAY

B2B markets differ from B2C markets in many ways. There are more
transactions in B2B markets and more high-dollar transactions because
business products are often costly and complex. There are also fewer buyers
in B2B markets, but they spend much more than the typical consumer does
and have more-rigid product standards. The demand for business products
is based on derived demand. Derived demand is demand that springs from,
or is derived from, a secondary source other than the primary buyer of a
product. For businesses, this source is consumers. 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.

REVIEW QUESTIONS

1. Why are there more transactions in B2B markets than B2C markets?
Why are there fewer buyers?

2. Explain what derived demand is.
3. Why do firms experience a bullwhip effect in the demand for their

products when consumers demand changes?
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Figure 4.1

Your local tattoo parlor is a
producer.

© 2010 Jupiterimages
Corporation

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 buyers can be either nonprofit or for-profit businesses. To help you get a
better idea of the different types of business customers in B2B markets, we’ve put
them into four basic categories: producers, resellers, governments, and institutions.

Producers

Producers4 are companies that purchase goods and
services that they transform into other products. They
include both manufacturers and service providers.
Procter & Gamble, General Motors, McDonald’s, Dell,
and Delta Airlines are examples. So are the restaurants
around your campus, your dentist, your doctor, and the
local tattoo parlor. All these businesses have to buy
certain products to produce the goods and services they
create. General Motors needs steel and hundreds of
thousands of other products to produce cars.
McDonald’s needs beef and potatoes. Delta Airlines
needs fuel and planes. Your dentist needs drugs such as
Novocain, oral tools, and X-ray machinery. Your local
tattoo parlor needs special inks and needles and a bright
neon sign that flashes “open” in the middle of the night.

Resellers

Resellers5 are companies that sell goods and services produced by other firms
without materially changing them. They include wholesalers, brokers, and retailers.
Walmart and Target are two big retailers you are familiar with. Large wholesalers,
brokers, and retailers have a great deal of market power. If you can get them to buy
your products, your sales can exponentially increase.

4. Companies that purchase
goods and services that they
transform into other products.

5. Companies that sell goods and
services produced by other
firms without materially
changing them.
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Every day, retailers flock to Walmart’s corporate headquarters in Bentonville,
Arkansas, to try to hawk their products. But would it surprise you that not
everybody wants to do business with a powerhouse like Walmart? Jim Wier, one-
time CEO of the company that produces Snapper-brand mowers and snow blowers,
actually took a trip to Walmart’s headquarters to stop doing business with the
company. Why? Snapper products are high-end, heavy-duty products. Wier knew
that Walmart had been selling his company’s products for lower and lower prices
and wanted deeper and deeper discounts from Snapper. He believed Snapper
products were too expensive for Walmart’s customers and always would be, unless
the company started making cheaper-quality products or outsourced their
manufacturing overseas, which is something he didn’t want to do.

“The whole visit to Wal-Mart’s headquarters is a great experience,” said Wier about
his trip. “It’s so crowded, you have to drive around, waiting for a parking space. You
have to follow someone who is leaving, walking back to their car, and get their spot.
Then you go inside this building, you register for your appointment, they give you a
badge, and then you wait in the pews with the rest of the peddlers, the guy with the
bras draped over his shoulder.” Eventually, would-be suppliers were taken into
small cubicles where they had thirty minutes to make their case. “It’s a little like
going to see the principal, really,” he said.Charles Fishman, “The Man Who Said No
to Wal-Mart,” Fast Company, December 19, 2007, http://www.fastcompany.com/
magazine/102/open_snapper.html?page=0%2C2 (accessed December 13, 2009).

Governments

Can you guess the biggest purchaser of goods and services in the world? It is the
U.S. government. It purchases everything you can imagine, from paper and fax
machines to tanks and weapons, buildings, toilets for NASA (the National
Aeronautics and Space Administration), highway construction services, and medical
and security services. State and local governments buy enormous amounts of
products, too. They contract with companies that provide citizens with all kinds of
services from transportation to garbage collection. (So do foreign governments,
provinces, and localities, of course.) Business-to-government (B2G) markets6, or
when companies sell to local, state, and federal governments, represent a major
selling opportunity, even for smaller sellers. In fact, many government entities
specify that their agencies must award a certain amount of business to small
businesses, minority- and women-owned businesses, and businesses owned by
disabled veterans.

There is no one central department or place in which all these products are bought
and sold. Companies that want to sell to the U.S. government should first register
with the Central Contractor Registry at http://www.CCR.gov. They should then
consult the General Services Administration (GSA) Web site (http://www.gsa.gov).

6. Markets in which local, state,
and federal governments buy
products.
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The GSA helps more than two hundred federal agencies buy a wide variety of
products purchased routinely. The products can include office supplies, information
technology services, repair services, vehicles, and many other products purchased
by agencies on a regular basis. Consequently, it is a good starting point. However,
the GSA won’t negotiate a contract for the NASA toilet or a fighter jet. It sticks to
routine types of purchases.

Figure 4.2

The General Services Administration (GSA) is a good starting point for companies that want to do business with the
federal government. The U.S. Small Business Administration (SBA) also offers sellers a great deal of information on
marketing to the government, including online courses that explain how to do it.

Source: http://www.gsa.gov/Portal/gsa/ep/contentView.do?contentType=GSA_BASIC&contentId=13439&noc=T.

The existence of the GSA doesn’t mean the agencies it works with don’t have any
say over what is purchased for them. The agencies themselves have a big say, so B2B
sellers need to contact them and aggressively market their products to them. After
all, agencies don’t buy products, people do. Fortunately, every agency posts on the
Internet a forecast of its budget, that is, what it is planning on spending money on
in the coming months. The agencies even list the names, addresses, and e-mails of
contact persons responsible for purchasing decisions. Many federal agencies are
able to purchase as much as $25,000 of products at a time by simply using a
government credit card. This fact makes them a good target for small businesses.
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It’s not unusual for each agency or department to have its own procurement
policies that must be followed. Would-be sellers are often asked to submit sealed
bids that contain the details of what they are willing to provide the government and
at what price. But contrary to popular belief, it’s not always the lowest bid that’s
accepted. Would the United States want to send its soldiers to war in the cheapest
planes and tanks, bearing the lowest-cost armor? Probably not. Like other buyers,
government buyers look for the best value.

Figure 4.3

Politics can come into play when it comes to large government purchases: Although the F-22 is the most
sophisticated fighter jet in the world, it has never been used in battle. But when the Pentagon wanted to stop
production on seven of the jets so it could spend the money on other conventional weapons being used in the wars
the United States is currently fighting, it had a fight on its hands from the members of Congress. They didn’t want
the companies in their states that helped produce the plane to lose business.

© 2010 Jupiterimages Corporation

Institutions

Institutional markets7 include nonprofit organizations such as the American Red
Cross, churches, hospitals, charitable organizations, private colleges, civic clubs,
and so on. Like government and for-profit organizations, they buy a huge quantity

7. Nonprofit organizations such
as the American Red Cross,
churches, hospitals, charitable
organizations, private colleges,
and civic clubs.
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of products and services. Holding costs down is especially important to them. The
lower their costs are, the more people they can provide their services to.

The businesses and products we have mentioned so far are broad generalizations to
help you think about the various markets in which products can be sold. In
addition, not all products a company buys are high dollar or complex. Businesses
buy huge quantities of inexpensive products, too. McDonald’s, for example, buys a
lot of toilet paper, napkins, bags, employee uniforms, and so forth. Pretty much any
product you and I use is probably used for one or more business purposes (cell
phones and cell-phone services, various types of food products, office supplies, and
so on). Some of us own real estate, and so do many businesses. But very few of us
own many of the other products businesses sell to one another: cranes, raw
materials such as steel, fiber-optic cables, and so forth.

That said, a smart B2B marketer will look at all the markets we have mentioned, to
see if they represent potential opportunities. The Red Cross will have no use for a
fighter jet, of course. However, a company that manufactures toilet paper might be
able to market it to both the Red Cross and the U.S. government. B2B opportunities
abroad and online B2B markets can also be successfully pursued. We will discuss
these topics later in the chapter.

Who Makes the Purchasing Decisions in Business Markets?

Figuring out who exactly in B2B markets is responsible for what gets purchased and
when often requires some detective work for marketing professionals and the
salespeople they work with. Think about the college textbooks you buy. Who
decides which ones ultimately are purchased by the students at your school? Do
publishers send you e-mails about certain books they want you to buy? Do you see
ads for different types of chemistry or marketing books in your school newspaper
or on TV? Generally, you do not. The reason is that even though you buy the books,
the publishers know that professors ultimately decide which textbooks are going to
be used in the classroom. Consequently, B2B sellers largely concentrate their efforts
on those people.
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Figure 4.4

Who ya gonna call? Click on
http://blogs.bnet.com/
salesmachine/?p=2308&page=1&t
ag =col1;post-2308 to play an
online game that will help you
understand why finding the right
decision makers in a company is
so tricky. Are you up to the
challenge?
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That’s not to say that to some extent the publishers
don’t target you. They may offer you a good deal by
packaging a study guide with your textbook or some
sort of learning supplement online you can purchase.
They might also offer your bookstore manager a
discount for buying a certain number of textbooks.
However, a publishing company that focused on selling
its textbooks directly to you or to a bookstore manager
would go out of business. They know the true revenue
generators are professors.

The question is, which professors? Some professors
choose their own books. Adjunct professors often don’t
have a choice—their books are chosen by a course
coordinator or the dean or chair of the department. Still
other decisions are made by groups of professors, some
of whom have more say over the final decision than
others. Are you getting the picture? Figuring out where
to start in B2B sales can be a little bit like a scavenger
hunt.

KEY TAKEAWAY

Business buyers can be either nonprofit or for-profit businesses. There are
four basic categories of business buyers: producers, resellers, governments,
and institutions. Producers are companies that purchase goods and services
that they transform into other products. They include both manufacturers
and service providers. Resellers are companies that sell goods and services
produced by other firms without materially changing them. They include
wholesalers, brokers, and retailers. Local, state, and national governments
purchase large quantities of goods and services. Institutional markets
include nonprofit organizations such as the American Red Cross, churches,
hospitals, charitable organizations, private colleges, civic clubs, and so on.
Holding costs down is especially important to them because it enables them
to provide their services to more people. Figuring out who exactly in B2B
markets is responsible for what gets purchased and when often requires
some detective work by marketing professionals and the salespeople they
work with.
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REVIEW QUESTIONS

1. What sorts of products do producers buy?
2. What role do resellers play in B2B markets, and why are they important

to sellers?
3. How do sellers find government buyers? Institutional buyers?
4. Why is it difficult to figure out whom to call on in business markets?
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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.

The professors who form a committee at your school to choose textbooks are acting
like a buying center. Buying centers8 are 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, in other words. Their titles vary. In some companies, they are
simply referred to as buyers. In other companies, they are referred to as purchasing
agents, purchasing managers, or procurement officers. Retailers often refer to their
buyers as merchandisers. Most of the people who do these jobs have bachelor’s of
science degrees. Some undergo additional industry training to obtain an advanced
purchasing certification designation.U.S. Bureau of Labor Statistics, “Purchasing
Managers, Buyers, and Purchasing Agents,” Occupational Outlook Handbook, 2010–11
ed., December 17, 2009, http://www.bls.gov/oco/ocos023.htm (accessed January 8,
2010).

Buyers can have a large impact on the expenses, sales, and profits of a company.
Pier 1’s purchasing agents literally comb the entire world looking for products the
company’s customers want most. What happens if the products the purchasing
agents pick don’t sell? Pier 1’s sales fall, and people get fired. This doesn’t happen in
B2C markets. If you pick out the wrong comforter for your bed, you don’t get fired.
Your bedroom just looks crummy.

Consequently, professional buyers are shrewd. They have to be because their jobs
depend on it. Their jobs depend on their choosing the best products at the best
prices from the best vendors. Professional buyers are also well informed and less
likely to buy a product on a whim than consumers. The sidebar below outlines the
tasks professional buyers generally perform.

8. Groups of people within
organizations who make
purchasing decisions.
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The Duties of Professional Buyers

• Considering the availability of products, the reliability of the
products’ vendors, and the technical support they can provide

• Studying a company’s sales records and inventory levels
• Identifying suppliers and obtaining bids from them
• Negotiating prices, delivery dates, and payment terms for goods

and services
• Keeping abreast of changes in the supply and demand for goods

and services their firms need
• Staying informed of the latest trends so as to anticipate consumer

buying patterns
• Determining the media (TV, the Internet, newspapers, and so

forth) in which advertisements will be placed
• Tracking advertisements in newspapers and other media to check

competitors’ sales activities

Increasingly, purchasing managers have become responsible for buying not only
products but also functions their firms want to outsource. The functions aren’t
limited to manufacturing. They also include product innovation and design
services, customer service and order fulfillment services, and information
technology and networking services to name a few. Purchasing agents responsible
for finding offshore providers of goods and services often take trips abroad to
inspect the facilities of the providers and get a better sense of their capabilities.

Other Players

Purchasing agents don’t make all the buying decisions in their companies, though.
As we explained, other people in the organization often have a say, as well they
should. Purchasing agents frequently need their feedback and help to buy the best
products and choose the best vendors. The people who provide their firms’ buyers
with input generally fall into one or more of the following groups:

Users

Users9 are the people and groups within the organization that actually use the
product. Frequently, they initiated the purchase in the first place in an effort to
improve what they produce or how they produce it. Users often have certain
specifications in mind for products and how they want them to perform. An

9. The people and groups within
the organization that actually
use the product.
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Figure 4.5

Warning: Do not be rude to or
otherwise anger the faculty
secretary. This is good advice for
salespeople and students as well
as faculty members.

example of a user might be a professor at your school who wants to adopt an
electronic book and integrate it into his or her online course.

Influencers

Influencers10 are people who may or may not use the product but have experience
or expertise that can help improve the buying decision. For example, an engineer
may prefer a certain vendor’s product platform and try to persuade others that it is
the best choice.

Gatekeepers

If you want to sell a product to a large company like Walmart, you can’t just walk in
the door of its corporate headquarters and demand to see a purchasing agent. You
will first have to get past of a number of gatekeepers11, or people who will decide if
and when you get access to members of the buying center. These are people such as
buying assistants, personal assistants, and other individuals who have some say
about which sellers are able to get a foot in the door.

Gatekeepers often need to be courted as hard as
prospective buyers do. They generally have a lot of
information about what’s going on behind the scenes
and a certain amount of informal power. If they like
you, you’re in a good position as a seller. If they don’t,
your job is going to be much harder. In the case of
textbook sales, the gatekeepers are often faculty
secretaries. They know in advance which instructors
will be teaching which courses and the types of books
they will need. It is not uncommon for faculty
secretaries to screen the calls of textbook sales
representatives.

10. People who may or may not
use the product but actively
participate in the purchasing
process in order to secure a
decision they consider
favorable.

11. People who decide if and when
a salesperson gets access to
members of the buying center.
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Deciders

The decider12 is the person who makes the final
purchasing decision. The decider might or might not be
the purchasing manager. Purchasing managers are
generally solely responsible for deciding upon routine
purchases and small purchases. However, the decision
to purchase a large, expensive product that will have a major impact on a company
is likely to be made by or with the help of other people in the organization, perhaps
even the CEO. Sellers, of course, pay special attention to what deciders want. “Who
makes the buying decision?” is a key question B2B sales and marketing personnel
are trained to quickly ask potential customers.

The Interpersonal and Personal Dynamics of B2B Marketing

We made it a point earlier in our discussion to explain how rational and calculating
business buyers are. So would it surprise you to learn that sometimes the dynamics
that surround B2B marketing don’t lead to the best purchasing decisions?
Interpersonal factors among the people making the buying decision often have an
impact on the products chosen, good or bad. (You can think of this phenomenon as
“office politics.”) For example, one person in a buying unit might wield a lot of
power and greatly influence the purchasing decision. However, other people in the
unit might resent the power he or she wields and insist on a different offering, even
if doesn’t best meet the organization’s needs. Savvy B2B marketers are aware of
these dynamics and try their best to influence the outcome.

Personal factors play a part. B2B buyers are overwhelmed with choices, features,
benefits, information, data, and metrics. They often have to interview dozens of
potential vendors and ask them hundreds of questions. No matter how disciplined
they are in their buying procedures, they will often find a way to simplify their
decision making either consciously or subconsciously.Jon Miller, “Why B2B
Branding Matters in B2B Marketing,” Marketo.com, March 18, 2007,
http://blog.marketo.com/blog/2007/03/b2b_branding_wh.html (accessed
December 13, 2009). For example, a buyer deciding upon multiple vendors running
neck and neck might decide to simply choose the vendor whose sales representative
he likes the most.

Factors such as these can be difficult for a company to control. However,
branding—how successful a company is at marketing its brands—is a factor under a
company’s control, says Kevin Randall of Movéo Integrated Branding, an Illinois-
based marketing-consulting firm. Sellers can use their brands to their advantage to
help business buyers come to the conclusion that their products are the best choice.
IBM, for example, has long had a strong brand name when it comes to business

12. The person who makes the
final purchasing decision.
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products. The company’s reputation was so solid that for years the catchphrase
“Nobody ever got fired for buying IBM” was often repeated among purchasing
agents—and by IBM salespeople of course!Jon Miller, “Why B2B Branding Matters in
B2B Marketing,” Marketo.com, March 18, 2007, http://blog.marketo.com/blog/2007/
03/b2b_branding_wh.html (accessed December 13, 2009).

In short, B2B marketing is very strategic. Selling firms try to gather as much
information about their customers as they can and use that information to their
advantage. As an analogy, imagine if you were interested in asking out someone you
had seen on campus. Sure, you could simply try to show up at a party or somewhere
on campus in the hopes of meeting the person. But if you were thinking
strategically, you might try to find out everything you could about the person, what
he or she likes to do and so forth, and then try to arrange a meeting. That way when
you did meet the person, you would be better able to strike up a conversation and
develop a relationship with him or her. B2B selling is similarly strategic. Little is left
to chance.

KEY TAKEAWAY

Buying centers are groups of people within organizations who make
purchasing decisions. The buying centers of large organizations employ
professional buyers who, in a sense, shop for a living. They don’t make all
the buying decisions in their companies, though. The other people who
provide input are users, or the people and groups within the organization
that actually use the product; influencers, or people who may or may not use
the product but have experience or expertise that can help improve the
buying decision; gatekeepers, or people who will decide if and when a seller
gets access to members of the buying center; and deciders, or the people
who make the final purchasing decision. 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.
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REVIEW QUESTIONS

1. Which people do you think have the most influence on the decisions a
buying center makes? Why?

2. Describe the duties of professional buyers. What aspects of their jobs
seem attractive? Which aspects seem unattractive to you?

3. How do personal and interpersonal dynamics affect the decisions buying
centers make?
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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

Next, let’s look at the stages in the B2B buying process. They are similar to the
stages in the consumer’s buying process.

1. A need is recognized. Someone recognizes that the organization has a need that
can be solved by purchasing a good or service. Users often drive this stage. In the
case of the electronic textbook, it could be, for example, the professor assigned to
teach the online course. However, it could be the dean or chairman of the
department in which the course is taught.

2. The need is described and quantified. Next, the buying center, or group of
people brought together to help make the buying decision, work to put some
parameters around what needs to be purchased. In other words, they describe what
they believe is needed, the features it should have, how much of it is needed, where,
and so on. For more technical or complex products the buyer will define the
product’s technical specifications. Will an off-the-shelf product do, or must it be
customized?

Users and influencers come into play here. In the case of our electronic book, the
professor who teaches the online course, his teaching assistants, and the college’s
information technology staff would try to describe the type of book best suited for
the course. Should the book be posted on the Web as this book is? Should it be
downloadable? Maybe it should be compatible with Amazon’s Kindle. Figure 4.6
"Product Specifications Developed for a B2B Purchase: An Example" shows the
specifications developed for a janitorial-services purchase by the state of Kentucky.
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Figure 4.6 Product Specifications Developed for a B2B Purchase: An Example

Source: http://www.state.ky.us/agencies/adm/leadership/best/sld047.htm.

3. Potential suppliers are searched for. At this stage, the people involved in the
buying process seek out information about the products they are looking for and
the vendors that can supply them. Most buyers look online first to find vendors and
products, then attend industry trade shows and conventions and telephone or e-
mail the suppliers with whom they have relationships. The buyers might also
consult trade magazines, the blogs of industry experts, and perhaps attend
Webinars conducted by vendors or visit their facilities. Purchasing agents often
play a key role when it comes to deciding which vendors are the most qualified. Are
they reliable and financially stable? Will they be around in the future? Do they need
to be located near the organization or can they be in another region of the country
or in a foreign country? The vendors that don’t make the cut are quickly eliminated
from the running.

4. Qualified suppliers are asked to complete responses to requests for proposal
(RFPs). Each vendor that makes the cut is sent a request for proposal (RFP)13,
which is an invitation to submit a bid to supply the good or service. An RFP outlines
what the vendor is able to offer in terms of its product—its quality, price, financing,
delivery, after-sales service, whether it can be customized or returned, and even the13. An invitation to submit a bid to

supply the good or service.
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product’s disposal, in some cases. Good sales and marketing professionals do more
than just provide basic information to potential buyers in RFPs. They focus on the
buyer’s problems and how to adapt their offers to solve those problems.

Oftentimes the vendors formally present their products to the people involved in
the buying decision. If the good is a physical product, the vendors generally provide
the purchaser with samples, which are then inspected and sometimes tested. They
might also ask satisfied customers to make testimonials or initiate a discussion with
the buyer to help the buyer get comfortable with the product and offer advice on
how best to go about using it.

5. The proposals are evaluated and supplier(s) selected. During this stage, the
RFPs are reviewed and the vendor or vendors selected. RFPs are best evaluated if
the members agree on the criteria being evaluated and the importance of each.
Different organizations will weight different parts of a proposal differently,
depending on their goals and the products they purchase. The price might be very
important to some sellers, such as discount and dollar stores. Other organizations
might be more focused on top-of-the-line goods and the service a seller provides.
Recall that the maker of Snapper mowers and snow blowers was more focused on
purchasing quality materials to produce top-of-the-line equipment that could be
sold at a premium. Still other factors include the availability of products and the
reliability with which vendors can supply them. Reliability of supply is extremely
important because delays in the supply chain can shut down a company’s
production of goods and services and cost the firm its customers and reputation.

For high-priced, complex products, after-sales service is likely to be important. A
fast-food restaurant might not care too much about the after-sales service for the
paper napkins it buys—just that they are inexpensive and readily available.
However, if the restaurant purchases a new drive-thru system, it wants to be
assured that the seller will be on hand to repair the system if it breaks down and
perhaps train its personnel to use the system.

A scorecard approach can help a company rate the RFPs. Figure 4.7 "A Scorecard
Used to Evaluate RFPs" is a simple example of a scorecard completed by one
member of a buying team. The scorecards completed by all the members of the
buying team can then be tabulated to help determine the vendor with the highest
rating.
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Figure 4.7 A Scorecard Used to Evaluate RFPs

Selecting Single versus Multiple Suppliers. Sometimes organizations select a single
supplier to provide the good or service. This can help streamline a company’s
paperwork and other buying processes. With a single supplier, instead of
negotiating two contracts and submitting two purchase orders to buy a particular
offering, the company only has to do one of each. Plus, the more the company buys
from one vendor, the bigger the volume discount it gets. Single sourcing can be
risky, though, because it leaves a firm at the mercy of a sole supplier. What if the
supplier doesn’t deliver the goods, goes out of business, or jacks up its prices? Many
firms prefer to do business with more than one supplier to avoid problems such as
these. Doing business with multiple suppliers keeps them on their toes. If they
know their customers can easily switch their business over to another supplier,
they are likely to compete harder to keep the business.

6. An order routine is established. This is the stage in which the actual order is
put together. The order includes the agreed-upon price, quantities, expected time
of delivery, return policies, warranties, and any other terms of negotiation.Ron
Brauner, “The B2B Process: Eight Stages of the Business Sales Funnel,” Ron Brauner
Integrated Marketing (Web site), July 31, 2008, http://www.ronbrauner.com/?p=68
(accessed December 13, 2009). The order can be made on paper, online, or sent
electronically from the buyer’s computer system to the seller’s. It can also be a one-
time order or consist of multiple orders that are made periodically as a company
needs a good or service. Some buyers order products continuously by having their
vendors electronically monitor their inventory for them and ship replacement
items as the buyer needs them. (We’ll talk more about inventory management in
Chapter 9 "Using Supply Chains to Create Value for Customers".)
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7. A postpurchase evaluation is conducted and the feedback provided to the
vendor. Just as consumers go through an evaluation period after they purchase
goods and services, so do businesses. The buying unit might survey users of the
product to see how satisfied they were with it. Cessna Aircraft Company, a small
U.S. airplane maker, routinely surveys the users of the products it buys so they can
voice their opinions on a supplier’s performance.“Cessna Expands Scorecard to
Indirect Suppliers,” Purchasing 138, no. 6 (June 2009): 58.

Some buyers establish on-time performance, quality, customer satisfaction, and
other measures for their vendors to meet, and provide those vendors with the
information regularly, such as trend reports that show if their performance is
improving, remaining the same, or worsening. (The process is similar to a
performance evaluation you might receive as an employee.) For example, Food Lion
shares a wide variety of daily retail data and performance calculations with its
suppliers in exchange for their commitment to closely collaborate with the grocery-
store chain.

Keep in mind that a supplier with a poor performance record might not be entirely
to blame. The purchasing company might play a role, too. For example, if the U.S.
Postal Service contracts with FedEx to help deliver its holiday packages on time, but
a large number of the packages are delivered late, FedEx may or may not be to
blame. Perhaps a large number of loads the U.S. Postal Service delivered to FedEx
were late, weather played a role, or shipping volumes were unusually high.
Companies need to collaborate with their suppliers to look for ways to improve
their joint performance. Some companies hold annual symposiums with their
suppliers to facilitate cooperation among them and to honor their best
suppliers.William Copacino, “Unlocking Value through the Supplier Scorecard,”
Supply Chain Management Review, July 8, 2009, http://www.scmr.com/article/
329960-Unlocking_Value_through_the_Supplier_Scorecard.php (accessed
December 13, 2009).

Types of B2B Buying Situations

To some extent the stages an organization goes through and the number of people
involved depend on the buying situation. Is this the first time the firm has
purchased the product or the fiftieth? If it’s the fiftieth time, the buyer is likely to
skip the search and other phases and simply make a purchase. A straight rebuy14 is
a situation in which a purchaser buys the same product in the same quantities from
the same vendor. Nothing changes, in other words. Postpurchase evaluations are
often skipped, unless the buyer notices an unexpected change in the offering such
as a deterioration of its quality or delivery time.

14. When a purchaser buys the
same product in the same
quantities from the same
vendor.
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Sellers like straight rebuys because the buyer doesn’t consider any alternative
products or search for new suppliers. The result is a steady, reliable stream of
revenue for the seller. Consequently, the seller doesn’t have to spend a lot of time
on the account and can concentrate on capturing other business opportunities.
Nonetheless, the seller cannot ignore the account. The seller still has to provide the
buyer with top-notch, reliable service or the straight-rebuy situation could be
jeopardized.

If an account is especially large and important, the seller might go so far as to
station personnel at the customer’s place of business to be sure the customer is
happy and the straight-rebuy situation continues. IBM and the management
consulting firm Accenture station employees all around the world at their
customers’ offices and facilities.

By contrast, a new-buy15 selling situation occurs when a firm purchases a product
for the first time. Generally speaking, all the buying stages we described in the last
section occur. New buys are the most time consuming for both the purchasing firm
and the firms selling to them. If the product is complex, many vendors and products
will be considered, and many RFPs will be solicited.

New-to-an-organization buying situations rarely occur. What is more likely is that a
purchase is new to the people involved. For example, a school district owns
buildings. But when a new high school needs to be built, there may not be anyone in
management who has experience building a new school. That purchase situation is
a new buy for those involved.

A modified rebuy16 occurs when a company wants to buy the same type of product
it has in the past but make some modifications to it. Maybe the buyer wants
different quantities, packaging, or delivery, or the product customized slightly
differently. For example, your instructor might have initially adopted this textbook
“as is” from its publisher, Unnamed Publisher, but then decided to customize it
later with additional questions, problems, or content that he or she created or that
was available from Unnamed Publisher.

A modified rebuy doesn’t necessarily have to be made with the same seller,
however. Your instructor may have taught this course before, using a different
publisher’s book. High textbook costs, lack of customization, and other factors may
have led to dissatisfaction. In this case, she might visit with some other textbook
suppliers and see what they have to offer. Some buyers routinely solicit bids from
other sellers when they want to modify their purchases in order to get sellers to
compete for their business. Likewise, savvy sellers look for ways to turn straight
rebuys into modified buys so they can get a shot at the business. They do so by

15. When a firm purchases a
product for the first time.

16. When a company wants to buy
the same type of product it has
in the past but make some
modifications to it.
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regularly visiting with customers and seeing if they have unmet needs or problems
a modified product might solve.

KEY TAKEAWAY

The stages in the B2B buying process are as follows: Someone recognizes
that the organization has a need that can be solved by purchasing a good or
service. The need is described and quantified. Qualified suppliers are
searched for, and each qualified supplier is sent a request for proposal (RFP),
which is an invitation to submit a bid to supply the good or service. The
proposals suppliers submit are evaluated, one or more supplier(s) selected,
and an order routine with each is established. A postpurchase evaluation is
later conducted and the feedback provided to the suppliers. The buying
stages an organization goes through often depend on the buying
situation—whether it’s a straight rebuy, new buy, or modified rebuy.

REVIEW QUESTIONS

1. What buying stages do buying centers typically go through?
2. Why should business buyers collaborate with the companies they buy

products from?
3. Explain how a straight rebuy, new buy, and modified rebuy differ from

one another.
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Figure 4.8

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 that you may or may not have noticed or
thought about is that firms in the same industry tend to cluster in the same
geographic areas. In the United States, many banks and financial companies are
located on or near Wall Street in New York City. Many film and television
companies operate out of Hollywood. Is it just by chance that this has occurred? No.

The clustering occurs because the resources these firms need—both human and
natural—are located in some areas and not others. For example, the Gulf of Mexico
is rich with oil deposits. As a result, many oil companies and facilities are located
along or near the Gulf in cities such as Houston. Likewise, many high-tech
companies are located in Silicon Valley (California). One reason is that nearby
Stanford University is one of the top computer-science schools in the country, and
the firms want to hire graduates from the school.

But that’s not the only reason businesses in the same
industry cluster together. Another reason is the sellers
want to be close to their buyers. Bentonville, Arkansas,
the world headquarters of Walmart, used to be a sleepy
little rural town. As Walmart grew, so have the number
of companies moving into the area to do business with
Walmart. In the last twenty years, the size of the town
has nearly tripled.

Why do companies want to be near their buyers? Let’s
go back to our date analogy. Suppose you hit it off with
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Bollywood, which refers to the
film industry in India, has
become one of the largest film
centers in the world. It’s growing
faster than Hollywood and is
beginning to rival its size.

© 2010 Jupiterimages
Corporation

the person you’re interested in and you become “an
item.” You probably wouldn’t want to be half the world
away from the person for a long period of time because
you would miss the person and because you wouldn’t
want a rival moving in on your turf! Companies also
want to be close to their suppliers because it can help
them get inventory more quickly. Dell’s suppliers are
located right next to the company’s assembly plants.
And, as you have learned, some companies actually
locate their personnel on their customers’ sites.

B2B E-Commerce

Not all B2B buyers and sellers are cozying up to one another location-wise today,
though: e-commerce17, or commerce conducted electronically, such as over the
Internet, has made locating near buyers less important. Consider the Hubert
Company, a Cincinnati-based firm that sells supplies to the food industry. “Just ten
years ago the Internet didn’t exist for the Hubert Company, and today almost 30
percent of our business comes through the Internet as an ordering mechanism,”
says Bart Kohler, president of the company.Information from Bart Kohler based on
a telephone interview conducted by Dr. Camille Schuster. However, the Hubert
Company can no longer protect the market in and around Cincinnati just because
it’s headquartered there. “Whereas in the past, I was somewhat insulated to just
people in my area, now there really are no geographic boundaries anymore, and
anyone can compete with me anywhere,” Kohler explains. The advantage is that
whereas the United States is a mature market in which growth is limited, other
countries, like Brazil, India, and China, are growing like crazy and represent huge
opportunities for the Hubert Company, he says.

17. Commerce conducted
electronically, such as over the
Internet.
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Figure 4.9

The Hubert Company sells to companies all over the globe, including the U.S. government. Notice the GSA link in the
upper right-hand corner of its Web page.

Source: http://www.hubert.com.

B2B e-commerce was actually a little slower to take hold than B2C e-commerce,
though. Initially, the Web sites of many B2B firms were static. There was no
interactivity. “We put our first Web site up in 1998, and it really didn’t do
anything,” Kohler explains. “All it did was it had the picture of the company. I think
it had a picture of me holding a catalog with a toll-free number at the bottom, and
said, ‘Hey, call this number and we’ll send you a catalog.’”

Things have changed. Companies have since developed sophisticated e-commerce
systems that allow their customers to do many things for themselves. As a result,
they have been able to cut down on the amount of customer service they need to
provide. Does your business want to ship your products cheaply across the country
via rail? You can sign up online for an account with a railroad like Union Pacific
(UP), reserve some rail cars on UP’s site, and choose the route you want them to
travel. Later, after you ship the goods, you can check your account balance on the
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Web site and track the rail cars online like you can packages shipped with FedEx
and UPS. The office supply chain Staples has special Web sites set up for each of its
business customers, which are customized with online catalogs containing the types
of products they buy at the prices they seem to be willing to pay, based on their
past purchases on StaplesLink.com.Efraim Turban, Jae K. Lee, David King, Ting Peng
Liang, and Deborrah Turban, Electronic Commerce 2010, 6th ed. (Upper Saddle River,
NJ: Prentice Hall, 2009), 203. Today’s B2B sites are far from static.

Types of B2B Web Sites

Figure 4.10 An Example of a Sell-Side B2B Web site

Most of the examples we’ve described so far are examples of sell-side e-commerce
sites. A sell-side site18 is a site in which a single seller sells products to many
different buyers. Figure 4.10 "An Example of a Sell-Side B2B Web site" shows the
direction of the sale of goods and services sold on a sell-side site, such as the Hubert
Company has.

But there are buy-side e-commerce sites as well. A buy-side site19 is one in which a
business buys products from multiple sellers that go there to do business with the
firm. Some government agencies have buy-side sites. B2B exchanges20 are e-
commerce sites where multiple buyers and sellers go to find and do business with
one another. (You can think of the exchanges as being somewhat like Craigslist but
composed solely of business buyers and sellers.) Sites such as these make their
money by charging buyers and sellers a fee when they conduct transactions with
one another. In the late 1990s and early 2000s, B2B exchanges sprouted up on the
Internet like weeds. Cyber entrepreneurs took a “build it and they will come”
attitude, hoping to earn a fee off the transactions conducted on site. Many of these
sites have failed, but not all of them. One of the most successful and largest
exchanges is Alibaba.com, founded in 1999 as a trading platform for small and

18. A Web site in which a single
seller sells products to many
different buyers.

19. A Web site in which a business
buys products from multiple
sellers that go there to do
business with the firm.

20. E-commerce Web sites where
multiple buyers and sellers go
to find and do business with
one another.
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medium manufacturers to sell their wares.“Company Overview,” Alibaba.com,
http://news.alibaba.com/specials/aboutalibaba/index.html (accessed December 13,
2009). ChemNet.com is a global exchange where companies go to buy and sell
chemicals of all kinds. The homepage for ChemNet is shown in Figure 4.11.
(Ammonium, sodium, or potassium, anyone?)

Figure 4.11

Need chemicals? You can find them on the B2B exchange Web site ChemNet.

Source: http://www.chemnet.com.

B2B auctions21 are Web-based auctions that occur between businesses. The
auctions can be either sell side or buy side. An example of a sell-side auction is a
B2B auction that occurs on eBay or a site like AssetAuctions.com where surplus
industrial equipment is sold. Motorola regularly sells small quantities of products at
the end of their life cycles on eBay. Motorola has found that eBay is a good way to
make some money from products that businesses are reluctant to buy otherwise
because they are being discontinued.“Motorola Finds Higher Return in B2B
Auctions on eBay,” internetretailer.com, March 23, 2002,
http://www.internetretailer.com/dailyNews.asp?id=8291 (accessed December 13,
2009). Sell-side auctions are sometimes referred to as forward auctions.

21. Web-based auctions that occur
between businesses.
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Buy-side auctions, by contrast, reverse the traditional auction formula, which is to
help the seller get the highest price for the product. Instead, the buyer initiates the
auction in order to find the cheapest supplier of a product. Sellers then bid against
one another, offering the lowest prices they can for their products, in order to get
the buyer’s business. Because the roles of the buyers and sellers are reversed in
buy-side auctions, they are often referred to as reverse auctions22.

Not all companies use an intermediary like eBay or AssetAuctions to conduct their
auctions, though. Some companies conduct their own auctions on their Web sites so
they don’t have to pay a fee to an intermediary. For example, General Motors
auctions off reconditioned vehicles to auto dealers on its own Web site,
http://www.gmonlineauctions.com.

Pricing in E-commerce Markets

One of the consequences of e-commerce is that B2B customers can easily shop
around from the convenience of their cubicles or offices, bid on products, and read
blogs about products from industry experts. That’s what buyers generally do before
they get on the phone or personally meet with sellers. E-commerce has made it
especially easy for buyers to compare prices. And the cheapest price often attracts
the most attention.

The result is that B2B sellers (and B2C sellers) have found their ability to raise
prices limited. The problem is more acute when products are very similar to one
another (commodities) and B2B auctions and exchanges are utilized. If you are a
buyer of chemicals looking for a supplier on ChemNet, do you want to pay more for
one brand of a chemical that has the same molecular formula as every other brand?
Maybe not. However, if you believe you can get better service from one company
than from another, you might pay more. “Everything has become much more of a
commodity, commodity meaning that it’s basically more and more about price,”
says Kohler about e-commerce competition. “So my challenge as a distributor is
that I have got to constantly find new ways to try to create value for Hubert’s
customers.”

To avoid e-commerce price wars, some companies refuse to sell their products
directly online or put prices on them. Snapper products are an example. Go to
Snapper.com, and you will find a lot of information about Snapper mowers and
snow blowers online and dealers where you can buy them. But you won’t see any
prices listed. Nor can you buy a product directly from the Web site.

22. When the buyer lists what he
or she wants to buy and also
states how much he or she is
willing to pay. The reverse
auction is finished when at
least one firm is willing to
accept the buyer’s price.
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KEY TAKEAWAY

Firms in the same industry tend to cluster in the same geographic areas
because the resources these firms need—both human and natural—are
located in some areas and not others. Sellers also want to be close to their
buyers. E-commerce, or commerce conducted electronically such as over the
Internet, has made locating near buyers less important for business-to-
business sellers and opened up opportunities for them to sell their products
around the world. However, e-commerce has also led to more competition
and made it difficult for sellers to raise their prices. B2B e-commerce was
slower to take hold than B2C e-commerce. Companies have since developed
sophisticated e-commerce systems, including sell-side and buy-side Web
sites, exchanges, and B2B auctions.

REVIEW QUESTIONS

1. Name some other industries you’re aware of in which companies tend to
cluster geographically. Why are the companies in these industries
located near one another?

2. How do B2B exchange sites differ from B2B auction sites?
3. How can firms that sell their products on the Internet prevent their

prices from being driven down by competitors?
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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.

It’s likely that every topic we have talked about so far in this chapter has an ethical
dimension to it. Take procurement, for example: unlike B2C markets, offering
customers free dinners, golf games, and so forth is very common in B2B settings. In
many foreign countries, business and government buyers not only expect perks
such as these but also actually demand bribes be paid if you want to do business
with them. And firms pay them, even though some countries prohibit them. (The
United States is one such country.) Which countries have a penchant for bribery? In
a report called the “Bribe Payers Index,” Transparency International, a watchdog
organization, annually ranks the likelihood of firms from the world’s industrialized
countries to bribe abroad. The top five countries are shown in Table 4.3
"Transparency International’s Bribe Payers Index, 2008".

Table 4.3 Transparency International’s Bribe Payers Index, 2008

1. Russia

2. China

3. Mexico

4. India

5. Italy

Or take, for example, the straight-rebuy situation we discussed earlier. Recall that
in a straight rebuy, buyers repurchase products automatically. Recently, Dean
Foods, which manufactures the Silk brand of soy milk, experienced a lot of negative
press after the company changed the word “organic” to “natural” on the labels of
its milk, and quietly switched to conventional soybeans, which are often grown
with pesticides. But Dean didn’t change the barcode for the product, the packaging
of the product, or the price much. So stores kept ordering what they thought was
the same product—making a straight rebuy—but it wasn’t. Many stores and
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consumers felt as though they had been duped. Some grocers dropped the entire
Silk lineup of products.Richard Waters and Nikki Tait, “Intel Settles Antitrust AMD
Case for $1.2 Billion,” Financial Times, November 13, 2009, http://www.ft.com/cms/
s/0/789729c2-cff4-11de-a36d-00144feabdc0.html (accessed December 13, 2009).

And remember Intel’s strategy to increase the demand for its chips by insisting that
PC makers use “Intel Inside” stickers? Recently Intel paid a competitor more than a
billion dollars to settle a court case contending that it strong-armed PC makers into
doing business exclusively with Intel. (Does that make you feel less warm and fuzzy
about the “Intel Inside” campaign?)

What Dean Foods and Intel did might strike you as being wrong. However, what is
ethical and what is not is often not clear-cut. Walmart has a reputation for using its
market power to squeeze its suppliers for the best deals possible, in some cases
putting them out of business. Is that ethical? What about companies that hire
suppliers abroad, putting U.S. companies and workers out of business? Is that
wrong? It depends on whom you ask. Some economists believe Walmart’s ability to
keep costs low has benefited consumers far more than it has hurt the suppliers of
products. Is it fair to prohibit U.S. companies from offering bribes when their
foreign competitors can?

Clearly, people have very different ideas about what’s ethical and what’s not. So
how does a business get all of its employees on the same page in terms of how they
behave? Laws and regulations—state, federal, and international—are an obvious
starting point for companies, their executives, and employees wanting to do the
right thing. The U.S. Federal Trade Commission (FTC) often plays a role when it
comes to B2B laws and regulations. The FTC regulates companies in an effort to
prevent them from engaging in unfair trade practices that can harm consumers and
hamper competition.

Companies are also adopting ethics codes that provide general guidelines about
how their employees should behave. Many firms require employees to go through
ethics training so they know what to do when they face tricky ethical dilemmas.
Large corporations have begun hiring “chief ethics officers” to ensure ethics are
properly implemented within their organizations. The Business Marketing
Association has also developed a code of ethics that discourages bribery and other
practices, such as disparaging a competitor’s products unfairly, and encourages
treating one’s suppliers equitably.
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Figure 4.12

Click on the following link to read the Business Marketing Association’s entire code of ethics:
http://www.marketing.org/i4a/pages/Index.cfm?pageID=3286.

As for Walmart, you can’t fault the company’s procurement practices. Walmart’s
purchasing agents aren’t allowed to accept a lunch, dinner, golf game, or so much
as a cup of coffee from potential vendors. Walmart is not the only company to have
implemented such a policy. More and more firms have followed suit because (1)
they realize that perks such as these drive up product costs and (2) they don’t want
their buyers making decisions based on what they personally can get out of them
rather than what’s best for the company.

All things equal, companies want to do business with firms that are responsible.
They don’t want to be associated with firms that are not. Why is this important?
Because that’s what consumers are increasingly demanding. A few years ago, Nike
and a number of other apparel makers were lambasted when it came to light that
the factories they contracted with were using child labor and keeping workers
toiling for long hours under terrible conditions. Nike didn’t own the factories, but it
still got a bad rap. Today, Nike, Inc., uses a “balanced scorecard.” When evaluating
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suppliers, it looks at their labor-code compliance along with measures such as price,
quality, and delivery time. During crunch times, it allows some Chinese factories
latitude by, for example, permitting them to adjust when employees can take days
off.Dexter Roberts, Pete Engardio, Aaron Bernstein, Stanley Holmes, and Xiang Ji,
“How to Make Factories Play Fair,” BusinessWeek, November 27, 2006,
http://www.businessweek.com/magazine/content/06_48/b4011006.htm (accessed
December 13, 2009).

Similarly, Walmart has developed a scorecard to rate its suppliers on how their
packaging of products affects the environment.Mark Arzoumanian, “Wal-Mart
Updates Scorecard Status,” Official Board Markets 84, no. 46 (November 15, 2008): 1, 4.
Walmart does so because its customers are becoming more conscious of
environmental damage and see value in products that are produced in as
environmentally friendly a way as possible.

KEY TAKEAWAY

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. 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. Companies want to do business
with firms that are responsible. They don’t want to be associated with firms
that are not. Why? Because they know ethics are important to consumers
and that they are increasingly demanding firms behave responsibly.

REVIEW QUESTIONS

1. Name some of the types of ethical dilemmas facing firms in B2B markets.
2. Why is it difficult for employees and firms to know what’s considered to

be ethical behavior and what is not?
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4.7 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Assume your company makes shop towels, hand-washing stations, and
similar products. Make a list of all the companies that could be potential
customers of your firm. Then identify all the markets from which their
demand is derived. (Who are their customers and their customers’
customers?) What factors might influence the success or failure of your
business in these markets?

2. How might a buying center be different for a company that is
considering building a new plant versus choosing a new copier?

3. Imagine you are a salesperson for a company that sells maintenance
items used in keeping a manufacturing plant running. There is a large
plant in your territory that buys 60 percent of its products from one
competitor and the other 40 percent from another competitor. What
could you do to try to make a sale in that plant? How would your answer
change if you were the 40 percent vendor and wanted to increase your
share of the buyer’s business?

4. When your family makes a major purchase, such as choosing a vacation
destination or buying furniture, does it resemble a buying center? If so,
who plays what roles?

5. Katie is a forklift operator who is tired of her forklift breaking down. She
points out to her boss, the plant supervisor, that her forklift is broken
down at least 20 percent of the time, and it is beginning to impact
production. The plant supervisor tells the purchasing agent that a new
forklift is needed and asks the purchasing agent to get three bids on new
ones with similar features. The purchasing agent calls three companies
and gets bids, which the plant supervisor uses to narrow it down to two.
He then has Katie test drive the two and since she liked the Yamamatsu
best, he decides to purchase that one. What roles do the supervisor and
Katie play in this firm’s buying center? Does the process followed
resemble the process outlined in the chapter? If not, why not?

6. Someone who works in a company is also a consumer at home. You have
already learned about how consumers buy. How does what you already
know about how consumers buy relate to what you would expect those
same people to do at work when making a purchase?
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ACTIVITIES

1. Interview someone you know who makes purchasing decisions as part of
the job. The person may or may not be a professional purchasing agent,
as long as business purchasing decisions are a fairly regular part of his
or her position. What are the key principles to making good purchasing
decisions at work? How do those principles influence people’s purchases
for their own personal consumption?

2. Locate three different types of Web sites that cater to markets discussed
in this chapter. How do these differ from sites like eBay or
Overstock.com? How are they similar?
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Chapter 5

Market Segmenting, Targeting, and Positioning

Suppose you’ve created a great new offering you hope will become a hot seller.
Before you quit your day job to market it, you’ll need to ask yourself, “Who’s going
to buy my product?” and “Will there be enough of these people to make it worth my
while?”

Certain people will be more interested in what you have to offer than others. Not
everyone needs homeowners’ insurance, not everyone needs physical therapy
services, and not every organization needs to purchase vertical lathes or CT
scanners. Among those that do, some will buy a few, and a few will buy many. In
other words, in terms of your potential buyers, not all of them are “created equal.”
Some customers are more equal than others, however. A number of people might be
interested in your product if it’s priced right. Other people might be interested if
they simply are aware of the fact that your product exists.

Your goal is to figure out who these people and organizations are. To do this you
will need to divide them up into different categories. The process of breaking down
all consumers into groups of potential buyers with similar characteristics is called
market segmentation1. The key question you have to ask yourself when
segmenting markets is, What groups of buyers are similar enough that the same product
or service will appeal to all of them?Bruce R. Barringer and Duane Ireland,
Entrepreneurship: Successfully Launching New Ventures, 3rd ed. (Upper Saddle River, NJ:
Prentice Hall, 2010). After all, your marketing budget is likely to be limited. You
need to get the biggest bang for your buck by focusing on those people you truly
have a shot at selling to and tailoring your offering toward them.

1. The process of breaking down
all consumers into groups of
potential buyers with similar
characteristics.
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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.

Choosing select groups of people and organizations to sell to is called targeted
marketing2, or differentiated marketing. It is a relatively new phenomenon. Mass
marketing3, or undifferentiated marketing, came first. It evolved along with mass
production and involves selling the same product to everybody. You can think of
mass marketing as a shotgun approach: you blast out as many marketing messages
as possible on every medium available as often as you can afford.Robert Spellings,
Jr., “Mass Marketing Is Dead. Make Way for Personal Marketing,” The Direct
Marketing Voice, March 20, 2009, http://thedirectmarketingvoice.com/2009/03/20/
mass-marketing-is-dead-make-way-for-personal-marketing (accessed December 2,
2009). (By contrast, targeted marketing is more like shooting a rifle; you take
careful aim at one type of customer with your message.)

Automaker Henry Ford was very successful at both mass production and mass
marketing. Ford 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. “Any customer can have a
car painted any color he wants, so long as it is black,” Ford used to joke. He also
advertised in every major newspaper and persuaded all kinds of publications to
carry stories about the new, inexpensive cars. By 1918, half of all cars on America’s
roads were Model Ts.Henry Ford, My Life and Work (Garden City, NY: Garden City
Publishing Co., 1922), 72.

2. Choosing select groups of
people to sell to.

3. Selling the same product to all
consumers.
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Figure 5.1

You could forget about buying a
custom Model T from Ford in the
early 1900s. The good news? The
price was right.

Then Alfred P. Sloan, the head of General Motors (GM),
appeared on the scene. Sloan 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. His efforts were successful, and in
the 1950s, GM overtook Ford in the as the nation’s top
automaker.José María Manzanedo, “Market
Segmentation Strategies. How to Maximize
Opportunities on the Potential Market,” February 20,
2005, http://www.daemonquest.com/en/
research_and_insight/2006/10/11/

market_segmentation_strategies_how_to_maximize_opportunities_
on_the_potential_market (accessed April 13, 2012). (You might be interested to
know that before GM declared bankruptcy in 2009, it was widely believed the
automaker actually had too many car models. Apparently, “old habits die hard,” as
the saying goes.)

Benefits of Segmenting and Targeting Markets

The story of General Motors raises an important point, which is that segmenting
and targeting markets doesn’t necessarily mean “skinnying down” the number of
your customers. In fact, it can help you enlarge your customer base by giving you
information with which to successfully adjust some component of your
offering—the offering itself, its price, the way you service and market it, and so on.
More specifically, the process 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
• 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
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The trend today is toward more precise, targeted marketing. Figuring out “who’s
who” in terms of your customers involves some detective work, though—often
market research. A variety of tools and research techniques can be used to segment
markets. Government agencies, such as the U.S. Census Bureau, collect and report
vast amounts of population information and economic data that can reveal
changing consumption trends. We will talk more about market research in Chapter
10 "Gathering and Using Information: Marketing Research and Market
Intelligence".

Technology is also making it easier for even small companies and entrepreneurs to
gather information about potential customers. For example, the online game
company GamePUMA.com originally believed its target market consisted of U.S.
customers. But when the firm looked more closely at who was downloading games
from its Web site, they were people from all over the globe.

The great product idea you had? As we explained in Chapter 3 "Consumer Behavior:
How People Make Buying Decisions", companies are now using the Internet to track
people’s Web browsing patterns and segment them into groups that can be
marketed to. Even small businesses are able to do this cost effectively now because
they don’t need their own software and programs. They can simply sign up online
for products like Google’s AdSense and AdWords programs. You can locate potential
customers by looking at blog sites and discussion forums on the Web. Big-
boards.com has thousands of discussion forums you can mine to find potential
customers interested in your product. Do you have a blog? Go to BlogPoll.com, and
you can embed a survey in your blog to see what people think of your idea. If you
have a Web site, you can download an application onto your iPhone that will give
you up-to-the-minute information and statistics on your site’s visitors.

Getting a read on potential target markets doesn’t necessarily have to involve
technology, though. Your own personal experience and talking to would-be buyers
is an important part of the puzzle. Go where you think would-be buyers
go—restaurants, malls, gyms, subways, grocery stores, daycare centers, and offices.
Ask questions: What do they do during the day? What do they talk about? What
products or services do you see them using? Are they having an enjoyable
experience when using those products or are they frustrated?
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Figure 5.2

The Healthy Choice line of frozen
dinners was launched by a heart
attack victim.

Healthy Choice frozen dinners were conceived as a
result of questioning potential customers. The food-
maker ConAgra launched the dinners in the late 1980s
after its CEO, Charlie Harper, suffered a heart attack.
One day a colleague complimented Harper on his wife’s
tasty low-fat turkey stew. That’s when Harper realized
there were people like him who wanted healthy
convenience foods, so he began talking to them about
what they wanted. Two years after the Healthy Choice
line was launched, it controlled 10 percent of the
frozen-dinner market.John Birchall, “Out to Launch in a
Downturn,” Financial Times, June 4, 2009, 10.

Segmenting and Targeting a Firm’s Current
Customers

Finding and attracting new customers is generally far more difficult than retaining
your current customers. People are creatures of habit. Think about how much time
and energy you spend when you switch your business from one firm to
another—even when you’re buying something as simple as a haircut. If you aren’t
happy with your hair and want to find a new hairdresser, you first have to talk to
people with haircuts you like or read reviews of salons. Once you decide to go to a
particular salon, you have to look it up on the Internet or your GPS device and hope
you don’t get lost on the way. When you get to the salon, you must try to explain to
the new hairdresser how you want your hair cut and hope he or she gets it right.
You might also have to jump through some different hoops when you pay the bill.
Perhaps the new salon won’t accept your American Express card or won’t let you
put the tip on your card. However, once you have learned the ropes at the new
salon, doing business with it gets much easier.

The same is true for firms when it comes to finding new customers. Finding
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 and form close relationships with your current customers.
Broadly speaking, your goal is to do as much business with each one of them as
possible.

The most recent economic downturn drove home the point of making the most of
one’s current customers. During the downturn, new customers were hard to find,
and firms’ advertising and marketing budgets were cut. Expensive, untargeted,
shotgunlike marketing campaigns that would probably produce spotty results were
out of the question. Consequently, many organizations chose to focus their selling
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efforts on their current customers.John Birchall, “Value Trend Tests Brand
Loyalty,” Financial Times, March 31, 2009, 12.

This is the situation in which the adventure-based travel firm Backroads found
itself in 2009. The California-based company increased its revenues by creating a
personalized marketing campaign for people who had done business with
Backroads in the past. The firm looked at information such as customers’ past
purchases, the seasons in which they took their trips, the levels of activity
associated with them, and whether or not the customers tended to vacation with
children. The company then created three relevant trip suggestions for each
customer based on the information. The information was sent to customers via
postcards and e-mails with links to customized Web pages reminding them of the
trips they had previously booked with Backroads and suggesting new ones. “In
terms of past customers, it was like off-the-charts better [than past campaigns],”
says Massimo Prioreschi, the vice president of Backroads’ sales and marketing
group.“Lift Sales with Personalized, Multi-channel Messages: 6 Steps,” July 9, 2009,
http://www.marketingsherpa.com/article.php?ident=31299 (accessed December 2,
2009).

In addition to studying their buying patterns, firms also try to get a better read on
their customers by surveying them or hiring marketing research firms to do so. (A
good source for finding marketing research companies is
http://www.greenbook.org.) Firms also utilize loyalty programs to find out about
their customers. For example, if you sign up to become a frequent flier with a
certain airline, the airline will likely ask to you a number of questions about your
likes and dislikes. This information will then be entered into a customer
relationship management (CRM) system, and you might be e-mailed special deals
based on the routes you tend to fly. British Airways goes so far as to track the
magazines its most elite fliers like to read so the publications are available to them
on its planes.

Many firms—even small ones—are using Facebook to develop closer relationships
with their customers. Hansen Cakes, a Beverly Hills (California) bakery, has about
two thousand customers who visit its Facebook page. During her downtime at the
bakery, employee Suzi Finer posts “cakes updates” and photos of the goodies she’s
working on to the site. Along with information about the cakes, Finer extends
special offers to customers and mixes in any gossip about Hollywood celebrities
she’s spotted in the area. After Hansen Cakes launched its Facebook page, the
bakery’s sales shot up 15–20 percent. “And that’s during the recession,” notes Finer,
who is obviously proud of the results she’s gotten.Jefferson Graham, “Cade
Decoratero Finds Twitter a Sweet Recipe for Success,” USA Today, April 1, 2009, 5B.
Twitter is another way companies are keeping in touch with their customers and
boosting their revenues. For example, when the homemaking maven Martha
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Figure 5.3

Stewart schedules a book signing, she tweets her followers, and voilà—many of
them show up at the bookstore she’s appearing at to buy copies. Finding ways to
interact with customers that they enjoy—whether it’s meeting or “tweeting” them,
or putting on events and tradeshows they want to attend—is the key to forming
relationships with them.

Remember what you learned in Chapter 3 "Consumer Behavior: How People Make
Buying Decisions", however: not all customers are created equal, including your
current customers. Some customers are highly profitable, and others aren’t. Still
others will actually end up costing your firm money to serve. Consequently, you will
want to interact with some of them more than others.

Believe it or not, some firms deliberately “untarget” unprofitable customers. That’s
what Best Buy did. In 2004, Best Buy got a lot of attention (not all of it good) when it
was discovered the company had categorized its buyers into “personas,” or types of
buyers, and created customized sales approaches for each. For example, an upper-
middle-class woman was referred to as a “Jill.” A young urban man was referred to
as a “Buzz.” And pesky, bargain-hunting customers that Best Buy couldn’t make
much of a profit from? They were referred to as “devils” and taken off the
company’s mailing lists.Meg Marco, “LEAKS: Best Buy’s Internal Customer Profiling
Document,” The Consumerist, March 18, 2008, http://consumerist.com/368894/
leaks-best-buys-internal-customer-profiling-document (accessed December 2,
2009).

The knife cuts both ways, though. Not all firms are equal in the minds of consumers,
who will choose to do business with some companies rather than others. To
consumers, market segmentation means: meet my needs—give me what I
want.“Market Segmentation,” The Market Segmentation Company,
http://www.marketsegmentation.co.uk/segmentation_tmsc.htm (accessed
December 2, 2009).

“Steps in One-to-One Marketing” outlines the steps
companies can take to target their best customers, form
close, personal relationships with them, and give them
what they want—a process called one-to-one
marketing4. In terms of our shotgun versus rifle
approach, you can think of one-to-one marketing as a
rifle approach, but with an added advantage: now you
have a scope on your rifle.

One-to-one marketing is an idea proposed by Don
Peppers and Martha Rogers in their 1994 book The One to

4. Forming close, personal
relationships with customers
and giving them exactly what
they want.
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Are you a “high maintenance”
customer? Always trying to
“work a deal”? Then don’t call
Best Buy. They’ll call you.

© 2010 Jupiterimages
Corporation

One Future. The book described what life would be like
after mass marketing. We would all be able to get
exactly what we want from sellers, and our
relationships with them would be collaborative, rather
than adversarial. Are we there yet? Not quite. But it
does seem to be the direction the trend toward highly
targeted marketing is leading.
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Steps in One-to-One Marketing

1. Establish short-term measures to evaluate your efforts.
Determine how you will measure your effort. For example, will you
use higher customer satisfaction ratings, increased revenues
earned per customer, number of products sold to customers,
transaction costs, or another measure?

2. Identify your customers. Gather all the information you can
about your current customers, including their buying patterns,
likes, and dislikes. When conducting business with them, include
an “opt in” question that allows you to legally gather and use their
phone numbers and e-mail addresses so as to can remain in
contact with them.

3. Differentiate among your customers. Determine who your best
customers are in terms of what they spend and will spend in the
future (their customer lifetime value), and how easy or difficult
they are to serve. Identify and target customers that spend only
small amounts with you but large amounts with your competitors.

4. Interact with your customers, targeting your best ones. Find
ways and mediums in which to talk to customers about topics
they’re interested in and enjoy. Spend the bulk of your resources
interacting with your best (high-value) customers. Minimize the
time and money you spend on low-value customers with low
growth potential.

5. Customize your products and marketing messages to meet
their needs. Try to customize your marketing messages and
products in order to give your customers exactly what they
want—whether it’s the product itself, its packaging, delivery, or
the services associated with it.Curt Harler, “Reaching the
Unreachable,” Smart Business Cleveland, December 2008, 92; Don
Peppers and Martha Rogers, “The Short Way to Long-Term
Relationships,” Sales and Marketing Management, May 1, 1999, 24;
Don Peppers, Martha Rogers, and Bob Dorf, “Is Your Company
Ready for One-to-One Marketing?” Harvard Business Review,
January–February 1999, 151–60.

Audio Clip

Interview with Apurva Ghelani
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http://app.wistia.com/embed/medias/de5a1d6419

Listen to Apurva Ghelani, a senior sales engineer, from the marketing company Air2Web, discuss how
companies like NASCAR get permission from consumers to them send advertisements via their wireless
devices.

KEY TAKEAWAY

Choosing select groups of people to sell to is called targeted marketing, or
differentiated marketing. Mass marketing, or undifferentiated marketing,
involves selling the same product to everyone. The trend today is toward
more precise, targeted marketing. Finding and attracting new customers is
generally far more difficult than retaining one’s current customers, which is
why organizations try to interact with and form relationships with their
current customers. The goal of firms is to do as much business with their
best customers as possible. Forming close, personal relationships with
customers and giving them exactly what they want is a process called one-
to-one marketing. It is the opposite of mass marketing.

REVIEW QUESTIONS

1. Using the shotgun and rifle analogy, how do mass marketing, targeted
marketing, and one-to-one marketing compare with one another?

2. How is technology making it easier for firms to target potential
customers?

3. Outline the steps companies need to take to engage in one-to-one
marketing with their customers.
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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.

As you learned in Chapter 4 "Business Buying Behavior", sellers can choose to
pursue consumer markets, business-to-business (B2B) markets, or both.
Consequently, one obvious way to begin the segmentation process is to segment
markets into these two types of groups. Next, we look primarily at the ways in
which consumer markets can be segmented. Later in the chapter, we look at the
ways in which B2B markets can be segmented.

In Chapter 3 "Consumer Behavior: How People Make Buying Decisions", we
mentioned that certain factors drive consumers to buy certain things. Many of the
same factors can also be used to segment customers. A firm will often use multiple
segmentation bases5, or criteria to classify buyers, to get a fuller picture of its
customers and create real value for them. Each variable adds a layer of information.
Think of it as being similar to the way in which your professor builds up
information on a PowerPoint slide to the point at which you are able to understand
the material being presented.

There are all kinds of characteristics you can use to slice and dice a market. You
might not immediately think of some of them. What about the physical sizes of
people? “Big-and-tall” stores cater to the segment of population that’s larger sized.
What about people with wide or narrow feet, or people with medical conditions,
certain hobbies, or different sexual orientations? Next, we’ll look at some of the
more common characteristics market researchers look at when segmenting
buyers—rather than, say, the width of their feet, although this could certainly be
something you might look at, depending on your offering.

Types of Segmentation Bases

Table 5.1 "Common Ways of Segmenting Buyers" shows some of the different types
of buyer characteristics used to segment markets. Notice that the characteristics
fall into one of four segmentation categories: behavioral, demographic, geographic, or
psychographic. We’ll discuss each of these categories in a moment. For now, you can

5. Criteria used to classify buyers.
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get a rough idea of what the categories consist of by looking at them in terms of
how marketing professionals might answer the following questions:

• Behavioral segmentation. What benefits do customers want, and how
do they use our product?

• Demographic segmentation. How do the ages, races, and ethnic
backgrounds of our customers affect what they buy?

• Geographic segmentation. Where are our customers located, and how
can we reach them? What products do they buy based on their
locations?

• Psychographic segmentation. What do our customers think about
and value? How do they live their lives?

Table 5.1 Common Ways of Segmenting Buyers

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,

• Age/
generation

• 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
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By Behavior By Demographics By Geography By Psychographics

first-
time
users,
regular
user)

Segmenting by Behavior

Behavioral segmentation6 divides people and organization into groups according
to how they behave with or act toward products. Benefits segmentation—segmenting
buyers by the benefits they want from products—is very common. Take toothpaste,
for example. Which benefit is most important to you when you buy a toothpaste:
The toothpaste’s price, ability to whiten your teeth, fight tooth decay, freshen your
breath, or something else? Perhaps it’s combination of two or more benefits. If
marketing professionals know what those benefits are, they can then tailor
different toothpaste offerings to you (and other people like you). For example,
Colgate 2-in-1 Toothpaste & Mouthwash, Whitening Icy Blast is aimed at people
who want the benefits of both fresher breath and whiter teeth.

Video Clip

A Vintage Colgate Commercial from the 1950s

(click to see video)

Watch the YouTube video to see a vintage Colgate toothpaste ad that describes the product’s various benefits
to consumers. (Onscreen kissing was evidently too racy for the times.)

Another way in which businesses segment buyers is by their usage rates—that is,
how often, if ever, they use certain products. For example, the entertainment and
gaming company Harrah’s gathers information about the people who gamble at its
casinos. High rollers, or people who spend a lot of money, are considered “VIPs.”
VIPs people get special treatment, including a personal “host” who looks after their
needs during their casino visits. Companies are interested in frequent users because
they want to reach other people like them. They are also keenly interested in
nonusers and how they can be persuaded to use products.

6. Dividing people and
organization into groups
according to how they behave
with or act toward products.
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Figure 5.4

Encouraging consumers to use
your products for multiple
purposes is a smart marketing
strategy.

© 2010 Jupiterimages
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The way in which people use products is also be a basis for segmentation. Avon Skin
So Soft was originally a beauty product. But after Avon discovered that some people
were using it as a mosquito repellant, the company began marketing it for that
purpose. Eventually, Avon created a separate product called Skin So Soft Bug Guard,
which competes with repellents like Off! Similarly, Glad, the company that makes
plastic wrap and bags, found out customers were using its Press ’n Seal wrap in
ways the company could never have imagined. The personnel in Glad’s marketing
department subsequently launched a Web site called 1000uses.com that contains
both the company and consumer’s use tips. Some of the ways in which people use
the product are pretty unusual, as evidenced by the following comment posted on
the site: “I have a hedgehog who likes to run on his wheel a lot. After quite a while
of cleaning a gross wheel every morning, I got the tip to use ‘Press ’n Seal wrap’ on
his wheel, making clean up much easier! My hedgie can run all he wants, and I don’t
have to think about the cleanup. Now we’re both GLAD!”

Although we doubt Glad will ever go to great lengths to
segment the Press ’n Seal market by hedgehog owners,
the firm has certainly gathered a lot of good consumer
insight about the product and publicity from its
1000uses.com Web site. (Incidentally, one rainy day, the
author of this chapter made “rain boots” out of Press ’n
Seal for her dog. But when she later tried to tear them
off of the dog’s paws, he bit her. She is now thinking of
trading him in for a hedgehog.)

Segmenting by Demographics

Segmenting buyers by tangible, personal characteristics
such as their ages, incomes, ethnicity, family sizes, and
so forth is called demographic segmentation7. This
section will discuss some prominent demographic
characteristics used to segment buyers, including age,
income, gender, and family life cycles. Other
demographic characteristics include occupation,
education, nationality, religion, and social class.

Demographics are commonly utilized to segment markets because a mountain of
demographic information is publicly available in databases around the world. You
can obtain a great deal of demographic information on the U.S. Census Bureau’s
Web site (http://www.census.gov). Other government Web sites you can tap include
FedStats (http://www.fedstats.gov) and The World Factbook (http://www.cia.gov/
cia/publications/factbook), which contains statistics about countries around the
world. In addition to current statistics, the sites contain forecasts of demographic

7. Segmenting buyers by tangible,
personal characteristics such
as their ages, incomes,
ethnicity, family sizes, and so
forth.
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trends, such as whether some segments of the population are expected to grow or
decline.

Age

At this point in your life, you are probably more likely to buy a car than a funeral
plot. Marketing professionals know this. That’s why they try to segment consumers
by their ages. You’re probably familiar with some of the age groups most commonly
segmented in the United States. They are shown in Table 5.2 "U.S. Generations and
Characteristics". Into which category do you fall?

Table 5.2 U.S. Generations and Characteristics

Generation Also Known As
Birth
Years

Characteristics

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

1945 and
prior

• 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

• Second-largest
generation in the
United States

• Grew up in
prosperous times
before the

Note: Not all demographers agree on the cutoff dates between the generations.
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Generation Also Known As
Birth
Years

Characteristics

widespread use of
credit

• Account for 50
percent of U.S.
consumer
spending

• 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

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

1980–2000

• Largest U.S.
generation

• Grew up with
credit cards

• Adept at
multitasking;
technology use is
innate

• Ignore irrelevant
media

Note: Not all demographers agree on the cutoff dates between the generations.

Sources: U.S. Census Bureau, http://www.census.gov/population/www/
popdata.html; Richard K. Miller and Kelli Washington, The 2009 Entertainment, Media
& Advertising Market Research Handbook, 10th ed. (Loganville, GA: Richard K. Miller &
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Associates, 2009), 157–66; Sydney Jones and Susannah Fox, “Generations Online in
2009,” Pew Research Center, http://www.pewinternet.org/Reports/2009/
Generations-Online-in-2009.aspx; Maria Paniritas, “Generation Gap: Boomers, Xers
Are Reining in Spending,” Philadelphia Inquirer, August 2, 2009,
http://articles.philly.com/2009-08-02/business/25275378_1_spending-habits-
boomers-consumer-economy.

Today’s college-age students (Generation Y) compose the largest generation. The
baby boomer generation is the second largest, and over the course of the last thirty
years or so, has been a very attractive market for sellers. Retro brands8—old
brands or products that companies “bring back” for a period of time—were aimed
at baby boomers during the recent economic downturn. Pepsi Throwback and
Mountain Dew Throwback, which are made with cane sugar—like they were “back
in the good old days”—instead of corn syrup, are examples.Barry Schlacter, “Sugar-
Sweetened Soda Is Back in the Mainstream,” Fort Worth Star-Telegram, April 22, 2009,
1C, 5C. Marketing professionals believe they appealed to baby boomers because they
reminded them of better times—times when they didn’t have to worry about being
laid off, about losing their homes, or about their retirement funds and pensions
drying up.

But baby boomers are aging, and the size of the group will eventually decline. By
contrast, the members of Generation Y have a lifetime of buying still ahead of them,
which translates to a lot of potential customer lifetime value (CLV) for marketers if
they can capture this group of buyers. However, a recent survey found that the
latest recession had forced teens to change their spending habits and college plans
and that roughly half of older Generation Yers reported they had no
savings.“Generation Y Lacking Savings,” Fort Worth Star-Telegram, September 13,
2009, 2D.

So which group or groups should your firm target? Although it’s hard to be all
things to all people, many companies try to broaden their customer bases by
appealing to multiple generations so they don’t lose market share when
demographics change. Several companies have introduced lower-cost brands
targeting Generation Xers, who have less spending power than boomers. For
example, kitchenware and home-furnishings company Williams-Sonoma opened
the Elm Street chain, a less-pricey version of the Pottery Barn franchise. The
Starwood hotel chain’s W hotels, which feature contemporary designs and hip bars,
are aimed at Generation Xers.Richard K. Miller and Kelli Washington, The 2009
Entertainment, Media & Advertising Market Research Handbook, 10th ed. (Loganville, GA:
Richard K. Miller & Associates, 2009), 157–66.

8. Old brands or products
companies “bring back” for a
period of time.
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The video game market is very proud of the fact that along with Generation X and
Generation Y, so many older Americans still play video games. (You probably know
some baby boomers who own a Nintendo Wii.) The spa market is another example.
Products and services in this market used to be aimed squarely at adults. Not
anymore. Parents are now paying for their tweens to get facials, pedicures, and
other pampering in numbers no one in years past could have imagined.

Video Clip

Evian Water: Roll, Baby, Roll!

(click to see video)

Watch the YouTube video to see a fun generational type of advertisement. No, the ad isn’t designed to appeal
to babies. It’s aimed at adults!!

Staying abreast of changing demographics can be a matter of life or death for many
companies. As early as the 1970s, U.S. automakers found themselves in trouble
because of demographic reasons. Many of the companies’ buyers were older
Americans inclined to “buy American.” These people hadn’t forgotten that Japan
bombed Pearl Harbor during World War II and weren’t about buy Japanese vehicles.
But younger Americans were. Plus, Japanese cars had developed a better reputation.
Despite the challenges U.S. automakers face today, they have taken great pains to
cater to the “younger” generation—today’s baby boomers who don’t think of
themselves as being old. If you are a car buff, you perhaps have noticed that the
once-stodgy Cadillac now has a sportier look and stiffer suspension. Likewise, the
Chrysler 300 looks more like a muscle car than the old Chrysler Fifth Avenue your
great-grandpa might have driven.

And what about Generations X and Y? Automakers have begun reaching out to
them, too. General Motors (GM) has sought to revamp the century-old company by
hiring a new younger group of managers—managers who understand how
Generation X and Y consumers are wired and what they want. “If you’re going to
appeal to my daughter, you’re going to have to be in the digital world,” explained
one GM vice president.Bob Cox, “GM Hopes Its New Managers Will Energize It,” Fort
Worth Star-Telegram, August 29, 2009, 1C–4C.

Companies have to not only develop new products designed to appeal to
Generations X and Y but also find new ways to reach them. People in these
generations not only tend ignore traditional advertising but also are downright
annoyed by it. To market to Scion drivers, who are generally younger, Toyota
created Scion Speak, a social networking site where they can communicate,
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socialize, and view cool new models of the car. Online events such as the fashion
shows broadcast over the Web are also getting the attention of younger consumers,
as are text, e-mail, and Twitter messages they can sign up to receive so as to get
coupons, cash, and free merchandise. Advergames are likewise being used to appeal
to the two demographic groups. Advergames9 are electronic games sellers create to
promote a product or service. Would you like to play one now? Click on the
following link to see a fun one created by Burger King to advertise its Tender Crisp
Chicken.

Burger King Advergame

http://web.archive.org/web/20110426194400/http://www.bk.com/en/us/
campaigns/subservient-chicken.html

You can boss the “subservient chicken” around in this advergame. He will do
anything you want—well, almost anything.

Income

Tweens might appear to be a very attractive market when you consider they will be
buying products for years to come. But would you change your mind if you knew
that baby boomers account for 50 percent of all consumer spending in the United
States? Americans over sixty-five now control nearly three-quarters of the net
worth of U.S. households; this group spends $200 billion a year on major
“discretionary” (optional) purchases such as luxury cars, alcohol, vacations, and
financial products.Tim Reisenwitz, Rajesh Iyer, David B. Kuhlmeier, and Jacqueline
K. Eastman, “The Elderly’s Internet Usage: An Updated Look,” Journal of Consumer
Marketing, 24, no. 7 (2007): 406–18.

Income is used a segmentation variable because it indicates a group’s buying power.
People’s incomes also tend to reflect their education levels, occupation, and social
classes. Higher education levels usually result in higher paying jobs and greater
social status.

The makers of upscale products such as Rolexes and Lamborghinis aim their
products at high-income groups. However, a growing number of firms today are
aiming their products at lower-income consumers. The fastest-growing product in
the financial services sector is prepaid debit cards, most of which are being bought

9. Electronic games sellers create
to promote a product or
service.
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Figure 5.5

Do you ever wonder if your
neighbors can really afford to
drive the cars they do?

© 2010 Jupiterimages
Corporation

and used by people who don’t have bank accounts. Firms are finding that this group
is a large, untapped pool of customers who tend to be more brand loyal than most.
If you capture enough of them, you can earn a profit.Constantine von Hoffman, “For
Some Marketers, Low Income Is Hot,” Brandweek, September 11, 2006,
http://www.allbusiness.com/marketing-advertising/branding-brand-
development/4670054-1.html (accessed December 2, 2009).

Sometimes income isn’t always indicative of who will
buy your product, however. Companies are aware that
many consumers want to be in higher income groups
and behave like they are already part of them (recall the
reference groups discussed in Chapter 3 "Consumer
Behavior: How People Make Buying Decisions").
Mercedes Benz’s cheaper line of “C” class vehicles is
designed to appeal to these consumers.

Gender

Gender is another way to segment consumers. As we
explained in Chapter 3 "Consumer Behavior: How
People Make Buying Decisions", men and women have
different physiological and other needs. They also shop
differently. Consequently, the two groups are often, but
not always, segmented and targeted differently.
Marketing professionals don’t stop there, though. For
example, because women make many of the purchases for their households, market
researchers sometimes try to further divide them into subsegments. (Men are also
often subsegmented.) For women, those segments might include stay-at-home
housewives, plan-to-work housewives, just-a-job working women, and career-oriented
working women. Women who are solely homemakers tend to spend more money
research has found—perhaps because they have more time.
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Figure 5.6

Considering the rising number of
U.S. women who live without
spouses, should some smart
entrepreneur consider launching
a “hunky handyman” service?
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Figure 5.7

In addition to segmenting by gender, market
researchers might couple people’s genders along with
their marital statuses and other demographic
characteristics. For, example, did you know that more
women in America than ever before (51 percent) now
live without spouses? Can you think of any marketing
opportunities this might present?Thomas Barry, Mary
Gilly, and Lindley Doran, “Advertising to Women with
Different Career Orientations,” Journal of Advertising
Research 25 (April–May 1985): 26–35.

Family Life Cycle

Family life cycle10 refers to the stages families go
through over time and how it affects people’s buying
behavior. For example, if you have no children, your
demand for pediatric services (medical care for
children) is likely to be slim to none. But if you have
children or adopt them, your demand might be very
high because children frequently get sick. You will be
part of the target market not only for pediatric services
but also for a host of other products, such as children’s
clothing, entertainment services, and educational
products. A secondary segment of interested consumers
might be grandparents who are likely to spend less on
day-to-day childcare items but more on special-occasion
gifts for children. In fact, many markets are segmented based on the special events
in people’s lives. Think about brides (and wannabe brides) and all the products
targeted at them, including Web sites and television shows such as Platinum
Weddings, Married Away, Whose Wedding Is It Anyway, and Bridezilla.

Resorts also segment vacationers depending on where
they are in their family life cycles. When you think of
family vacations, you probably think of Disney resorts.
Some vacation properties, such as Sandals, exclude
children from some of their resorts. Perhaps they do so
because some studies show that the market segment
with greatest financial potential is married couples
without children.Brian J. Hill, Carey McDonald, and
Muzzafer Uysal, “Resort Motivations for Different
Family Life Cycle Stages,” Visions in Leisure and Business
Number 8, no. 4 (1990): 18–27.10. The stages families go through

over time and how it affects
people’s buying behavior.
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Many markets are segmented
based on people’s family life cycle
needs.

© 2010 Jupiterimages
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Keep in mind that although you might be able to isolate
a segment in the marketplace, including one based on
family life cycle, you can’t make necessarily make
assumptions about what the people in it will want. Just
like people’s demographics change, so do their tastes.
For example, over the past few decades U.S. families
have been getting smaller. Households with a single
occupant are more commonplace than ever. But until
recently, that hasn’t stopped people from demanding
bigger cars (and more of them) as well as larger houses,
or what some people jokingly refer to as “McMansions.”

But like the trend toward larger cars, the trend toward larger houses appears to be
reversing. High energy costs, the credit crunch, and concern for the environment
are leading people to demand smaller houses. To attract people such as these, D. R.
Horton, the nation’s leading homebuilder, and other construction firms are now
building smaller homes.

Ethnicity

People’s ethnic backgrounds have a big impact on what they buy. If you’ve visited a
grocery store that caters to a different ethnic group than your own, you were
probably surprised to see the types of products sold there.

It’s no secret that the United States is becoming—and will continue to
become—more diverse. Hispanic Americans are the largest and the fastest-growing
minority in the United States. Companies are going to great lengths to court this
once overlooked group. In California, the health care provider Kaiser Permanente
runs television ads letting members of this segment know that they can request
Spanish-speaking physicians and that Spanish-speaking nurses, telephone
operators, and translators are available at all of its clinics.Eric N. Berkowitz, The
Essentials of Health Care Marketing, 2nd ed. (Sudbury, MA: Jones & Bartlett Publishers,
2006), 13.

African Americans are the second-largest ethnic group in America. Collectively,
they have the most buying power of any ethnic group in America. Many people of
Asian descent are known to be early adapters of new technology and have above-
average incomes. As a result, companies that sell electronic products, such as AT&T,
spend more money segmenting and targeting the Asian
community.“Telecommunications Marketing Opportunities to Ethnic Groups:
Segmenting Consumer Markets by Ethnicity, Age, Income and Household Buying
Patterns, 1998–2003,” The Insight Research Corporation, 2003, http://www.insight-
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corp.com/reports/ethnic.asp (accessed December 2, 2009). Table 5.3 "Major U.S.
Ethnic Segments and Their Spending" contains information about the number of
people in these groups and their buying power.

Table 5.3 Major U.S. Ethnic Segments and Their Spending

Group
Percentage of U.S.

Population
Annual Spending Power (Billions of

Dollars)

Hispanic 13.7 736

African
American

13.0 761

Asian 5.0 397

Source: New American Dimensions, LLC.

As you can guess, even within various ethnic groups there are many differences in
terms of the goods and services buyers choose. Consequently, painting each group
with a broad brush would leave you with an incomplete picture of your buyers. For
example, although the common ancestral language among the Hispanic segment is
Spanish, Hispanics trace their lineages to different countries. Nearly 70 percent of
Hispanics in the United States trace their lineage to Mexico; others trace theirs to
Central America, South America, and the Caribbean.

All Asians share is race. Chinese, Japanese, and Korean immigrants do not share the
same language.“Telecommunications Marketing Opportunities to Ethnic Groups:
Segmenting Consumer Markets by Ethnicity, Age, Income and Household Buying
Patterns, 1998–2003,” The Insight Research Corporation, 2003, http://www.insight-
corp.com/reports/ethnic.asp (accessed December 2, 2009). Moreover, both the
Asian and Hispanic market segments include new immigrants, people who
immigrated to the United States years ago, and native-born Americans. So what
language will you use to communicate your offerings to these people, and where?

Subsegmenting the markets could potentially help you. New American Dimension, a
multicultural research firm, has further divided the Hispanic market into the
following subsegments:

• Just moved in’rs. Recent arrivals, Spanish dependent, struggling but
optimistic.
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• FOBrs (fashionistas on a budget). Spanish dominant, traditional, but
striving for trendy.

• Accidental explorers. Spanish preferred, not in a rush to embrace U.S.
culture.

• The englightened. Bilingual, technology savvy, driven, educated,
modern.

• Doubting Tomáses. Bilingual, independent, skeptical, inactive,
shopping uninvolved.

• Latin flavored. English preferred, reconnecting with Hispanic
traditions.

• SYLrs (single, young latinos). English dominant, free thinkers,
multicultural.

You could go so far as to break down segments to the individual level (which is the
goal behind one-to-one marketing). However, doing so would be dreadfully
expensive, notes Juan Guillermo Tornoe, a marketing expert who specializes in
Hispanic marketing issues. After all, are you really going to develop different
products for each of the groups? Different marketing campaigns and
communications? Perhaps not. However, “you need to perform your due diligence
and understand where the majority of the people you are trying to reach land on
this matrix, modifying your message according to this insight,” Tornoe
explains.Juan Guillermo Tornoe, “Hispanic Marketing Basics: Segmentation of the
Hispanic Market,” January 18, 2008, http://network.latpro.com/profiles/blogs/
hispanic-marketing-basics (accessed December 2, 2009).

Segmenting by Geography

Where will your customers come from? Suppose your great new product or service
idea involves opening a local store. Before you open the store, you will probably
want to do some research to determine which geographical areas have the best
potential. For instance, if your business is a high-end restaurant, should it be
located near the local college or country club? If you sell ski equipment, you
probably will want to locate your shop somewhere in the vicinity of a mountain
range where there is skiing. You might see a snowboard shop in the same area but
probably not a surfboard shop. By contrast, a surfboard shop is likely to be located
along the coast, but you probably would not find a snowboard shop on the beach.

Geographic segmentation11 explains why the checkout clerks at stores sometimes
ask you what your zip code is. It’s also why businesses print codes on coupons that
correspond to zip codes. When the coupons are redeemed, the store can then find
out where its customers are located—or not located. Geocoding12 is a process that
takes data such as this and plots it on a map. Geocoding can help businesses see
where prospective customers might be clustered and target them with various ad

11. Segmenting buyers by where
they are located.

12. The process of plotting
geographic marketing
information takes on a map.
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campaigns, including direct mail, for example. One of the most popular geocoding
software programs is PRIZM NE, which is produced by a company called Claritas.
PRIZM NE uses zip codes and demographic information to classify the American
population into segments. The idea behind PRIZM is that “you are where you live.”
Combining both demographic and geographic information is referred to as
geodemographics13. To see how geodemographics works, visit the following page
on Claritas’ Web site: http://www.claritas.com/MyBestSegments/Default.jsp?ID=20.

Type in your zip code, and you will see customer profiles14 of the types of buyers
who live in your area. Table 5.4 "An Example of Geodemographic Segmentation for
76137 (Fort Worth, TX)" shows the profiles of buyers who can be found the zip code
76137—the “Brite Lites, Li’l City” bunch, Home Sweet Home” set, and so on. Click on
the profiles on the Claritas site to see which one most resembles you.

Table 5.4 An Example of Geodemographic Segmentation for 76137 (Fort Worth, TX)

Number Profile Name

12 Brite Lites, Li’l City

19 Home Sweet Home

24 Up-and-Comers

13 Upward Bound

34 White Picket Fences

The tourism bureau for the state of Michigan was able to identify different
customer profiles and target them using PRIZM. Michigan’s biggest travel segment
are Chicagoans in certain zip codes consisting of upper-middle-class households
with children—or the “kids in cul-de-sacs” group, as Claritas puts it. The bureau was
also able to identify segments significantly different from the Chicago segment,
including blue-collar adults in the Cleveland area who vacation without their
children. The organization then created significantly different marketing
campaigns to appeal to each group.

City size and population density15 (the number of people per square mile) are also
used for segmentation purposes. Have you ever noticed that in rural towns,
McDonald’s restaurants are hard to find? But Dairy Queens are usually easy to
locate. McDonald’s generally won’t put a store in a town of fewer than five thousand
people. However, this is prime turf for the “DQ”—for one, because it doesn’t have to
compete with bigger franchises like McDonald’s.

13. Combining both demographic
and geographic information for
marketing purposes.

14. The description of a type of
customer based on market
segmentation criteria.

15. The number of people per
square mile.
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Figure 5.8

Virgin Mobile is helping stores
capitalize on proximity
marketing by sending text
messages to Virgin Mobile users
when they opt to receive them.
Billboards outside stores tell
Virgin Mobile users to “switch
your Bluetooth on to get free
stuff here!” (Who wouldn’t want
free stuff?)
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Proximity marketing16 is an interesting new
technology firms are using to segment buyers
geographically and target them within a few hundred
feet of their businesses using wireless technology. In
some areas, you can switch your mobile phone to a
“discoverable mode,” while you’re shopping and, if you
want, get ads and deals from stores as you pass by them.
And it’s often less expensive than hiring people to hand
you a flier as you walk by.“Bluetooth Proximity
Marketing,” April 24, 2007, http://bluetomorrow.com/
bluetooth-articles/marketing-technologies/bluetooth-
proximity-marketing.html (accessed December 2, 2009).

Audio Clip

Interview with Apurva Ghelani

http://app.wistia.com/embed/medias/d0b89776be

To learn about how proximity marketing works at a real company, listen
to Apurva Ghelani in this audio clip. Ghelani is a senior sales engineer for
Air2Web, a company that helps businesses promote their brands and
conduct transactions with people via their mobile phones.

In addition to figuring out where to locate stores and
advertise to customers in that area, geographic
segmentation helps firms tailor their products. Chances are you won’t be able to
find the same heavy winter coat you see at a Walmart in Montana at a Walmart in
Florida because of the climate differences between the two places. Market
researchers also look at migration patterns to evaluate opportunities. TexMex
restaurants are more commonly found in the southwestern United States. However,
northern states are now seeing more of them as more people of Hispanic descent
move northward.

Segmenting by Psychographics

If your offering fulfills the needs of a specific demographic group, then the
demographic can be an important basis for identifying groups of consumers
interested in your product. But what if your product crosses several market
segments? Take cereal, for example. The group of potential consumers could be
“almost” everyone. However, there are groups of people who have different needs
with regard to their cereal. Some consumers might be interested in the fiber, some
consumers (especially children) may be interested in the prize that comes in the

16. The process of segmenting
buyers geographically and
target them within a few
hundred feet of a business
businesses using wireless
technology.
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box, other consumers may be interested in the added vitamins, and still other
consumers may be interested in the type of grains. Associating these specific needs
with consumers in a particular demographic group could be difficult. Marketing
professionals often desire more information about consumers than just
demographic data. You want to know why consumers behave the way they do, what
is of high priority to them, or how they rank the importance of specific buying
criteria. Think about some of your friends who seem a lot like you. Have you ever
gone their homes and been shocked by their lifestyles and how vastly different they
are from yours? Why are their families so much different from yours?

Psychographic segmentation17 can help fill in some of the blanks. Recall that we
first mentioned psychographics in Chapter 3 "Consumer Behavior: How People
Make Buying Decisions". Psychographic information is frequently gathered via
extensive surveys that ask people about their activities, interests, opinion,
attitudes, values, and lifestyles. One of the most well-known psychographic surveys
is VALS (which originally stood for “Values, Attitudes, and Lifestyles”), developed
by a company called SRI International in the late 1980s. Thousands of Americans
were asked by the California company the extent to which they agreed or disagreed
with questions similar to the following ones: “My idea of fun at a national park
would be to stay at an expensive lodge and dress up for dinner” and “I could stand
to skin a dead animal.”James H. Donnelly, preface to Marketing Management, 9th ed.,
by J. Paul Peter (New York: McGraw-Hill Professional, 2002), 79. (Which category do
you fall into?) Consumers were then divided up into the following categories, each
characterized by certain buying behaviors.

• Innovators. Innovators are successful, sophisticated, take-charge
people with high self-esteem. Because they have such abundant
resources, they exhibit all three primary motivations in varying
degrees. They are change leaders and are the most receptive to new
ideas and technologies. Innovators 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.

• 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

17. Segmenting people by their
activities, interests, opinion,
attitudes, values, and lifestyles.
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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.

• 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.

• 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.

• 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 favor American products and are generally loyal customers.

• 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.
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• Makers. Like Experiencers, Makers are motivated by self-expression.
They express themselves and experience the world by working on
it—building a house, raising children, fixing a car, or canning
vegetables—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.

• 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.“U.S. Framework and VALS™ Type,” Strategic Business Insights,
http://www.strategicbusinessinsights.com/vals/ustypes.shtml
(accessed December 2, 2009).

You can take a VALS survey at http://www.sric-bi.com/vals/surveynew.shtml to
find out which category you’re in. VALS surveys have been adapted and used to
study buying behavior in other countries, too. Note that both VALS and PRIZM
group buyers based on their values and lifestyles. But PRIZM also overlays the
information with geographic data. As a result, you can gauge what the buying
habits of people in certain zip codes are, which can be helpful if you are trying to
figure out where to locate stores and retail outlets.

The segmenting techniques we’ve discussed so far in this section require gathering
quantitative information—data, in other words. Quantitative information can be
improved with and qualitative information you gather by talking to your customers
and getting to know them. (Recall that this is how Healthy Choice frozen dinners
were created.) Consumer insight18 is what results when you use both types of
information. You want to be able to answer the following questions:

• Am I looking at the consumers they way they see themselves?
• Am I looking at life from their point of view?

18. An understanding of
consumers that results when
both quantitative and
qualitative information are
gathered about them.
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Best Buy asked store employees to develop insight about local consumer groups in
order to create special programs and processes for them. Employees in one locale
invited a group of retirees to their store to explain how to make the switch to
digital television. The store sold $350,000 worth of equipment and televisions in just
two hours’ time. How much did it cost? Ninety-nine dollars in labor costs plus coffee
and donuts.

Intuit, the company that makes the tax software Quicken, has a “follow me home”
program. Teams of engineers from Intuit visit people’s homes and spend a couple of
hours watching consumers use Quicken. Then they use the insights they gain to
improve the next version of Quicken. Contrast this story with that of a competing
firm: When a representative of the firm was asked if he had ever observed
consumers installing or using his company’s product, he responded, “I’m not sure
I’d want to be around when they were trying to use it.”Eric Nee, “Due Diligence: The
Customer Is Always Right,” CIO Insight, May 23, 2003. This company is now
struggling to stay in business.

To read about some of the extreme techniques Nokia uses to understand cell phone
consumers around the world, click on the following link: http://www.nytimes.com/
2008/04/13/magazine/13anthropology-t.html?pagewanted=all.

Segmentation in B2B Markets

Many of the same bases used to segment consumer markets are also used to
segment B2B markets. Demographic criteria are used. For example, Goya Foods is a
U.S. food company that sells different ethnic products to grocery stores, depending
on the demographic groups the stores serve—Hispanic, Mexican, or Spanish.
Likewise, B2B sellers often divide their customers by geographic areas and tailor
their products to them accordingly. Segmenting by behavior is common as well.
B2B sellers frequently divide their customers based on their product usage rates.
Customers that order many goods and services from a seller often receive special
deals and are served by salespeople who call on them in person. By contrast,
smaller customers are more likely to have to rely on a firm’s Web site, customer
service people, and salespeople who call on them by telephone.

However, researchers Matthew Harrison, Paul Hague, and Nick Hague have
theorized that there are fewer behavioral and needs-based segments in B2B
markets than in business-to-consumer (B2C) markets for two reasons: (1) business
markets are made up of a few hundred customers whereas consumer markets can
be made up of hundreds of thousands of customers, and (2) businesses aren’t as
fickle as consumers. Unlike consumers, they aren’t concerned about their social
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standing, influenced by their families and peers, and so on. Instead, businesses are
concerned solely with buying products that will ultimately increase their profits.

According to Harrison, Hague, and Hague, the behavioral, or needs-based, segments
in B2B markets include the following:

• A price-focused segment 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 composed of firms that want
the best possible products and are prepared to pay for them

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

• A partnership-focused segment composed of firms that seek trust
and reliability on the part of their suppliers and see them as strategic
partnersMatthew Harrison, Paul Hague, and Nick Hague, “Why Is
Business-to-Business Marketing Special?”(whitepaper), B2B
International, http://www.b2binternational.com/library/whitepapers/
whitepapers04.php (accessed January 27, 2010).

B2B sellers, like B2C sellers, are exploring new ways to reach their target markets.
Trade shows, which we discuss in more detail later in the book, and direct mail
campaigns are two traditional ways of reaching B2B markets. Now, however, firms
are finding they can target their B2B customers more cost effectively via e-mail
campaigns, search-engine marketing, and “fan pages” on social networking sites
like Facebook. Companies are also creating blogs with cutting-edge content about
new products and business trends their customers are interested in. And for the
fraction of the cost of attending a trade show to exhibit their products, B2B sellers
are holding Webcasts and conducting online product demonstrations for potential
customers.
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KEY TAKEAWAY

Segmentation bases are criteria used to classify buyers. The main types of
buyer characteristics used to segment consumer markets are behavioral,
demographic, geographic, and psychographic. Behavioral segmentation
divides people and organization into groups according to how they behave
with or toward products. Segmenting buyers by tangible, personal
characteristics such as their age, income, ethnicity, family size, and so forth
is called demographic segmentation. Geographic segmentation involves
segmenting buyers based on where they live. Psychographic segmentation
seeks to differentiate buyers based on their activities, interests, opinions,
attitudes, values, and lifestyles. Oftentimes a firm uses multiple bases to get
a fuller picture of its customers and create value for them. Marketing
professionals develop consumer insight when they gather both quantitative
and qualitative information about their customers. Many of the same bases
used to segment consumer markets are used to segment business-to-
business (B2B) markets. However, there are generally fewer behavioral-
based segments in B2B markets.

REVIEW QUESTIONS

1. What buyer characteristics do companies look at when they segment
markets?

2. Why do firms often use more than one segmentation base?
3. What two types of information do market researchers gather to develop

consumer insight?
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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

After you segment buyers and develop a measure of consumer insight about them,
you can begin to see those that have more potential. Now you are hunting with a
rifle instead of a shotgun. The question is, do you want to spend all day hunting
squirrels or ten-point bucks? An attractive market has the following characteristics:

• It’s sizeable 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.Sara
Corbett, “Can the Cellphone Help End Global Poverty?” New York Times
Magazine, April 13, 2008, http://www.nytimes.com/2008/04/13/
magazine/13anthropology-t.html?pagewanted=all (accessed December
2, 2009).

• It’s growing. For example, 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.

• It’s 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. (Recall from Chapter 2
"Strategic Planning" that this is part of assessing the competitive
environment.)

• Either it’s accessible or you can find a 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.
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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.
(See the discussion in Chapter 2 "Strategic Planning" about assessing
the external environment.)

• You have 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. You might also have to compete with
the likes of T. Boone Pickens, an oil tycoon who is attempting to
develop and profit from the wind-power market. Does your
organization have the resources to do this? (See the discussion in
Chapter 2 "Strategic Planning" about assessing the internal
environment.)

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

Video Clip

Yogurt, Anyone? I Mean, Any Woman?

(click to see video)

Are women an attractive target market for yogurt sellers? The maker of this humorous YouTube video thinks
so. (She seems to imply they are the only market.)

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

Henry Ford proved that mass marketing can work—at least for a while. Mass
marketing is also efficient because you don’t have to tailor any part of the offering
for different groups of consumers, which is more work and costs more money. The
problem is that buyers are not all alike. If a competitor comes along and offers these
groups a product (or products) that better meet their needs, you will lose business.
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Multisegment Marketing

Most firms tailor their offerings in one way or another to meet the needs of
different segments of customers. Because these organizations don’t have all their
eggs in one basket, they are less vulnerable to competition. Marriott International
is an example of a company that operates in a multisegment market. The company
has fifteen different types of facilities designed to meet the needs of different types
of market segments, including the following:

• Marriott Courtyard. Targeted at over-the-road travelers.
• Ritz-Carlton 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.

A multisegment marketing19 strategy can allow you to respond to demographic
and other changes in markets. For example, the growing number of people too old
to travel have the option of moving into one of Marriott’s “Senior Living Services”
facilities, which cater to retirees who need certain types of care. A multisegment
strategy can also help you weather an economic downturn by allowing customers to
trade up or down among your brands and products. Suppose you take a pay cut and
can’t afford to stay at Marriott’s Ritz-Carlton hotels anymore. A room at a JW
Marriott—the most luxurious of the Marriott-brand hotels but cheaper than the
Ritz—is available to you. A multisegment strategy can also help you deal with the
product life cycle issues discussed in Chapter 2 "Strategic Planning". If one of your
products is “dying out,” you have others to fall back on.

Concentrated Marketing

Some firms—especially smaller ones with limited resources—engage in
concentrated marketing. Concentrated marketing20 involves targeting a very
select group of customers. Concentrated marketing can be a risky strategy because
you really do have all of your eggs in one basket. The auto parts industry is an
example. Traditionally, many North American auto parts makers have supplied
parts exclusively to auto manufacturers. But when General Motors, Ford, Chrysler,
and other auto companies experienced a slump in sales following the recession that
began in 2008, the auto parts makers found themselves in trouble. Many of them
began trying to make and sell parts for wind turbines, aerospace tools, solar panels,
and construction equipment.Bernad Simon, “Alternative Routes For Survival,”
Financial Times, April 23, 2009, 8.

19. Targeting multiple groups of
consumers.

20. Targeting a very select group
of customers.
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Niche marketing21 involves targeting an even more select group of consumers.
When you’re engaging in niche marketing, your goal is to be a big fish in a small
pond instead of a small fish in a big pond.“Niche Marketing,”
BusinessDictionary.com, http://www.businessdictionary.com/definition/niche-
marketing.html (accessed December 2, 2009). Some examples of companies
operating in niche markets include those shown in Table 5.5 "Companies That
Operate in Niche Markets".

Table 5.5 Companies That Operate in Niche Markets

Company Niche Market Share (%)

Hohner Harmonicas 85

Tetra Tropical fish food 80

Swarovski Crystal jewels 65

Uwatec Snorkeling equipment 60

St. Jude Medical Center Artificial heart valves 60

Source: José María Manzanedo, “Market Segmentation Strategies. How to Maximize
Opportunities on the Potential Market,” February 20, 2005,
http://www.daemonquest.com/en/research_and_insight/2006/10/11/
market_segmentation_strategies_how_to_maximize_opportunities_on_the_potenti
al_market (accessed April 13, 2012).

Microtargeting22, or narrowcasting, is a new effort to isolate markets and target
them. It was originally used to segment voters during elections, including the 2004
U.S. presidential election. Microtargeting involves gathering all kinds of data
available on people—everything from their tax and phone records to the catalogs
they receive. One company that compiles information such as this is Acxiom. For a
fee, Acxiom can provide you with a list of Hispanic consumers who own two pets,
have caller ID, drive a sedan, buy certain personal care products, subscribe to
certain television cable channels, read specified magazines, and have income and
education levels within a given range.Leon Schiffman and Leslie Kanuk, Consumer
Behavior, 10th ed. (Upper Saddle River, NJ: Prentice Hall, 2010), 80. Clearly,
microtargeting has ethical implications. Data privacy issues will be discussed more
in Chapter 14 "Customer Satisfaction, Loyalty, and Empowerment".

21. Targeting an extremely select
group of consumers.

22. The process of gathering
multiple sources of data
available on people, everything
from their tax and phone
records to the catalogs they
receive, so as to market to
them.
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Targeting Global Markets

Firms that compete in the global marketplace can use any combination of the
segmenting strategies we discussed or none at all. A microcosm of the targeting
strategies used in global markets is shown in Figure 5.9 "Targeting Strategies Used
in Global Markets". If you’re a seller of a metal like iron ore, you might sell the same
product across the entire world via a metals broker. The broker would worry about
communicating with customers around the world and devising different marketing
campaigns for each of them.

Figure 5.9 Targeting Strategies Used in Global Markets

Most companies, however, tailor their offerings to some extent to meet the needs of
different buyers around the world. For example, Mattel sells Barbie dolls all around
the world—but not the same Barbie. Mattel has created thousands of different
Barbie offerings designed to appeal to all kinds of people in different countries.

Pizza Hut has franchises around the world, but its products, packaging, and
advertising are tailored to different markets. Squid is a popular topping in Asia, for
instance. Companies tailor products not only for different countries but also for
different customers in different countries. For example, Procter & Gamble’s China
division now offers products designed for different local market segments in that
country. P&G has an advanced formulation of laundry detergent for the premium
segment, a modified product for the second (economy) segment, and a very basic,
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inexpensive product created for the third (rural) segment.Dan Sewell, “P&G May
Make Changes as it Faces Challenges,” The Associated Press, June 9, 2009.

Sellers are increasingly targeting consumers in China, Russia, India, and Brazil
because of their fast-growing middle classes. Take the cosmetics maker Avon.
Avon’s largest market is no longer the United States. It is Brazil. Brazilians are
extremely looks-conscious and increasingly able to afford cosmetic products as well
as plastic surgery.Jonathan Wheatley, “Business of Beauty Is Turning Heads in
Brazil,” Financial Times, January 20, 2010, 5. So attractive are these countries that
firms are changing how they develop goods and services, too. “Historically,
American companies innovated in the U.S. and took those products abroad,” says
Vjay Govindarahan, a professor at Dartmouth’s Tuck School of Business. Now, says
Govindarahan, companies are creating low-cost products to capture large markets
in developing countries and then selling them in developed countries. Acer’s $250
laptop and General Electric’s ultrainexpensive $1,000 electrocardiogram device are
examples. The world’s cheapest car, the $2,500 Tato Nano, was developed for India
but is slated to be sold in the United States.Daniel, McGinn, “Cheap, Cheap, Cheap,”
Newsweek, February 2010, 10.

Other strategies for targeting markets abroad include acquiring (buying) foreign
companies or companies with large market shares there. To tap the Indian market,
Kraft made a bid to buy the candymaker Cadbury, which controls about one-third of
India’s chocolate market. Likewise, to compete against Corona beer, the Dutch
brewer Heineken recently purchased Mexico’s Femsa, which makes the beer brands
Dos Equis, Tecate, and Sol.Michael J. de la Merced and Chris V. Nicholson,
“Heineken in Deal to Buy Big Mexican Brewer,” New York Times, January 11, 2010,
http://www.nytimes.com/2010/01/12/business/global/12beer.html (accessed
January 26, 2010). However, some countries don’t allow foreign firms to buy
domestic firms. They can only form partnerships with them. Other regulatory and
cultural barriers sometimes prevent foreign firms from “invading” a country. IKEA,
the Swedish home-furnishings maker, eventually left Russia because it found it too
hard to do business there. By contrast, McDonald’s efforts to expand into Russia
have been quite successful. Having saturated other markets, the hamburger chain is
hoping to continue to grow by opening hundreds of new stores in the country.
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KEY TAKEAWAY

A market worth targeting has the following characteristics: (1) It’s sizeable
enough to be profitable, given your operating costs; (2) it’s growing; (3) it’s
not already swamped by competitors, or you have found a way to stand out
in the crowd; (4) it’s accessible, or you can find a way to reach it; (5) you
have the resources to compete in it; and (6) it “fits in” with your firm’s
mission and objectives. Most firms tailor their offerings in one way or
another to meet the needs of different segments of customers. A
multisegment marketing strategy can allow a company to respond to
demographic and other changes in markets, including economic downturns.
Concentrated marketing involves targeting a very select group of customers.
Niche marketing involves targeting an even more select group of consumers.
Microtargeting, or narrowcasting, is a new, effort to “super target”
consumers by gathering all kinds of data available on people—everything
from their tax and phone records to the catalogs they receive. 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.

REVIEW QUESTIONS

1. What factors does a firm need to examine before deciding to target a
market?

2. Which of the segmenting strategies discussed in this section is the
broadest? Which is the narrowest?

3. Why might it be advantageous to create low-cost products for
developing countries and then sell them in nations such as the United
States? Do you see any disadvantages of doing so?
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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.

Why should buyers purchase your offering versus another? If your product faces
competition, you will need to think about how to “position” it in the marketplace
relative to competing products. After all you don’t want the product to be just
another “face in the crowd” in the minds of consumers. Positioning23 involves
tailoring your product so that it stands out from the competition and people want
to buy it.

One way to position your product is to plot customer survey data on a perceptual
map. A perceptual map24 is a two-dimensional graph that visually shows where
your product stands, or should stand, relative to your competitors, based on criteria
important to buyers. The criteria can involve any number of characteristics—price,
quality, level of customer service associated with the product, and so on. An
example of a perceptual map is shown in Figure 5.10 "An Example of a Perceptual
Map". To avoid head-to-head competition with your competitors, you want to
position your product somewhere on the map where your competitors aren’t
clustered.

23. Tailoring a product or its
marketing so that it stands out
from the competition and
people want to buy it.

24. A two-dimensional graph that
visually shows where a product
stands, or should stand,
relative to its competitors.
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Figure 5.10 An Example of a Perceptual Map

Source: Adapted from http://en.wikipedia.org/wiki/Perceptual_mapping.

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 tagline25 is a
catchphrase designed to sum up the essence of a product. You perhaps have heard
Wendy’s tagline “It’s better than fast food.” The tagline is designed to set Wendy’s
apart from restaurants like McDonald’s and Burger King—to plant the idea in
consumers’ heads that Wendy’s offerings are less “fast foodish,” given the bad rap
fast food gets these days.

Sometimes firms find it advantageous to reposition their products—especially if
they want the product to begin appealing to different market segments.
Repositioning26 is an effort to “move” a product to a different place in the minds of
consumers. The i-house, a prefab house built by Clayton Homes, a mobile home
manufacturer, is an example. According to the magazine Popular Mechanics, the i-
house “looks like a house you’d order from IKEA, sounds like something designed by
Apple, and consists of amenities—solar panels, tankless water heaters and rainwater
collectors—that one would expect to come from an offbeat green company out of

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

26. The process of “moving” a
product to a different place in
the minds of consumers.
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California selling to a high-end market.”Ariel Schwartz, “Clayton Homes’ i-house
Combines Energy Efficiency and Modular Affordability,” Fast Company, May 4, 2009,
http://www.fastcompany.com/blog/ariel-schwartz/sustainability/clayton-
homes-75k-energy-efficient-i-house (accessed December 9, 2009). A Clayton Homes
spokesperson says, “Are we repositioning to go after a new market? I would think
we are maintaining our value to our existing market and expanding the market to
include other buyers that previously wouldn’t have considered our housing
product.”“Clayton ‘i-house’ is giant leap from trailer park,” Knoxvillebiz.com, May 6,
2009, http://www.knoxnews.com/news/2009/may/06/clayton-i-house-giant-leap-
trailer-park/ (accessed April 13, 2012).

Figure 5.11 The Clayton i-house: “A Giant Leap from the Trailer Park”

Source: http://www.claytonihouse.com.

Recently, Porsche unveiled its new line of Panamera vehicles at a Shanghai car
show. The car is a global model, but unlike Porsche’s other cars, it’s longer. Why?
Because rich car buyers in China prefer to be driven by chauffeurs.John Gapper,
“Why Brands Now Rise in the East,” Financial Times, April 23, 2009, 9. How do you
think Porsche is trying to reposition itself for the future?

Chapter 5 Market Segmenting, Targeting, and Positioning

5.4 Positioning and Repositioning Offerings 184

http://www.fastcompany.com/blog/ariel-schwartz/sustainability/clayton-homes-75k-energy-efficient-i-house
http://www.fastcompany.com/blog/ariel-schwartz/sustainability/clayton-homes-75k-energy-efficient-i-house
http://www.knoxnews.com/news/2009/may/06/clayton-i-house-giant-leap-trailer-park/
http://www.knoxnews.com/news/2009/may/06/clayton-i-house-giant-leap-trailer-park/
http://www.claytonihouse.com


Audio Clip

Interview with Apurva Ghelani

http://app.wistia.com/embed/medias/416c5bb392

Listen to Ghelani’s advice to students interested in working in his area of marketing.

KEY TAKEAWAY

If a product faces competition, its producer will need to think about how to
“position” it in the marketplace relative to competing products. Positioning
involves tailoring a product or its marketing so that it stands out from the
competition and people want to buy it. A perceptual map is a two-
dimensional graph that visually shows where a product stands, or should
stand, relative to its competitors, based on criteria important to buyers.
Sometimes firms find it advantageous to reposition their products.
Repositioning is an effort to “move” a product to a different place in the
minds of consumers.

REVIEW QUESTIONS

1. Why do companies position products?
2. Explain what a tagline is designed to do.
3. Why might an organization reposition a product?
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5.5 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Think about some of your friends and what you have discovered by
visiting their homes. Do they buy different things than you do? If so,
why? How might a company distinguish you from them in terms of its
targeting?

2. Staples and The Limited have attempted to thwart shoppers who abuse
store return policies. When a customer returns items, store clerks swipe
the customer’s driver’s license through electronic card readers that
track buying and return patterns for any suspicious activity.Liz Pulliam
Weston, “The Basics: Are You a Bad Customer?” MSN Money,
http://moneycentral.msn.com/content/Savinganddebt/
consumeractionguide/P103694.asp (accessed December 2, 2009). What
drawbacks do you think such a strategy could have?

3. Is it always harder to find new customers than it is to retain old ones? Or
does it depend on the business you’re in?

4. Does one-to-one marketing have to be expensive? How can small
organizations interact with their customers in a cost-effective way?

5. Are large companies better off using multisegment strategies and small
companies better off using niche strategies? Why or why not?

ACTIVITIES

1. Visit http://aclu.org/pizza/images/screen.swf to see a video created by
the American Civil Liberties Union in an effort to warn consumers about
the information being collected about them. Do you think the video is
far-fetched? Or do you think consumers should be alarmed? In your
opinion, do the potential benefits of CRM databases exceed the potential
downsides—or not?

2. Form groups of three students. Think of a product or service that one of
you purchased recently on campus. How might you go about developing
a customer profile for the product? List the sources you would use.

3. Describe a product you like that you believe more people should use. As
a marketer, how would you reposition the product to increase its use?
Outline your strategy.
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Chapter 6

Creating Offerings

Why do buyers purchase something? Why do you own anything? Many of us own
iPods, but few of us do for the sake of owning an iPod. We own one because it
delivers music, and we want the music. Or we own one because we have been
influenced to buy one. Shortly after the iPod’s introduction, some people
undoubtedly purchased the devices because other people thought they were “cool,”
and they wanted to be cool by owning one. Now iPods are so ubiquitous that no one
gives them a second glance. Yet the impact that iPods have had on the music and
entertainment industry has been huge because the product revolutionized how we
purchase entertainment.
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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.

People buy things to solve needs. In the case of the iPod, the need is to have better
access to music, to look cool, or both. Offerings1 are products and services designed
to deliver value to customers—either to fulfill their needs, satisfy their “wants,” or
both. Recall that you learned about people’s needs in earlier chapters. In this
chapter, we discuss how marketing fills those needs through the creation and
delivery of offerings.

Product, Price, and Service

Most offerings consist of a product2, or a tangible good people can buy, sell, and
own. Purchasing a classic iPod, for example, will allow you store up to forty
thousand songs or two hundred hours of video. The amount of storage is an
example of a feature3, or characteristic of the offering. If your playlist consists of
twenty thousand songs, then this feature delivers a benefit to you—the benefit of
plenty of storage. However, the feature will only benefit you up to a point. For
example, you won’t be willing to pay more for the extra storage if you only need
half that much. When a feature satisfies a need or want, then there is a benefit4.
Features, then, matter differently to different consumers based on each individual’s
needs. Remember the value equation, which is different for every customer!

An offering also consists of a price5, or the amount people pay to receive the
offering’s benefits. 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; however, the true cost of owning an iPod, for example,
is the cost of the device itself plus the cost of the music or videos downloaded onto
it. The total cost of ownership (TCO)6, then, is the total amount someone pays to
own, use, and eventually dispose of a product.

1. The entire bundle of a tangible
good, intangible service, and
price that composes what a
company offers to customers.

2. A tangible good that can be
bought, sold, and owned.

3. A characteristic of an offering.

4. The degree to which a feature
satisfies a buyer’s need or
desire.

5. The amount exchanged by the
buyer to receive the value
offered by the product or
service.

6. The total amount of time and
money spent to acquire, use,
and dispose of an offering.
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Figure 6.1

Neiman-Marcus sells sweaters
for over $1,000! But that’s just the
purchase price. The total cost of
ownership would also include the
cost of having the sweater
professionally cleaned or the
value of the time and effort
needed to hand wash it.

© 2010 Jupiterimages
Corporation

TCO is usually thought of as a concept businesses use to compare offerings.
However, consumers also use the concept. For example, suppose you are comparing
two sweaters, one that can be hand-washed and one that must be dry-cleaned. The
hand-washable sweater will cost you less to own in dollars but may cost more to
own in terms of your time and hassle. A smart consumer would take that into
consideration. When we first introduced the personal value equation in Chapter 1
"What Is Marketing?", 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—in this case, the time and effort to hand wash the sweater.

A service7 is an action that provides a buyer with an
intangible benefit. A haircut is a service. When you
purchase a haircut, it’s not something you can hold, give
to another person, or resell. “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. At times people use the term
“product” to mean an offering that’s either tangible or
intangible. Banks, for example, often advertise specific
types of loans, or financial “products,” they offer
consumers. Yet truly these products are financial
services. The term “product” is frequently used to
describe an offering of either type.

7. An intangible component of an
offering.
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Figure 6.2

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).

© 2010 Jupiterimages Corporation

Many tangible products have an intangible service components attached to them,
however. When Hewlett-Packard (HP) introduced its first piece of audio testing
equipment, a key concern for buyers was the service HP could offer with it. Could a
new company such as HP back up the product, should something go wrong with it?
As you can probably tell, a service does not have to be consumed to be an important
aspect of an offering. HP’s ability to provide good after-sales service in a timely
fashion was an important selling characteristic of the audio oscillator, even if
buyers never had to use the service.

Audio Clip

René Guess

http://app.wistia.com/embed/medias/248ebb3d65

Listen to René Guess of Curves International describe her job. What does Curves International sell? What are
the benefits that they provide? Do they provide a product or a service?
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Figure 6.3

Sport Clips is a barbershop with a sports-bar atmosphere. The company’s slogan is “At Sport Clips, guys win.” So,
although you may walk out of Sport Clips with the same haircut you could get from Pro Cuts, the experience you had
getting it was very different, which adds value for some buyers.

Source: Sport Clips, used with permission.

What services do you get when you purchase a can of soup? You might think that a
can of soup is as close to a “pure” product devoid of services that you can get. But
think for a moment about your choices in terms of how to purchase the can of soup.
You can buy it at a convenience store, a grocery store like Publix, or online. Your
choice of how to get it is a function of the product’s intangible service benefits, such
as the way you are able to shop for it.

Chapter 6 Creating Offerings

6.1 What Composes an Offering? 191



Figure 6.4

Even what seems like a “pure” product like a can of soup can have an intangible service component associated with
it, such as the way you are able to shop for it—say, at a convenience store, a grocery store like Publix, or perhaps
online.

Source: Wikimedia Commons.

The Product-Dominant Approach to Marketing

From the traditional product-dominant perspective of business, marketers consider
products, services, and prices as three separate and distinguishable characteristics.
To some extent, they are. HP could, for example, add or strip out features from a
piece of testing equipment and not change its service policies or the equipment’s
price. The product-dominant marketing perspective has its roots in the Industrial
Revolution. During this era, businesspeople focused on the development of products
that could be mass produced cheaply. In other words, firms became product-
oriented8, 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

Who determines which products are better? Customers do, of course. Thus, taking a
product-oriented approach can result in marketing professionals focusing too much
on the product itself and not enough on the customer or service-related factors that
customers want. Most customers will compare tangible products and the prices
charged for them in conjunction with the services that come with them. In other
words, the complete offering is the basis of comparison. So, although a buyer will
compare the price of product A to the price of product B, in the end, the prices are

8. An approach to business that
centers on capturing business
by focusing on creating and
manufacturing better products
at lower prices.
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Figure 6.5

King Ranch Chicken is a casserole
made with chicken, RO*TEL
tomatoes, cream of mushroom
soup, and cream of chicken soup.
If you eat the casserole at your
school’s cafeteria, you are
consuming both a product and a
service. Consequently, separating
the product from the service is
often an artificial exercise.

© 2010 Jupiterimages
Corporation

Figure 6.6

compared in conjunction with the other features and services of the products. The
dominance of any one of these dimensions is a function of the buyer’s needs.

The advantage of the service-dominant approach is that
it integrates the product, price, and service dimensions
of an offering. This helps marketers think more like
their customers, which can help them add value to their
firm’s products. In addition to the offering itself,
marketers should consider what services it takes for the
customer to acquire their offerings (e.g., the need to
learn about the product from a sales clerk), to enjoy
them, and to dispose of them (e.g., someone to move the
product out of the house and haul it away), because
each of these activities create costs for their
customers—either monetary costs or time and hassle
costs.

Customers are now becoming more involved in the
creation of benefits. Let’s go back to that “pure”
product, Campbell’s Cream of Chicken Soup. The
consumer may prepare that can as a bowl of soup, but it
could also be used as an ingredient in making King
Ranch Chicken. As far as the consumer goes, no benefit
is experienced until the soup is eaten; thus, the
consumer played a part in the creation of the final
“product” when the soup was an ingredient in the King
Ranch Chicken. Or suppose your school’s cafeteria made
King Ranch Chicken for you to consume; in that case
you both ate a product and consumed a service.

Some people argue that focusing too much on the
customer can lead to too little product development or
poor product development. These people believe that
customers often have difficulty seeing how an
innovative new technology can create benefits for them.
Researchers and entrepreneurs frequently make many
discoveries and then products are created as a result of
those discoveries. 3M’s Post-it Notes are an example.
The adhesive that made it possible for Post-it Notes to
stick and restick was created by a 3M scientist who was
actually in the process of trying to make something else.
Post-it Notes came later.
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Few consumers could have
envisioned that a new type of
adhesive would lead to the
development of a product as
successful as Post-it Notes.

© 2010 Jupiterimages
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Figure 6.7

The formula in EQyss’s Micro Tek
pet grooming spray was
originally developed by NASA to
decontaminate astronauts after
they return from space.

Product Levels and Product Lines

A product’s technology platform9 is the core
technology on which it is built. Take for example, the
iPod, which is based on MP3 technology. In many cases,
the development of a new offering is to take a
technology platform and rebundle its benefits in order
to create a different version of an already-existing
offering. For example, in addition to the iPod Classic,
Apple offers the Shuffle and the Nano. Both are based on
the same core technology.

In some instances, a new offering is based on a technology platform originally
designed to solve different problems. For example, a number of products originally
were designed to solve the problems facing NASA’s space-traveling astronauts.
Later, that technology was used to develop new types of offerings. EQyss’s Micro
Tek pet spray, which stops pets from scratching and biting themselves, is an
example. The spray contains a trademarked formula developed by NASA to
decontaminate astronauts after they return from space.

A technology platform isn’t limited to tangible products.
Knowledge can be a type of technology platform in a
pure services environment. For example, the
“bioesthetic” treatment model was developed to help
people who suffer from TMJ, a jaw disorder that makes
chewing painful. A dentist can be trained on the
bioesthetic technology platform and then provide
services based on it. There are, however, other ways to
treat TMJ that involve other platforms, or bases of
knowledge and procedures, such as surgery.

Few firms survive by selling only one product. Most
firms sell several offerings designed to work together to
satisfy a broad range of customers’ needs and desires. A
product line10 is group of related offerings. Product
lines are created to make marketing strategies more
efficient. Campbell’s condensed soups, for example, are
basic soups sold in cans with red labels. But Campbell’s
Chunky is a ready-to-eat soup sold in cans that are
labeled differently. Most consumers expect there to be
differences between Campbell’s red-label chicken soup
and Chunky chicken soup, even though they are both
made by the same company.

9. The core technology that is the
basis for an offering or
product.

10. A group of offerings that serve
similar needs and are sold
under the same name.
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Source: Photo by Amy Ray, used
with permission.

A product line can be broad, as in the case of Campbell’s
condensed soup line, which consists of several dozen
different flavors. Or, a product line can be narrow, as in
the case of Apple’s iPod line, which consists of only a
few different MP3 devices. How many offerings there
are in a single product line—that is, whether the
product line is broad or narrow—is called line depth11. When new but similar
products are added to the product line, it is called a line extension12. If Apple
introduces a new MP3 player to the iPod family, that would be a line extension.
Companies can also offer many different product lines. Line breadth13 (or width) is
a function of how many different, or distinct, product lines a company has. For
example, Campbell’s has a Chunky soup line, condensed soup line, Kids’ soup line,
Lower Sodium soup line, and a number of nonsoup lines like Pace Picante sauces,
Prego Italian sauces, and crackers. The entire assortment of products that a firm
offers is called the product mix14.

As Figure 6.8 "Product Levels" shows, there are four offering levels. Consider the
iPod Shuffle. There is (1) the basic offering (the device itself), (2) the offering’s
technology platform (the MP3 format or storage system used by the Shuffle), (3) the
product line to which the Shuffle belongs (Apple’s iPod line of MP3 music players),
and (4) the product category to which the offering belongs (MP3 players as opposed
to iPhones, for example).

11. The number of variations in a
single product line.

12. A new idea or offering that
occurs when a company comes
out with another model
(related product or service)
based on the same platform
and brand as one of its other
products.

13. The number of different, or
distinct, product lines offered
by a company.

14. The entire assortment of
products that a firm offers.
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Figure 6.8 Product Levels

So how does a technology platform become a new product or service or line of new
products and services? In Chapter 7 "Developing and Managing Offerings", we will
take a closer look at how companies design and develop new offerings.
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KEY TAKEAWAY

Companies market offerings composed of a combination of tangible and
intangible characteristics for certain prices. During the Industrial
Revolution, firms focused primarily on products and not so much on
customers. The service-dominant perspective to marketing integrates three
different dimensions of an offering—not only the product but also its price
and the services associated with it. This perspective helps marketers think
more like their customers, which helps firms add value to their offerings. An
offering is based on a technology platform, which can be used to create a
product line. A product line is a group of similar offerings. A product line
can be deep (many offerings of a similar type) and/or broad (offerings that
are very different from one another and cover a wide range of customers’
needs). The entire assortment of products that a company offers is called the
product mix.

REVIEW QUESTIONS

1. How do the product-dominant and service-dominant approaches to
marketing differ?

2. Do “product-dominant” and “product-oriented” mean the same thing?
3. What is the difference between a technology platform and a product

line?
4. Does a product line have to be built on one technology platform?
5. What is the difference between product depth and product breadth?
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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.

Products and services can be categorized in a number of ways. We will use these
categories throughout the book because they are the most commonly referred to
categories by marketers and because there are marketing implications for each.
Consumer offerings fall into four general categories:

1. Convenience offerings
2. Shopping offerings
3. Specialty offerings
4. Unsought offerings

In this section, we will discuss each of these categories. Keep in mind that the
categories are not a function of the characteristic of the offerings themselves.
Rather, they are a function of how consumers want to purchase them, which can
vary from consumer to consumer. What one consumer considers a shopping good
might be a convenience good to another consumer.

Convenience Offerings

Convenience offerings15 are products and services consumers generally don’t want
to put much effort into shopping for because they see little difference between
competing brands. For many consumers, bread is a convenience offering. A
consumer might choose the store in which to buy the bread but be willing to buy
whatever brand of bread the store has available. Marketing convenience items is
often limited to simply trying to get the product in as many places as possible
where a purchase could occur.

15. Low-priced, frequently
purchased products and
services that require little
shopping effort.
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Figure 6.9

The Life Savers Candy Company
was formed in 1913. Its primary
sales strategy was to create an
impulse to buy Life Savers by
encouraging retailers and
restaurants to place them next to
their cash registers and include a
nickel—the purchase price of a
roll of Life Savers—in the
customer’s change.

Source: Wikimedia Commons.

Figure 6.10

If your favorite toothpaste is
Crest’s Whitening Fresh Mint,
you might change stores if you
don’t find it on the shelves of
your regular store.

Source: Wikimedia Commons.

Closely related to convenience offerings are impulse
offerings16, or items purchased without any planning.
The classic example is Life Savers, originally
manufactured by the Life Savers Candy Company,
beginning in 1913. The company encouraged retailers
and restaurants to display the candy next to their cash
registers and to always give customers a nickel back as
part of their change so as to encourage them to buy one
additional item—a roll of Life Savers, of course!

Shopping Offerings

A shopping offering17 is one for which the consumer
will make an effort to compare and select a brand.
Consumers believe there are differences between
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, such as the
reviews found in Consumer Reports.

Consumers often care about brand names when they’re
deciding on shopping goods. If a store is out of a
particular brand, then another brand might not do. For
example, if you prefer Crest Whitening Expressions
toothpaste and the store you’re shopping at is out if it,
you might put off buying the toothpaste until your next
trip to the store. Or, you might go to a different store or
buy a small tube of some other toothpaste until you can
get what you want. Note that even something as simple
as toothpaste can become a shopping good for someone
very interested in her dental health—perhaps after she’s
read online product reviews or consulted with her
dentist. That’s why companies like Procter & Gamble,
the maker of Crest, work hard to influence not only
consumers but also people like dentists who influence
the sale of their products.

Specialty Offerings

Specialty offerings18 are highly differentiated offerings, and the brands under
which they are marketed are very different across companies, too. For example, an
Orange County Chopper or Iron Horse motorcycle is likely to be far different

16. An offering that is purchased
on impulse, without prior
planning.

17. An offering for which the
consumer will make an effort
to compare various firms’
offerings and select a brand.

18. An offering that is highly
differentiated from other
offerings and is designed to
satisfy a similar need or want.
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feature-wise than a Kawasaki or Suzuki motorcycle. Typically, specialty items are
available only through limited channels. 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.

Figure 6.11

Specialty offerings, such as this custom-made motorcycle, are highly differentiated. People will go to greater lengths
to shop for these items and are willing to pay more for them.

Source: Wikimedia Commons.

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 (for example, an Izod versus a Polo label). Even so, marketers spend a great
deal of money and effort to try to get consumers to perceive these products
differently than their competitors’.
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Unsought Offerings

Unsought offerings19 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. Some
organizations try to presell the offering, such as preneed sales in the funeral
industry or towing insurance in the auto industry. Other companies, such as
insurance companies, try to create a strong awareness among consumers so that
when the need arises for these products, consumers think of their organizations
first.

KEY TAKEAWAY

Convenience offerings, shopping offerings, specialty offerings, and unsought
offerings are the major types of consumer offerings. Convenience offerings
often include life’s necessities (bread, milk, fuel, and so forth), for which
there is little difference across brands. Shopping goods do vary, and many
consumers develop strong preferences for some brands versus others.
Specialty goods are even more exclusive. Unsought goods are a challenge for
marketers because customers do not want to have to shop for them until
they need them.

REVIEW QUESTIONS

1. What are the four types of consumer offerings? How do they differ from
one another?

2. Is it possible for cemetery plots or caskets to be a shopping good or a
specialty good? Or are they always unsought goods?

19. An offering consumers don’t
typically shop for until it is
needed. Examples include
funeral and towing services.
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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.

Just like there are different types of consumer offerings, there are different types of
business-to-business (B2B) offerings as well. But unlike consumer offerings, which
are categorized by how consumers shop, B2B offerings are categorized by how they
are used. The primary categories of B2B offerings are

• capital equipment offerings,
• raw materials offerings,
• original equipment manufacturer (OEM) offerings,
• maintenance, repair, and operations (MRO) offerings,
• facilitating offerings.

Capital Equipment Offerings

A capital equipment offering20 is any equipment purchased and used for more
than one year and depreciated over its useful life. Machinery used in a
manufacturing facility, for example, would be considered capital equipment.
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.

20. Tangible equipment business
purchases that are depreciated.
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Raw Materials Offerings

Figure 6.12

The grade of raw leather used to cover the sofa is purchased from suppliers as a commodity—that is, a certain grade
is the same across vendors, which compete on the basis of price and the availability of the product.

© 2010 Jupiterimages Corporation

Raw materials offerings21 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. Lumber is generally considered a
raw material, as is iron, nickel, copper, and other ores. If iron is turned into sheets
of steel, it is called a manufactured material22 because it has been processed into a
finished good but is not a stand-alone product; it still has to be incorporated into
something else to be usable. Both raw and manufactured materials are then used in
the manufacture of other offerings.

Raw materials are often thought of as commodities, meaning that there is little
difference among them. Consequently, the competition to sell them is based on
price and availability. Natuzzi is an Italian company that makes leather furniture.

21. Raw material products firms
offer other firms so they can
make a product or provide a
service. These offerings are
processed only to the point
required for economic
handling and distribution.

22. A material that has been
processed into a finished good
but is not a stand-alone
product; it still has to be
incorporated into something
else to be usable.
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Figure 6.13

These janitorial products are
examples of MRO items. Because
most businesses buy MRO items
in large quantities and because
these firms also need products

The wood Natuzzi buys to make its sofas is a commodity. By contrast, the leather
the company uses is graded, meaning each piece of leather is rated based on quality.
To some extent, the leather is still a commodity, because once a firm decides to buy
a certain grade of leather, every company’s leather within that grade is virtually the
same.

OEM Offerings or Components

An original equipment manufacturer (OEM)23 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 components24, like an on/off switch, are components, or parts, sold by one
manufacturer to another that get built into a final product without further
modification. If you look at that picture of the Natuzzi couch, you may notice that it
sits on metal feet. The metal feet are probably made by a manufacturer other than
Natuzzi, making the feet an OEM component. Dell’s hard drives installed in
computer kiosks like the self-service kiosks in airports that print your boarding
passes are another example of OEM components.

MRO Offerings

Maintenance, repair, and operations (MRO)25

offerings refer to products and services used to keep a
company functioning. Janitorial supplies are MRO
offerings as is hardware used to repair any part of a
building or equipment. MRO items are often sold by
distributors. However, you can buy many of the same
products at a retail store. For example, you can buy nuts
and bolts at a hardware store. A business buyer of nuts
and bolts, however, will also need repair items that you
don’t, such as very strong solder used to weld metal. For
convenience sake, the buyer would prefer to purchase
multiple products from one vendor rather than driving
all over town to buy them. So the distributor sends a
salesperson to see the buyer. Most distributors of MRO
items sell thousands of products, set up online
purchasing Web sites for their customers, and provide a
number of other services to make life easier for them.

23. A company that assembles and
manufactures a product into its
final form.

24. Products, or parts, sold by one
manufacturer to another that
get built into a final product
without further modification.

25. Offerings used to maintain,
repair, and operate the
physical assets of an
organization.
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not available to the general
public, they will generally buy
these products from a distributor
such as T&G Chemical rather
than from a retailer.

© 2010 Jupiterimages
Corporation

Facilitating Offerings

Facilitating offerings26 include products and services
that support a company’s operations but are not part of
the final product it sells. Marketing research services,
banking and transportation services, copiers and
computers, and other similar products and services fall
into this category. 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. If you are a marketing
manager who is selecting a vendor for marketing research or choosing an
advertising agency, your choice could be critical to your own personal success. For
this reason, many companies that supply facilitating offerings try to build strong
relationships with their clients.

KEY TAKEAWAY

Business buyers purchase various types of offerings to make their own
offerings. Some of the types of products they use are raw materials,
manufactured materials, and component parts and assemblies, all of which
can become part of an offering. MRO (maintenance, repair, and operations)
offerings are those that keep a company’s depreciable assets in working
order. Facilitating offerings are products and services a company purchases
to support its operations but are not part of the firm’s final product.

REVIEW QUESTIONS

1. What types of offerings do businesses buy? How do the offerings differ
in terms of how they are marketed?

2. As you learned early in the chapter, consumer offering can belong to
different categories depending on how the buyer wants to purchase
them. Is the same true for business offerings?

26. Offerings that support an
organization’s ability to do
business but do not go into the
final product.
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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.

What comes to mind when someone says Coke or Nike or Microsoft? According to
BusinessWeek magazine, the Coca-Cola brand is the strongest brand in the world.
However, a global study of consumers sponsored by Reuters found that Apple has
the best brand. What is a “brand” and what do these studies mean when they report
that one brand is the strongest or the best?

Branding

We have mentioned brands periodically throughout this chapter. But what is a
brand? A brand27 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. Branding28 is the set of activities designed to create a brand
and position it in the minds of consumers. Did you know that The Beatles started a
recording studio called Apple? When Apple Computer (the iPod company) was
formed, Apple Corp., Ltd. (the Beatles’ recording studio), sued Apple Computer
because two companies with the same name can create confusion among
consumers. This wasn’t much of a problem when Apple was only selling computers,
but following the release of the iPod and launch of Apple’s iTunes program, a case
could be made that the companies’ offerings are similar enough for consumers to
confuse the two companies and their products. In fact, it wasn’t until very recently
that the lawsuit over the name was settled, some thirty years after the initial
lawsuit was filed. Nonetheless, the situation signifies how important brand names
are to the companies that own them.

A successful branding strategy is one that accomplishes what Coke and Apple have
done—it 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.

27. A name, picture, design, or
symbol, or combination of
those elements, used by a seller
to differentiate its offerings
from competitors’.

28. A set of activities designed to
create a brand and position it
in the minds of consumers.
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A brand name29, like Apple, is the spoken part of a brand’s identity. A brand
mark30 is the symbol, such as Coke’s wave or Apple Computer’s multicolor apple
(not to be confused with Apple Records’ green apple), associated with a brand.
Brand names and brand marks are important to companies because consumers use
them to make choices. That’s why it was important to sort out the Apple brand.
Each company wanted to make sure that consumers were getting what they wanted
and would know what each brand meant.

An important decision companies must make is under which brand a new offering
will be marketed. For example, Black & Decker makes power tools for consumers
under its Black & Decker brand, while tools for more serious do-it-yourselfers and
professionals are under its Dewalt brand. If Black & Decker decided to add to its
Dewalt line new products such as coolers, portable radios, CD players, and other
accessories construction professionals might find useful at a job site, the company
would be creating a brand extension. A brand extension31 involves utilizing an
existing brand name or brand mark for a new product category.

Why would Black & Decker add these accessories to the Dewalt line? If the company
did, it would be because Dewalt already has a good reputation for high quality, long-
lasting durability, and performance among construction professionals. These same
professionals would trust the Dewalt brand to deliver. How a company like Black &
Decker goes about building this trust is the subject of later chapters. For now, let’s
consider whether it is better for a company to market a new product via a brand
extension or create an entirely new brand for the product.

One thing firms have to consider when they’re branding a new offering is the
degree of cannibalization that can occur across products. Cannibalization32 occurs
when a firm’s new offering eats into the sales of one of its older offerings. (Ideally,
when you sell a new product, you hope that all of its sales come from your
competitors’ buyers or buyers that are new to the market.) A completely new
offering will not result in cannibalization, whereas a line extension likely will. A
brand extension will also result in some cannibalization if you sell similar products
under another brand. For example, if Black & Decker already had an existing line of
coolers, portable radios, and CD players when the Dewalt line of them was launched,
the new Dewalt offerings might cannibalize some of the Black & Decker 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.

29. The spoken part of an identity
used to describe of a brand.

30. A symbol or logo used to
identify a brand.

31. The process of utilizing an
existing brand name or brand
mark for a new product
category.

32. When a new product takes
sales away from the same
company’s existing products.
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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. For example, the curvaceous shape of Coca-Cola’s Coke bottle is a
registered trademark. If you decide to market your beverage in a similar-shaped
bottle, Coca-Cola’s attorneys will have grounds to sue you.

Figure 6.14

Sometimes the package itself is part of a licensed brand. Coke’s curvaceous bottle is an example.

Source: Wikimedia Commons.

Packaging has to fulfill a number of important functions, including

• 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.

Sometimes packaging can fulfill other functions, such as serving as part of an in-
store display designed to promote the offering.

Primary packaging33 holds a single retail unit of a product. For example, a bottle of
Coke, a bag of M&Ms, or a ream of printer paper (five hundred sheets) are all

33. Packaging designed to hold a
single retail unit of a product.
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examples of primary packages. Primary packaging can be used to protect and
promote products and get the attention of consumers. Primary packaging can also
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. Primary packaging can
be bundled together as well. Consumers can buy bottles of Coke sold in six-packs or
cans of Coke in twelve-packs, for example.

Figure 6.15

A single wholesale unit of a product, such as these empty cartons shown here, is an example of secondary packaging.
Each of these boxes might hold, for example, twenty-four cans of car polish or thirty-six cans of bug spray.

© 2010 Jupiterimages Corporation

Secondary packaging34 holds a single wholesale unit of a product. A case of M&M
bags is an example, as are cartons of reams of paper. 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.

34. Packaging designed to hold a
single wholesale unit of a
product.
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Tertiary packaging35 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.

Figure 6.16

This product is bound in tertiary packaging so that mass quantities of it can be stacked on pallets and moved with a
forklift.

© 2010 Jupiterimages Corporation

A product’s packaging can benefit the customer beyond just protecting the offering
while it’s being shipped. No-spill caps, for example, can make it easier for you to use
your laundry detergent or prevent spills when you’re adding oil to your car’s
engine. And, as we have noted, secondary packaging (and also tertiary packaging)
can serve as part of an in-store display, thereby adding value for your retailers.35. Packaging designed for the

shipping and efficiently
handling of large quantities of
a product.
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KEY TAKEAWAY

A brand is a name, picture, design, or symbol, or combination of those items,
used by a seller to identify its offerings and differentiate them from
competitors’ offerings. Branding is the set of activities designed to create a
brand and position it relative to competing brands in the minds of
consumers. 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 or category (line)
of products. Cannibalization occurs when a company’s new offering eats into
the sales of one of its older offerings. It is something to be avoided in most
cases, but it can also be a sign of progress because it means a company is
developing new and better products. Packaging protects products from
damage, contamination, leakage, and tampering, but it is also used to
communicate the brand and its benefits, product warnings, and proper use.

REVIEW QUESTIONS

1. How do brands help companies market their products?
2. What is the purpose of a brand extension?
3. Name the basic types of packaging used in marketing.
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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.

Managing all of a company’s offerings presents a number of challenges. Depending
on the size of the company and the breadth of the company’s offerings, several
positions may be needed.

A brand manager is one such position. A brand manager36 is 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. Indeed, a brand manager is
often charged with running the brand as if it were its own separate business.

A brand manager is much more likely to be found in consumer marketing
companies. Typically, B2B companies do not have multiple brands so the position is
not common in the B2B environment. What you often find in a B2B company is a
product manager37, 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. Companies with brand managers include Microsoft, Procter & Gamble, SC
Johnson, Kraft, Target, General Mills, and ConAgra Foods. Product managers are
found at Xerox, IBM, Konica-Minolta Business Solutions, Rockwell International,
and many others.

The University of Georgia was the first to launch a graduate program in brand
management, but the only major program now being taught in the United States is
at the University of Wisconsin. The program is managed through the university’s
Center for Brand and Product Management. Most brand managers simply have an
undergraduate degree in marketing, but it helps to have a strong background in
either finance or accounting because of the profitability and volume decisions
brand managers have to make. In the United Kingdom, a number of school have
undergraduate degree programs specializing in brand management, as does Seneca
College in Toronto, Canada.

36. A person responsible for all
business decisions regarding
offerings within one brand. A
brand manager is often
charged with running his or
her brand as if it is its own
separate business.

37. Someone with business
responsibility for a particular
product or product line. Like
brand managers, product
managers must make
decisions, such as which
offerings to include,
advertising selection, and
others.
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In some companies, a category manager38 has responsibility for business decisions
within a broad grouping of offerings. For example, a category manager at SC
Johnson may have all home cleaning products, which would mean that brands such
as Pledge, Vanish, Drano, Fantastik, Windex, Scrubbing Bubbles, and Shout would
be that person’s responsibility. Each of those 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. The home cleaning category manager would have
responsibility for offerings from SC Johnson, as well as Procter & Gamble, Colgate-
Palmolive, and many other producers.

Another option is to create a market manager39, who 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. For example, SC Johnson could have regional insect control managers.
Regional market managers would make sense for insect control because weather
has an influence on which bugs are pests at any given time. For example, a southern
regional manager would want more inventory of the repellent Off! in March
because it is already warm and the mosquitoes are already breeding and biting in
the southern United States.

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 market40, and the managers of these
markets are called vertical market managers41. 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.

Because magazines, Web sites, and trade shows are organized to serve specific
industries or even specific positions within industries, B2B marketers find vertical
market structures for marketing departments to be more efficient than organizing
by geography.

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

38. Someone responsible for
managing a broad group of
products that may belong to
multiple manufacturers.

39. Someone responsible for
managing efforts within a
particular market, such as a
geographic market or another
grouping of customers into a
market (e.g., a single industry
or size).

40. B2B customers that compose a
particular industry, such as the
health care industry.

41. Marketing managers who
oversee B2B products sold to a
particular industry.
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control over the communication content of marketing campaigns or marketing
strategies. 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.

KEY TAKEAWAY

Brand managers decide what products are to be marketed and how. Other
important positions include category managers, market managers, and
vertical market managers. Category managers are found in consumer
markets, usually in retail. Market managers can be found in both consumer
markets and B2B markets. However, vertical market managers are found
only in B2B markets. Some companies have market managers but no brand
managers. Instead, a vice president of marketing or other executive is
responsible for the brands.

REVIEW QUESTIONS

1. What is a brand manager?
2. How do brand managers differ from category managers?
3. What is a market manager?
4. Which type of manager has the most marketing responsibility?
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6.6 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. How is marketing capital equipment different from marketing MRO
offerings?

2. What are the marketing implications for your company if buyers stop
viewing your primary offering as a shopping good and begin considering
it a convenience good? How would you respond to the change?

3. Can you market unsought goods? If so, how?
4. How does packaging add value for consumers and retailers?

ACTIVITIES

1. Identify three television commercials designed to persuade buyers to
view the products being advertised as shopping items rather than
convenience items. What is similar about the strategies employed in the
commercials? Do you think the commercials are successful? Why or why
not?

2. Identify a product for which packaging adds value and describe how that
value is added for the consumer. Identify a second brand for which the
organization uses primary packaging to distinguish the brand at the
point of purchase, and describe how the package contributes to the
branding. Do not use brands used as examples in the chapter. Finally,
identify a pure service brand and describe how that service is
“packaged.”

3. Coach has successfully reinvented and expanded its brand to appeal to
new markets in previously untapped categories. Explain how the
company has used a brand extension strategy and provide specific
examples. (Hint: Coach partnered with Lexus.)
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Figure 7.1

Hewlett-Packard was founded in
this California garage, which is
now a national landmark.

Source: Wikimedia Commons.

Chapter 7

Developing and Managing Offerings

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. Hewlett-Packard, for example, began in 1939 in a garage (now a California
Historic Landmark) when two young engineers, Bill Hewlett and Dave Packard,
thought they had a better idea for designing and making a precision audio
oscillator, which is an electronic device that tests sound. Their product was so much
more precise than competitors’ products that it was manufactured and sold around
the world for over thirty years. In fact, it is probably one of the longest-selling
electronic devices ever. It also sold for just $54, whereas competing products sold
for over $200. Hewlett-Packard, now more commonly known as HP, has not been
located in a little garage for many years. Yet the company’s ability to grow by
successfully designing and marketing new offerings continues.

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. IKEA is an example of a company that does this.
IKEA looks at the various prices consumers want to pay
for home furnishings and then works backward to
design products that match those prices (using a
demand backward pricing strategy is discussed in
Chapter 15 "Price, the Only Revenue Generator"). In
other situations, the goal is simply to develop a better
product that adds value to existing products, and the
price comes later. Hewlett-Packard’s audio oscillator is
an example of this type of product.

Keep in mind that a “new” product can be a “new and
improved” product, such as laundry detergent; an
addition to a product or service line, such as Marriott
adding the Courtyard by Marriott and the Fairfield Inn
(see Chapter 6 "Creating Offerings") or Capri Sun adding new flavors; a repositioned
product or company, such as 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”;“At
Hyundai, Branding Is Job 2,” BusinessWeek, May 21, 2007,
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http://www.businessweek.com/magazine/content/07_21/b4035069.htm (accessed
January 20, 2010). or a totally new innovation, such as the mobile phone. What is
new for one company may not be new to another. For example, one hotel may
already have budget properties, but when a luxury hotel adds a budget property,
that property is considered a new offering for them.
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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.

Most new offerings go through similar stages in their development process.
Although the size of a company will affect how the different stages of their new
product development process are conducted and whether products are test
marketed before being introduced, the steps are generally the same. Figure 7.2 "The
New Offering Development Process" summarizes these steps.

Figure 7.2 The New Offering Development Process
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Idea Generation

Many companies, HP and Apple included, were launched in someone’s garage after
the founders got an idea for a product and then tried to make and sell it. HP’s first
product was an audio oscillator that two Stanford University students developed.
While there was some debate, Apple’s Macintosh microcomputer appeared to be a
low-cost knockoff of the Xerox Star, a software-equipped workstation. Apple’s
cofounder, Steve Jobs, saw the product demonstrated at a Xerox research
center.Lawrence M. Fisher, “Xerox Sues Apple Computer Over Macintosh
Copyright,” New York Times, December 15, 1989, http://www.nytimes.com/1989/12/
15/business/company-news-xerox-sues-apple-computer-over-macintosh-
copyright.html? pagewanted=1 (accessed January 20, 2010).

Figure 7.3

Ideas can come from anywhere. A Motorola employee came up with an idea for a new cell phone while rollerblading.
His idea was to use the wheels of the roller blades to generate electricity to charge a cell phone or MP3 player.

© 2010 Jupiterimages Corporation
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Employees often come up with new product ideas, too. At Motorola, engineers are
working on a mobile phone that can be recharged by rubbing it on smooth surface.
A Motorola engineer came up with the idea while rollerblading. He wondered if a
small generator could be created to capture and store the energy generated by
rollerblade wheels. This idea, in turn, led to the development of a small roller ball
(like you would find on an old-style computer mouse) built into the mobile phone.
To power up the phone, you just give it a roll.

Ideas can come from anywhere, including your customers. In fact, in business-to-
business (B2B) markets, customers are probably the biggest source of new product
ideas. Customers know what customers need and want, which provides
organizations an indication of market needs. Customers who are good at generating
new product ideas or applications of products are called lead users1. These people
are often courted by manufacturers for this purpose. Lead users exist in consumer
markets, too. JCPenney, for example, utilizes a panel of women who help develop
the company’s Ambrielle line of lingerie products.

Customers are particularly important cocreators of offerings when they are
consuming products with service components. For example, if you provide your
hairdresser with feedback while your hair is being cut, your input will alter the final
style you receive. Similarly, a businessperson who provides her certified public
accountant (CPA) with information and feedback about her firm will help the CPA
develop better financial and tax plans for her business.

Suppliers provide another source of ideas for new products. A supplier might
develop a new product or technology that can be used to make yet another product,
and then go to the makers of those products and suggest new versions of them. For
example, McClancy Seasoning Co. makes spices that restaurants and food
processing companies use in their food products. McClancy’s research and
development department works with companies such as Campbell’s to help them
develop new and better offerings (for more information, visit
http://www.mcclancy.com/research_and_development.asp).

1. Potential customers who are
innovative and develop new
applications or new products
for their own use without the
aid of a supplier.
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Figure 7.4

Campbell’s creates many new
products, including varieties of
their Pace products, that may
result from working with their
suppliers.

Source: Wikimedia Commons.

Of course, companies also watch their competitors to
see what they’re doing. Some offerings are protected by
patents or copyrights and can’t be legally duplicated.
The software that runs Apple’s iPhone is an example.
There are, however, different ways to achieve the same
results as Apple has with its iPhone. The Omnia,
manufactured by Samsung, and the G1, a T-Mobile
product, are devices similar to the iPhone that operate
with software serving the same purpose.

Figure 7.5 "New Offering Ideas" shows some product
ideas that came from each of the sources we have
discussed—employees, customers, suppliers, and one’s
competitors. Innovations like the iPhone are rare.
However, many new ideas (and consequently new
products) aren’t actually new but rather are versions of
products and services already available. A line
extension2 occurs when a company comes out with
another model (related product) based on the same
platform and brand as one of its other products. When
Apple added the Nano and the Shuffle to its iPod line,
these were line extensions.

Figure 7.5 New Offering Ideas

2. A new idea or offering that
occurs when a company comes
out with another model
(related product or service)
based on the same platform
and brand as one of its other
products.
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Figure 7.6

Better idea screening might have
helped Coca-Cola avoid the
problems it encountered
marketing its “New Coke”
formula.

Source: Wikimedia Commons.

Keep in mind that idea generation is typically the least expensive step in the
process of developing a new offering, whether you involve customers or not. As you
move through the product development process, each step is usually more
expensive than the last. Ideas for new products are relatively cheap and easy to
generate; what is difficult and expensive is making them a reality.

Idea Screening

Not all new product ideas are good ones. Famous
product blunders include Ford Motor Company’s Edsel,
Clear Pepsi, and Coca-Cola’s New Coke. Less famous is
Dell’s cell phone for aging baby boomers. The phone’s
large size, large buttons, and large screen screamed “I’m
old and blind!” leading potential users to shun it in
droves. Yes, even the big companies make mistakes.

The purpose of idea screening is to try to avoid mistakes
early in the development process. The sooner bad ideas
are discarded, the less the investment made and lost. In
the idea screening 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?

• 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?

Some organizations conduct concept testing at this stage. Concept testing3

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. Some of the methods used to test concepts include focus groups4, in
which groups of eight to twelve consumers gather and react to the concept, and

3. Presenting an idea for an
offering (including possible
marketing communication
ideas) to consumers for their
reaction early in the offering
development process.

4. A group of potential buyers
brought together to discuss a
marketing research topic with
one another.

Chapter 7 Developing and Managing Offerings

7.1 The New Offering Development Process 222



depth interviews5, in which individuals are presented with the concept and can
react to it individually. Focus groups and depth interviews are research techniques
that can also be used later in the offering development process to test ideas, or for
other purposes. Focus groups working virtually on the Web and by phone actually
helped to develop this textbook. Concepts may also be tested online by creating an
image and having people representative of the target market provide feedback.
Whether using focus groups, depth interviewing, or online methods, concepts must
be evaluated by people representative of the target market or the feedback is not
relevant.

Because screening considers the feasibility of actually making and servicing an
offering, price and cost are important components. If the company cannot sell the
product in sufficient quantities to generate a profit, the idea must be scrapped.
Understanding the customer’s personal value equation (defined in Chapter 1 "What
Is Marketing?") is an important consideration, too. If the value consumers receive
from the product is less than the price the company charges for it, they will not buy
it. In other words, the offering must be financially feasible to justify investing in it.

The offering must also have process feasibility. Process feasibility6 is the degree to
which the company can actually make and service the product. Process feasibility
affects financial feasibility7. If the product’s costs cannot be controlled when it’s
being made or serviced, the firm’s financial goals won’t be met. Process feasibility
also affects customer satisfaction. For example, many manufacturers make great-
looking faucets, yet one of your authors had to have the “guts” of one faucet
replaced three times before it would work, only to find two other friends had the
same experience with the same model. A great-looking design is really only great if
it works right.

5. An exploratory research
technique of engaging in
detailed, one-on-one, question-
and-answer sessions with
potential buyers.

6. The degree to which the
manufacturing of a product or
the delivery of a service can be
done within the proper quality
specifications on a repeatable
basis; the degree to which an
organization can actually make
and service an offering.

7. A new offering’s ability to
make money.
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Figure 7.7

A good product doesn’t just look
right. It also works right, which
is the idea behind process
feasibility.

Source: Wikimedia Commons.

The question of strategic fit is a difficult one. The
history of business is rife with examples of companies
failing to develop winning new products only to see
their competitors do so. For example, when the inventor
Chester Carlson approached IBM executives with the
idea of photocopying—the technology platform that
later became the heart of Xerox Corporation—they
turned Carlson down. IBM did not see the product
fitting with its strategy and stopped before they fully
considered the potential. Nor did IBM see the
moneymaking opportunity the product presented.

At this point in the process, the company begins to
assess two types of risk. The first is investment risk8, or
the possibility that the company will fail to earn the
appropriate return on the money and effort (the
investment) it puts into the new product. The second is
opportunity risk9, or the risk that there is a better idea
that gets ignored because the firm has invested in the
idea at hand. When a company is assessing fit, it is
assessing its opportunity risk. When it is assessing
feasibility (both financial and process), it is assessing its
investment risk. Other risk-related questions include
whether or not the offering can be developed on time
and within budget. Assessing a product’s feasibility
continues throughout the entire new product development process.

Feature Specification

The next step involves narrowing down the product’s features. Again, price enters
the picture as the company considers which features are important to consumers at
different price points. A premium (high-priced) offering is likely to be loaded with
extra features. By contrast, a low-priced offering is likely to be a “bare-bones”
product with few features.

Quality function deployment (QFD)10 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. From this list of component
parts, the product is designed. Thus, the feature specifications process begins with a
strong understanding of what consumers want and need.

8. The potential of losing one’s
money and time should a new
offering fail.

9. The potential loss of revenue a
company risks when it chooses
an alternative course of action
such as launching a different
offering.

10. A specific process for designing
new offerings that begins by
specifying a customer’s
requirements and then
designing a product to meet
those needs.
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HP has developed a number of computer printers using the QFD process. The QFD
process has been particularly helpful when it comes to bundling the right features
within the HP’s printer line because each printer model can be targeted to specific
customer needs. Customers can then purchase the model that best suits their needs
and doesn’t have a bunch of features that don’t add value for them.

Development

In the development stage, the actual offering is designed, specifications for it are
written, and prototypes of it are developed. It is also during this stage that the firm
considers the product’s manufacturing process. For example, when a restaurant is
developing a new dish, it must not only taste good; it must also be a dish that can be
made in a reasonable amount of time once it’s ordered and prepared at a cost that
earns the restaurant a profit. In terms of a manufacturer’s offerings, using the same
technology platform as another product (like Apple has done with iPods) can be
very effective and cheaper. Using the same platform also generally makes it easier
for a company to train its technicians to service a new product.

Testing

During the testing stage, the offering is tested, first in the lab and then with real
customers. Lab testing is also called alpha testing11. Alpha testing ensures that the
offering works like it’s supposed to in a variety of different environments—that it
meets its specifications, that is. For example, Kraft might launch a new food product
that has to work in hot climates, cold climates, high humidity, dry climates, and
high altitudes—all conditions that can change how well the product works.

The next step is beta testing. During beta testing12, actual customers make sure the
offering works under real-world conditions. Beta testing not only tests whether the
offering works as advertised but also tests the offering’s delivery mechanisms,
service processes, and other aspects of marketing the product. This step can be an
expensive. Depending on the product, some companies might find it better to
simply launch the product and let the market respond to, or test, it once it is
available for purchase.

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. If
the relationship between the parties is “iffy,” and the product or service needs a
significant amount of changes, beta testing could damage the relationship between
the two parties and hurt the developer of the product’s sales.

11. The testing of a product in a
laboratory setting.

12. The testing of a product by real
customer in the customer’s
location.
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Simultaneous to testing the offering’s ability to meet its specs, the company is also
developing and testing the marketing communication plan that will be used to
launch the product. Many companies involve consumer panels or user
communities, both for testing the offering and the communication plan. As we
mentioned, JCPenney solicits the advice of a user community for its Ambrielle line
of lingerie (you can listen to Laura Carros, who developed the community, in
Chapter 14 "Customer Satisfaction, Loyalty, and Empowerment"). The company
frequently runs concepts by the group as well as sends actual prototypes to users to
try on and report back to the company. Similarly, the data warehousing company
Teradata has a “partners” organization that consists of a community of users who
participate in the firm’s product design and testing.

Launch or Commercialization

Once an offering has been designed and tested, it is made available to customers.
Sometimes a company launches the offering to all of its markets at once. Other
companies may use a rolling launch13 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. The company makes the
offering available to one market after the first batch of its employees are prepared
to service the product; then as new batches of employees are prepared to service
the product, the company enters more markets. See the following video clip for an
example of a new product launch.

Video Clip

Example of a Successful New Product Launch

(click to see video)

This YouTube video documents the launch of Apple’s iPhone 3G.

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 test14. Companies may conduct market tests in
limited markets or nationwide. For example, when one beverage maker tested the
marketing plan for a new wine cooler, the firm first launched the product on the
east coast, where the beverage was promoted as a “Polynesian” drink; on the west
coast, the beverage was promoted as an “Australian” drink. The Polynesian version
proved more popular, so in other new markets, that’s how the beverage was
advertised and packaged.

13. Introducing a new offering
across markets one by one in
order to work out any
challenges or problems related
to marketing and supporting
the offering.

14. The test launch of a product’s
complete marketing plan to
ensure that it reaches buyers,
gets positive reactions, and
generates sales of the product.
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Evaluation

Once an offering is launched, a firm’s executives carefully monitor its progress. You
have probably heard about the “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. If the ticket sales for it are high during the first weekend, a
studio’s executives might decide to beef up the promotions for it. If the ticket sales
for the movie are low, the studio might stop screening the movie in theaters
altogether and release it on DVD instead. For 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. However, be aware that 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. The length of time for milestones used to
evaluate products may vary depending on the organization and other products or
services being developed.

KEY TAKEAWAY

Most companies put new offering ideas through a seven-step process,
beginning with the idea generation stage. Ideas for new offerings can come
from anywhere including one’s customers, employees, customers, suppliers,
and competitors. The next step in the process is the idea screening stage,
followed by the feature specifications, development, testing, and launching
stages. After an offering is launched, it is evaluated. A company must
balance an offering’s investment risk (the risk associated with losing the
time and money put into developing the offering) against the offering’s
opportunity risk (the risk associated with missing the opportunity to market
the product and profit from it).

REVIEW QUESTIONS

1. What are the seven steps in the offering development process? What are
the key activities in each step?

2. Who are lead users?
3. How should a company evaluate new ideas? What are the criteria?
4. How does quality function deployment work?
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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.

Over 20,000 new offerings, including convenience foods, health and beauty aids,
electronics, automobiles, pharmaceutical products, hotels, restaurants, and so on,
enter the marketplace each year. For example, in 2006 almost 1,400 food products
making a “whole grain claim” were introduced.Nick Roskelly, “Partial to Whole
Grains,” New Products Online, http://www.newproductsonline.com/
Archives_Davinci?article=1979 (accessed January 20, 2010). Other recent new
product introductions include many technological products such as Nintendo’s Wii,
iPods, and digital video recorders (DVRs); many new personal care products such as
new fragrances of shampoo and conditioner and new flavors of toothpaste; and new
convenience foods such as frozen meals, “100 calorie pack” snacks, and cereal
bars.Molly Hunter, “The True Cost of the 100-Calorie Snack Pack,” ABC News, July 15,
2008, http://abcnews.go.com/Health/
story?id=5373173&page=1&mediakit=adgallery10 (accessed January 20, 2010).

Video Clip

Oreo 100 Calorie Pack

(click to see video)

The 100 Calorie Packs offered by Nabisco proved to be extremely popular.

Once a product is created and introduced in the marketplace, the offering must be
managed effectively for the customer to receive value from it. Only if this is done
will the product’s producer achieve its profit objectives and be able to sustain the
offering in the marketplace. The process involves making many complex decisions,
especially if the product is being introduced in global markets. Before introducing
products in global markets, an organization must evaluate and understand factors
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in the external environment, including laws and regulations, the economy and
stage of economic development, the competitors and substitutes, cultural values,
and market needs. Companies also need expertise to successfully launch products in
foreign markets. Given many possible constraints in international markets,
companies might initially introduce a product in limited areas abroad. Other
organizations, such as Coca-Cola, decide to compete in markets worldwide.“Best
Global Brands,” Interbrand, 2009, http://www.interbrand.com/
best_global_brands.aspx?langid=1000 (accessed January 20, 2010).

The product life cycle (PLC)15 includes the stages the product goes through after
development, from introduction to the end of the product. Just as children go
through different phases in life (toddler, elementary school, adolescent, young
adult, and so on), products and services also age and go through different stages.
The PLC is a beneficial tool that helps marketers manage the stages of a product’s
acceptance and success in the marketplace, beginning with the product’s
introduction, its growth in market share, maturity, and possible decline in market
share. Other tools such as the Boston Consulting Group matrix and the General
Electric approach (see Chapter 2 "Strategic Planning" for discussion) may also be
used to manage and make decisions about what to do with products. For example,
when a market is no longer growing but the product is doing well (cash cow in the
BCG approach), 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 (see Chapter 2 "Strategic Planning").

The product life cycle can vary for different products and different product
categories. Figure 7.8 "Life Cycle" illustrates an example of the product life cycle,
showing how a product can move through four stages. However, not all products go
through all stages and the length of a stage varies. For example, some products
never experience market share growth and are withdrawn from the market.

15. The stages (introduction,
growth, maturity, decline) that
a product may go through over
time.
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Figure 7.9

Diet Coke changed its can to keep
from getting outdated.

Source: Wikimedia Commons.

Figure 7.8 Life Cycle

Other products stay in one stage longer than others. For
example, in 1992, PepsiCo introduced a product called
Clear Pepsi, which went from introduction to decline
very rapidly. By contrast, Diet Coke entered the growth
market soon after its introduction in the early 1980s and
then entered (and remains in) the mature stage of the
product life cycle. New computer products and software
and video games often have limited life cycles, whereas
product categories such as diamonds and durable goods
(kitchen appliances) generally have longer life cycles.
How a product is promoted, priced, distributed, or
modified can also vary throughout its life cycle. Let’s
now look at the various product life cycle stages and
what characterizes each.

The Introduction Stage

The first stage in a product’s life cycle is the
introduction stage16. The introduction stage is the
same as commercialization, or the last stage of the new
product development process. Marketing costs are
typically higher in this stage than in other stages. As an analogy, think about the
amount of fuel a plane needs for takeoff relative to the amount it needs while in the

16. The first stage of the product
life cycle after a product is
launched.
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Figure 7.10

air. Just as an airplane needs more fuel for takeoff, a new product or service needs
more funds for introduction into the marketplace. Communication (promotion) is
needed to generate awareness of the product and persuade consumers to try it, and
placement alternatives and supply chains are needed to deliver the product to the
customers. Profits are often low in the introductory stage due to the research and
development costs and the marketing costs necessary to launch the product.

The length of the introductory stage varies for different products. However, by law
in the United States, a company is only allowed to use the label “new” on a
product’s package for six months. An organization’s objectives during the
introductory stage often involve educating potential customers about its value and
benefits, creating awareness, and getting potential customers to try the product or
service. Getting products and services, particularly multinational brands, accepted
in foreign markets can take even longer. Consequently, companies introducing
products and services abroad generally must have the financial resources to make a
long-term (longer than one year) commitment to their success.

The specific promotional strategies a company uses to launch a product vary
depending on the type of product and the number of competitors it faces in the
market. Firms that manufacture products such as cereals, snacks, toothpastes, soap,
and shampoos often use mass marketing techniques such as television commercials
and Internet campaigns and promotional programs such as coupons and sampling
to reach consumers (pull strategy; see Chapter 11 "Advertising, Integrated
Marketing Communications, and the Changing Media Landscape"). To reach
wholesalers and retailers such as Walmart, Target, and grocery stores, firms utilize
personal selling (push strategy; see Chapter 11 "Advertising, Integrated Marketing
Communications, and the Changing Media Landscape"). Many firms promote to
customers, retailers, and wholesalers. Sometimes other, more targeted advertising
strategies are employed, such as billboards and transit signs (signs on buses, taxis,
subways, and so on). For more technical or expensive products such as computers
or plasma televisions, many firms utilize personal selling, informational
promotions, and in-store demonstrations so consumers can see how the products
work.

During introduction, an organization must have enough
distribution outlets (places where the product is sold or
the service is available) to get the product or service to
the customers. The product quantities must also be
available to meet demand. For example, IBM’s ThinkPad
was a big hit when it was first introduced, but the
demand for it was so great that IBM wasn’t able to
produce enough of the product. Cooperation from a
company’s supply chain members—its manufacturers,
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Many new convenient snack
packages, such as jelly snacks
and packages of different sizes,
are available in China and the
United States.

Source: Wikimedia Commons.

wholesalers, and so forth—helps ensure that supply
meets demand and that value is added throughout the
process.

When you were growing up, you may remember eating
Rice Krispies Treats cereal, a very popular product. The
product was so popular that Kellogg’s could not keep up
with initial demand and placed ads to consumers
apologizing for the problem. When demand is higher
than supply, the door opens for competitors to enter the
market, which is what happened when the microwave was introduced. Most people
own a microwave, and prices have dropped significantly since Amana introduced
the first microwave at a price of almost $500. As consumers in the United States
initially saw and heard about the product, sales increased from forty thousand units
to over a million units in only a few years. Sales in Japan increased even more
rapidly due to a lower price. As a result of the high demand in both countries, many
competitors entered the market and prices dropped.“Microwave oven,” Wikipedia,
http://en.wikipedia.org/wiki/Microwave_oven (accessed January 20, 2010).

Product pricing strategies in the introductory stage can vary depending on the type
of product, competing products, the extra value the product provides consumers
versus existing offerings, and the costs of developing and producing the product.
Organizations want consumers to perceive that a new offering is better or more
desirable than existing products. Two strategies that are widely used in the
introductory stage are penetration pricing and skimming. A penetration pricing
strategy17 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. New varieties of cereals, fragrances of shampoo, scents of
detergents, and snack foods are often introduced at low initial prices. Seldom does a
company utilize a high price strategy with a product such as this. The low initial
price of the product is often combined with advertising, coupons, samples, or other
special incentives to increase awareness of the product and get consumers to try it.

A company uses a skimming pricing strategy18, 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. Firms that produce electronic
products such as DVRs, plasma televisions, and digital cameras set their prices high
in the introductory stage. However, the high price must be consistent with the
nature of the product as well as the other marketing strategies being used to
promote it. For example, engaging in more personal selling to customers, running
ads targeting specific groups of customers, and placing the product in a limited

17. A strategy in which an
organization offers a low initial
price on a product so that it
captures as much market share
as possible.

18. A high initial price that
companies set when
introducing new products in
order to get back money
invested.
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Figure 7.11

Demand for the Nintendo Wii
increased sharply after the
product’s introduction.

Source: Wikimedia Commons.

number of distribution outlets are likely to be strategies firms use in conjunction
with a skimming approach.

The Growth Stage

If a product is accepted by the marketplace, it enters the growth stage of the
product life cycle. The growth stage19 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. For example, when Diet
Coke experienced great success, Pepsi soon entered with Diet Pepsi. You’ll notice
that both Coca-Cola and Pepsi have similar competitive offerings in the beverage
industry, including their own brands of bottled water, juice, and sports drinks. 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. For example, the producers of video game systems such as Nintendo’s Wii
could not keep up with consumer demand when the product was first launched.
Consequently, some consumers purchased competing game systems such as
Microsoft’s Xbox.

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. In other words, although the
company must still inform and educate customers, it
must counter the competition. Emphasizing the
advantages of the product’s brand name can help a
company maintain its sales in the face of competition.
Although different organizations produce personal
computers, a highly recognized brand such as IBM
strengthens a firm’s advantage when competitors enter
the market. New offerings that utilize the same
successful brand name as a company’s already existing
offerings, which is what Black & Decker does with some
of its products, can give a company a competitive
advantage. Companies typically begin to make a profit
during the growth stage because more units are being
sold and more revenue is generated.

The number of distribution outlets (stores and dealers) utilized to sell the product
can also increase during the growth stage as a company tries to reach as much of
the marketplace as possible. Expanding a product’s distribution and increasing its

19. The stage of the life cycle in
which sales increase and more
competitors enter the market.
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production to ensure its availability at different outlets usually results in a
product’s costs remaining high during the growth stage. The price of the product
itself typically remains at about the same level during the growth stage, although
some companies reduce their prices slightly to attract additional buyers and meet
the competitors’ prices. Companies hope by increasing their sales, they also
improve their profits.

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 stage20 of its life cycle. Most consumer
products are in the mature stage of their life cycle; their buyers are repeat
purchasers versus new customers. Intense competition causes profits to fall until
only the strongest players remain. The maturity stage lasts longer than other
stages. Quaker Oats and Ivory Soap are products in the maturity stage—they have
been on the market for over one hundred years.

Video Clip

Quaker Oats Packaging

(click to see video)

Quaker Oats was introduced over one hundred years ago and is still in the maturity stage although the
package has been changed.

Given the competitive environment in the maturity stage, many products are
promoted heavily to consumers by stronger competitors. The strategies used to
promote the products often focus on value and benefits that give the offering a
competitive advantage. The promotions aimed at a company’s distributors may also
increase during the mature stage. Companies may decrease the price of mature
products to counter the competition. However, they must be careful not to get into
“price wars” with their competitors and destroy all the profit potential of their
markets, threatening a firm’s survival. Intel and Advanced Micro Devices (AMD)
have engaged in several price wars with regard to their microprocessors. Likewise,
Samsung added features and lowered the price on its Instinct mobile phone,
engaging in a price war with Apple’s iPhone. With the weakened economy, many
online retailers engaged in price wars during the 2008 holiday season by cutting
prices on their products and shipping costs. Although large organizations such as
Amazon.com can absorb shipping costs, price wars often hurt smaller retailers.
Many retailers learned from their mistakes and ordered less inventory for the 2009
holiday season.

20. The stage of the product life
cycle at which sales begin to
level off and competitors have
saturated the market.

Chapter 7 Developing and Managing Offerings

7.2 Managing New Products: The Product Life Cycle 234

http://www.youtube.com/v/a0Q8jp1-ehE


Figure 7.12 McDonald’s in
China

Source: Wikimedia Commons.

Figure 7.13

Companies are challenged to develop strategies to extend the maturity stage of
their products so they remain competitive. Many firms do so by modifying their
target markets, their offerings, or their marketing strategies. Next, we look at each
of these strategies.

Modifying the target market helps a company attract different customers by
seeking new users, going after different market segments, or finding new uses for a
product in order to attract additional customers. Financial institutions and
automobile dealers realized that women have increased buying power and now
market to them. With the growth in the number of online shoppers, more
organizations sell their products and services through the Internet. Entering new
markets provides companies an opportunity to extend the product life cycles of
their different offerings.

Many companies enter different geographic markets or
international markets as a strategy to get new users. A
product that might be in the mature stage in one
country might be in the introductory stage in another
market. For example, when the U.S. market became
saturated, McDonald’s began opening restaurants in
foreign markets. Cell phones were very popular in Asia
before they were introduced in the United States. Many
cell phones in Asia are being used to scan coupons and
to charge purchases. However, the market in the United
States might not be ready for that type of technology.

Modifying the product, such as changing its packaging,
size, flavors, colors, or quality can also extend the
product’s maturity stage. The 100 Calorie Packs created
by Nabisco provide an example of how a company
changed the packaging and size to provide convenience
and one-hundred-calorie portions for consumers. While
the sales of many packaged foods fell, the sales of the
100 Calorie Packs increased to over $200 million,
prompting Nabisco to repackage more products.Molly
Hunter, “The True Cost of the 100-Calorie Snack Pack,”
ABC News, July 15, 2008, http://abcnews.go.com/Health/
story?id=5373173&page=1&mediakit=adgallery10
(accessed January 20, 2010). Kraft Foods extended the
mature stage of different crackers such as Wheat Thins
and Triscuits by creating different flavors. Although not
popular with consumers, many companies downsize21 (or decrease) the package

21. To decrease the size of the
package or the amount of
product in the package.
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Older consumers in international
markets are being targeted with
different products.
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Figure 7.14 Pepsi’s New Can

Source: Wikimedia Commons.

sizes of their products or the amount of the product in
the packages to save money and keep prices from rising
too much.

Car manufacturers modify their vehicles slightly each
year to offer new styles and new safety features. Every
three to five years, automobile manufacturers do more
extensive modifications. Changing the package or
adding variations or features are common ways to
extend the mature stage of the life cycle. Pepsi recently
changed the design and packaging of its soft drinks and
Tropicana juice products. However, consumers thought
the new juice package looked like a less expensive
brand, which made the quality of the product look
poorer. As a result, Pepsi resumed the use of the original
Tropicana carton. Pepsi’s redesigned soda cans also
received negative consumer reviews.

Video Clip

Pepsi Rebranding

(click to see video)

Changing packing designs does not always help the brand.

Video Clip

Tropicana’s New Packaging

(click to see video)

Tropicana’s new (and now abandoned) packaging look didn’t compare well with the “orange and the straw”
but is still used on the lower-calorie Tropicana.

When introducing products to international markets, firms must decide if the
product can be standardized22 (kept the same) or how much, if any, adaptation23,
or changing, of the product to meet the needs of the local culture is necessary.
Although it is much less expensive to standardize products and promotional
strategies, cultural and environmental differences usually require some adaptation.
Product colors and packages as well as product names must often be changed
because of cultural differences. For example, in many Asian and European

22. Keeping a product or service
the same in all markets.

23. The changes that an
organization must make for a
product or service to fit the
local culture.
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Figure 7.15

In Europe, diet drinks are called
“light,” not diet. This Coca-Cola
product is available in Germany.

Source: Wikimedia Commons.

countries, Coca-Cola’s diet drinks are called “light,” not diet. GE makes smaller
appliances such as washers and dryers for the Japanese market. Hyundai Motor
Company had to improve the quality of its automobiles in order to compete in the
U.S. market. Companies must also examine the external environment in foreign
markets since the regulations, competition, and economic conditions vary as well as
the cultures.

Some companies modify the marketing strategy for one
or more marketing variables of their products. For
example, many coffee shops and fast-food restaurants
such as McDonald’s now offer specialty coffee that
competes with Starbucks. As a result, Starbucks’
managers a decided it was time to change the
company’s strategy. Over the years, Starbucks had
added lunch offerings and moved away from grinding
coffee in the stores to provide faster service for its
customers. However, customers missed the coffee shop
atmosphere and the aroma of freshly brewed coffee and
didn’t like the smell of all the lunch items.

As a result of falling market share, Starbucks’ former
CEO and founder Howard Schultz returned to the
company. Schultz hired consultants to determine how
to modify the firm’s offering and extend the maturity
stage of their life cycle. Subsequently, Starbucks
changed the atmosphere of many of its stores back to that of traditional coffee
shops, modified its lunch offerings in many stores, and resumed grinding coffee in
stores to provide the aroma customers missed. The company also modified some of
its offerings to provide health-conscious consumers lower-calorie
alternatives.Bruce Horovitz, “Starbucks Orders an Extra Shot; Founder Takes Over
as CEO to Perk Up Coffee Chain,” USA Today, January 8, 2008, 1B. After the U.S.
economy weakened in 2009, Starbucks announced it would begin selling instant
coffee for about a dollar a cup to appeal to customers who were struggling
financially but still wanted a special cup of coffee. The firm also changed its
communication with customers by utilizing more interactive media such as blogs.
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Figure 7.16

The oldest operating McDonald’s
is in California.

Source: Wikimedia Commons.

Figure 7.17

Your parents or grandparents
might still use a videocassette
recorder (VCR) like this.

Whereas Starbucks might have overexpanded,
McDonald’s plans to add fourteen thousand coffee bars
to selected stores.“Starbucks v McDonald’s,” Economist,
January 10, 2008, http://www.economist.com/business/
displaystory.cfm?story_id=10498747 (accessed January
20, 2010). In addition to the coffee bars, many
McDonald’s stores are remodeling their interiors to
feature flat screen televisions, recessed lighting, and
wireless Internet access. Other McDonald’s restaurants
kept their original design, which customers still like.

The Decline Stage

When sales decrease and continue to drop to lower
levels, the product has entered the decline stage24 of
the product life cycle. In the decline stage, changes in
consumer preferences, technological advances, and alternatives that satisfy the
same need can lead to a decrease in demand for a product. How many of your fellow
students do you think have used a typewriter, adding machine, or slide rule?
Computers replaced the typewriter and calculators replaced adding machines and
the slide rule. Ask your parents about eight-track tapes, which were popular before
cassette tapes, which were popular before CDs. Some products decline slowly.
Others go through a rapid level of decline. Many fads and fashions for young people
tend to have very short life cycles and go “out of style” very quickly. (If you’ve ever
asked your parents to borrow clothes from the 1990s, you may be amused at how
much the styles have changed.) Similarly, many students don’t have landline
phones or VCR players and cannot believe that people still use the “outdated”
devices. Similarly, payphones are rapidly becoming obsolete.

Technical products such as digital cameras, cell phones,
and video games that appeal to young people often have
limited life cycles. Companies must decide what
strategies to take when their products enter the decline
stage. To save money, some companies try to reduce
their promotional expenditures on these products and
the number of distribution outlets in which they are
sold. They might implement price cuts to get customers
to buy the product. Harvesting25 the product entails
gradually reducing all costs spent on it, including
investments made in the product and marketing costs.
By reducing these costs, the company hopes that the
profits from the product will increase until their
inventory runs out. Another option for the company is

24. The stage of the life cycle at
which sales drop and
companies must decide
whether to keep, modify, or
drop a product.

25. Companies reduce investment
in a product, service, or
business.
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divesting26 (dropping or deleting) the product from its
offerings. The company might choose to sell the brand
to another firm or simply reduce the price drastically in
order to get rid of all remaining inventory. If a company
decides to keep the product, it may lose money or make
money if competitors drop out. Many companies decide
the best strategy is to modify the product in the maturity stage to avoid entering
the decline stage.

KEY TAKEAWAY

The product life cycle helps a company understand the stages (introduction,
growth, maturity, and decline) a product or service may go through once it
is launched in the marketplace. The number and length of stages can vary.
When a product is launched or commercialized, it enters the introduction
stage. Companies must try to generate awareness of the product and
encourage consumers to try it. During the growth stage, companies must
demonstrate the product’s benefits and value to persuade customers to buy
it versus competing products. Some products never experience growth. The
majority of products are in the mature 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. 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.

26. Companies get rid of a product,
service, or business.
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REVIEW QUESTIONS

1. Explain what a firm that sells a product with a limited life cycle (such as
software) should do in each stage so there is not a lot of inventory left
over when a newer version is introduced?

2. Explain why the marketing costs related to a product are typically
higher during the introduction stage and why companies must generate
awareness of the new product or service and encourage consumers to
try it.

3. Explain why and when penetration and skimming pricing are used in
the introduction stage.

4. What stage of the life cycle is a product in when the company cannot
meet the demand for it and competitors begin to enter the market?

5. What different strategies do firms use to extend the life cycles of their
products throughout the maturity stage?

6. How did Kraft extend the mature stage of the product life cycle of Wheat
Thins crackers?

7. Explain the difference between harvesting and a divesting when a firm
enters the decline stage.
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7.3 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Who owns an idea? If a customer comes up with an innovation involving
your product, and your company thinks that innovation can be
commercialized, who owns the new product?

2. Assume you come up with an idea for a new electronic product you
think your fellow students would really like. How would you go through
the product development process? How would you accomplish each step
within that process?

3. Select a product you are familiar with and explain the stages of the
product’s life cycle and different ways in which a company can extend
its mature stage.

ACTIVITIES

1. Take two existing offerings and combine them to create a new one. What
type of offering is it? To whom would you sell it? What new benefits
does the product offer, and how would you communicate them to
potential buyers? What evidence could you generate to predict the
likelihood of the new offering being successful?

2. Identify two new consumer products sold in a grocery store or by a mass
merchandiser such as Walmart. Explain the strategies used to introduce
each of the products and which strategy you feel will be most successful.

3. Identify three products that are sold in international markets and
explain any differences in how the products have been changed to meet
the needs of consumers in the international markets.
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Chapter 8

Using Marketing Channels to Create Value for Customers

Sometimes when you buy a good or service, it passes straight from the producer to
you. But suppose every time you purchased something, you had to contact its
maker? For some products, such as a haircut, this would work. But what about the
products you purchase at the grocery store? You couldn’t begin to contact and buy
from all the makers of those products. It would be an incredibly inefficient way to
do business.

Fortunately, companies partner with one another, alleviating you of this burden.
So, for example, instead of Procter & Gamble selling individual toothbrushes to
consumers, it sells many of them to a drugstore close to you, which then sells them
to you and other people.

The specific avenue a seller uses to make a finished good or service available to you
for purchase—for example, whether you are able to buy it directly from the seller,
at a store, online, from a salesperson, and so on—is referred to as the product’s
marketing channel1 (or distribution channel). All of the people and organizations
that buy, resell, and promote the product “downstream” as it makes its way to you
are part of the marketing channel. This chapter focuses on downstream channels.
In the next chapter, we look not only “downstream” but also “upstream” at the
people and organizations that supply the materials and services and that allow
products to be made in the first place.

1. The group of organizations
involved in selling and
promoting goods from the time
they are produced until they
reach end users.
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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. Describe the different types of organizations that work together as
channel partners and what each does.

Today, marketing channel decisions are as important as the decisions companies
make about the features and prices of products.Randy Littleson, “Supply Chain
Trends: What’s In, What’s Out,” Manufacturing.net, February 6, 2007,
http://www.manufacturing.net/articles/2007/02/supply-chain-trends-whats-in-
whats-out (accessed April 13, 2012). Consumers have become more demanding.
They are used to getting what they want. If you can’t get your product to them
when, where, and how they want it, they will simply buy a competing product. In
other words, how companies sell has become as important as what they
sell.“Developing a Channel Strategy,” CBSNews.com, http://www.cbsnews.com/
8301-505125_162-51168339/developing-a-channel-strategy/?tag=mncol;lst;1
(accessed April 13, 2012).

The firms a company partners with to actively promote and sell a product as it
travels through its marketing channel to users are referred to by the firm as its
channel members2 (or partners). Companies strive to choose not only the best
marketing channels but also the best channel partners. A strong channel partner
like Walmart can promote and sell the heck out of a product that might not
otherwise turn a profit for its producer. In turn, Walmart wants to work with strong
channel partners it can depend on to continuously provide it with great products
that fly off the shelves. By contrast, a weak channel partner, like a bad spouse, can
be a liability.

The simplest marketing channel consists of just two parties—a producer and a
consumer. Your haircut is a good example. When you get a haircut, it travels
straight from your hairdresser to you. No one else owns, handles, or remarkets the
haircut to you before you get it. However, many other products and services pass
through multiple organizations before they get to you. These organizations are
called intermediaries3 (or middlemen or resellers).

2. The firms a company partners
with to actively promote and
sell a product as it travels
through its marketing channel
to users.

3. Third parties that facilitate the
supply and sale of products
from manufacturers to users.
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Companies partner with intermediaries not because they necessarily want to
(ideally they could sell their products straight to users) but because the
intermediaries can help them sell the products better than they could working
alone. In other words, they have some sort of capabilities the producer needs;
contact with many customers or the right customers, marketing expertise, shipping
and handling capabilities, and the ability to lend the producer credit are among the
types of help a firm can get by utilizing a channel partner.

Intermediaries also create efficiencies by streamlining the number of transactions
an organization must make, each of which takes time and costs money to conduct.
As Figure 8.1 "Using Intermediaries to Streamline the Number of Transactions"
shows, by selling the tractors it makes through local farm machinery dealers, the
farm machinery manufacturer John Deere can streamline the number of
transactions it makes from eight to just two.

Figure 8.1 Using Intermediaries to Streamline the Number of Transactions

The marketing environment is always changing, so what was a great channel or
channel partner yesterday might not be a great channel partner today. Changes in
technology, production techniques, and your customer’s needs mean you have to
continually reevaluate your marketing channels and the channel partners you ally
yourself with. Moreover, when you create a new product, you can’t assume the
channels that were used in the past are the best ones.Geoff Lancaster and Frank
Withey, Marketing Fundamentals (Burlington, MA: Butterworth-Heinemann, 2007),
173. A different channel or channel partner might be better.
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Figure 8.2

Neither Encyclopedia Britannica
nor Microsoft saw Wikipedia on
the horizon.
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Corporation

Consider Microsoft’s digital encyclopedia, Encarta, which was first sold on CD and
via online subscription in the early 1990s. Encarta nearly destroyed Encyclopedia
Britannica, a firm that had dominated the print encyclopedia business for literally
centuries. Ironically, Microsoft had actually tried to partner with Encyclopedia
Britannica to use its encyclopedia information to make Encarta but was turned
down.

But today, Encarta no longer exists. It’s been put out of
business by the free online encyclopedia Wikipedia. The
point is that products and their marketing channels are
constantly evolving. Consequently, you and your
company have to be ready to evolve, too.

Types of Channel Partners

Let’s now look at the basic types of channel partners. To
help you understand the various types of channel
partners, we will go over the most common types of
intermediaries. The two types you hear about most
frequently are wholesalers and retailers. Keep in mind,
however, that the categories we discuss in this section
are just that—categories. In recent years, the lines
between wholesalers, retailers, and producers have
begun to blur considerably. Microsoft is a producer of
goods, but recently it began opening up its own retail
stores to sell products to consumers, much as Apple has done.Daniel Lyons, “The
Lost Decade,” Newsweek, November 9, 2009, 27. As you will learn later in the chapter,
Walmart and other large retailers now produce their own store brands and sell
them to other retailers. Similarly, many producers have outsourced their
manufacturing, and although they still call themselves manufacturers, they act
more like wholesalers. Wherever organizations see an opportunity, they are
beginning to take it, regardless of their positions in marketing channels.

Wholesalers

Wholesalers4 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.” Wholesalers get their name from the fact
that they resell goods “whole” to other companies without transforming the goods.
If you are trying to stock a small electronics store, you probably don’t want to
purchase a truckload of iPods. Instead, you probably want to buy a smaller
assortment of iPods as well as other merchandise. Via wholesalers, you can get the

4. Businesses that purchase
products in large quantities,
can store the products, can
break the pallets down into
cases or units, and can deliver
the desired quantity of a
product to distributors,
retailers, and/or consumers.
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assortment of products you want in the quantities you want. Some wholesalers
carry a wide range of different products. Other carry narrow ranges of products.

Most wholesalers “take title” to goods—or own them until purchased by other
sellers. Wholesalers such as these assume a great deal of risk on the part of
companies further down the marketing channel as a result. For example, if the
iPods you plan to purchase are stolen during shipment, damaged, or become
outdated because a new model has been released, the wholesaler suffers the
loss—not you. Electronic products, in particular, become obsolete very quickly.
Think about the cell phone you owned just a couple of years ago. Would you want to
have to use it today?

Video Clip

Marketing Channels and Products That Become Obsolete

(click to see video)

Good thing you don’t have to use the cell phone shown in this YouTube video. You could forget about putting
it in your purse or pocket. But in 1973, the phone was the latest and greatest of gadgets. Martin Cooper, who
championed the development of the device, was a lead engineer at Motorola. To whom do you think Cooper
made his first phone call on the device? To his rivals at AT&T, which at the time manufactured only “land-
line” phones. He wanted to let them know he and Motorola had changed the telephone game.

There are many types of wholesalers. The three basic types of wholesalers are
merchant wholesalers, brokers, and manufacturers’ agents, each of which we
discuss next.

Merchant Wholesalers

Merchant wholesalers5 are wholesalers that take title to the goods. They are also
sometimes referred to as distributors6, dealers, and jobbers. The category includes
both full-service wholesalers and limited-service 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. Maurice
Sporting Goods is a large North American full-service wholesaler of hunting and
fishing equipment. The firm’s services include helping customers figure out which
products to stock, how to price them, and how to display them.“Developing a
Channel Strategy,” CBSNews.com, http://www.cbsnews.com/
8301-505125_162-51168339/developing-a-channel-strategy/?tag=mncol;lst;1
(accessed April 13, 2012).

5. Wholesalers that take title to
the goods.

6. Businesses that purchase large
quantities of products, can
store products, can sell
products, can deliver desired
quantities of products, and can
offer services. Distributors
generally take title to products
and employ a sales force to
actively market their products.
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Figure 8.3

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. Cash-and-carry wholesalers are an example. 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 are another type of limited-service wholesaler. Although drop
shippers take title to the goods, they don’t actually take possession of them or
handle them, oftentimes because they deal with goods that are large or bulky.
Instead, they earn a commission by finding sellers and passing their orders along to
producers, who then ship them directly to the sellers. Mail-order wholesalers sell
their products using catalogs instead of sales forces and then ship the products to
buyers. Truck jobbers (or truck wholesalers) actually store products, which are often
highly perishable (e.g., fresh fish), on their trucks. The trucks make the rounds to
customers, who inspect and select the products they want straight off the trucks.

Rack jobbers sell specialty products, such as books, hosiery, and magazines that they
display on their own racks in stores. Rack jobbers retain the title to the goods while
the merchandise is in the stores for sale. Periodically, they take count of what’s
been sold off their racks and then bill the stores for those items.

Brokers

Brokers7, or agents, don’t purchase the products they
sell (take title to them). Their role is limited to
negotiating sales contracts for producers. Clothing,
furniture, food, and commodities such as lumber and
steel are often sold by brokers. They are generally paid a
commission for what they sell and are assigned to
different geographical territories by the producers with
whom they work. Because they have excellent industry
contacts, brokers and agents are a “go-to” resource for
both consumers and companies trying to buy and sell
products.

7. Representatives of one or more
manufacturers who sell
products on their behalf to
consumers, wholesalers, and
distributors but do not take
title to them.
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Good brokers with excellent
contacts are able to quickly
match up buyers and sellers.
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Manufacturers’ Sales Offices or Branches

Manufacturers’ sales offices or branches8 are selling
units that work directly for manufacturers. They are a
type of factory outlet store. They sell products to stores
and sometimes to consumers, often at a discount.

Retailers

Retailers9 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. You are familiar with
many of these types of retailers because you have purchased products from them.

Supermarkets10, or grocery stores, are self-service retailers that provide a full
range of food products to consumers, as well as some household products.
Supermarkets can be high, medium, or low range in terms of the prices they charge
and the service and variety of products they offer. Whole Foods and Central Market
are grocers that offer a wide variety of products, generally at higher prices.
Midrange supermarkets include stores like Albertsons and Kroger. Aldi and Sack ’n
Save are examples of supermarkets with a limited selection of products and service
but low prices. Drugstores11 specialize in selling over-the-counter medications,
prescriptions, and health and beauty products and offer services such as photo
developing.

Convenience stores12 are miniature supermarkets. Many of them sell gasoline and
are open twenty-four hours a day. Often they are located on corners, making it easy
and fast for consumers to get in and out. Some of these stores contain fast-food
franchises like Church’s Chicken and Jack in the Box. Consumers pay for the
convenience in the form of higher markups on products.

Specialty stores13 sell a certain type of product, but they usually carry a deep line
of it. Zales, which sells jewelry, and Williams-Sonoma, which sells an array of
kitchen and cooking-related products, are examples of specialty stores. The
personnel who work in specialty stores are usually knowledgeable and often
provide customers with a high level of service. Specialty stores vary by size. Many
are small. However, in recent years, giant specialty stores called category killers
have emerged. A category killer14 sells a high volume of a particular type of
product and, in doing so, dominates the competition, or “category.” PETCO and
PetSmart are category killers in the retail pet-products market. Best Buy is a
category killer in the electronics-product market.

8. Selling units that work directly
for manufacturers. A type of
factory outlet store.

9. Businesses that purchase
products from manufacturers,
wholesalers, agents, or
distributors and then sell them
to consumers.

10. Self-service retailers that
provide a full range of food
products to consumers as well
as some household products.

11. Stores that specialize in selling
over-the-counter medication,
prescriptions, and health and
beauty products and offer
services such as photo
developing.

12. Miniature supermarkets that
stock a limited assortment of
products. Many of them sell
gasoline and are open twenty-
four hours a day.

13. Stores that sell a certain type
of product.

14. A firm that sells a high volume
of a product in a particular
category.
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Department stores15, by contrast, carry a wide variety of household and personal
types of merchandise such as clothing and jewelry. Many are chain stores. The
prices department stores charge range widely, as does the level of service shoppers
receive. Neiman Marcus, Saks Fifth Avenue, and Nordstrom sell expensive products
and offer extensive personal service to customers. The prices department stores
such as JCPenney, Sears, and Macy’s charge are midranged, as is the level of service
shoppers receive. Walmart, Kmart, and Target are discount department stores with
cheaper goods and a limited amount of service.

Superstores16 are oversized department stores that carry a broad array of general
merchandise as well as groceries. Banks, hair and nail salons, and restaurants such
as Starbucks are often located within these stores for the convenience of shoppers.
You have probably shopped at a SuperTarget or a huge Walmart with offerings such
as these. Superstores are also referred to as hypermarkets and supercenters.

Warehouse clubs17 are supercenters that sell products at a discount. They require
people who shop with them to become members by paying an annual fee. Costco
and Sam’s Club are examples. Off-price retailers18 are stores that sell a variety of
discount merchandise that consists of seconds, overruns, and the previous season’s
stock other stores have liquidated. Big Lots, Ross Dress for Less, and dollar stores
are off-price retailers.

A new type of retail store that turned up in the last few years is the pop-up store19.
Pop-up stores are small temporary stores. They can be kiosks or temporarily occupy
unused retail space. The goal is to create excitement and “buzz” for a retailer that
then drives customers to their regular stores. In 2006, JCPenney created a pop-up
store in Times Square for a month. Kate Coultas, a spokesperson for JCPenney, said
the store got the attention of Manhattan’s residents. Many hadn’t been to a
JCPenney store in a long time. “It was a real dramatic statement,” Coultas says. “It
kind of had a halo effect” on the company’s stores in the surrounding boroughs of
New York City.John Austin, “Pop-Up Stores Offer Long-Term Strategy,” Fort Worth
Star-Telegram, November 27, 2009, 1C–2C.

Not all retailing goes on in stores, however. Nonstore retailing20—retailing not
conducted in stores—is a growing trend. Door-to-door sales; party selling; selling to
consumers via television, catalogs, the Internet, and vending machines; and
telemarketing are examples of nonstore retailing. So is direct marketing.
Companies that engage in direct marketing21 develop and send promotional
materials such as catalogs, letters, leaflets, e-mails, and online ads straight to
consumers urging them to contact their firms directly to buy products.

15. Stores that carry a wide variety
of household and personal
types of merchandise such as
clothing and jewelry.

16. Large department stores that
carry a broad array of general
merchandise as well as
groceries. Superstores are also
referred to as hypermarkets and
supercenters.

17. Supercenters that sell products
at a discount to people who pay
an annual membership fee to
join them.

18. Stores that sell a variety of
discount merchandise that
consists of seconds, overruns,
and the previous season’s stock
other stores have liquidated.

19. Small temporary stores
designed to generate “buzz”
for a retailer and drive
customers to its regular stores.

20. Retailing not conducted in
stores.

21. Delivering personalized
promotional materials directly
to individual consumers.
Materials may be delivered via
mail, catalogs, Internet, e-mail,
or telephone, or in person.
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KEY TAKEAWAY

The specific way in which you are able to buy a product is referred to as its
marketing channel. 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. Companies try to choose the best
channels and channel partners to help them sell products because doing so
can give them a competitive advantage.

REVIEW QUESTIONS

1. Why are marketing channel decisions as important as pricing and
product feature decisions?

2. Why do channel partners rely on each other to sell their products and
services?

3. How do companies add value to products via their marketing channels?
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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.

Figure 8.4 "Typical Channels in Business-to-Consumer (B2C) Markets" shows the
typical channels in business-to-consumer (B2C) markets. As we explained, the
shortest marketing channel consists of just two parties—a producer and a
consumer. A channel such as this is a direct channel22. By contrast, a channel that
includes one or more intermediaries—say, a wholesaler, distributor, or broker or
agent—is an indirect channel23. In an indirect channel, the product passes through
one or more intermediaries. That doesn’t mean the producer will do no marketing
directly to consumers. Levi’s runs ads on TV designed to appeal directly to
consumers. The makers of food products run coupon ads. However, the seller also
has to focus its selling efforts on these intermediaries because the intermediary can
help with the selling effort. Not everyone wants to buy Levi’s online.

22. A marketing channel that
consists of a producer and a
consumer.

23. A marketing channel that
consists of a producer, a
consumer, and one or more
intermediaries.
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Figure 8.4 Typical Channels in Business-to-Consumer (B2C) Markets
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Figure 8.6

Name it, and your company can
probably buy it from Grainger
Industrial Supply.
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Figure 8.5 Typical Channels in Business-to-Business (B2B) Markets

Figure 8.5 "Typical Channels in Business-to-Business
(B2B) Markets" shows the marketing channels common
in business-to-business (B2B) markets. Notice how the
channels resemble those in B2C markets, except that the
products are sold to businesses and governments
instead of consumers like you. The industrial
distributors24 shown in Figure 8.5 "Typical Channels in
Business-to-Business (B2B) Markets" are firms that
supply products that businesses or government
departments and agencies use but don’t resell. Grainger
Industrial Supply, which sells tens of thousands of
products, is one of the world’s largest industrial
distributors. Nearly two million businesses and
institutions in 150 countries buy products from the
company, ranging from padlocks to painkillers.

24. Intermediary firms that sell
products that businesses or
government departments and
agencies use but don’t resell.
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Disintermediation

You might be tempted to think middlemen, or intermediaries, are bad. If you can
cut them out of the deal—a process marketing professionals call
disintermediation25—products can be sold more cheaply, can’t they? Large
retailers, including Target and Walmart, sometimes bypass middlemen. Instead,
they buy their products directly from manufacturers and then store and distribute
them to their own retail outlets. Walmart is increasingly doing so and even
purchasing produce directly from farmers around the word.Jonathan Birchall,
“Walmart Aims to Cut Supply Chain Cost,” Financial Times, January 4, 2010, 4.
However, sometimes cutting out the middleman is desirable but not always. A
wholesaler with buying power and excellent warehousing capabilities might be able
to purchase, store, and deliver a product to a seller more cheaply than its producer
could acting alone. Likewise, hiring a distributor will cost a producer money. But if
the distributor can help the producer sell greater quantities of a product, it can
increase the producer’s profits. Moreover, when you cut out the middlemen you
work with, you have to perform the functions they once did. Maybe it’s storing the
product or dealing with hundreds of retailers. More than one producer has ditched
its intermediaries only to rehire them later because of the hassles involved.

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. The Internet has also
made it easier for buyers to shop for the lowest prices on products. Today, most
people book trips online without going through travel agents. People also shop for
homes online rather than using real estate agents. To remain in business, resellers
need to find new ways to add value to products.

25. A situation that occurs when
intermediaries are cut out of
marketing channels.
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Figure 8.8

Michael Dell, founder of the
worldwide corporation Dell, Inc.,
initially made and sold
computers to buyers by
telephone out of his college dorm
room.

Figure 8.7

Be glad you’re not the owner of this parking lot because it’s going to need a lot of cleanup. This Nationwide
Insurance ad drives home the point that close personal contact with your insurance agent might be a good idea.

Source: Courtesy of Nationwide, used with permission.

However, for some products, disintermediation via the
Internet doesn’t work so well. Insurance is an example.
You can buy it online directly from companies, but
many people want to buy through an agent they can
talk to for advice.

Sometimes it’s simply impossible to cut out middlemen.
Would the Coca-Cola Company want to take the time
and trouble to personally sell you an individual can of
Coke? No. Coke is no more capable of selling individual
Cokes to people than Santa is capable of delivering toys
to children around the globe. Even Dell, which initially
made its mark by selling computers straight to users,
now sells its products through retailers such as Best Buy
as well. Dell found that to compete effectively, its
products needed to be placed in stores alongside
Hewlett-Packard, Acer, and other computer
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Source: Courtesy of Dell, Inc.,
used with permission.

brands.Kenneth L. Kraemeer and Jason Dedrick, “Dell
Computer: Organization of a Global Production
Network,” Center for Research on Information
Technology and Organizations, University of California,
Irvine, 2008, http://escholarship.org/uc/item/
89x7p4ws#page-2 (accessed April 13, 2012).

Multiple Channels and Alternate Channels

Marketing channels can get a lot more complex than the channels shown in Figure
8.4 "Typical Channels in Business-to-Consumer (B2C) Markets" and Figure 8.5
"Typical Channels in Business-to-Business (B2B) Markets", though. Look at the
channels in Figure 8.9 "Alternate Channel Arrangements". Notice how in some
situations, a wholesaler will sell to brokers, who then sell to retailers and
consumers. In other situations, a wholesaler will sell straight to retailers or straight
to consumers. Manufacturers also sell straight to consumers, and, as we explained,
sell straight to large retailers like Target.

Figure 8.9 Alternate Channel Arrangements

The point is that firms can and do utilize multiple channels. Take Levi’s, for
example. You can buy a pair of Levi’s from a retailer such as Kohl’s, or you can buy a
pair directly from Levi’s at one of the outlet stores it owns around the country. You
can also buy a pair from the Levi’s Web site.

The key is understanding the different target markets for your product and
designing the best channel to meet the needs of customers in each. Is there a group
of buyers who would purchase your product if they could shop online from the
convenience of their homes? Perhaps there is a group of customers interested in
your product but they do not want to pay full price. The ideal way to reach these
people might be with an outlet store and low prices. Each group then needs to be
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Figure 8.10

In addition to selling products on
TV and on the Web, QVC also
sells them via its mobile message
service. Customers can sign up to
get alerts about products for sale
and buy them on their cell
phones.
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marketed to accordingly. Many people regularly interact with companies via
numerous channels before making buying decisions.

Using multiple channels can be effective. At least one
study has shown that the more marketing channels
your customers utilize, the more loyal they are likely to
be to your products.Michele Fitzpatrick, “The Seven
Myths of Channel Integration,” Chief Marketer, October 1,
2005, http://chiefmarketer.com/multi_channel/
myths_integration_1001 (accessed December 12, 2009).
Companies work hard to try to integrate their selling
channels so users get a consistent experience. For
example, QVC’s TV channel, Web site, and mobile
service—which sends alerts to customers and allows
them to buy products via their cell phones—all have the
same look and feel.

A company can also use a marketing channel to set itself
apart from the crowd. Jones Soda Co. initially placed its
own funky-looking soda coolers in skate and surf shops,
tattoo and piercing parlors, individual fashion stores,
and national retail clothing and music stores. The
company then began an up-and-down-the-street
“attack,” placing product in convenience and food
stores. Finally, the company was able to sell its drinks to
bigger companies like Starbucks, Barnes & Noble,
Safeway, Target, and 7-Eleven stores.“About Jones Soda
Co.,” JonesSoda.com, http://www.jonessoda.com/
company/about-us (accessed April 13, 2012).

Would you like to purchase gold from a vending machine? Soon you will be able
to—in Germany. Germans like to purchase gold because it’s considered a safe
alternative to paper money, which can become devalued during a period of
hyperinflation. So, in addition to selling gold the usual way, TG-Gold-Super-Markt
company is planning to install “gold to go” machines in five hundred locations in
German-speaking countries. The gold is dispensed in metal boxes, and cameras on
the machine monitor the transactions to prevent money laundering.James Wilson
and Javier Blas, “Machines with Midas Touch Swap Chocolate for Gold Bars,”
Financial Times, June 17, 2009, http://www.ft.com/cms/s/0/
5232dc6c-5ad4-11de-8c14-00144feabdc0.html?nclick_check=1 (accessed December
12, 2009).
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Video Clip

Gold to Go: Germany’s Version of an ATM Machine?

(click to see video)

Check out this YouTube clip to get a look at how a gold vending machine works.

Some companies find ways to increase their sales by forming strategic channel
alliances26 with one another. Harley-Davidson has a strategic channel alliance with
Best Western. Click on Harley-Davidson’s “Ride Planner” tab on its Web site, and
you can sign up to receive points and other discounts by staying at Best Western
hotels and motels.Cristene Gonzalez-Wertz, “Ten Examples of Smarter Customer
Focus” (blog), WordPress.com, February 11, 2009,
http://museandmaven.wordpress.com/2009/02/11/10-examples-of-smarter-
customer-focus (accessed December 12, 2009). Starbucks now dispenses its
beverages in some of Safeway’s grocery stores. Starbucks wants grocery shoppers at
Safeway craving a cup of coffee to grab one; Safeway hopes customers dropping in
for a Starbucks cup of coffee will buy some grocery products.

International Marketing Channels

Consumer and business markets in the United States are well developed and
growing slowly. However, the opportunities for growth abound in other countries.
Coca-Cola, in fact, earns most of its income abroad—not in the United States. The
company’s latest push is into China, where the per-person consumption of ready-
to-drink beverages is only about a third of the global average.Patt Waldmeir, “Coca-
Cola in New China Push,” Financial Times, March 7, 2009, 10.

The question is how to enter these markets? Via what marketing channels? Some
third-world countries lack good intermediary systems. In these countries, firms are
on their own in terms of selling and distributing products downstream to users.
Other countries have elaborate marketing channels that must be navigated.
Consider Japan, for example. Japan has an extensive, complicated system of
intermediaries, each of which demands a cut of a company’s profits. Carrefour, a
global chain of hypermarkets, tried to expand there but eventually left the country
because its marketing channel system was so complicated.

Walmart managed to develop a presence in Japan, but only after acquiring the
Japanese supermarket operator Seiyu.Matthew Boyle, “Walmart’s Painful Lessons,”
BusinessWeek, October 13, 2009, http://www.businessweek.com/managing/content/
oct2009/ca20091013_227022.htm (accessed December 12, 2009). As you learned in

26. An agreement formed by two
or more firms to deliver their
products via a channel. The
products and organizations can
be similar or different.
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Figure 8.11

McDonald’s opened a franchise in
the Louvre. How about a little art
with your Big Mac?

Chapter 2 "Strategic Planning" and Chapter 5 "Market Segmenting, Targeting, and
Positioning", acquiring part or all of a foreign company is a common strategy for
companies. It is referred to as making a direct foreign investment. However, as you
learned some nations don’t allow foreign companies to do business within their
borders or buy local companies. The Chinese government blocked Coca-Cola from
buying Huiyuan Juice, that country’s largest beverage maker.

Corruption and unstable governments also make it difficult to do business in some
countries. The banana company Chiquita found itself in the bad position of having
to pay off rebels in Colombia to prevent them from seizing the banana plantations
of one of its subsidiaries.

One of the easier ways of utilizing intermediaries to expand abroad is a joint
venture. You first learned about joint ventures in Chapter 2 "Strategic Planning". A
joint venture is an entity created when two parties agree to share their profits,
losses, and control with one another in an economic activity they jointly undertake.
The German automaker Volkswagen has struggled to penetrate Asian markets. It
recently signed an agreement with Suzuki, the Japanese company, in an effort to
challenge Toyota’s dominance in Asia. Will it work? Time will tell. Many joint
ventures fail, particularly when they involve companies from different countries.
Daimler-Chrysler, the union between the German car company and U.S. automaker
Chrysler, is one of many joint ventures that fell by the wayside.Daniel Shafer, “Asia
Is Final Frontier for VW Empire,” Financial Times, December 10, 2009, 17. However,
in some countries, such as India, it is the only way companies are allowed to do
business within their borders.

An even easier way to enter markets is to simply export
your products. Microsoft hasn’t done well with its Zune
MP3 player in the United States. It subsequently
redesigned the product and launched it in other
countries.Tim Bradshaw, “Zune to Launch Outside U.S.,”
Financial Times, November 16, 2009, http://www.ft.com/
cms/s/0/76f98ae8-d205-11de-a0f0-00144feabdc0.html
(accessed December 11, 2009). Companies can sell their
products directly to other firms abroad, or they can hire
intermediaries such as brokers and agents that
specialize in international exporting to help them find
potential buyers for their products.

Recall that many companies, particularly those in the
United States, have expanded their operations via
franchising. Franchising grants an independent operator the right to use a
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company’s business model, name, techniques, and
trademarks for a fee. McDonald’s is the classic example
of a franchise. Unlike Walmart, McDonald’s has had no
trouble making headway in Japan. It has done so by
selling thousands of franchises there. In fact, Japan is
McDonald’s second-largest market next to the United
States. The company also has thousands of franchises in Europe and other
countries. There is even a McDonald’s franchise in the Louvre, the prestigious
museum in Paris that houses the Mona Lisa. Licensing is similar to franchising. For a
fee, a firm can buy the right to use another firm’s manufacturing processes, trade
secrets, patents, and trademarks for a certain period of time.

KEY TAKEAWAY

A direct marketing channel consists of just two parties—a producer and a
consumer. By contrast, a channel that includes one or more intermediaries
(wholesaler, distributor, or broker or agent) is an indirect channel. Firms
often utilize multiple channels to reach more customers and increase their
effectiveness. Some companies find ways to increase their sales by forming
strategic channel alliances with one another. Other companies look for ways
to cut out the middlemen from the channel, a process known as
disintermediation. Direct foreign investment, joint ventures, exporting,
franchising, and licensing are some of the channels by which firms attempt
to enter foreign markets.

REVIEW QUESTIONS

1. Why are direct marketing channels possible for some products and not
others?

2. Explain the value middlemen can add to products.
3. Name some companies that have multiple marketing channels for their

products. What are those channels?
4. How do marketing channels differ around the world? Why is it

sometimes hard for firms to penetrate foreign markets?
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8.3 Functions Performed by Channel Partners

LEARNING OBJECTIVES

1. Describe the activities performed in channels.
2. Explain which organizations perform which functions.

Different organizations in a marketing channel are responsible for different value-
adding activities. The following are some of the most common functions channel
members perform. However, keep in mind that “who does what” can vary,
depending on what the channel members actually agree to in their contracts with
one another.

Disseminate Marketing Communications and Promote Brands

Somehow wholesalers, distributors, retailers, and consumers need to be
informed—via marketing communications—that an offering exists and that there’s
a good reason to buy it. Sometimes, a push strategy is used to help marketing
channels accomplish this. A push strategy27 (which is discussed in greater detail in
Chapter 12 "Public Relations and Sales Promotions") is one in which a manufacturer
convinces wholesalers, distributors, or retailers to sell its products. Consumers are
informed via advertising and other promotions that the product is available for
sale, but the main focus is to sell to intermediaries.

The problem with a push strategy is that it doesn’t focus on the needs of the actual
users of the products. Coca-Cola used a push strategy for years before realizing that
instead of focusing on moving beverages through a retailer’s back door, it needed to
help them sell to shoppers through the retailer’s front door.“Bottling Success,”
Packaging-Gateway.com, September 1, 2006, http://www.packaging-gateway.com/
features/feature738 (accessed December 12, 2009). College textbook publishers are
in a similar position today. Traditionally, they have concentrated their selling
efforts on professors and bookstore managers. (Has a textbook company ever asked
you what you want out of a textbook?) It’s no secret that the price of textbooks is
climbing and students are purchasing fewer of them. Like Coca-Cola, textbook
publishers are probably going to have to rethink their sales and marketing channel
strategies.Goldie Blumenstyk, “Kaplan U.’s Catchy Ad Provokes a Question: Do
Colleges Serve Today’s Students?” Chronicle of Higher Education, June 29, 2009,
http://chronicle.com/article/Kaplan-Us-Question-Do/46956 (accessed December
12, 2009).

27. A strategy in which businesses
are the target of promotions so
products get “pushed” through
their marketing channels and
sold to consumers.
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Figure 8.12

Entrepreneurs Jeff Shelstad and
Eric Frank launched Unnamed
Publisher, the publisher of this
textbook. Shelstad and Frank
believe they have found a way to
add more value to the textbooks
you buy. One of their strategies is
to deliver their products via a
marketing channel that’s
different from those used to sell
traditional textbooks.

By contrast, a pull strategy28 focuses on creating
demand for a product among consumers so that
businesses agree to sell the product. A good example of
an industry that utilizes both pull and push strategies is
the pharmaceutical industry. Pharmaceutical companies
promote their drugs to pharmacies and doctors, but
they now also run ads designed to persuade individual
consumers to ask their physicians about drugs that
might benefit them.

In many cases, two or more organizations in a channel
jointly promote a product to retailers, purchasing
agents, and consumers and work out which
organization is responsible for what type of
communication to whom. The actual forms and styles of
communication will be discussed more in the
promotions and sales section of the book.

Sorting and Regrouping Products

As we explained, many businesses don’t want to receive
huge quantities of a product. 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. However, 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. Some companies, including Walmart, put their
suppliers in charge of their inventory. The suppliers have access to Walmart’s
inventory levels and ship products when and where the retailer’s stores need them.

Video Clip

Warehouse Robots at Work

(click to see video)
28. A strategy in which consumers

are targeted with sales
promotions such as coupons,
contests, games, rebates, mail-
in offers.
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Figure 8.13

Walmart doesn’t just own its own
warehouses. It also owns its own
fleet of semi-trucks.
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Not all warehouses utilize humans to pluck products from shelves. Some of them use robots, as this video
shows. Robots cost money, too, though.

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.

Being able to track merchandise like you can track a
FedEx package is extremely important to channel
partners. They want to know where their products are
at all times and what shape they are in. Losing
inventory or having it damaged or spoiled can wreak
havoc on a company’s profits. So can not getting
products on time or being able to get them at all when
your competitors can.

Assume Ownership Risk and Extend Credit

If products are damaged during transit, one of the first
questions asked is who owned the product at the time.
In other words, who suffers the loss? Generally, no one
channel member assumes all of the ownership risk in a
channel. Instead, it is distributed among channel
members depending on the contracts they have with
one another and their free on board provisions. A free
on board (FOB)29 provision designates who is responsible for what shipping costs
and who owns the title to the goods and when. However, the type of product, the
demand for it, marketing conditions, and the clout of the various organizations in
its marketing channel can affect the contract terms channel members are willing to
agree to. Some companies try to wait as long as possible to take ownership of
products so they don’t have to store them. During the economic downturn, many
channel members tried to hold as little inventory as possible for fear it would go
unsold or become obsolete.Barbara Jorgensen, “Distributors’ Services Help Keep
Customers Afloat,” EDN 54, no. 8 (April 23, 2009): 60.

29. A contract term that
designates which party is
responsible for a product’s
shipping costs and owns the
title to the goods and when.
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Share Marketing and Other Information

Each of the channel members has information about the demand for products,
trends, inventory levels, and what the competition is doing. The information is
valuable and can be doubly valuable if channel partners trust one another and
share it. More information can help each firm in the marketing channel perform its
functions better and overcome competitive obstacles.Gary L. Frazier, Elliot Maltz,
Kersi D. Antia, and Aric Rindfleisch, “Distributor Sharing of Strategic Information
with Suppliers,” Journal of Marketing, July 1, 2009, http://www.atypon-link.com/
AMA/doi/abs/10.1509/jmkg.73.4.31?cookieSet=1&journalCode=jmkg (accessed
December 12, 2009).

That said, confidentiality is a huge issue among supply chain partners because they
share so much information with one another, such as sales and inventory data. For
example, a salesperson who sells Tide laundry detergent for Procter & Gamble will
have a good idea of how many units of Tide Walmart and Target are selling.
However, it would be unethical for the salesperson to share Walmart’s numbers
with Target or Target’s numbers with Walmart. Many business buyers require their
channel partners to sign nondisclosure agreements or make the agreements part of
purchasing contracts. A nondisclosure agreement (NDA)30 is a contract that
specifies what information is proprietary, or owned by the partner, and how, if at
all, the partner can use that information.

KEY TAKEAWAY

Different organizations in a marketing channel are responsible for different
value-adding activities. These activities include disseminating marketing
communications and promoting brands, sorting and regrouping products,
storing and managing inventory, distributing products, assuming the risk of
products, and sharing information.

REVIEW QUESTIONS

1. Explain the difference between a pull and a push strategy when it comes
to marketing communications.

2. Why is taking ownership of products an important marketing channel
function?

3. Which firms manage inventory in marketing channels?

30. A contract that specifies
information that is
proprietary, or owned by a
channel partner, and how, if at
all, the other partners can use
that information.
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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

Selecting the best marketing channel is critical because it can mean the success or
failure of your product. 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. They can shop virtually for any product in the world when and where
they want to, as long as they can connect to the Web. They can also choose how the
product is shipped.

Type of Customer

The Internet isn’t necessarily the best channel for every product, though. For
example, do you want to closely examine the fruits and vegetables you buy to make
sure they are ripe enough or not overripe? Then online grocery shopping might not
be for you. Clearly, how your customers want to buy products will have an impact
on the channel you select. In fact, it should be your prime consideration.

First of all, are you selling to a consumer or a business customer? Generally, these
two groups want to be sold to differently. Most consumers are willing to go to a
grocery or convenience store to purchase toilet paper. The manager of a hospital
trying to replenish its supplies would not. The hospital manager would also be
buying a lot more toilet paper than an individual consumer and would expect to be
called upon by a distributor, but perhaps only semiregularly. Thereafter, the
manager might want the toilet paper delivered on a regular basis and billed to the
hospital via automatic systems. 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.
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Type of Product

The type of product you’re selling will also affect your marketing channel choices.
Perishable products often have to be sold through shorter marketing channels than
products with longer shelf lives. For example, a yellowfin tuna bound for the sushi
market will likely be flown overnight to its destination and handled by few
intermediaries. By contrast, canned tuna can be shipped by “slow boat” and
handled by more intermediaries. Valuable and fragile products also tend to have
shorter marketing channels. Automakers generally sell their cars straight to car
dealers (retailers) rather than through wholesalers. The makers of corporate jets
often sell them straight to corporations, which demand they be customized to
certain specifications.

Channel Partner Capabilities

Your ability versus the ability of other types of organizations that operate in
marketing channels can affect your channel choices. If you are a massage therapist,
you are quite capable of delivering your product straight to your client. If you
produce downloadable products like digital books or recordings, you can sell your
products straight to customers on the Internet. Hypnotic World, a UK producer of
self-hypnosis recordings, is a company such as this. If you want to stop smoking or
lose weight, you can pay for and download a recording to help you do this at
http://www.hypnoticworld.com.

But suppose you’ve created a great new personal gadget—something that’s tangible,
or physical. You’ve managed to sell it via two channels—say, on TV (via the Home
Shopping Network, perhaps) and on the Web. Now you want to get the product into
retail stores like Target, Walgreens, and Bed Bath & Beyond. If you can get the
product into these stores, you can increase your sales exponentially. In this case,
you might want to contract with an intermediary—perhaps an agent or a
distributor who will convince the corporate buyers of those stores to carry your
product.

Video Clip

Ped Egg Commercial

(click to see video)
The Business Environment and Technology

The general business environment, such as the economy, can also affect the
marketing channels chosen for products. For example, think about what happens
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when the value of the dollar declines relative to the currencies of other countries.
When the dollar falls, products imported from other countries cost more to buy
relative to products produced and sold in the United States. Products “made in
China” become less attractive because they have gotten more expensive. As a result,
some companies then look closer to home for their products and channel partners.

Technological changes affect marketing channels, too, of course. We explained how
the Internet has changed how products are bought and sold. Many companies like
selling products on the Internet as much as consumers like buying them. For one,
an Internet sales channel gives companies more control over how their products
are sold and at what prices than if they leave the job to another channel partner
such as a retailer. Plus, a company selling on the Internet has a digital footprint, or
record, of what shoppers look at, or click on, at its site. As a result, it can
recommend products they appear to be interested in and target them with special
offers and even prices.“Pizza Hut’s Online Ordering Called ‘Virtual Waiter,’” The
Food Channel, http://www.foodchannel.com/stories/421-pizza-hut-s-online-
ordering-called-virtual-waiter (accessed December 12, 2009).

Some sites let customers tailor products to their liking. On the Domino’s Web site,
you can pick your pizza ingredients and then watch them as they fall onto your
virtual pizza. The site then lets you know who is baking your pizza, how long it’s
taking to cook, and who’s delivering it. Even though interaction is digital, it
somehow feels a lot more personal than a basic phone order. 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.
As we explained, Dell now sells computers to firms like Best Buy so the computers
can compete with other brands on store shelves.

You don’t always have to choose the channels your competitors rely on, though.
Netflix is an example. Netflix turned the video rental business on its head by
coming up with a new marketing channel that better meets the needs of many
consumers. Maybelline and L’Oréal products are sold primarily in retail stores.
However, Mary Kay and Avon use salespeople to personally sell their products to
consumers.
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Figure 8.14

Because installing a vending
machine is less expensive than
opening a retail outlet, redbox
has been able to locate its DVD
vending machines in more places
than Blockbuster can its stores.

Factors That Affect a Product’s Intensity of Distribution

Firms that choose an intensive distribution31 strategy try to sell their products in
as many outlets as possible. Intensive distribution strategies are often used for
convenience offerings—products customers purchase on the spot without much
shopping around. Soft drinks and newspapers are an example. You see them sold in
all kinds of different places. Redbox, which rents DVDs out of vending machines,
has made headway using a distribution strategy that’s more intensive than
Blockbuster’s: the machines are located in fast-food restaurants, grocery stores, and
other places people go frequently.

By contrast, selective distribution32 involves selling
products at select outlets in specific locations. For
instance, Sony TVs can be purchased at a number of
outlets such as Circuit City, Best Buy, or Walmart, but
the same models are generally not sold at all the outlets.
By selling different models with different features and
price points at different outlets, a manufacturer can
appeal to different target markets.

Exclusive distribution33 involves selling products
through one or very few outlets. For instance,
supermodel Cindy Crawford’s line of furniture is sold
exclusively at the furniture company Rooms To Go.
Designer Michael Graves has a line of products sold
exclusively at Target. To purchase those items you need
to go to one of those retailers. TV series are distributed
exclusively. A company that produces a TV series will
sign an exclusive deal with a network like ABC, CBS, or
Showtime, and the series will initially appear only on that network. Later, reruns of
the shows are often distributed selectively to other networks.

To control the image of their products and the prices at which they are sold, the
makers of upscale products often prefer to distribute their products more
exclusively. Expensive perfumes and designer purses are an example. During the
economic downturn, the makers of some of these products were disappointed to see
retailers had slashed the products’ prices, “cheapening” their prestigious brands.

31. A strategy of selling a product
in as many outlets as possible.

32. A strategy of selling products
at specific outlets and/or
locations.

33. A strategy of selling products
through one or a few retailers
in a specific location.
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Figure 8.15

What’s for sale at Rooms To Go, Cindy?

© 2010 Jupiterimages Corporation

Distributing a product exclusively to a limited number of organizations under strict
terms can help prevent a company’s brand from deteriorating, or losing value. It
can also prevent products from being sold cheaply in gray markets. A gray
market34 is a market in which a producer hasn’t authorized its products to be
sold.Peter Burrows, “Inside the iPhone Gray Market,” BusinessWeek, February 12,
2008, http://www.businessweek.com/technology/content/feb2008/
tc20080211_152894.htm (accessed December 12, 2009).

34. A market in which a producer
hasn’t authorized its products
to be sold.
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KEY TAKEAWAY

Selecting the best marketing channel is critical because it can mean the
success or failure of your product. The type of customer you’re selling to will
have an impact on the channel you select. In fact, this should be your prime
consideration. The type of product, your organization’s capabilities versus
those of other channel members, the way competing products are marketed,
and changes in the business environment and technology can also affect
your marketing channel decisions. Various factors affect a company’s
decisions about the intensity of a product’s distribution. An intensive
distribution strategy involves selling a product in as many outlets as
possible. Selective distribution involves selling a product at select outlets in
specific locations. Exclusive distribution involves selling a product through
one or very few outlets.

REVIEW QUESTIONS

1. Why are good channel decisions critical to a product’s success?
2. Name the factors that affect channel-selection decisions.
3. Which kinds of products are more likely to be distributed using

exclusive marketing strategies?

Chapter 8 Using Marketing Channels to Create Value for Customers

8.4 Marketing Channel Strategies 270



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 power35 and are
referred to as channel leaders36, or channel captains. In the past, big manufacturers
like Procter & Gamble and Dell were often channel captains. But that is changing.
More often today, big retailers like Walmart and Target are commanding more
channel power. They have millions of customers and are bombarded with products
wholesalers and manufacturers want them to sell. As a result, these retailers
increasingly are able to call the shots. In other words, they get what they want.

Category killers are in a similar position. Consumers like you are gaining marketing
channel power, too. Regardless of what one manufacturer produces or what a local
retailer has available, you can use the Internet to find whatever product you want
at the best price available and have it delivered when, where, and how you want.

Channel Conflict

A dispute among channel members is called a channel conflict37. Channel conflicts
are common. Part of the reason for this is that each channel member has its own
goals, which are unlike those of any other channel member. The relationship
among them is not unlike the relationship between you and your boss (assuming
you have a job). Both of you want to serve your organization’s customers well.
However, your goals are different. Your boss might want you to work on the
weekend, but you might not want to because you need to study for a Monday test.

All channel members want to have low inventory levels but immediate access to
more products. Who should bear the cost of holding the inventory? What if
consumers don’t purchase the products? Can they be returned to other channel
members, or is the organization in possession of the products responsible for

35. The ability to influence a
channel partner’s goals and
efforts.

36. A strong channel member that
wields channel power.

37. A dispute among channel
members.
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Figure 8.16

Dr. Thunder is Walmart’s store-
brand equivalent of Dr. Pepper.
Store brands create competition
for “regular” manufacturers.

disposing of them? Channel members try to spell out details such as these in their
contracts.

No matter how “airtight” their contracts are, there will still be points of contention
among channel members. Channel members are constantly asking their partners,
“What have you done (or not done) for me lately?” Wholesalers and retailers
frequently lament that the manufacturers they work with aren’t doing more to
promote their products—for example, distributing coupons for them, running TV
ads, and so forth—so they will move off store shelves more quickly. Meanwhile,
manufacturers want to know why wholesalers aren’t selling their products faster
and why retailers are placing them at the bottom of shelves where they are hard to
see. Apple opened its own retail stores around the country, in part because it didn’t
like how its products were being displayed and sold in other companies’ stores.

Channel conflicts can also occur when manufacturers
sell their products online. When they do, wholesalers
and retailers often feel like they are competing for the
same customers when they shouldn’t have to. Likewise,
manufacturers often feel slighted when retailers
dedicate more shelf space to their own store brands.
Store brands38 are products retailers produce
themselves or pay manufacturers to produce for them.
Dr. Thunder is Walmart’s store-brand equivalent of Dr.
Pepper, for example. Because a retailer doesn’t have to
promote its store brands to get them on its own shelves
like a “regular” manufacturer would, store brands are
often priced more cheaply. And some retailers sell their
store brands to other retailers, creating competition for
manufacturers.

Vertical versus Horizontal Conflict

The conflicts we’ve described so far are examples of
vertical conflict. A vertical conflict39 is conflict that
occurs between two different types of members in a
channel—say, a manufacturer, an agent, a wholesaler, or
a retailer. By contrast, a horizontal conflict40 is conflict
that occurs between organizations of the same type—say, two manufacturers that
each want a powerful wholesaler to carry only its products.

Horizontal conflict can be healthy because it’s competition driven. But it can create
problems, too. In 2005, Walmart experienced a horizontal conflict among its

38. Products retailers produce
themselves or pay
manufacturers to produce for
them.

39. Conflict that occurs between
two different types of members
of the channel.

40. Conflict that occurs between
organizations of the same type.
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landline telephone suppliers. The suppliers were in the middle of a price war and
cutting the prices to all the retail stores they sold to. Walmart wasn’t selling any
additional phones due to the price cuts. It was just selling them for less and making
less of a profit on them.Michael Hitt, Stewart Black, and Lyman Porter, Management,
2nd ed. (Upper Saddle River, NJ: Prentice Hall, 2009), chap. 5.

Channel leaders like Walmart usually have a great deal of say when it comes to how
channel conflicts are handled, which is to say that they usually get what they want.
But even the most powerful channel leaders strive for cooperation. A manufacturer
with channel power still needs good retailers to sell its products; a retailer with
channel power still needs good suppliers from which to buy products. One member
of a channel can’t squeeze all the profits out of the other channel members and still
hope to function well. Moreover, because each of the channel partners is
responsible for promoting a product through its channel, to some extent they are
all in the same boat. Each one of them has a vested interest in promoting the
product, and the success or failure of any one of them can affect that of the others.

Flash back to Walmart and how it managed to solve the conflict among its
telephone suppliers: Because the different brands of landline telephones were so
similar, Walmart decided it could consolidate and use fewer suppliers. It then
divided its phone products into market segments—inexpensive phones with basic
functions, midpriced phones with more features, and high-priced phones with
many features. The suppliers chosen were asked to provide products for one of the
three segments. This gave Walmart’s customers the variety they sought. And
because the suppliers selected were able to sell more phones and compete for
different types of customers, they stopped undercutting each other’s prices.Michael
Hitt, Stewart Black, and Lyman Porter, Management, 2nd ed. (Upper Saddle River, NJ:
Prentice Hall, 2009), chap. 5.

Achieving Channel Cooperation Ethically

What if you’re not Walmart or a channel member with a great deal of power? How
do you build relationships with channel partners and get them to cooperate with
you? One way is by emphasizing the benefits of working with your firm. For
example, if you are a seller whose product and brand name are in demand, you
want to point out how being one of its “authorized sellers” can boost a retailer’s
store traffic and revenues.

Oftentimes companies produce informational materials and case studies showing
their partners how they can help boost their sales volumes and profits. Channel
partners also want to feel assured that the products coming through the pipeline
are genuine and not knockoffs and that there will be a steady supply of them. Your
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Figure 8.17

Boar’s Head creates in-store
displays like the banner shown
here to help its channel partners
sell its products.

goal is to show your channel partners that you understand issues such as these and
help them generate business.

Sometimes the shoe is on the other foot—retailers have to convince the makers of
products to do business with them instead of the other way around. Beauty.com, an
online retailer, is an example. Selling perfumes and cosmetics online can be difficult
because people want to be able to smell and feel the products like they can at a
department store. But Beauty.com has been able to convince the makers of more
than two hundred upscale cosmetic brands that selling their products on its Web
site is a great deal and can increase their revenues. To reassure sellers that
shoppers can get personalized service, Beauty.com offers the site’s visitors free
samples of products and the ability to chat live online with skin and hair care
consultants.Matthew W. Evans, “Beauty.com Undergoes a Revamp,” Women’s Wear
Daily 194, no. 66 (September 26, 2007): 17.

Producing marketing and promotional materials their
channel partners can use for sales purposes can also
facilitate cooperation among companies. In-store
displays, brochures, banners, photos for Web sites, and
advertisements the partners can customize with their
own logos and company information are examples. Look
at the banner in Figure 8.17. Although it looks like it was
made by the grocery store displaying it, it wasn’t. It was
produced by Boar’s Head, a meat supplier, for the grocer
and others like it.

Educating your channel members’ sales representatives
is an extremely important part of facilitating
cooperation, especially when you’re launching a new
product. The reps need to be provided with training and
marketing materials in advance of the launch so their
activities are coordinated with yours. Microsoft is a company that does a good job of
training its partners. Before launching operating systems such as Windows XP and
Vista, Microsoft provides thousands of its partners with sales and technical
training.“Ten Mistakes to Avoid with Channel Partners,” irieAuctions.com,
http://www.irieauctions.com/Alternate_Distribution_Channel.htm (accessed
December 12, 2009).

In addition, companies run sales contests to encourage their channel partners’ sales
forces to sell what they have to offer. Offering your channel partners certain
monetary incentives, such as discounts for selling your product, can help, too. We’ll
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talk more about incentive programs such as these in Chapter 12 "Public Relations
and Sales Promotions".

Audio Clip

Interview with Joy Mead

http://app.wistia.com/embed/medias/0b42075cf0

Recall from Chapter 3 "Consumer Behavior: How People Make Buying Decisions" that Joy Mead is an associate
marketing director with Procter & Gamble. Listen to this audio clip to hear Mead discuss how Procter &
Gamble has developed insight about consumers and shared that insight with its retailers to help both them
and the manufacturer succeed.

What shouldn’t you do when it comes to your channel partners? Take them for
granted, says John Addison, the author of the book Revenue Rocket: New Strategies for
Selling with Partners. Addison suggests creating a dialogue with them via one-on-one
discussions and surveys and developing “partner advisory councils” to better
understand their needs.

You also don’t want to “stuff the channel,” says Addison. Stuffing the channel
occurs when, in order to meet its sales numbers, a company offers its channel
partners deep discounts and unlimited returns to buy a lot of a product. The
problem is that such a strategy can lead to a buildup of inventory that gets steeply
discounted and dumped on the market and sometimes on gray markets. This can
affect people’s perceptions of the product and its brand name. And what happens to
any unsold inventory? It gets returned back up in the channel in the next
accounting period, taking a toll on the “stuffers’” sales numbers.

Lastly, you don’t want to risk breaking the law or engage in unfair business
practices when dealing with your channel partners.“Ten Mistakes to Avoid with
Channel Partners,” irieAuctions.com, http://www.irieauctions.com/
Alternate_Distribution_Channel.htm (accessed December 12, 2009). We have
already discussed confidentiality issues. Another issue channel partners sometimes
encounter relates to resale price maintenance agreements. A resale price
maintenance agreement41 is an agreement whereby a producer of a product
restricts the price a retailer can charge for it.

The producers of upscale products often want retailers to sign resale price
maintenance agreements because they don’t want the retailers to deeply discount
their products. Doing so would “cheapen” their brands, producers believe.
Producers also contend that resale price maintenance agreements prevent price

41. An agreement whereby a
producer of a product restricts
the price a retailer can charge
for it.
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wars from breaking out among their retailers, which can lead to the deterioration
of prices for all of a channel’s members.

Both large companies and small retail outlets have found themselves in court as a
result of price maintenance agreements. Although the U.S. Supreme Court hasn’t
ruled that all price maintenance agreements are illegal, some states have outlawed
them on the grounds that they stifle competition. In some countries, such as the
United Kingdom, they are banned altogether. The safest bet for a manufacturer is to
provide a “suggested retail price” to its channel partners.

Channel Integration: Vertical and Horizontal Marketing Systems

Another way to foster cooperation in a channel is to establish a vertical marketing
system. In a vertical marketing system42, channel members formally agree to
closely cooperate with one another. (You have probably heard the saying, “If you
can’t beat ’em, join ’em.”) A vertical marketing system can also be created by one
channel member taking over the functions of another member.

Procter & Gamble (P&G) has traditionally been a manufacturer of household
products, not a retailer of them. But the company’s long-term strategy is to
compete in every personal-care channel, including salons, where the men’s
business is underdeveloped. In 2009, P&G purchased The Art of Shaving, a seller of
pricey men’s shaving products located in upscale shopping malls. P&G also runs
retail boutiques around the globe that sell its prestigious SK-II skin-care line.Jack
Neff, “P&G Acquires the Upscale Art of Shaving Retail Chain,” Advertising Age 80, no.
2118 (June 8, 2009): 2.

Franchises are another type of vertical marketing system. They are used not only to
lessen channel conflicts but also to penetrate markets. Recall that a franchise gives
a person or group the right to market a company’s goods or services within a
certain territory or location.Don Daszkowski, “What Is a Franchise,” About.com,
http://franchises.about.com/od/franchisebasics/a/what-franchises.htm (accessed
December 12, 2009). McDonald’s sells meat, bread, ice cream, and other products to
its franchises, along with the right to own and operate the stores. And each of the
owners of the stores signs a contract with McDonald’s agreeing to do business in a
certain way.

By contrast, in a conventional marketing system43 the channel members have no
affiliation with one another. All the members operate independently. If the sale or
the purchase of a product seems like a good deal at the time, an organization
pursues it. But there is no expectation among the channel members that they have
to work with one another in the future.

42. A system in which channel
members formally agree to
cooperate with one another.

43. A marketing system in which
the channel members have no
affiliation with one another.
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A horizontal marketing system44 is one in which two companies at the same
channel level—say, two manufacturers, two wholesalers, or two retailers—agree to
cooperate with another to sell their products or to make the most of their
marketing opportunities. The Internet phone service Skype and the mobile-phone
maker Nokia created a horizontal marketing system by teaming up to put Skype’s
service on Nokia’s phones. Skype hopes it will reach a new market (mobile phone
users) this way. And Nokia hopes to sell its phones to people who like to use Skype
on their personal computers (PCs).“Skype Expands Mobile Push,” Financial Times,
March 31, 2009, 20.

Similarly, Via Technologies, a computer-chip maker that competes with Intel, has
teamed up with a number of Chinese companies with no PC-manufacturing
experience to produce $200 netbooks. Via Technologies predicts that the new,
cheaper netbooks the Chinese companies sell will quickly capture 20 percent of the
market.Kathrin Hill, “Via to Help New PC Makers Enter the Netbook Market,”
Financial Times, May 18, 2009, 16. Of course, the more of them that are sold, the more
computer chips Via Technologies sells.

KEY TAKEAWAY

Channel partners that wield channel power are referred to as channel
leaders. A dispute among channel members is called a channel conflict. A
vertical conflict is one that occurs between two different types of members
in a channel. By contrast, a horizontal conflict is one that occurs between
organizations of the same type. Channel leaders are often in the best
position to resolve channel conflicts. 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.

REVIEW QUESTIONS

1. What gives some organizations more channel power than others?
2. Why do channel conflicts occur?
3. Which organization(s) has the most power to resolve channel conflicts?
4. How can setting up vertical and horizontal marketing systems prevent

channel conflicts?
44. A system in which two

companies at the same channel
level agree to cooperate with
one another to sell their
products.
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8.6 Marketing Channels versus Supply Chains

LEARNING OBJECTIVES

1. Understand how supply chains differ from marketing channels.
2. Describe the types of organizations that are part of supply chains.

In the past few decades, organizations have begun taking a more holistic look at
their marketing channels. Instead of looking at only the firms that sell and promote
their products, they have begun looking at all the organizations that figure into any
part of the process of producing, promoting, and delivering an offering to its user.
All these organizations are considered part of the offering’s supply chain45.

For instance, the supply chain includes producers of the raw materials that go into
a product. If it’s a food product, the supply chain extends back through the
distributors all the way to the farmers who grew the ingredients and the companies
from which the farmers purchased the seeds, fertilizer, or animals. A product’s
supply chain also includes transportation companies such as railroads that help
physically move the product and companies that build Web sites for other
companies. If a software maker hires a company in India to help it write a computer
program, the Indian company is part of the partner’s supply chain. These types of
firms aren’t considered channel partners because it’s not their job to actively sell
the products being produced. Nonetheless, they all contribute to a product’s success
or failure.

Firms are constantly monitoring their supply chains and tinkering with them so
they’re as efficient as possible. This process is called supply chain management46.
Supply chain management is challenging. Done well, it’s practically an art. We’ll
talk more about supply chains in the next chapter and what companies can do to
improve them to better satisfy customers and gain a competitive edge.

45. All the organizations that
participate in the production,
promotion, and delivery of a
product or service from the
producer to the end consumer.

46. The process of managing and
refining supply chains so as to
make them as efficient as
possible.
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KEY TAKEAWAY

All of the organizations that figure into any part of the process of producing,
promoting, and delivering an offering to its user are part of the offering’s
supply chain. In recent decades, firms have begun looking at these
organizations in addition to the organizations that sell and promote their
products. The process of managing and improving supply chains is called
supply chain management.

REVIEW QUESTION

1. What are the benefits of looking at all of the organizations that
contribute to the production of a product versus just the organizations
that sell them?

Chapter 8 Using Marketing Channels to Create Value for Customers

8.6 Marketing Channels versus Supply Chains 279



8.7 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. What’s the ideal number of marketing channels a firm should have?
2. Is a pull strategy superior in all markets?
3. Is selling power the only source of channel power? From what other

sources could an organization derive channel power?
4. The chapter listed a number of scenarios that can cause channel

conflicts. What other factors can you think of that might cause channel
conflicts?

5. Amazon.com has carved out a unique niche for itself as an intermediary.
Amazon sells products on behalf of manufacturers such as Dell, Sony,
and Calvin Klein, as well as retailers such as Macy’s and Toys“R”Us. How
should Amazon be categorized? As a retailer, wholesaler, or broker?

ACTIVITIES

1. Think of some products you currently use. Are there any you would like
to buy via different marketing channels? Do you think the products
could be successfully marketed this way?

2. Describe a time in which you did business with a company and received
conflicting information from its different channels (for example, a
store’s Web site versus a visit to the store). How did it affect your buying
experience? Have you done business with the company since?

3. Break into groups and make a list of four to five different types of
products. Decide which channels should be used to distribute each
product. Present your findings to your class and see if they agree with
you.

4. Make a list of products you believe failed because of poor marketing
channel choices.
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Chapter 9

Using Supply Chains to Create Value for Customers

Suppose you have developed a great new product like Ghostbusters: The Video Game.
Not only is the game terrific, but you’ve managed to maximize to get it sold in every
marketing channel you can. The product is selling at GameStop, Walmart, Best Buy,
and Amazon, and it’s slated to come out on Sony’s PlayStation Portable console.
That’s the end of the story, right? Not quite. Sooner rather than later, in addition to
focusing on the firms “downstream” that sell your product, you will also look
“upstream” at your suppliers and “sideways” at potential firms to partner with. It’s
only natural. (Or in the case of Ghostbusters: The Video Game, should we say
supernatural?)

Video Clip

Who Ya Gonna Call?

(click to see video)

Mark Randel, John O’Keefe, and Brendan Goss, the founders of the company that produced the new
Ghostbusters video game, say they had to satisfy two types of customers with the product—gamers and fans
of the original Ghostbusters movie. Check out the demo.

As we explained in Chapter 8 "Using Marketing Channels to Create Value for
Customers", your product’s supply chain includes not only the downstream
companies that actively sell the product but also all the other organizations that
have an impact on it before, during, and after it’s produced. Those companies
include the providers of the raw materials your firm uses to produce it, the
transportation company that physically moves it, and the firm that helped build the
Web pages to promote it. If you hired a programmer in India to help write computer
code for the game, the Indian programmer is also part of the product’s supply
chain. If you hired a company to process copies of the game returned by customers,
that company is part of the supply chain as well. Large organizations with many
products can have literally thousands of supply chain partners. Service
organizations also need supplies to operate, so they have supply chains, too.

As you learned at the end of the last chapter, the process of designing, monitoring,
and altering supply chains to make them as efficient as possible is called supply
chain management. The term supply chain management was first coined by an
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Figure 9.1

American industry consultant in the early 1980s, but it’s an old idea. Part of Henry
Ford’s strategy in the early 1900s was to extract as much efficiency (and money) as
he could by taking ownership of the supply chains for his automobiles. Ford owned
the foundries that converted raw iron ore to steel for his cars. He also owned the
plantations from which rubber was extracted to produce his automobiles’ tires, and
the ships on which the materials and finished products were transported.Donald J.
Bowersox and David J. Closs, “Ten Mega-Trends That Will Revolutionize Supply
Chain Logistics,” Journal of Business Logistics 21, no. 2 (2000): 1.

Today, many companies still take a narrow view of their supply chains; they look at
supply chains mainly in terms of the costs they can save. Cost reduction is definitely
an important part of supply chain management. After all, if your competitors can
produce their products at a lower cost, they could put you out of business.

Keep in mind, however, that a firm can produce a product so cheaply that no one
will buy it because it’s shoddy. That’s why smart companies view their supply
chains as an integral part of their marketing plans. In other words, these companies
also look at the ways their supply chains can create value for customers so as to
give their firms a competitive edge.

Today, the term value chain1 is sometimes used interchangeably with the term
supply chain. The idea behind the value chain is that your supply chain partners
should do more for you than perform just basic functions; each one should help you
create more value for customers as the product travels along the chain—preferably
more value than your competitors’ supply chain partners can add to their products.

Zara, a trendy but inexpensive clothing chain in Europe,
is a good example of a company that has managed to
create value for its customers with smart supply chain
design and execution. Originally, it took six months for
Zara to design a garment and get it delivered to stores.
To get the hottest fashions in the hands of customers as
sooner, Zara began working more closely with its supply
chain partners and internal design teams. It also
automated its inventory systems so it could quickly
figure out what was selling and what was not. As a
result, it’s now able to deliver its customers the most
cutting-edge fashion in just two weeks. Not only that,
but the company set a new standard for the clothing
industry in the process.Jeremy N. Smith, “Fast Fashion,”
World Trade 21, no. 12 (2008): 54.

1. A term that is sometimes used
interchangeably with the term
supply chain. The idea behind
the value chain is that your
supply chain partners should
do more for you than perform
just basic functions.
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There are no fuddy-duddy
fashions at Zara stores. Out with
the old, in with the new—or
whatever is selling well.
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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.

Sourcing2 is the process of evaluating and hiring individual businesses to supply
goods and services to your business. Procurement3 is the process of actually
purchasing those goods and services. Sourcing and procurement have become a
bigger part of a supply manager’s job in recent years, in part because businesses
keep becoming more specialized. Just like Ford’s workers became more efficient by
performing specialized tasks, so, too have companies.

Ford Motor Company no longer produces its own tires for its cars. It buys them
from tire producers like Michelin and Goodyear. It’s still possible to “own” your
supply chain, though. The diamond company DeBeers owns its own mines,
distributorships, and retail diamond stores. The problem is that it’s very costly to
own multiple types of companies and difficult to run them all well, too.

Firms look up and down their supply chains and outside them to see which
companies can add the most value to their products at the least cost. If a firm can
find a company that can add more value than it can to a function, it will often
outsource4 the task to that company. After all, why do something yourself if
someone else can do it better or more cost effectively?

Rather than their own fleets of trucks, ships, and airplanes, most companies
outsource at least some of their transportation tasks to shippers such as Roadway
and FedEx. Other companies hire freight forwarders to help them. You can think of
freight forwarders5 as travel agents for freight.Skip McGrath, “China Shipping
Advice,” Smart China Sourcing, December 14, 2007,
http://www.smartchinasourcing.com/shipping/china-shipping-advice-cif-
shipping-terms-explained.html (accessed April 13, 2012). Their duties include
negotiating rates for shipments and booking space for them on transportation
vehicles and in warehouses. A freight forwarder also combines small loads from

2. The process of evaluating and
hiring individual businesses to
supply goods and services to
your organization.

3. The process of purchasing
goods and services for your
organization.

4. Hiring an organization to do a
task your firm previously
performed.

5. An organization whose duties
include consolidating small
loads of freight, negotiating
rates for their shipment, and
booking space for them on
transportation vehicles and in
warehouses.
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various shippers into larger loads that can be shipped by more economically.
However, it doesn’t own its own transportation equipment or warehouses.

Other companies go a step further and outsource their entire order processing and
shipping departments to third-party logistics (3PLs) firms6. FedEx Supply Chain
Services and UPS Supply Chain Solutions (which are divisions of FedEx and UPS,
respectively) are examples of 3PLs. A 3PL is one-stop shipping solution for a
company that wants to focus on other aspects of its business. Firms that receive and
ship products internationally often hire 3PLs so they don’t have to deal with the
headaches of transporting products abroad and completing import and export
paperwork for them.

The Growth of Outsourcing and Offshoring

Beginning in the 1990s, companies began to outsource a lot of other activities
besides transportation.Skip McGrath, “China Shipping Advice,” Smart China
Sourcing, December 14, 2007, http://www.smartchinasourcing.com/shipping/china-
shipping-advice-cif-shipping-terms-explained.html (accessed April 13, 2012). Their
goal was twofold: (1) to lower their costs and (2) to focus on the activities they do
best. You might be surprised by the functions firms outsource. In fact, many
“producers” of products no longer produce them at all but outsource their
production instead.

Most clothing companies, including Nike, design products, but they don’t make
them. Instead, they send their designs to companies in nations with low labor costs.
Likewise, many drug companies no longer develop their own drugs. They outsource
the task to smaller drug developers, which in recent years have had a better track
record of developing best-selling pharmaceuticals. The Crest SpinBrush
(toothbrush) wasn’t developed by Procter & Gamble, the maker of Crest. A small
company called Church & Dwight Co. developed the technology for the SpinBrush,
and P&G purchased the right to market and sell the product.

Outsourcing work to companies abroad is called offshoring7. Figure 9.2 "Percentage
of Supply Chain Functions Offshored in 2008" shows the percentage of supply chain
functions three hundred global manufacturers and service organizations say they
now offshore and the percentages these organizations expect to offshore by 2010.

6. Firms to which other
companies outsource their
entire order processing and
shipping departments.

7. Outsourcing work to a
company abroad.
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Figure 9.2 Percentage of Supply Chain Functions Offshored in 2008Adapted from PRTM Management
Consultants, “Global Supply Chain Trends 2008–2010,” http://www.prtm.com/uploadedFiles/
Strategic_Viewpoint/Articles/Article_Content/Global_Supply_Chain_Trends_Report_%202008.pdf (accessed
December 2, 2009).

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.
Just ask Mattel. Beginning in 2007, Mattel was forced to recall tens of millions of
toys it had outsourced for production because they were tainted with lead. But
Mattel isn’t the only company to experience problems. In a recent global survey,
more than one-fifth of the companies that outsource their production said they
have experienced “frequent” and “serious” quality problems.PRTM Management
Consultants, “Global Supply Chain Trends 2008–2010,” http://www.prtm.com/
uploadedFiles/Strategic_Viewpoint/Articles/Article_Content/
Global_Supply_Chain_Trends_Report_%202008.pdf (accessed December 2, 2009).

The U.S. Consumer Products Safety Commission randomly inspects products, but
there is no way the commission’s personnel can begin to test them all. To protect
their customers, many companies either test their suppliers’ products themselves
or contract with independent labs to do so. For example, if you sell a product to
Walmart, you need to be prepared to send it to such a lab, should Walmart ask you
to.“Quality Assurance through Testing,” Walmartstores.com,
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http://walmartstores.com/Suppliers/248.aspx (accessed December 2, 2009).
Companies also do on-site audits, or checks, of their suppliers. Other companies
station employees with their suppliers on a permanent basis to be sure that the
quality of the products they’re producing is acceptable.

The loss of control of their technology is another outsourcing risk that companies
face. Some countries are better about protecting patented technologies and designs
than others, and some supply chain partners are more trustworthy than others.
How can you be sure your supply chain partner won’t steal your technology? A few
years ago, General Motors began working with a Chinese firm to produce a car
called the Spark for the Chinese market. But before GM could even get the
automobile plant up and running, the U.S. automaker alleged that the design of the
car had been stolen, sold to another company, and knockoffs of it were being driven
around China’s streets.Bureau of International Information Programs, U.S.
Department of State, “China Pressed to Forcefully Attack Intellectual Property
Theft,” America.gov, January 13, 2005, http://www.america.gov/st/washfile-
english/2005/January/20050113180002asesuark0.9782831.html#ixzz0Mada2mLk
(accessed December 2, 2009).

Another aspect of outsourcing relates to the social responsibility and
environmental sustainability companies exhibit in terms of how they manage their
supply chains. Social responsibility8 is the idea that companies should manage
their businesses not just to earn profits but to advance the well-being of society.
Both issues are becoming increasingly important to consumers. Environmental
sustainability9 is the idea that firms should engage in business practices that have
the least impact on the environment so that it’s sustained for future generations.

To demonstrate to consumers they are socially responsible, Starbucks and other
companies have joined the Fair Trade movement. Members of the Fair Trade
movement pay farmers and other third-world producers higher prices for their
products so they don’t have to live in poverty. The prices consumers pay for
products with fair-trade labels are often higher, but one Harvard study has showed
that consumers expect them to be and that sales actually increased when the prices
of them went up.Jeff Chu, “Are Fair-Trade Goods Recession Proof?” Fast Company,
March 27, 2009, http://www.organicconsumers.org/articles/article_17395.cfm
(accessed December 2, 2009).

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. First, it improves a company’s image and
makes it stand out among its competitors. Second, many consumers are willing to

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

9. The idea that firms should
engage in business practices
that have the least impact on
the environment so that it is
sustained for future
generations.
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pay more for green products, even during a recession.John Birchall, “Greener Apple
Helps Clean Up,” Financial Times, March 24, 2009, 11. Walmart recently announced
that it’s planning to require its suppliers to measure the environmental costs of
producing their products. The “green” ratings will then be put on the products
labels.Steve Rosen, “Wal-Mart to Create Green Index to Rate Products,” Kansas City
Star, July 15, 2009, http://economy.kansascity.com/?q=node/2844 (accessed
December 2, 2009). Figure 9.3 "Why Firms Say They Are “Going Green” with Their
Supply Chains" shows the reasons why firms “go green” with their supply chains.

Figure 9.3 Why Firms Say They Are “Going Green” with Their Supply ChainsAdapted from PRTM Management
Consultants, “Global Supply Chain Trends 2008–2010,” http://www.prtm.com/uploadedFiles/
Strategic_Viewpoint/Articles/Article_Content/Global_Supply_Chain_Trends_Report_%202008.pdf (accessed
December 2, 2009).

The outdoor clothing company Patagonia takes both social responsibility and
environmental sustainability seriously. Patagonia tries to design, source, produce,
and recycle its products so they cause the least environmental damage possible. The
company also audits it supply chain partners to ensure they treat workers fairly.
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Video Clip

Hewlett-Packard = Hazardous Products

(click to see video)

Not going green can be hazardous to a company’s reputation. After Hewlett-Packard (HP) broke a promise to
eliminate toxic materials in its computers by 2009, Greenpeace activists painted the words “Hazardous
Products” on the roof of the company’s headquarters in Palo Alto, California. Meanwhile, a voicemail message
from Star Trek actor William Shatner was delivered to all the phones in the building. “Please ask your leader
[HP CEO Mark Hurd]” to make computers that are toxin free like Apple has done, Shatner said in the
message. You can hear the message by going to the following link: http://www.greenpeace.org/international/
news/hp-reminder-28-07-09. An HP spokesman said that eliminating the toxic materials would have
disrupted the company’s supply chain.

One of the drawbacks of outsourcing is the time it takes for products to make their
way to the United States 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. Retailers
don’t like to wait for products. Waiting might mean their customers will shop
elsewhere if they can’t find what they want. As we explained in Chapter 8 "Using
Marketing Channels to Create Value for Customers", for this reason and others,
some companies are outsourcing their activities closer to home.

Figure 9.4

Click on the link below to track the environmental and social impact of Patagonia’s various products throughout the
supply chain—from their design to their delivery: http://www.patagonia.com/web/us/footprint/index.jsp.
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Figure 9.5

Many of Patagonia’s customers
are outdoor enthusiasts willing to
pay $100 or more for a fleece
jacket made from recycled plastic
bottles. A customer at Walmart

When firms that can’t resolve their supplier problems, they find other suppliers to
work with or they move the activities back in-house, which is a process called
insourcing10. Insourcing can actually help set your company apart these days. The
credit card company Discover doesn’t outsource its customer service to companies
abroad. Perhaps that helps explain why one survey ranked Discover number one in
customer loyalty.

Matching a Company’s Sourcing Strategies with the Needs of Its
Customers

Your customer should ultimately be the focus of any insourcing and outsourcing
decision you make. After all, unless the product gets recycled, the customer is the
last link in the supply chain. Not all customers have the same product and service
requirements, though. It might be acceptable for a company that sells PCs to
individual consumers to outsource its tech support, perhaps to a firm in India that
can perform the function at lower cost. However, a company that buys an
expensive, customized computer network is probably going to want to deal directly
with the maker of the product if the network goes down—not another company in
another country.

Similarly, if you’re producing an expensive car for
Ferrari-type buyers, purchasing bargain-basement-
priced parts could leave your customers
dissatisfied—especially if the parts fail and their cars
break down. Conversely, if you’re designing a low-end
automobile, top-of-the-line parts could make it too
expensive for low-end buyers. High-end car buyers are
likely to demand better after-sales service than low-end
car buyers, too.

10. When firms move activities,
such as logistics, in-house.
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might not be. The trick for
Walmart and its green index will
be to satisfy customers who want
low prices as well as to save the
planet.
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KEY TAKEAWAY

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
have become a bigger part of a supply manager’s job in recent years, in part
because businesses keep becoming more specialized. Companies outsource
activities to lower their costs to focus on the activities they do best.
Companies face numerous tradeoffs when they outsource activities, which
can include a loss of control and product-quality and safety problems. When
firms that can’t resolve their supplier problems, they find other suppliers to
work with or they move the activities back in-house, which is a process
called insourcing. Customer should be the focus of any insourcing and
outsourcing decisions companies make.

REVIEW QUESTIONS

1. What are some of the supply chain functions firms outsource and
offshore?

2. How does outsourcing differ from offshoring?
3. Why might a company be better off insourcing an activity?
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Figure 9.6

IBM ThinkPads were hard to find
in 1992. But NASA didn’t have
any trouble getting one. In 1993,
astronauts used it to repair the

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

Imagine you are a marketing manager who has done everything in your power to
help develop and promote a product—and it’s selling well. But now your company is
running short of the product because the demand forecasts for it were too low.
Recall that this is the scenario Nintendo faced when the Wii first came out. The
same thing happened to IBM when it launched the popular ThinkPad laptop in 1992.

Not only is the product shortage going to adversely affect the profitably of your
company, but it’s going to adversely affect you, too. Why? Because you, as a
marketing manager, probably earn either a bonus or commission from the products
you work to promote, depending on how well they sell. And, of course, you can’t sell
what you don’t have.

As you can probably tell, the best marketing decisions
and supplier selections aren’t enough if your company’s
demand forecasts are wrong. Demand planning11 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 scheduling12, or the management of the
resources, events, and processes need to create an
offering. For example, if demand is heavy, you might
need your staff members to work overtime. Closely
related to demand forecasting are lead times. A
product’s lead time13 is the amount of time it takes for
a customer to receive a good or service once it’s been

11. The process of estimating how
much of a good or service
customers will buy from you.

12. The management of the
resources, events, and
processes need to create an
offering.

13. The amount of time it takes for
a customer to receive a good or
service once it’s been ordered.
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orbits Earth.
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ordered. Lead times also have to be taken into account
when a company is forecasting demand.

Sourcing decisions—deciding which suppliers to use—are
generally made periodically. Forecasting decisions must
be made more frequently—sometimes daily. One way for
you to predict the demand for your product is to look at
your company’s past sales. This is what most companies
do. But they don’t stop there. Why? Because changes in
many factors—the availability of materials to produce a product and their prices,
global competition, oil prices (which affect shipping costs), the economy, and even
the weather—can change the picture.

For example, when the economy hit the skids in 2008, the demand for many
products fell. So if you had based your production, sales, and marketing forecasts
on 2007 data alone, chances are your forecasts would have been wildly wrong. Do
you remember when peanut butter was recalled in 2009 because of contamination?
If your firm were part of the supply chain for peanut butter products, you would
have needed to quickly change your forecasts.

The promotions you run will also affect demand for your products. Consider what
happened to KFC when it first came out with its new grilled chicken product. As
part of the promotion, KFC gave away coupons for free grilled chicken via
Oprah.com. Just twenty-four hours after the coupons were uploaded to the Web
site, KFC risked running out of chicken. Many customers were turned away. Others
were given “rain checks” (certificates) they could use to get free grilled chicken
later.Joe Weisenthal, “Slammed KFC ‘Scrambling to Source More Chicken,’” The
Business Insider, May 6, 2009, http://www.businessinsider.com/kfc-2009-5 (accessed
December 2, 2009).
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Figure 9.7

KFC’s new Kentucky Grilled
Chicken was finger-lickin’
good—if you could get it.
Reportedly, the chain nearly ran
out of the birds following a
promotion on Oprah.com.
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In addition to looking at the sales histories of their
firms, supply chain managers also consult with
marketing managers and sales executives when they are
generating demand forecasts. Sales and marketing
personnel know what promotions are being planned
because they work more closely with customers and
know what customers’ needs are and if those needs are
changing.

Firms also look to their supply chain partners to help
with their demand planning. Collaborative planning,
forecasting, and replenishment (CPFR)14 is a practice
whereby supply chain partners share information and
coordinate their operations. Walmart has developed a
Web-based CPFR system called Retail Link. Retailers can
log into Retail Link to see how well their products are
selling at various Walmart stores, how soon more
products need to be shipped to the company and where,
how any promotions being run are affecting the
profitability of their products, and so forth. Because
different companies often use different information
technology systems and software, Web-based tools like
Retail Link are becoming a popular way for supply chain
partners to interface with one another.

Not all firms are wild about sharing every piece of
information they can with their supply chains partners.
Some retailers view their sales information as an asset—something they can sell to
information companies like Information Resources, Inc., which provides
competitive data to firms that willing to pay for it.Donald J. Bowersox and David J.
Closs, “Ten Mega-Trends That Will Revolutionize Supply Chain Logistics,” Journal of
Business Logistics 21, no. 2 (2000): 11. By contrast, other firms go so far as to involve
their suppliers before even producing a product so they can suggest design changes,
material choices, and production recommendations.

Video Clip

Take a Test Drive of the Tato Nano

(click to see video)

Priced at about $2,500 the Tata Nano is the least expensive car ever produced in the world. To make a safe,
reliable car at such a low cost, Tata Motors, an Indian company, sought new, innovative design approaches

14. A practice whereby supply
chain partners share
information and coordinate
their operations.
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from its suppliers. The elimination of one of the car’s two windshield wipers was one result of the
collaboration that occurred between Tata and its supply chain partners.Steven Wingett, “Capro, Saint-
Gobain, Denso Win Big with Tata Nano,” Automotive News Europe, March 3, 2008, 16.

The trend is clearly toward more shared information, or what businesspeople refer
to as supply chain visibility15. After all, it makes sense that a supplier will be not
only more reliable but also in a better position to add value to your products if it
knows what your sales, operations, and marketing plans are—and what your
customers want. By sharing more than just basic transaction information,
companies can see how well operations are proceeding, how products are flowing
through the chain, how well the partners are performing and cooperating with one
another, and the extent to which value is being built in to the product.

Demand-planning software can also be used to create more accurate demand
forecasts. Demand-planning software16 can synthesize a variety of factors to
better predict a firm’s demand—for example, the firm’s sales history, point-of-sale
data, warehouse, suppliers, and promotion information, and economic and
competitive trends. So a company’s demand forecasts are as up-to-date as possible,
some of the systems allow sales and marketing personnel to input purchasing
information into their mobile devices after consulting with customers.

Litehouse Foods, a salad dressing manufacturer, was able to improve its forecasts
dramatically by using demand-planning software. Originally the company was using
a traditional sales database and spreadsheets to do the work. “It was all pretty
much manual calculations. We had no engine to do the heavy lifting for us,” says
John Shaw, the company’s Information Technology director. In a short time, the
company was able to reduce its inventory by about one-third while still meeting its
customers’ needs.Carol Casper, “Demand Planning Comes of Age,” Food Logistics 101
(January/February 2008): 19–24.

Inventory Control

Demand forecasting is part of a company’s overall inventory control activities.
Inventory control17 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 stockout18 occurs
when you run out of a product a customer wants to buy. Customers will simply look
elsewhere to buy the product—a process the Internet has made easier than ever

When the attack on the World Trade Center occurred, many Americans rushed to
the store to buy batteries, flashlights, American flags, canned goods, and other
products in the event that the emergency signaled a much bigger attack. Target

15. A situation in which supply
chain partners share
information with one another
so they can see how well the
chain is working.

16. Software that can synthesize a
variety of factors to better
predict a firm’s demand.

17. The process of ensuring your
firm has an adequate amount
of products and a wide enough
assortment of them meet your
customers’ needs.

18. A situation that occurs when a
firm runs out of a product a
customer wants to buy.
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sold out of many items and could not replenish them for several days, partly
because its inventory tracking system only counted up what was needed at the end
of the day. Walmart, on the other hand, took count of what was needed every five
minutes. Before the end of the day, Walmart had purchased enough American flags,
for example, to meet demand and in so doing, completely locked up all their
vendors’ flags. Meanwhile, Target was out of flags and out of luck—there were no
more to be had.

To help avoid stockouts, most companies keep a certain amount of safety stock on
hand. Safety stock19 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. Maintaining too
much inventory, though, ties up money that could be spent other ways—perhaps on
marketing promotions. Inventory also has to be insured, and in some cases, taxes
must be paid on it. Products in inventory can also become obsolete, deteriorate,
spoil, or “shrink.” Shrinkage20 is a term used to describe a reduction or loss in
inventory due to shoplifting, employee theft, paperwork errors, or supplier
fraud.Shari Waters, “Shrinkage,” About.com, http://retail.about.com/od/glossary/
g/shrinkage.htm (accessed December 2, 2009).

When the economy went into its most recent slide, many firms found themselves
between a rock and a hard place in terms of their inventory levels. On the one hand,
because sales were low, firms were reluctant to hold much safety stock. Many
companies, including Walmart, cut the number of brands they sold in addition to
holding a smaller amount of inventory. On the other hand, because they didn’t
know when business would pick up, they ran the risk of running out of products.
Many firms dealt with the problem by maintaining larger amounts of key products.
Companies also watched their supply chain partners struggle to survive. Forty-five
percent of firms responding to one survey about the downturn reported providing
financial help to their critical supply chain partners—often in the form of credit and
revised payment schedules.PRTM Management Consultants, “Global Supply Chain
Trends 2008–2010,” http://www.prtm.com/uploadedFiles/Strategic_Viewpoint/
Articles/Article_Content/Global_Supply_Chain_Trends_Report_%202008.pdf
(accessed December 2, 2009).

Just-in-Time Inventory Systems

To lower the amount of inventory and still maintain they stock they need to satisfy
their customers, some organizations use just-in-time inventory systems21 in both
good times and bad. Firms with just-in-time inventory systems keep very little
inventory on hand. Instead, they contract with their suppliers to ship them
inventory as they need it—and even sometimes manage their inventory for them—a
practice called vendor-managed inventory (VMI)22. Dell is an example of a
company that utilizes a just-in-time inventory system that’s vendor managed. Dell

19. 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.

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

21. A system in which a firm keeps
very little inventory on hand.
Instead, its suppliers ship it
inventory as needed.

22. The practice of having your
suppliers monitor your
inventory levels.
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carries very few component parts. Instead, its suppliers carry them. They are
located in small warehouses near Dell’s assembly plants worldwide and provide Dell
with parts “just-in-time” for them to be assembled.Sameer Kumar and Sarah Craig,
“Dell, Inc.’s Closed Loop Supply Chain for Computer Assembly Plants,” Information
Knowledge Systems Management 6, no. 3 (2007): 197–214.

Dell’s inventory and production system allows customers to get their computers
built exactly to their specifications, a production process that’s called mass
customization23. This helps keep Dell’s inventory levels low. Instead of a huge
inventory of expensive, already-assembled computers consumers may or may not
buy, Dell simply has the parts on hand, which can be configured or reconfigured
should consumers’ preferences change. Dell can more easily return the parts to its
suppliers if at some point it redesigns its computers to better match what its
customers want. And by keeping track of its customers and what they are ordering,
Dell has a better idea of what they might order in the future and the types of
inventory it should hold. Because mass customization lets buyers “have it their
way,” it also adds value to products, for which many customers are willing to pay.

Product Tracking

Some companies, including Walmart, are beginning to experiment with new
technologies such as electronic product codes in an effort to better manage their
inventories. An electronic product code (EPC)24 is similar to a barcode, only
better, because the number on it is truly unique. You have probably watched a
checkout person scan a barcode off of a product identical to the one you wanted to
buy—perhaps a pack of gum—because the barcode on your product was missing or
wouldn’t scan. Electronic product codes make it possible to distinguish between two
identical packs of gum. The codes contain information about when the packs of gum
were manufactured, where they were shipped from, and where they were going to.
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.

Video Clip

The Basics of RFID and EPC Technology

(click to see video)

To understand how EPC and RFID technology can help marketers, watch this YouTube video.

23. Mass producing goods
customized to the
specifications of individual
consumers.

24. A barcode that can distinguish
between two seemingly
identical products. It contains
information about where the
product was manufactured and
where it was shipped from and
bound to.
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Electronic product codes are stored on radio-frequency identification (RFID) tags. A
radio-frequency identification (RFID) tag25 emits radio signals that can record
and track a shipment as it comes in and out of a facility. If you have unlocked your
car door remotely, microchipped your dog, or waved a tollway tag at a checkpoint,
you have used RFID technology.“FAQs,” EPCglobal, http://www.epcglobalinc.org/
consumer_info/faq (accessed December 2, 2009). Because each RFID tag can cost
anywhere from $0.50 to $50 each, they are generally used to track larger shipments,
such cases and pallets of goods rather than individual items. See Figure 9.8 "How
RFID Tagging Works" to get an idea of how RFID tags work.

Figure 9.8 How RFID Tagging Works

Some consumer groups worry that RFID tags and electronic product codes could be
used to track their consumption patterns or for the wrong purposes. But keep in
mind that like your car-door remote, the codes and tags are designed to work only
within short ranges. (You know that if you try to unlock your car from a mile away
using such a device, it won’t work.)

Proponents of electronic product codes and RFID tags believe they can save both
consumers and companies time and money. These people believe consumers benefit
because the information embedded in the codes and tags help prevent stockouts

25. A tag that emits radio signals
that can record and track a
shipment as it comes in and
out of a facility.
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and out-of-date products from remaining on store shelves. In addition, the
technology doesn’t require cashiers to scan barcodes item by item. Instead an
electronic product reader can automatically tally up the entire contents of a
shopping cart—much like a wireless network can detect your computer within
seconds. As a customer, wouldn’t that add value to your shopping experience?

KEY TAKEAWAY

The best marketing decisions and supplier selections aren’t enough if your
company’s demand forecasts are wrong. Demand forecasting is the process
of estimating how much of a good or service a customer 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. Demand forecasting is part of a company’s overall inventory
control activities. Inventory control is the process of ensuring your firm has
an adequate amount of products and a wide enough assortment of them
meet your customers’ needs. One of the goals of inventory control is to avoid
stockouts without keeping too much of a product on hand. Some companies
are beginning to experiment with new technologies such as electronic
product codes and RFID tags in an effort to better manage their inventories
and meet their customers’ needs.

REVIEW QUESTIONS

1. Why are demand forecasts made more frequently than sourcing
decisions?

2. How can just-in-time and vendor-managed inventories add value to
products for customers?

3. Why and how do companies track products?
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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

At times, the demand and supply for products can be unusually high. At other
times, it can be unusually low. That’s why companies generally maintain a certain
amount of safety stock, oftentimes in warehouses. As a business owner, it would be
great if you didn’t have excess inventory you had to store in a warehouse. In an
ideal world, materials or products would arrive at your facility just in time for you
to assemble or sell them. Unfortunately, we don’t live in an ideal world.

Toys are a good example. Most toymakers work year round to be sure they have
enough toys available for sale during the holidays. However, retailers don’t want to
buy a huge number of toys in July. They want to wait until November and December
to buy large amounts of them.

Consequently, toymakers warehouse them until that time. Likewise, during the
holiday season, retailers don’t want to run out of toys, so they maintain a certain
amount of safety stock in their warehouses.

Some firms store products until their prices increase. Oil is an example.
Speculators, including investment banks and hedge funds, have been known to buy,
and hold, oil if they think its price is going to rapidly rise. Sometimes they go so far
as to buy oil tankers and even entire oil fields.Robert Winnett, “Soaring Prices:
Speculators Hijack the Oil Market,” TimesOnline, September 12, 2004,
http://business.timesonline.co.uk/tol/business/article481363.ece (accessed
December 2, 2009).
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Figure 9.9

You might not know where the
tiny town of Cushing, Oklahoma,
is. But oil producers and traders
around the world do. Cushing is
one of the largest oil storage
areas in the United States.
Storage tanks like these cover
more than nine square miles on
the outskirts of the town.Ann
Davis, “Where Has All the Oil
Gone?” Wall Street Journal,
October 6, 2007,
http://online.wsj.com/article/
SB119162309507450611.html
(accessed December 2, 2009).
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A distribution center26 is a warehouse or storage
facility where the emphasis is on processing and moving
goods on to wholesalers, retailers, or
consumers.“Distribution Center,” Wikipedia,
http://en.wikipedia.org/wiki/Distribution_center
(accessed April 13, 2012). A few years ago, companies
were moving toward large, centralized warehouses to
keep costs down. In 2005, Walmart opened a four-
million-square-foot distribution center in Texas. (Four
million square feet is about the size of eighteen football
fields.)

Today, however, the trend has shifted back to smaller
warehouses. Using smaller warehouses is a change
that’s being driven by customer considerations rather
than costs. The long lead times that result when
companies transport products from Asia, the Middle
East, and South America are forcing international
manufacturers and retailers to shorten delivery times to
consumers.Sara Pearson Specter, “Industry Outlook:
Mostly Cloudy, with a Few Bright Spots,” Modern
Materials Handling 64, no. 3 (2009): 22–26. Warehousing
products regionally, closer to consumers, can also help a
company tailor its product selection to better match the
needs of customers in different regions.

How Warehouses and Distribution Centers
Function

So how do you begin to find a product or pallet of products in a warehouse or
distribution center the size of eighteen football fields? To begin with, each type of
product that is unique because of some characteristic—say, because of its
manufacturer, size, color, or model—must be stored and accounted for separate
from other items. To help distinguish it, its manufacturer gives it its own
identification number, called a SKU (stock-keeping unit)27.“Stock-Keeping Unit
(SKU),” BusinessDictionary.com, http://www.businessdictionary.com/definition/
stock-keeping-unit-SKU.html (accessed December 2, 2009). Figure 9.10 "An Example
of an SKU" shows an example of a SKU that appears on a box of products. 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.

26. A warehouse or storage facility
where the emphasis is on
processing and moving goods
on to wholesalers, retailers, or
consumers rather than on
storage.

27. A label used to distinguish a
product that is unique because
of some characteristic, such as
manufacturer, size, color, or
model.
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Figure 9.10 An Example of
an SKU
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Warehouses and distribution centers are also becoming
increasingly automated and wired. As you learned in
Chapter 8 "Using Marketing Channels to Create Value
for Customers", some warehouses use robots to picks
products from shelves. At other warehouses, employees
use voice-enabled headsets to pick products. Via the
headsets, the workers communicate with a computer
that tells them where to go and what to grab off of
shelves. As a result, the employees are able to pick
products more accurately than they could by looking at
a sheet of paper or computer screen.

The process we just described is an extremely simple
explanation of a very complicated operation. The video
below shows how one of Amazon.com’s distribution
centers works.

Video Clip

Order Fulfillment at Amazon

(click to see video)

Amazon.com’s mission is “to be Earth’s most customer-centric company where people can find and discover
anything they want to buy online.” Watch the following video to see one of Amazon’s order-fulfillment
centers in action.

It’s pretty amazing when you think about how the thousands of products that come
in and out of Amazon’s distribution centers every day ultimately end up in the right
customer’s hands. After all, how many times have you had to look really hard to
find something you put in your own closet or garage? Processing orders—order
fulfillment—is a key part of the job in supply chains. Why? Because delivering what
was promised, when it was promised, and the way it was promised are key drivers
of customer satisfaction.Sriram Thirumalai and Kingshuk K. Sinha, “Customer
Satisfaction with Order Fulfillment in Retail Supply Chains: Implications of Product
Type in Electronic B2C Transactions,” Journal of Operations Management 23, no. 3–4
(2005): 291–303.

One of the ways companies are improving their order fulfillment and other supply
chain processes is by getting rid of paper systems and snail mail. So, for instance,
instead of companies receiving paper orders and sending paper invoices to one
another, they send and receive the documents via electronic data interchange (EDI).
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Electronic data interchange (EDI)28 is a special electronic format that companies
use to exchange business documents from computer to computer. It also makes for
greater visibility among supply chain partners because they can all check the status
of orders electronically rather than having to fax or e-mail documents back and
forth.

Figure 9.11 How Cross-Docking Works

Another new trend is cross-docking29. Products that are cross-docked spend little
or no time in warehouses. As Figure 9.11 "How Cross-Docking Works" shows, a
product being cross-docked will be delivered via truck to a dock at a warehouse
where it is unloaded and put on other trucks bound for retail outlets.

Transportation

Not all goods and services need to be physically transported. When you get a
massage, oil change, or a manicure, the services pass straight from the provider to
you. Other products can be transported electronically via electronic networks,
computers, phones, or fax machines. Downloads of songs, software, and books are
an example. So are cable and satellite television and psychic hotline readings
delivered over the phone.

Video Clip

Motorbike Delivery

(click to see video)

The types of delivery vehicles used around the world might surprise you.

Other products, of course, have to be physically shipped. Logistics30 refers to the
physical flow of materials in the supply chain. You might be surprised by some of
physical distribution methods that companies use. To get through crowded, narrow
streets in Tokyo, Seven-Eleven Japan delivers products to its retail stores via
motorcycles. In some countries, Coca-Cola delivers syrup to its bottlers via

28. A special electronic format
companies use to exchange
business documents from
computer to computer.

29. The practice of moving
products between supply chain
intermediaries so that they
spend little or no time in
warehouses as they are
transported.

30. The physical flow of materials
in the supply chain.
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Figure 9.12

Cargo ships like this one can
transport thousands of
intermodal containers.
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camelback. More commonly, though, products that need to be transported
physically to get to customers are moved via air, rail, truck, water, or pipeline.

Trucks

More products are shipped by truck than by another means. Trucks can go
anywhere there are roads, including straight to customer’s homes. By contrast,
planes, trains, and ships are limited as to where they can go. Shipping by truck is
also fast relative to other modes (except for air transportation). However, it’s also
fairly expensive. Some goods—especially those that are heavy or bulky—would
require so many trucks and drivers it would be economically unfeasible to use them
over long distances. Coal is a good example of such a product. It would take four to
five hundred trucks and drivers to haul the amount of freight that one coal train
can. The amount of CO2 emitted by trucks is also high relative to some of the other

transportation modes, so it’s not the greenest solution.

Water

International trade could scarcely be conducted without
cargo shipping. Cargo ships transport “loose” cargo
such as grain, coal, ore, petroleum, and other mined
products. But they also transport consumer
products—everything from televisions to toys.
Consumer goods are often shipped in intermodal
containers. Intermodal containers31 are metal boxes.
The largest containers are fifty-three feet long and one
hundred inches tall. The biggest cargo ships are huge
and carry as many 15,000 containers. By contrast, the
maximum a train can carry is around 250 containers
stacked on top of each other. Figure 9.12 shows a picture
of a cargo ship carrying intermodal containers. The
good news about shipping via waterway is that
inexpensive. The bad news is that it’s very slow. In
addition, many markets aren’t accessible by water, so
another method of transportation has to be utilized

Air

Air freight is the fastest way to ship goods. However, it can easily cost ten times as
much to ship a product by air as by sea.James F. Thompson, C. F. H. Bishop, and
Patrick E. Brecht, “Air Transport of Perishable Products,” Division of Agriculture
and Natural Resources, University of California, Publication 2168 (Oakland: ANR
Communication Services): 1. High-dollar goods and a small fraction of perishable

31. Metal boxes used to ship
consumer goods.
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goods are shipped via air. Freshly cut flowers and fresh seafood bound for sushi
markets are examples of the latter. Keeping perishable products at the right
temperature and humidity levels as they sit on runways and planes can be a
challenge. They often have to be shipped in special types of containers with
coolants. Freight forwarders are often hired to arrange the packing for perishables
traveling by air and to ensure they don’t deteriorate while they are in transit.
Despite the fact that it is expensive, air transportation is growing faster than any
other transportation mode, thanks to companies like FedEx.

Railroads

Railroads carry many of the same products as cargo ships—only over land. A
significant percentage of intermodal containers offloaded from ships end up on
railcars bound for inland destinations. The containers are then are trucked shorter
distances to distribution centers, warehouses, and stores. Businesses that need to
ship heavy, bulky goods often try to locate their facilities next to railroads. Lumber
mills are an example.

In terms of speed and cost, shipping by rail falls somewhere between truck and
water transportation. It’s not as slow and inexpensive as moving goods by water.
However, it’s not as fast as shipping them by truck. Nor is it as expensive. So, when
the price of gasoline rose in to record highs in 2008, shippers that traditionally used
trucks began to look at other transportation alternatives such as rail.

Pipelines

Pipelines are generally used to transport oil, natural gas, and chemicals. Two-thirds
of petroleum products are transported by pipeline, including heating oil, diesel, jet
fuel, and kerosene. Pipelines are costly to build, but once they are constructed, they
can transport products cheaply. For example, for about one dollar you can
transport a barrel of petroleum products via pipeline from Houston to New York.
The oil will move three to eight miles per hour and arrive in two to three weeks
depending on the size of the pipe, its pressure, and the density of the liquid.“Oil
Pipelines: Small Price, Big Value,” In the Pipe, April 15, 2005,
http://www.enewsbuilder.net/aopl/e_article000391720.cfm (accessed December 2,
2009). Like other products, products shipped via pipelines often have to be moved
using two different transportation modes. Once your barrel of oil has made it to
New York, to get it to service stations, you will need to move it by rail or truck. The
material in pipelines can also be stolen like other products can. In Mexico, for
example, drug gangs have tapped into pipelines in remote areas and stolen millions
of dollars in oil.Martha Mendoza, “Millions of Dollars in Stolen Mexican Oil Sold to
U.S. Refineries,” Fort Worth Star-Telegram, April 11, 2009, 6A.
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Companies face different tradeoffs when choosing transportation methods. Which
is most important? Speed? Cost? Frequency of delivery? The flexibility to respond
to different market conditions? Again, it depends on your customers.

Goya Foods has many challenges due to the variety of customers it serves. The
company sells more than 1,600 canned food products. Because the types of beans
people prefer often depends on their cultures—whether they are of Cuban, Mexican,
or Puerto Rican descent, and so forth—Goya sells thirty-eight varieties of beans
alone. Almost daily, Goya’s truck drivers deliver products to tens of thousands of
U.S. food stores, from supermarket chains in Texas to independent mom-and-pop
bodegas in New York City. Delivering daily is more costly than dropping off jumbo
shipments once a week and letting stores warehouse goods, says the company’s CEO
Peter Unanue. However, it’s more of a just-in-time method that lets Goya offer
stores a greater variety and ensure that products match each store’s demographics.
“Pink beans might sell in New York City but not sell as well in Texas or California,”
says Unanue.Barbara De Lollis, “CEO Profile: At Goya, It’s All in La Familia,” USA
Today, http://abcnews.go.com/Business/Story?id=4507435&page=1 (accessed
December 2, 2009).

KEY TAKEAWAY

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. 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. The
transportation modes a firm uses should be based on what its customers
want and are willing to pay for.
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REVIEW QUESTIONS

1. How do warehouses and distribution centers differ?
2. What is cross-docking and why might a company choose to cross-dock a

product?
3. What kinds of products can be delivered electronically? What kinds need

to be physically transported?
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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.

As we have explained, shippers are highly anxious when their products are in
transit because the merchandise is valuable and because it is exposed to more risks
when it’s traveling across the country than when it’s sitting in a warehouse or
store. Shippers want to know where the goods are, when they will arrive, and what
kind of shape they are in. After all, they can end up in the wrong place, be damaged,
or stolen. (Do you remember the 2008 incident in which when Somali pirates
captured the Maersk Alabama and held its captain hostage? The cargo ship was
carrying seventeen thousand metric tons of freight at the time.) The result can be
unhappy customers and lost sales and profits.

Track and Trace Systems

In recent years, track and trace systems32 that electronically record the paths
shipments take has become almost as important to businesses as shipping costs
themselves. Being able to help trace products helps a company anticipate events
that could disrupt the supply chain, including order shipping mistakes, bad
weather, and accidents so they can be averted.

Today most product shipments can be traced. GPS devices are sometimes placed on
containers, railcars, and trucks to track the movement of expensive shipments.
Tracing individual products is harder, though. Systems that utilize electronic
product codes and RFID tags are not yet in widespread use. Produce is a product
that’s hard to trace. You have probably noticed that the bananas, peaches, and
other types of produce don’t have barcodes slapped on them. Products that are
combined to make other products are also hard to trace

Being able to trace products is important not only to businesses but also to
consumers. Consumers are more interested than ever in knowing where their
products come from—particularly when there is a contamination problem with an
offering. Products containing salmonella infested peanuts, tomatoes, and
contaminated milk have sickened and caused the deaths of consumers and their

32. Systems that electronically
record the paths shipments
take.
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Figure 9.13

pets across the globe. Even if the source of the contaminated product is known,
consumers can’t tell exactly where the products originated from, so they stop
buying them altogether. This can devastate the livelihood of producers whose
products aren’t to blame.

Companies are working to develop systems that may one day make it possible to
trace all products. The Chinese government is working toward that goal in
conjunction with a Norwegian company called TraceTracker. TraceTracker is
testing an online service that can identify and track each batch of every product
that is merged together in the global food chain, from raw ingredients to products
on supermarket shelves.Jennifer L. Schenker, “TraceTracker Tracks Food Safety on
the Net,” December 4, 2008, http://www.businessweek.com/globalbiz/content/
dec2008/gb2008124_501139.htm (accessed December 2, 2009).

Reverse Logistics

So what happens if products end up broken or unusable as they travel through their
supply chains? And what do companies do with scrap materials and other “junk”
produced, such as packaging? Increasingly, firms now run products and materials
such as these backward through the supply chain to extract value from them. The
process is known as reverse logistics33.

Patagonia developed a reverse logistics systems for environmental reasons. After
garments made by Patagonia are worn out, consumers can mail them to the
company or return them to a Patagonia store. Patagonia then sends them to Japan
to be recycled into usable fibers that are later made into new garments. The
company has also convinced other clothing makers to do the same, even though it
can add to the cost of products.

Most companies set up reverse logistics systems to
“turn trash into cash.” Pittsburgh-based Genco is firm
that specializes in reverse logistics. Companies like Best
Buy, Sears, and Target hire Genco to find buyers for
defective or broken products. A recent study suggests
companies can recover up to 0.3 percent of their annual
sales this way, which for Best Buy would amount to $100
million a year.“Reverse Logistics: From Trash to Cash,”
BusinessWeek, July 24, 2008,
http://www.businessweek.com/magazine/content/
08_31/b4094046657076.htm (accessed December 2,
2009).

33. Running broken, defective, and
scrap products backward
through the supply chain so as
to extract value from them.
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The first product collected and
recycled by Patagonia was its
polyester-spandex underwear.
The underwear was chosen
because it has no buttons or
zippers that have to be
removed.“Patagonia’s Clothing
Recycling Program: Lessons
Learned, Challenges Ahead,”
GreenerDesign, March 9, 2009,
http://www.greenbiz.com/news/
2009/03/09/patagonias-clothing-
recycling-program-lessons-
learned-challenges-ahead
(accessed December 2, 2009).

© 2010 Jupiterimages
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TerraCycle, which we mentioned in Chapter 5 "Market
Segmenting, Targeting, and Positioning", is a company
dedicated to extracting value from waste and using it to
create new products—a process that’s being called
“upcycling.” In addition to selling fertilizer in used (but
relabeled) plastic bottles, TerraCycle makes backpacks
and pencil cases out of the metallic juice pouches used
in drink boxes. The company also creates tote bags out
of plastic bags, and contracted with Target to make
clocks out of old vinyl records.

Video Clip

TerraCycle Turns Garbage into Gold

(click to see video)

TerraCycle founder Tom Szaky explains how his company makes money
while saving the planet, too.

KEY TAKEAWAY

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.

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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REVIEW QUESTIONS

1. Why is being able to track products important to companies? Why is it
important to consumers? How can it add value to products?

2. What place does reverse logistics have in a company’s supply chain?
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9.5 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Why do marketing professionals care about and participate in supply
chain decisions?

2. What criteria do you think companies look at when evaluating the
performance of their supply chain partners? Make a list of them.

3. Is the electronic delivery of products always better? To what extent does
it depend on the customer?

4. Discuss the supply chain for education at your college. What elements
does it consist of? What aspects of its delivery could be improved
opinion? What sort of alternate sourcing and delivery methods might be
used? Can education be warehoused? How?

ACTIVITIES

1. Research the distribution system for Coca-Cola at http://www.thecoca-
colacompany.com/ourcompany/the_cocacola_system.html. What
elements of Coca-Cola’s supply chain were you unaware of?

2. Get into groups of four. Then choose a product and outline the supply
chain for it. If you need to, use the Web to research the product. Then
discuss with your group how you believe the supply chain could be used
to create additional value for customers. Present your findings to your
class.
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Chapter 10

Gathering and Using Information: Marketing Research and
Market Intelligence

Once you have come up with a great idea for an offering, how will you know if
people will want to buy it? If they are willing to buy it, what will they want to pay?
Will they be willing to pay enough so that you can earn a profit from the product?
Wouldn’t it be great if you had some sort of crystal ball that would give you the
answers to these questions? After all, you don’t want to quit your day job to develop
a product that’s going to be a flop.

In a sense, you do have such a crystal ball. It’s called marketing research.
Marketing research1 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 includes a wide range of
activities. (By contrast, market research2 is a narrower activity. It is the process of
researching a specific market to determine its size and trends.)

Although marketing research isn’t foolproof, it can take some of the guesswork out
of decision making. Back to your great product idea: what, for example, should you
name your product? Naming a product might sound like a minor decision, but it’s
not. In some cases it can be a deal breaker. Just ask the bug-spray maker Out!
International, Inc. In the 1990s, Out! International came up with what it thought
was a really cute name for bug spray that would appeal to children. The product
was called “Hey! There’s a Monster in My Room!” The problem was that the name
itself scared kids. They wanted nothing to do with it.Seth Stern, “The Museum of
Food Failures,” Christian Science Monitor, July 2, 2002, http://www.csmonitor.com/
2002/0702/p18s03-hfks.html (accessed December 14, 2009).

1. The process of collecting,
analyzing, and reporting
marketing information that
can be used to improve a
company’s bottom line.

2. The process of researching a
specific market to determine
its size and trends.
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Figure 10.1

A little marketing research might have helped: In 1966, Capitol Records released hundreds of thousands of the
Beatles’ album Yesterday and Today with the cover shown here. Do you think it was well received? No. The public
was appalled. Capitol Records quickly realized it had made a mistake, recalled the albums, and pasted a different
cover over what became known as the “butcher cover.” (Note: Some of the albums slipped through the cracks and
didn’t get the paste-over. If you can find one, it could be worth thousands of dollars.)

Source: Wikipedia.

Marketing research can help you with many 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
• Measuring the satisfaction of your customers
• Measuring the satisfaction of your channel partners
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• Evaluating the effectiveness of your Web site
• Testing the effectiveness of ads and their placement
• Making marketing channel decisions

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 intelligence3 involves
gathering information on a regular, ongoing basis to stay in touch with what’s
happening in the marketplace. For example, if you own a convenience store, part of
your daily market intelligence gathering would include driving around to see what
competing stores are charging for gasoline or checking to see what types of
products are being sold and advertised by them.

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. In big companies,
marketing departments are often responsible for gathering market intelligence. But
they are by no means the only group to do so. (We’ll discuss more about who in the
organization does which activities in a moment.) Students also gather market
intelligence when they question other students about the best professors to take
classes from.

3. Information gathered on a
regular, ongoing basis to
enable a firm’s decision makers
to stay in touch with what’s
happening in the marketplace.
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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.

A certain amount of marketing information is being gathered all the time by
companies as they engage in their daily operations. When a sale is made and
recorded, this is marketing information that’s being gathered. When a sales
representative records the shipping preferences of a customer in a firm’s customer
relationship management (CRM) system, this is also marketing information that’s
being collected. When a firm gets a customer complaint and records it, this too is
information that should be put to use. All this data can be used to generate
consumer insight. However, truly understanding customers involves not just
collecting quantitative data (numbers) related to them but qualitative data, such as
comments about what they think.

Audio Clip

Interview with Joy Mead

http://app.wistia.com/embed/medias/c89771530a

Recall from Chapter 3 "Consumer Behavior: How People Make Buying Decisions" that Joy Mead is an associate
director of marketing with Procter & Gamble. Listen to this clip to hear Mead talk about the research
techniques and methods Procter & Gamble uses to develop consumer insight. You will learn that the company
isn’t just interested in what consumers want now but also years in the future.

The trick is integrating all the information you collect so it can be used by as many
people as possible in your organization to make good decisions. Unfortunately, in
many organizations, information isn’t shared very well among departments. Even
within departments, it can be a problem. For example, one group in a marketing
department might research a problem related to a brand, uncover certain findings
that would be useful to other brand managers, but never communicate them.
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A marketing information system (MIS)4 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. Ideally, however, a
marketing information system should include the following components:

• A system for recording internally generated data and reports
• A system for collecting market intelligence on an ongoing basis
• Marketing analytics software to help managers with their decision

making
• A system for recording marketing research information

Internally Generated Data and Reports

As we explained, an organization generates and records a lot of information as part
of its daily business operations, including sales and accounting data, and data on
inventory levels, back orders, customer returns, and complaints. Firms are also
constantly gathering information related to their Web sites, such as clickstream
data. Clickstream data5 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. Companies use clickstream data in all kinds of ways. They use it to
monitor the overall traffic of visitors that a site gets, to see which areas of the site
people aren’t visiting and explore why, and to automatically offer visitors products
and promotions by virtue of their browsing patterns. Software can be used to
automatically tally the vast amounts of clickstream data gathered from Web sites
and generate reports for managers based on that information. Netflix recently
awarded a $1 million prize to a group of scientists to plow through Web data
generated by millions of Netflix users so as to improve Netflix’s predictions of what
users would like to rent.Stephen Baker, “The Web Knows What You Want,”
BusinessWeek, July 24, 2009, http://www.businessweek.com/magazine/content/
09_30/b4140048486880.htm (accessed December 14, 2009). (That’s an interesting
way to conduct marketing research, don’t you think?)

Being able to access clickstream data and other internally generated information
quickly can give a company’s decision makers a competitive edge. Remember our
discussion in Chapter 9 "Using Supply Chains to Create Value for Customers" about
how Walmart got a leg up on Target after 9/11? Walmart’s inventory information
was updated by the minute (the retailer’s huge computing center rivals the
Pentagon’s, incidentally); Target’s was only updated daily. When Walmart’s
managers noticed American flags began selling rapidly immediately following the
terrorist attacks on 9/11, the company quickly ordered as many flags as possible
from various vendors—leaving none for Target.

4. A system, either paper or
electronic, used to manage
information a firm’s marketing
professionals and managers
need to make good decisions.

5. Data collected from Web sites
showing the Web pages visitors
clicked on and the order of
their clicks.
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Figure 10.2

Gary Pool is an expert at data
mining—hunting up information
for decision makers at BNSF
Railway. And no, he doesn’t wear
a headlamp. Nor does he wear a
pocket protector! Pool’s title:
Manager, Marketing Systems
Support & Marketing Decision
Support & Planning.

Click on the following link to watch a fascinating documentary about how Walmart,
the world’s most powerful retailer, operates: http://www.hulu.com/watch/103756/
cnbc-originals-the-new-age -of-walmart.

Many companies make a certain amount of internal data available to their
employees and managers via intranets. An intranet6 looks like the Web and
operates like it, but only an organization’s employees have access to the
information. So, for example, instead of a brand manager asking someone in
accounting to run a report on the sales of a particular product, the brand manager
could look on her firm’s intranet for the information.

However, big companies with multiple products,
business units, and databases purchased and installed in
different places and at different times often have such
vast amounts of information that they can’t post it all
on an intranet. Consequently, getting hold of the right
information can be hard. The information could be right
under your nose and you might not know it. Meet
people like Gary Pool: Pool works for BNSF Railway and
is one of BNSF’s “go-to” employees when it comes to
gathering marketing data. Pool knows how to access
different databases and write computer programs to
extract the right information from the right places at
BNSF, a process known as data mining7. Pool captures
the information in spreadsheets such as Excel, which
managers can use to detect marketing trends.

Analytics Software

Increasingly, companies are purchasing analytics
software to help them pull and make sense of internally
generated information. Analytics software8 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. For
example, “If we spend 10 percent more of our advertising on TV ads instead of
magazine ads, what effect will it have on sales?” Oracle Corporation’s Crystal Ball is
one brand of analytical software.

The sporting goods retailer Cabela’s has managed to refine its marketing efforts
considerably using analytics software developed by the software maker SAS. “Our

6. A private, internal Web site
accessible only to a firm’s
employees.

7. The process of extracting
information from large
databases so as to uncover
patterns and trends.

8. Software that utilizes a firm’s
data, regression models, linear
programming, and other
statistical methods to help
managers who are not
computer experts make
decisions.
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Figure 10.3

Cabela’s’ analytics software has
helped the outdoor sporting
retailer reach the right
customers with the right
catalogs.

© 2010 Jupiterimages
Corporation

statisticians in the past spent 75 percent of their time just trying to manage data.
Now they have more time for analyzing the data with SAS, and we have become
more flexible in the marketplace,” says Corey Bergstrom, director of marketing
research and analysis for Cabela’s. “That is just priceless.”Christina Zarello,
“Hunting for Gold in the Great Outdoors,” Rental Information Systems News, May 5,
2009, http://www.risnews.com/ME2/
dirmod.asp?sid=&nm=&type=MultiPublishing&mod=PublishingTitles&mid
=2E3DABA5396D4649BABC55BEADF2F8FD&tier=4&id
=7BC8781137EC46D1A759B336BF50D2B6 (accessed December 14, 2009).

The software analyzes the company’s sales transactions,
market research, and demographic data associated with
its large database of customers. It uses the information
to gain a better understanding of the marketing
channels Cabela’s prefers and to make other marketing
decisions. For example, does the customer prefer
Cabela’s’ one-hundred-page catalogs or the seventeen-
hundred-page catalogs? The software has helped
Cabela’s employees figure this out.Christina Zarello,
“Hunting for Gold in the Great Outdoors,” Rental
Information Systems News, May 5, 2009,
http://www.risnews.com/ME2/

dirmod.asp?sid=&nm=&type=MultiPublishing&mod=PublishingTitles&mid
=2E3DABA5396D4649BABC55BEADF2F8FD&tier=4&id
=7BC8781137EC46D1A759B336BF50D2B6 (accessed December 14, 2009).
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Market Intelligence

A good internal reporting system can tell a manager what happened inside his firm.
But what about what’s going on outside the firm? What is the business environment
like? Are credit-lending terms loose or tight, and how will they affect what you and
your customers are able to buy or not buy? How will rising fuel prices and alternate
energy sources affect your firm and your products? Do changes such as these
present business obstacles or opportunities? Moreover, what are your competitors
up to?

Not gathering market intelligence leaves a company vulnerable. Remember in
Chapter 8 "Using Marketing Channels to Create Value for Customers" when we
discussed 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.) By contrast, when fuel prices hit an all-time
high in 2008, unlike other passenger airline companies, Southwest Airlines was
prepared. Southwest had anticipated the problem, and early on locked in contracts
to buy fuel for its planes at much lower prices. Other airlines weren’t as prepared
and lost money because their fuel expenses skyrocketed. Meanwhile, Southwest
Airlines managed to eke out a profit. Collecting market intelligence can also help a
company generate ideas or product concepts that can then be tested by conducting
market research.

Gathering market intelligence involves a number of activities, including scanning
newspapers, trade magazines, and economic data produced by the government to
find out about trends and what the competition is doing. In big companies,
personnel in a firm’s marketing department are primarily responsible for their
firm’s market intelligence and making sure it gets conveyed to decision makers.
Some companies subscribe to news service companies that regularly provide them
with this information. LexisNexis is one such company. It provides companies with
news about business and legal developments that could affect their operations. Let’s
now examine some of the sources of information you can look at to gather market
intelligence.

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. Suppose you want to
monitor what people are saying about you or your company on blogs, the comment
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areas of Web sites, and social networks such as Facebook and Twitter. You can do so
by going to a site like WhosTalkin.com, typing a topic or company name into the
search bar, and voilà! All the good (and bad) things people have remarked about the
company or topic turn up. What a great way to seek out the shortcomings of your
competitors. It’s also a good way to spot talent. For example, 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.

Figure 10.4

Type a company’s name (or anything else you want) into the search bar and see what comes up. (Note: It takes a
little while for all of the results to show up.)

Source: http://www.whostalkin.com.

Publications

The Economist, the Wall Street Journal, Forbes, Fortune, BusinessWeek, the McKinsey
Report, Sales and Marketing Management, and the Financial Times are good publications
to read to learn about general business trends. All of them discuss current trends,
regulations, and consumer issues that are relevant for organizations doing business
in the domestic and global marketplace. All of the publications are online as well,
although you might have to pay a subscription fee to look at some of the content. If
your firm is operating in a global market, you might be interested to know that
some of these publications have Asian, European, and Middle Eastern editions.

Other publications provide information about marketplace trends and activities in
specific industries. Consumer Goods and Technology provides information consumer
packaged-goods firms want to know. Likewise, Progressive Grocer provides
information on issues important to grocery stores. Information Week provides
information relevant to people and businesses working in the area of technology.
World Trade provides information about issues relevant to organizations shipping
and receiving goods from other countries. Innovation: America’s Journal of Technology
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Commercialization provides information about innovative products that are about to
hit the marketplace.

Trade Shows and Associations

Trade shows are another way companies learn about what their competitors are
doing. (If you are a marketing professional working a trade show for your company,
you will want to visit all of your competitors’ booths and see what they have to offer
relative to what you have to offer.) And, of course, every field has a trade
association that collects and disseminates information about trends, breakthroughs,
new technology, new processes, and challenges in that particular industry. The
American Marketing Association, Food Marketing Institute, Outdoor Industry
Association, Semiconductor Industry Association, Trade Promotion Management
Association, and Travel Industry Association provide their member companies with
a wealth of information and often deliver them daily updates on industry
happenings via e-mail.

Salespeople

A company’s salespeople provide a vital source of market intelligence. Suppose one
of your products is selling poorly. Will you initially look to newspapers and
magazines to figure out why? Will you consult a trade association? Probably not.
You will first want to talk to your firm’s salespeople to get their “take” on the
problem.

Salespeople are the eyes and ears of their organizations. Perhaps more than anyone
else, they know how products are faring in the marketplace, what the competition
is doing, and what customers are looking for.

A system for recording this information is crucial, which explains why so many
companies have invested in customer relationship management (CRM) systems.
Some companies circulate lists so their employees have a better idea of the market
intelligence they might be looking for. Textbook publishers are an example. They
let their sales representatives know the types of books they want to publish and
encourage their representatives to look for good potential textbook authors among
the professors they sell to.

Suppliers and Industry Experts

Your suppliers can provide you with a wealth of information. Good suppliers know
which companies are moving a lot of inventory. And oftentimes they have an idea
why. In many instances, they will tell you, if the information you’re looking for is
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Figure 10.5

Don’t get caught doing
this—unless you work for the
natural-cosmetics maker Burt’s
Bees. To get across to employees
the amount of material being
wasted, Burt’s Bees had its
employees put on hazmat suits
and sort through garbage for a
couple of weeks. (No, employees
weren’t engaging in industrial
espionage, which is discussed

general enough so they don’t have to divulge any information that’s confidential or
that would be unethical to reveal—an issue we’ll talk more about later in the book.
Befriending an expert in your industry, along with business journalists and writers,
can be helpful, too. Often these people are “in the know” because they get invited to
review products.Jan Gardner, “Competitive Intelligence on a Shoestring,” Inc.,
September 24, 2001, http://www.inc.com/articles/2001/09/23436.html (accessed
December 14, 2009).

Customers

Lastly, when it comes to market intelligence don’t neglect observing how customers
are behaving. They can provide many clues, some of which you will be challenged to
respond to. For example, during the latest economic downturn, many wholesalers
and retailers noticed consumers began buying smaller amounts of goods—just what
they needed to get by during the week. Seeing this trend, and realizing that they
couldn’t pass along higher costs to customers (because of, say, higher fuel prices), a
number of consumer-goods manufacturers “shrank” their products slightly rather
than raise prices. You have perhaps noticed that some of the products you buy got
smaller—but not cheaper.

Can Market Intelligence Be Taken Too Far?

Can market intelligence be taken too far? The answer is
yes. In 2001, Procter & Gamble admitted it had engaged
in “dumpster diving” by sifting through a competitors’
garbage to find out about its hair care products.
Although the practice isn’t necessarily illegal, it cast
P&G in a negative light. Likewise, British Airways
received a lot of negative press in the 1990s after it
came to light that the company had hacked into Virgin
Atlantic Airways’ computer system.“P&G Admits to
Dumpster Diving,” PRWatch.org, August 31, 2001,
http://www.prwatch.org/node/663 (accessed December
14, 2009).

Gathering corporate information illegally or unethically
is referred to as industrial espionage9. Industrial
espionage is not uncommon. 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. Microsoft recently sued a former employee

9. The process of gathering
corporate information illegally
or unethically.
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below.) The recycling
opportunities they spotted as
part of the exercise ended up
saving the natural-cosmetics
maker $25,000 annually.Judith
Nemes, “Dumpster Diving: From
Garbage to Gold,” Greenbiz.com,
January 16, 2009,
http://www.businessgreen.com/
business-green/analysis/
2234107/dumpster-diving-
garbage-gold (accessed December
14, 2009).

© 2010 Jupiterimages
Corporation

it believed had divulged trade secrets to its
competitors.“Microsoft Suit Alleges Ex-Worker Stole
Trade Secrets,” CNET, January 30, 2009,
http://news.cnet.com/8301-10805_3-10153616-75.html
(accessed December 14, 2009). It’s been reported that for
years professional spies bugged Air France’s first-class
seats to listen in on executives’ conversations.Jack
Anderson, “Bugging Air France First Class,” Ellensburg
Daily News, March 25, 1995, 3, http://news.google.com/
newspapers?nid=860&dat

=19950320&id=ddYPAAAAIBAJ&sjid=F48DAAAAIBAJ&pg=4554,2982160 (accessed
April 13, 2012).

Video Clip

Spying at Work—Espionage: Who, How, Why, and How to Stop It

(click to see video)

To learn more about the hazards of industrial espionage and how it’s done, check out this YouTube video.

To develop standards of conduct and create respect for marketing professionals
who gather market intelligence, the Society of Competitive Intelligence
Professionals has developed a code of ethics. It is as follows:

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

• To comply with all applicable laws, domestic and international.
• To accurately disclose all relevant information, including one’s identity

and organization, prior to all interviews.
• To avoid conflicts of interest in fulfilling one’s duties.
• To provide honest and realistic recommendations and conclusions in

the execution of one’s duties.
• To promote this code of ethics within one’s company, with third-party

contractors and within the entire profession.
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• To faithfully adhere to and abide by one’s company policies, objectives
and guidelines.“SCIP Code of Ethics for CI Professionals,” Society of
Competitive Intelligence Professionals, http://www.scip.org/About/
content.cfm?ItemNumber=578&navItemNumber=504 (accessed
December 14, 2009).

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. As we have explained,
marketing research is generally used to answer specific questions. The name you
should give your new product is an example. Unless your company has previously
done some specific research on product names—what consumers think of them,
good or bad—you’re probably not going to find the answer to that question in your
internal company data. Also, unlike internal data, which is generated on a regular
basis, marketing research is not ongoing. Marketing research is done on an as-
needed or project basis. If an organization decides that it needs to conduct
marketing research, it can either conduct marketing research itself or hire a
marketing research firm to do it.

So when exactly is marketing research needed? Keep in mind marketing research
can be expensive. You therefore have to weigh the costs of the research against the
benefits. What questions will the research answer, and will knowing the answer
result in the firm earning or saving more money than the research costs?

Marketing research can also take time. If a quick decision is needed for a pressing
problem, it might not be possible to do the research. Lastly, sometimes the answer
is obvious, so there is no point in conducting the research. If one of your
competitors comes up with a new offering and consumers are clamoring to get it,
you certainly don’t need to undertake a research study to see if such a product
would survive in the marketplace.

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. Caffarini’s explanations (shown in parentheses) about why a
company’s executives sometimes make bad decisions are somewhat humorous.
Read through them:

• “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.)
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• “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.)

• “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.)

• “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.)Alex J. Caffarini, “Ten Costly
Marketing Mistakes and How to Avoid Them,” Analysights, LLC,
http://analysights.com/Documents/10_Costly_MR_Mistakes.pdf
(accessed December 14, 2009).

Is Marketing Research Always Correct?

To be sure, marketing research can help companies avoid making mistakes. Take
Tim Hortons, a popular coffee chain in Canada, which has been expanding in the
United States and internationally. Hortons recently opened some self-serve kiosks
in Ireland, but the service was a flop. Why? Because cars in Ireland don’t have cup
holders. Would marketing research have helped? Probably. So would a little bit of
market intelligence. It would have been easy for an observer to see that trying to
drive a car and hold a cup of hot coffee at the same time is difficult.

That said, we don’t want to leave you with the idea that marketing research is
infallible. As we indicated at the beginning of the chapter, the process isn’t
foolproof. In fact, marketing research studies have rejected a lot of good ideas. The
idea for telephone answering machines was initially rejected following marketing
research. So was the hit sitcom Seinfeld, a show that in 2002 TV Guide named the
number-one television program of all time. In the next section of this chapter, we’ll
discuss the steps related to conducting marketing research. As you will learn, many
things can go wrong along the way that can affect the results of research and the
conclusions drawn from it.

Chapter 10 Gathering and Using Information: Marketing Research and Market Intelligence

10.1 Marketing Information Systems 326

http://analysights.com/Documents/10_Costly_MR_Mistakes.pdf


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, however.

REVIEW QUESTIONS

1. Why do companies gather market intelligence and conduct marketing
research?

2. What activities are part of market intelligence gathering?
3. How do marketing professionals know if they have crossed a line in

terms of gathering marketing intelligence?
4. How does the time frame for conducting marketing intelligence differ

from the time frame in which marketing research data is gathered?
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10.2 Steps in the Marketing Research Process

LEARNING OBJECTIVE

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

The basic steps used to conduct marketing research are shown in Figure 10.6 "Steps
in the Marketing Research Process". Next, we discuss each step.

Figure 10.6 Steps in the Marketing Research Process

Step 1: Define the Problem (or Opportunity)

There’s a saying in marketing research that a problem half defined is a problem half
solved. Defining the “problem” of the research sounds simple, doesn’t it? Suppose
your product is tutoring other students in a subject you’re a whiz at. You have been
tutoring for a while, and people have begun to realize you’re darned good at it.
Then, suddenly, your business drops off. Or it explodes, and you can’t cope with the
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number of students you’re being asked help. If the business has exploded, should
you try to expand your services? Perhaps you should subcontract with some other
“whiz” students. You would send them students to be tutored, and they would give
you a cut of their pay for each student you referred to them.

Both of these scenarios would be a problem for you, wouldn’t they? They are
problems insofar as they cause you headaches. But are they really the problem? Or
are they the symptoms of something bigger? For example, maybe your business has
dropped off because your school is experiencing financial trouble and has lowered
the number of scholarships given to incoming freshmen. Consequently, there are
fewer total students on campus who need your services. Conversely, if you’re
swamped with people who want you to tutor them, perhaps your school awarded
more scholarships than usual, so there are a greater number of students who need
your services. Alternately, perhaps you ran an ad in your school’s college
newspaper, and that led to the influx of students wanting you to tutor them.

Businesses are in the same boat you are as a tutor. They take a look at symptoms
and try to drill down to the potential causes. If you approach a marketing research
company with either scenario—either too much or too little business—the firm will
seek more information from you such as the following:

• In what semester(s) did your tutoring revenues fall (or rise)?
• In what subject areas did your tutoring revenues fall (or rise)?
• In what sales channels did revenues fall (or rise): Were there fewer (or

more) referrals from professors or other students? Did the ad you ran
result in fewer (or more) referrals this month than in the past months?

• Among what demographic groups did your revenues fall (or
rise)—women or men, people with certain majors, or first-year,
second-, third-, or fourth-year students?

The key is to look at all potential causes so as to narrow the parameters of the study
to the information you actually need to make a good decision about how to fix your
business if revenues have dropped or whether or not to expand it if your revenues
have exploded.

The next task for the researcher is to put into writing the research objective. The
research objective10 is the goal(s) the research is supposed to accomplish. The
marketing research objective for your tutoring business might read as follows:

10. The goal(s) marketing research
is supposed to accomplish.
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To survey college professors who teach 100- and 200-level math courses to
determine why the number of students referred for tutoring dropped in the second
semester.

This is admittedly a simple example designed to help you understand the basic
concept. If you take a marketing research course, you will learn that research
objectives get a lot more complicated than this. The following is an example:

“To gather information from a sample representative of the U.S. population among
those who are “very likely” to purchase an automobile within the next 6 months,
which assesses preferences (measured on a 1–5 scale ranging from “very likely to
buy” to “not likely at all to buy”) for the model diesel at three different price levels.
Such data would serve as input into a forecasting model that would forecast unit
sales, by geographic regions of the country, for each combination of the model’s
different prices and fuel configurations.Alvin Burns and Ronald Bush, Marketing
Research, 6th ed. (Upper Saddle River, NJ: Prentice Hall, 2010), 85.”

Now do you understand why defining the problem is complicated and half the
battle? Many a marketing research effort is doomed from the start because the
problem was improperly defined. Coke’s ill-fated decision to change the formula of
Coca-Cola in 1985 is a case in point: Pepsi had been creeping up on Coke in terms of
market share over the years as well as running a successful promotional campaign
called the “Pepsi Challenge,” in which consumers were encouraged to do a blind
taste test to see if they agreed that Pepsi was better. Coke spent four years
researching “the problem.” Indeed, people seemed to like the taste of Pepsi better
in blind taste tests. Thus, the formula for Coke was changed. But the outcry among
the public was so great that the new formula didn’t last long—a matter of
months—before the old formula was reinstated. Some marketing experts believe
Coke incorrectly defined the problem as “How can we beat Pepsi in taste tests?”
instead of “How can we gain market share against Pepsi?”Alvin Burns and Ronald
Bush, Marketing Research, 6th ed. (Upper Saddle River, NJ: Prentice Hall, 2010),
87–88.

Video Clip

New Coke Is It! 1985

(click to see video)

This video documents the Coca-Cola Company’s ill-fated launch of New Coke in 1985.
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Video Clip

1985 Pepsi Commercial—“They Changed My Coke”

(click to see video)

This video shows how Pepsi tried to capitalize on the blunder.

Step 2: Design the Research

The next step in the marketing research process is to do a research design. The
research design11 is your “plan of attack.” It outlines what data you are going to
gather and from whom, how and when you will collect the data, and how you will
analyze it once it’s been obtained. Let’s look at the data you’re going to gather first.

There are two basic types of data you can gather. The first is primary data. Primary
data12 is information you collect yourself, using hands-on tools such as interviews
or surveys, specifically for the research project you’re conducting. Secondary
data13 is data that has already been collected by someone else, or data you have
already collected for another purpose. Collecting primary data is more time
consuming, work intensive, and expensive than collecting secondary data.
Consequently, you should always try to collect secondary data first to solve your
research problem, if you can. A great deal of research on a wide variety of topics
already exists. If this research contains the answer to your question, there is no
need for you to replicate it. Why reinvent the wheel?

Sources of Secondary Data

Your company’s internal records are a source of secondary data. So are any data
you collect as part of your marketing intelligence gathering efforts. You can also
purchase syndicated research. Syndicated research14 is primary data that
marketing research firms collect on a regular basis and sell to other companies. J.D.
Power & Associates is a provider of syndicated research. The company conducts
independent, unbiased surveys of customer satisfaction, product quality, and buyer
behavior for various industries. The company is best known for its research in the
automobile sector. One of the best-known sellers of syndicated research is the
Nielsen Company, which produces the Nielsen ratings. The Nielsen ratings measure
the size of television, radio, and newspaper audiences in various markets. You have
probably read or heard about TV shows that get the highest (Nielsen) ratings.
Nielsen, along with its main competitor, Information Resources, Inc. (IRI), also sells
businesses scanner-based research15. Scanner-based research is information
collected by scanners at checkout stands in stores. Each week Nielsen and IRI collect
information on the millions of purchases made at stores. The companies then

11. An outline that specifies the
research data to be gathered,
from whom, how, and when
the data will be analyzed once
it has been obtained.

12. Data collected using hands-on
tools such as interviews or
surveys to answer a question
for a specific research project.

13. Data already collected by your
firm or another organization
for purposes other than the
marketing research project at
hand.

14. Primary data marketing
research firms collect on a
regular basis and sell to other
companies.

15. Information collected by
scanners at checkout stands in
stores.
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compile the information and sell it to firms in various industries that subscribe to
their services. The Nielsen Company has also recently teamed up with Facebook to
collect marketing research information. Via Facebook, users will see surveys in
some of the spaces in which they used to see online ads.Alan Rappeport and David
Gelles, “Facebook to Form Alliance with Nielsen,” Financial Times, September 23,
2009, 16.

By contrast, MarketResearch.com is an example of a marketing research
aggregator. A marketing research aggregator16 is a marketing research company
that doesn’t conduct its own research and sell it. Instead, it buys research reports
from other marketing research companies and then sells the reports in their
entirety or in pieces to other firms. Check out MarketResearch.com’s Web site. As
you will see there are a huge number of studies in every category imaginable that
you can buy for relatively small amounts of money.

Figure 10.7

Market research aggregators buy research reports from other marketing research companies and then resell them
in part or in whole to other companies so they don’t have to gather primary data.

Source: http://www.marketresearch.com.

16. A marketing research company
that doesn’t conduct its own
research but instead buys it
from other marketing research
companies and then sells the
reports in their entirety or in
pieces to other firms.
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Your local library is a good place to gather free secondary data. It has searchable
databases as well as handbooks, dictionaries, and books, some of which you can
access online. Government agencies also collect and report information on
demographics, economic and employment data, health information, and balance-of-
trade statistics, among a lot of other information. The U.S. Census Bureau collects
census data every ten years to gather information about who lives where. Basic
demographic information about sex, age, race, and types of housing in which people
live in each U.S. state, metropolitan area, and rural area is gathered so that
population shifts can be tracked for various purposes, including determining the
number of legislators each state should have in the U.S. House of Representatives.
For the U.S. government, this is primary data. For marketing managers it is an
important source of secondary data.

The Survey Research Center at the University of Michigan also conducts periodic
surveys and publishes information about trends in the United States. One research
study the center continually conducts is called the “Changing Lives of American
Families” (http://www.isr.umich.edu/home/news/research-update/2007-01.pdf).
This is important research data for marketing managers monitoring consumer
trends in the marketplace. The World Bank and the United Nations are two
international organizations that collect a great deal of information. Their Web sites
contain many free research studies and data related to global markets. Table 10.1
"Examples of Primary Data Sources versus Secondary Data Sources" shows some
examples of primary versus secondary data sources.

Table 10.1 Examples of Primary Data Sources versus Secondary Data Sources

Primary Data Sources Secondary Data Sources

Interviews Census data

Surveys Web sites

Publications

Trade associations

Syndicated research and market aggregators

Gauging the Quality of Secondary Data

When you are gathering secondary information, it’s always good to be a little
skeptical of it. Sometimes studies are commissioned to produce the result a client
wants to hear—or wants the public to hear. For example, throughout the twentieth
century, numerous studies found that smoking was good for people’s health. The
problem was the studies were commissioned by the tobacco industry. Web research
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can also pose certain hazards. There are many biased sites that try to fool people
that they are providing good data. Often the data is favorable to the products they
are trying to sell. Beware of product reviews as well. Unscrupulous sellers
sometimes get online and create bogus ratings for products. See below for questions
you can ask to help gauge the credibility of secondary information.

Gauging the Credibility of Secondary Data: Questions to
Ask

• Who gathered this information?
• For what purpose?
• What does the person or organization that gathered the

information have to gain by doing so?
• Was the information gathered and reported in a systematic

manner?
• Is the source of the information accepted as an authority by other

experts in the field?
• Does the article provide objective evidence to support the position

presented?

Types of Research Design

Now let’s look specifically at the types of research designs that are utilized. By
understanding different types of research designs, a researcher can solve a client’s
problems more quickly and efficiently without jumping through more hoops than
necessary. Research designs fall into one of the following three categories:

1. Exploratory research design
2. Descriptive research design
3. Causal research design (experiments)

An exploratory research design17 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.
Perhaps via your regular market intelligence, you have spotted what appears to be a
new opportunity in the marketplace. You would then do exploratory research to
investigate it further and “get your feet wet,” as the saying goes. Exploratory
research is less structured than other types of research, and secondary data is often
utilized.

17. A less-structured type of
research design used to
initially investigate a
marketing research project
that hasn’t yet been defined
well enough for an in-depth
study to be conducted.
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The depth interview18—engaging in detailed, one-on-one, question-and-answer
sessions with potential buyers—is an exploratory research technique. However,
unlike surveys, the people being interviewed aren’t asked a series of standard
questions. Instead the interviewer is armed with some general topics and asks
questions that are open ended, meaning that they allow the interviewee to
elaborate. “How did you feel about the product after you purchased it?” is an
example of a question that might be asked. A depth interview also allows a
researcher to ask logical follow-up questions such as “Can you tell me what you
mean when you say you felt uncomfortable using the service?” or “Can you give me
some examples?” to help dig further and shed additional light on the research
problem. Depth interviews can be conducted in person or over the phone. The
interviewer either takes notes or records the interview.

Focus groups and case studies are often utilized for exploratory research as well. A
focus group19 is a group of potential buyers who are brought together to discuss a
marketing research topic with one another. A moderator is used to focus the
discussion, the sessions are recorded, and the main points of consensus are later
summarized by the market researcher. Textbook publishers often gather groups of
professors at educational conferences to participate in focus groups. However, focus
groups can also be conducted on the telephone, in online chat rooms, or both, using
meeting software like WebEx. The basic steps of conducting a focus group are
outlined below.

18. An exploratory research
technique of engaging in
detailed, one-on-one, question-
and-answer sessions with
potential buyers.

19. A group of potential buyers
brought together to discuss a
marketing research topic with
one another.
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The Basic Steps of Conducting a Focus Group

1. Establish the objectives of the focus group. What is its purpose?
2. Identify the people who will participate in the focus group. What

makes them qualified to participate? How many of them will you
need and what they will be paid?

3. Obtain contact information for the participants and send out
invitations (usually e-mails are most efficient).

4. Develop a list of questions.
5. Choose a facilitator.
6. Choose a location in which to hold the focus group and the method

by which it will be recorded.
7. Conduct the focus group. If the focus group is not conducted

electronically, include name tags for the participants, pens and
notepads, any materials the participants need to see, and
refreshments. Record participants’ responses.

8. Summarize the notes from the focus group and write a report for
management.

A case study20 looks at how another company solved the problem that’s being
researched. Sometimes multiple cases, or companies, are used in a study. Case
studies nonetheless have a mixed reputation. Some researchers believe it’s hard to
generalize, or apply, the results of a case study to other companies. Nonetheless,
collecting information about companies that encountered the same problems your
firm is facing can give you a certain amount of insight about what direction you
should take. In fact, one way to begin a research project is to carefully study a
successful product or service.

Two other types of qualitative data used for exploratory research are ethnographies
and projective techniques. In an ethnography21, researchers interview, observe,
and often videotape people while they work, live, shop, and play. The Walt Disney
Company has recently begun using ethnographers to uncover the likes and dislikes
of boys aged six to fourteen. This is a financially attractive market segment for
Disney, but one in which the company has been losing market share. The
ethnographers visit the homes of boys, observe the things they have in their rooms
to get a sense of their hobbies, and accompany them and their mothers when they
shop to see where they go, what the boys are interested in, and what they
ultimately buy. (The children get seventy-five dollars out of the deal,
incidentally.)Brook Barnes, “Disney Expert Uses Science to Draw Boy Viewers,” New

20. A study that looks at how
another company, or
companies, solved a problem
being researched.

21. A type of study whereby
marketing researchers
interview, observe, and often
videotape people while they
work, live, shop, and play.
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York Times, April 15, 2009, http://www.nytimes.com/2009/04/14/arts/television/
14boys.html?pagewanted=1&_r=1 (accessed December 14, 2009).

Projective techniques22 are used to reveal information research respondents
might not reveal by being asked directly. Asking a person to complete sentences
such as the following is one technique:

People who buy Coach handbags __________.

(Will he or she reply with “are cool,” “are affluent,” or “are pretentious,” for
example?)

KFC’s grilled chicken is ______.

Or the person might be asked to finish a story that presents a certain scenario.
Word associations are also used to discern people’s underlying attitudes toward
goods and services. Using a word-association technique, a market researcher asks a
person to say or write the first word that comes to his or her mind in response to
another word. If the initial word is “fast food,” what word does the person associate
it with or respond with? Is it “McDonald’s”? If many people reply that way, and
you’re conducting research for Burger King, that could indicate Burger King has a
problem. However, if the research is being conducted for Wendy’s, which recently
began running an advertising campaign to the effect that Wendy’s offerings are
“better than fast food,” it could indicate that the campaign is working.

Completing cartoons is yet another type of projective technique. It’s similar to
finishing a sentence or story, only with the pictures. People are asked to look at a
cartoon such as the one shown in Figure 10.8 "Example of a Cartoon-Completion
Projective Technique". One of the characters in the picture will have made a
statement, and the person is asked to fill in the empty cartoon “bubble” with how
they think the second character will respond.

22. An exploratory research
technique used to reveal
information research
respondents might not reveal
by being asked directly.
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Figure 10.8 Example of a Cartoon-Completion Projective Technique

In some cases, your research might end with exploratory research. Perhaps you
have discovered your organization lacks the resources needed to produce the
product. In other cases, you might decide you need more in-depth, quantitative
research such as descriptive research or causal research, which are discussed next.
Most marketing research professionals advise using both types of research, if it’s
feasible. On the one hand, the qualitative-type research used in exploratory
research is often considered too “lightweight.” Remember earlier in the chapter
when we discussed telephone answering machines and the hit TV sitcom Seinfeld?
Both product ideas were initially rejected by focus groups. On the other hand,
relying solely on quantitative information often results in market research that
lacks ideas.

Video Clip

The Stone Wheel—What One Focus Group Said

(click to see video)

Watch the video to see a funny spoof on the usefulness—or lack of usefulness—of focus groups.
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Figure 10.9

A woman shows off her headgear
for an eye-tracking study. The
gear’s not exactly a fashion
statement but . . .

Descriptive Research

Anything that can be observed and counted falls into the category of descriptive
research design. A study using a descriptive research design23 involves gathering
hard numbers, often via surveys, to describe or measure a phenomenon so as to
answer the questions of who, what, where, when, and how. “On a scale of 1–5, how
satisfied were you with your service?” is a question that illustrates the information
a descriptive research design is supposed to capture.

Physiological measurements also fall into the category of descriptive design.
Physiological measurements24 measure people’s involuntary physical responses to
marketing stimuli, such as an advertisement. Recall in Chapter 3 "Consumer
Behavior: How People Make Buying Decisions" we explained that researchers have
gone so far as to scan the brains of consumers to see what they really think about
products versus what they say about them. Eye tracking is another cutting-edge
type of physiological measurement. It involves recording the movements of a
person’s eyes when they look at some sort of stimulus, such as a banner ad or a Web
page. The Walt Disney Company has a research facility in Austin, Texas, that it uses
to take physical measurements of viewers when they see Disney programs and
advertisements. The facility measures three types of responses: people’s heart rates,
skin changes, and eye movements (eye tracking).Todd Spangler, “Disney Lab Tracks
Feelings,” Multichannel News 30, no. 30 (August 3, 2009): 26.

A strictly descriptive research design instrument—a
survey, for example—can tell you how satisfied your
customers are. It can’t, however, tell you why. Nor can
an eye-tracking study tell you why people’s eyes tend to
dwell on certain types of banner ads—only that they do.
To answer “why” questions an exploratory research
design or causal research design is needed.James
Wagner, “Marketing in Second Life Doesn’t Work…Here
Is Why!” GigaOM, April 4, 2007, http://gigaom.com/
2007/04/04/3-reasons-why-marketing-in-second-life-
doesnt-work (accessed December 14, 2009).

23. A study that involves gathering
hard numbers, often via
surveys, to describe or measure
a phenomenon so as to answer
the questions of who, what,
where, when, and how.

24. Measurements that record
people’s involuntary physical
responses to marketing stimuli,
such as an advertisement.
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Source:
http://www.jasonbabcock.com/
eyetracking_hardware.html.

Causal Research

Causal research design25 examines cause-and-effect
relationships. Using a causal research design allows
researchers to answer “what if” types of questions. In
other words, if a firm changes X (say, a product’s price,
design, placement, or advertising), what will happen to
Y (say, sales or customer loyalty)? To conduct causal research, the researcher
designs an experiment that “controls,” or holds constant, all of a product’s
marketing elements except one. The one variable is changed, and the effect is then
measured. Sometimes the experiments are conducted in a laboratory using a
simulated setting designed to replicate the conditions buyers would experience. Or
the experiments may be conducted in a virtual computer setting.

You might think setting up an experiment in a virtual world such as the online
game Second Life would be a viable way to conduct controlled marketing research.
Some companies have tried to use Second Life for this purpose, but the results have
been somewhat mixed as to whether or not it is a good medium for marketing
research. The German marketing research firm Komjuniti was one of the first “real-
world” companies to set up an “island” in Second Life upon which it could conduct
marketing research. However, with so many other attractive fantasy islands in
which to play, the company found it difficult to get Second Life residents, or
players, to voluntarily visit the island and stay long enough so meaningful research
could be conducted. (Plus, the “residents,” or players, in Second Life have been
known to protest corporations invading their world. When the German firm
Komjuniti created an island in Second Life to conduct marketing research, the
residents showed up waving signs and threatening to boycott the island.)James
Wagner, “Marketing in Second Life Doesn’t Work…Here Is Why!” GigaOM, April 4,
2007, http://gigaom.com/2007/04/04/3-reasons-why-marketing-in-second-life-
doesnt-work/ (accessed December 14, 2009).

Why is being able to control the setting so important? Let’s go back to our American
flag example. Suppose prior to 9/11 Walmart had been in the process of conducting
an experiment to see where in its stores American flags should be placed so as to
increase their sales. Obviously, the terrorist attacks in the United States would have
skewed the experiment’s data.

An experiment conducted in a natural setting such as a store is referred to as a field
experiment26. Companies sometimes do field experiments either because it is more
convenient or because they want to see if buyers will behave the same way in the
“real world” as in a laboratory or on a computer. The place the experiment is
conducted or the demographic group of people the experiment is administered to is
considered the test market27. Before a large company rolls out a product to the

25. A type of research design that
examines cause-and-effect
relationships to allow
researchers to answer “what
if” types of questions.

26. A marketing research
experiment conducted in a
natural setting such as a store
versus a simulated setting in a
laboratory or on a computer.

27. The place an experiment is
conducted or the demographic
group of people an experiment
is administered to.
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Figure 10.10 Select 55 beer:
Coming soon to a test market
near you? (If you’re on a
diet, you have to hope so!)

© 2010 Jupiterimages
Corporation

entire marketplace, it will often place the offering in a test market to see how well
it will be received. For example, to compete with MillerCoors’ sixty-four-calorie
beer MGD 64, Anheuser-Busch recently began testing its Select 55 beer in certain
cities around the country.Jeremiah McWilliams, “A-B Puts Super-Low-Calorie Beer
in Ring with Miller,” St. Louis Post-Dispatch, August 16, 2009,
http://www.stltoday.com/business/next-matchup-light-weights-a-b-puts-super-
low-calorie/article_47511bfe-18ca-5979-bdb9-0526c97d4edf.html (accessed April 13,
2012).

Many companies use experiments to test all of their
marketing communications. For example, the online
discount retailer Overstock.com carefully tests all of its
marketing offers and tracks the results of each one. One
study the company conducted combined twenty-six
different variables related to offers e-mailed to several
thousand customers. The study resulted in a decision to
send a group of e-mails to different segments. The
company then tracked the results of the sales generated
to see if they were in line with the earlier experiment it
had conducted that led it to make the offer.

Step 3: Design the Data-Collection Forms

If the behavior of buyers is being formally observed, and
a number of different researchers are conducting
observations, the data obviously need to be recorded on
a standardized data-collection form that’s either paper
or electronic. Otherwise, the data collected will not be
comparable. The items on the form could include a shopper’s sex; his or her
approximate age; whether the person seemed hurried, moderately hurried, or
unhurried; and whether or not he or she read the label on products, used coupons,
and so forth.

The same is true when it comes to surveying people with questionnaires. Surveying
people is one of the most commonly used techniques to collect quantitative data.
Surveys are popular because they can be easily administered to large numbers of
people fairly quickly. However, to produce the best results, the questionnaire for
the survey needs to be carefully designed.
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Questionnaire Design

Most questionnaires follow a similar format: They begin with an introduction
describing what the study is for, followed by instructions for completing the
questionnaire and, if necessary, returning it to the market researcher. The first few
questions that appear on the questionnaire are usually basic, warm-up type of
questions the respondent can readily answer, such as the respondent’s age, level of
education, place of residence, and so forth. The warm-up questions are then
followed by a logical progression of more detailed, in-depth questions that get to
the heart of the question being researched. Lastly, the questionnaire wraps up with
a statement that thanks the respondent for participating in the survey and
information and explains when and how they will be paid for participating. To see
some examples of questionnaires and how they are laid out, click on the following
link: http://cas.uah.edu/wrenb/mkt343/Project/Sample%20Questionnaires.htm.

How the questions themselves are worded is extremely important. It’s human
nature for respondents to want to provide the “correct” answers to the person
administering the survey, so as to seem agreeable. In other words, there is always a
hazard that people will try to tell you what you want to hear on a survey.
Consequently, care needs to be taken that the survey questions are written in an
unbiased, neutral way. In other words, they shouldn’t lead a person taking the
questionnaire to answer a question one way or another by virtue of the way you
have worded it. The following is an example of a leading question.

Don’t you agree that teachers should be paid more?

The questions also need to be clear and unambiguous. Consider the following
question:

Which brand of toothpaste do you use?

The question sounds clear enough, but is it really? What if the respondent recently
switched brands? What if she uses Crest at home, but while away from home or
traveling, she uses Colgate’s Wisp portable toothpaste-and-brush product? How will
the respondent answer the question? Rewording the question as follows so it’s more
specific will help make the question clearer:

Which brand of toothpaste have you used at home in the past six months? If you have used
more than one brand, please list each of them.“Questionnaire Design,” QuickMBA,
http://www.quickmba.com/marketing/research/qdesign (accessed December 14,
2009).
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Sensitive questions have to be asked carefully. For example, asking a respondent,
“Do you consider yourself a light, moderate, or heavy drinker?” can be tricky. Few
people want to admit to being heavy drinkers. You can “soften” the question by
including a range of answers, as the following example shows:

How many alcoholic beverages do you consume in a week?

• __0–5 alcoholic beverages
• __5–10 alcoholic beverages
• __10–15 alcoholic beverages

Many people don’t like to answer questions about their income levels. Asking them
to specify income ranges rather than divulge their actual incomes can help.

Other research question “don’ts” include using jargon and acronyms that could
confuse people. “How often do you IM?” is an example. Also, don’t muddy the
waters by asking two questions in the same question, something researchers refer
to as a double-barreled question28. “Do you think parents should spend more time
with their children and/or their teachers?” is an example of a double-barreled
question.

Open-ended questions29, or questions that ask respondents to elaborate, can be
included. However, they are harder to tabulate than closed-ended questions30, or
questions that limit a respondent’s answers. Multiple-choice and yes-and-no
questions are examples of closed-ended questions.

Testing the Questionnaire

You have probably heard the phrase “garbage in, garbage out.” If the questions are
bad, the information gathered will be bad, too. One way to make sure you don’t end
up with garbage is to test the questionnaire before sending it out to find out if there
are any problems with it. Is there enough space for people to elaborate on open-
ended questions? Is the font readable? To test the questionnaire, marketing
research professionals first administer it to a number of respondents face to face.
This gives the respondents the chance to ask the researcher about questions or
instructions that are unclear or don’t make sense to them. The researcher then
administers the questionnaire to a small subset of respondents in the actual way the
survey is going to be disseminated, whether it’s delivered via phone, in person, or
by mail.

28. A survey question that is
potentially confusing because
it asks two questions in the
same question.

29. Questions that ask respondents
to elaborate upon, or explain,
their answers.

30. Questions that limit a
respondent’s answers.
Multiple-choice and yes-and-
no questions are examples of
closed-ended questions.
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Getting people to participate and complete questionnaires can be difficult. If the
questionnaire is too long or hard to read, many people won’t complete it. So, by all
means, eliminate any questions that aren’t necessary. Of course, including some
sort of monetary incentive for completing the survey can increase the number of
completed questionnaires a market researcher will receive.

Step 4: Specify the Sample

Once you have created your questionnaire or other marketing study, how do you
figure out who should participate in it? Obviously, you can’t survey or observe all
potential buyers in the marketplace. Instead, you must choose a sample. A sample31

is a subset of potential buyers that are representative of your entire target market,
or population32 being studied. Sometimes market researchers refer to the
population as the universe to reflect the fact that it includes the entire target
market, whether it consists of a million people, a hundred thousand, a few hundred,
or a dozen. “All unmarried people over the age of eighteen who purchased Dirt
Devil steam cleaners in the United States during 2009” is an example of a
population that has been defined.

Obviously, the population has to be defined correctly. Otherwise, you will be
studying the wrong group of people. Not defining the population correctly can
result in flawed research, or sampling error. A sampling error33 is any type of
marketing research mistake that results because a sample was utilized. One
criticism of Internet surveys is that the people who take these surveys don’t really
represent the overall population. On average, Internet survey takers tend to be
more educated and tech savvy. Consequently, if they solely constitute your
population, even if you screen them for certain criteria, the data you collect could
end up being skewed.

The next step is to put together the sampling frame34, which is the list from which
the sample is drawn. The sampling frame can be put together using a directory,
customer list, or membership roster.Bruce Wrenn, Robert E. Stevens, and David L.
Loudon, Marketing Research: Text and Cases, 2nd ed. (Binghamton, NY: Haworth Press,
2007), 180. Keep in mind that the sampling frame won’t perfectly match the
population. Some people will be included on the list who shouldn’t be. Other people
who should be included will be inadvertently omitted. It’s no different than if you
were to conduct a survey of, say, 25 percent of your friends, using friends’ names
you have in your mobile phone. Most of your friends’ names are likely to be
programmed into your phone, but not all of them. As a result, a certain degree of
sampling error always occurs.

31. A small amount of a product
given to consumers to try for
free.

32. The entire target market being
studied.

33. Any type of marketing
research mistake that results
because a sample was utilized.

34. The list from which a research
sample is drawn. The sampling
frame won’t perfectly match
the population.
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There are two main categories of samples in terms of how they are drawn:
probability samples and nonprobability samples. A probability sample35 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. For example, if every other person from the sampling frame were chosen,
each person would have a 50 percent chance of being selected.

A nonprobability sample36 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. A
convenience sample37 is one type of nonprobability sample. It is a sample a
researcher draws because it’s readily available and convenient to do so. Surveying
people on the street as they pass by is an example of a convenience sample. The
question is, are these people representative of the target market?

For example, suppose a grocery store needed to quickly conduct some research on
shoppers to get ready for an upcoming promotion. Now suppose that the researcher
assigned to the project showed up between the hours of 10 a.m. and 12 p.m. on a
weekday and surveyed as many shoppers as possible. The problem is that the
shoppers wouldn’t be representative of the store’s entire target market. What about
commuters who stop at the store before and after work? Their views wouldn’t be
represented. Neither would people who work the night shift or shop at odd hours.
As a result, there would be a lot of room for sampling error in this study. For this
reason, studies that use nonprobability samples aren’t considered as accurate as
studies that use probability samples. Nonprobability samples are more often used in
exploratory research.

Lastly, the size of the sample has an effect on the amount of sampling error. Larger
samples generally produce more accurate results. The larger your sample is, the
more data you will have, which will give you a more complete picture of what
you’re studying. However, the more people surveyed or studied, the more costly the
research becomes.

Statistics can be used to determine a sample’s optimal size. If you take a marketing
research or statistics class, you will learn more about how to determine the optimal
size.

Of course, if you hire a marketing research company, much of this work will be
taken care of for you. Many marketing research companies maintain panels of
prescreened people they draw upon for samples. In addition, the marketing
research firm will be responsible for collecting the data or contracting with a
company that specializes in data collection. Data collection is discussed next.

35. A research sample in which
each would-be participant has
a known and equal chance of
being selected.

36. A research sample that’s not
drawn in a systematic way.

37. Type of nonprobability sample
that’s drawn because it’s
readily available and
convenient to do so.
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Step 5: Collect the Data

As we have explained, primary marketing research data can be gathered in a
number of ways. Surveys, taking physical measurements, and observing people are
just three of the ways we discussed. If you’re observing customers as part of
gathering the data, keep in mind that if shoppers are aware of the fact, it can have
an effect on their behavior. For example, if a customer shopping for feminine
hygiene products in a supermarket aisle realizes she is being watched, she could
become embarrassed and leave the aisle. This would adversely affect your data. To
get around problems such as these, some companies set up cameras or two-way
mirrors to observe customers. Organizations also hire mystery shoppers to work
around the problem. A mystery shopper38 is someone who is paid to shop at a
firm’s establishment or one of its competitors to observe the level of service,
cleanliness of the facility, and so forth, and report his or her findings to the firm.

Video Clip

Make Extra Money as a Mystery Shopper

(click to see video)

Watch the YouTube video to get an idea of how mystery shopping works.

Survey data can be collected in many different ways and combinations of ways. The
following are the basic methods used:

• Face-to-face (can be computer aided)
• Telephone (can be computer aided or completely automated)
• Mail and hand delivery
• E-mail and the Web

A face-to-face survey is, of course, administered by a person. The surveys are
conducted in public places such as in shopping malls, on the street, or in people’s
homes if they have agreed to it. In years past, it was common for researchers in the
United States to knock on people’s doors to gather survey data. However, randomly
collected door-to-door interviews are less common today, partly because people are
afraid of crime and are reluctant to give information to strangers.Carl D. McDaniel
and Roger H. Gates, Marketing Research Essentials, 2nd ed. (Cincinnati: South-Western
College Publishing, 1998), 61.

38. A person who is paid to shop at
a firm’s establishment or one
of its competitors’ to observe
the level of service, cleanliness
of the facility, and so forth, and
report his or her findings to
the firm.
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Nonetheless, “beating the streets” is still a legitimate way questionnaire data is
collected. When the U.S. Census Bureau collects data on the nation’s population, it
hand delivers questionnaires to rural households that do not have street-name and
house-number addresses. And Census Bureau workers personally survey the
homeless to collect information about their numbers. Face-to-face surveys are also
commonly used in third world countries to collect information from people who
cannot read or lack phones and computers.

A plus of face-to-face surveys is that they allow researchers to ask lengthier, more
complex questions because the people being surveyed can see and read the
questionnaires. The same is true when a computer is utilized. For example, the
researcher might ask the respondent to look at a list of ten retail stores and rank
the stores from best to worst. The same question wouldn’t work so well over the
telephone because the person couldn’t see the list. The question would have to be
rewritten. Another drawback with telephone surveys is that even though federal
and state “do not call” laws generally don’t prohibit companies from gathering
survey information over the phone, people often screen such calls using answering
machines and caller ID.

Probably the biggest drawback of both surveys conducted face-to-face and
administered over the phone by a person is that they are labor intensive and
therefore costly. Mailing out questionnaires is costly, too, and the response rates
can be rather low. Think about why that might be so: if you receive a questionnaire
in the mail, it is easy to throw it in the trash; it’s harder to tell a market researcher
who approaches you on the street that you don’t want to be interviewed.

By contrast, gathering survey data collected by a computer, either over the
telephone or on the Internet, can be very cost effective and in some cases free.
SurveyMonkey and Zoomerang are two Web sites that will allow you to create
online questionnaires, e-mail them to up to one hundred people for free, and view
the responses in real time as they come in. For larger surveys, you have to pay a
subscription price of a few hundred dollars. But that still can be extremely cost
effective. The two Web sites also have a host of other features such as online-survey
templates you can use to create your questionnaire, a way to set up automatic
reminders sent to people who haven’t yet completed their surveys, and tools you
can use to create graphics to put in your final research report. To see how easy it is
to put together a survey in SurveyMonkey, click on the following link:
http://help.surveymonkey.com/app/tutorials/detail/a_id/423.

Like a face-to-face survey, an Internet survey can enable you to show buyers
different visuals such as ads, pictures, and videos of products and their packaging.
Web surveys are also fast, which is a major plus. Whereas face-to-face and mailed
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Figure 10.11

surveys often take weeks to collect, you can conduct a Web survey in a matter of
days or even hours. And, of course, because the information is electronically
gathered it can be automatically tabulated. You can also potentially reach a broader
geographic group than you could if you had to personally interview people. The
Zoomerang Web site allows you to create surveys in forty different languages.

Another plus for Web and computer surveys (and electronic phone surveys) is that
there is less room for human error because the surveys are administered
electronically. For instance, there’s no risk that the interviewer will ask a question
wrong or use a tone of voice that could mislead the respondents. Respondents are
also likely to feel more comfortable inputting the information into a computer if a
question is sensitive than they would divulging the information to another person
face-to-face or over the phone. Given all of these advantages, it’s not surprising that
the Internet is quickly becoming the top way to collect primary data. However, like
mail surveys, surveys sent to people over the Internet are easy to ignore.

Lastly, before the data collection process begins, the surveyors and observers need
to be trained to look for the same things, ask questions the same way, and so forth.
If they are using rankings or rating scales, they need to be “on the same page,” so to
speak, as to what constitutes a high ranking or a low ranking. As an analogy, you
have probably had some teachers grade your college papers harder than others. The
goal of training is to avoid a wide disparity between how different observers and
interviewers record the data.

For example, if an observation form asks the observers
to describe whether a shopper’s behavior is hurried,
moderately hurried, or unhurried, they should be given
an idea of what defines each rating. Does it depend on
how much time the person spends in the store or in the
individual aisles? How fast they walk? In other words,
the criteria and ratings need to be spelled out.

Collecting International Marketing Research Data

Gathering marketing research data in foreign countries
poses special challenges. However, that doesn’t stop
firms from doing so. Marketing research companies are
located all across the globe, in fact. Eight of the ten
largest marketing research companies in the world are
headquartered in the United States. However, five of
these eight firms earn more of their revenues abroad
than they do in the United States. There’s a reason for this: many U.S. markets were
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Training people so they know
what constitutes different
ratings when they are collecting
data will improve the quality of
the information gathered in a
marketing research study.

© 2010 Jupiterimages
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saturated, or tapped out, long ago in terms of the
amount that they can grow. Coke is an example. As you
learned earlier in the book, most of the Coca-Cola
Company’s revenues are earned in markets abroad. To
be sure, the United States is still a huge market when it
comes to the revenues marketing research firms
generate by conducting research in the country: in
terms of their spending, American consumers fuel the
world’s economic engine. Still, emerging countries with
growing middle classes, such as China, India, and Brazil,
are hot new markets companies want to tap.

What kind of challenges do firms face when trying to conduct marketing research
abroad? As we explained, face-to-face surveys are commonly used in third world
countries to collect information from people who cannot read or lack phones and
computers. However, face-to-face surveys are also common in Europe, despite the
fact that phones and computers are readily available. In-home surveys are also
common in parts of Europe. By contrast, in some countries, including many Asian
countries, it’s considered taboo or rude to try to gather information from strangers
either face-to-face or over the phone. In many Muslim countries, women are
forbidden to talk to strangers.

And how do you figure out whom to research in foreign countries? That in itself is a
problem. In the United States, researchers often ask if they can talk to the heads of
households to conduct marketing research. But in countries in which domestic
servants or employees are common, the heads of households aren’t necessarily the
principal shoppers; their domestic employees are.Naresh Malhotra, Marketing
Research: An Applied Approach, 6th ed. (Upper Saddle River, NJ: Prentice Hall), 764.

Translating surveys is also an issue. Have you ever watched the TV comedians Jay
Leno and David Letterman make fun of the English translations found on ethnic
menus and products? Research tools such as surveys can suffer from the same
problem. Hiring someone who is bilingual to translate a survey into another
language can be a disaster if the person isn’t a native speaker of the language to
which the survey is being translated.

One way companies try to deal with translation problems is by using back
translation. When back translation39 is used, a native speaker translates the survey
into the foreign language and then translates it back again to the original language
to determine if there were gaps in meaning—that is, if anything was lost in
translation. And it’s not just the language that’s an issue. If the research involves
any visual images, they, too, could be a point of confusion. Certain colors, shapes,

39. A process whereby a native
speaker translates a research
instrument such as a survey
into a foreign language and
then back again to the original
language to determine if there
are gaps in meaning.
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and symbols can have negative connotations in other countries. For example, the
color white represents purity in many Western cultures, but in China, it is the color
of death and mourning.Malika Zouhali-Worrall, “Found in Translation: Avoiding
Multilingual Gaffes,” CNNMoney.com, July 14, 2008, http://money.cnn.com/2008/07/
07/smallbusiness/language_translation.fsb/index.htm (accessed December 14,
2009). Also, look back at the cartoon-completion exercise in Figure 10.8 "Example of
a Cartoon-Completion Projective Technique". What would women in Muslim
countries who aren’t allowed to converse with male sellers think of it? Chances are,
the cartoon wouldn’t provide you with the information you’re seeking if Muslim
women in some countries were asked to complete it.

One way marketing research companies are dealing with the complexities of global
research is by merging with or acquiring marketing research companies abroad.
The Nielsen Company is the largest marketing research company in the world. The
firm operates in more than a hundred countries and employs more than forty
thousand people. Many of its expansions have been the result of acquisitions and
mergers.

Step 6: Analyze the Data

Step 6 involves analyzing the data to ensure it’s as accurate as possible. If the
research is collected by hand using a pen and pencil, it’s entered into a computer.
Or respondents might have already entered the information directly into a
computer. For example, when Toyota goes to an event such as a car show, the
automaker’s marketing personnel ask would-be buyers to complete questionnaires
directly on computers. Companies are also beginning to experiment with software
that can be used to collect data using mobile phones.

Once all the data is collected, the researchers begin the data cleaning40, which is
the process of removing data that have accidentally been duplicated (entered twice
into the computer) or correcting data that have obviously been recorded wrong. A
program such as Microsoft Excel or a statistical program such as Predictive
Analytics Software (PASW, which was formerly known as SPSS) is then used to
tabulate, or calculate, the basic results of the research, such as the total number of
participants and how collectively they answered various questions. The programs
can also be used to calculate averages, such as the average age of respondents, their
average satisfaction, and so forth. The same can done for percentages, and other
values you learned about, or will learn about, in a statistics course, such as the
standard deviation, mean, and median for each question.

The information generated by the programs can be used to draw conclusions, such
as what all customers might like or not like about an offering based on what the

40. The process of removing
research data that have
accidentally been duplicated
(entered twice into the
computer) or correcting data
that have obviously been
recorded wrong.
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sample group liked or did not like. The information can also be used to spot
differences among groups of people. For example, the research might show that
people in one area of the country like the product better than people in another
area. Trends to predict what might happen in the future can also be spotted.

If there are any open-ended questions respondents have elaborated upon—for
example, “Explain why you like the current brand you use better than any other
brand”—the answers to each are pasted together, one on top of another, so
researchers can compare and summarize the information. As we have explained,
qualitative information such as this can give you a fuller picture of the results of the
research.

Part of analyzing the data is to see if it seems sound. Does the way in which the
research was conducted seem sound? Was the sample size large enough? Are the
conclusions that become apparent from it reasonable?

The two most commonly used criteria used to test the soundness of a study are (1)
validity and (2) reliability. A study is valid41 if it actually tested what it was
designed to test. For example, did the experiment you ran in Second Life test what
it was designed to test? Did it reflect what could really happen in the real world? If
not, the research isn’t valid. If you were to repeat the study, and get the same
results (or nearly the same results), the research is said to be reliable42. If you get a
drastically different result if you repeat the study, it’s not reliable. The data
collected, or at least some it, can also be compared to, or reconciled with, similar
data from other sources either gathered by your firm or by another organization to
see if the information seems on target.

Stage 7: Write the Research Report and Present Its Findings

If you end up becoming a marketing professional and conducting a research study
after you graduate, hopefully you will do a great job putting the study together. You
will have defined the problem correctly, chosen the right sample, collected the data
accurately, analyzed it, and your findings will be sound. At that point, you will be
required to write the research report and perhaps present it to an audience of
decision makers. You will do so via a written report and, in some cases, a slide or
PowerPoint presentation based on your written report.

The six basic elements of a research report are as follows.

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

41. A study that actually tests what
it was designed to test and not
something else.

42. A study that, when repeated,
produces the same or nearly
the same result.
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2. Table of Contents. The 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. Many people who receive the
report—both executives and nonexecutives—won’t have time to read
the entire report. Instead, they will rely on the executive summary to
quickly get an idea of the study’s results and what to do about those
results.

4. Methodology and Limitations. The methodology section of the report
explains the technical details of how the research was designed and
conducted. The section explains, for example, how the data was
collected and by whom, the size of the sample, how it was chosen, and
whom or what it consisted of (e.g., the number of women versus men
or children versus adults). It also includes information about the
statistical techniques used to analyze the data.

Every study has errors—sampling errors, interviewer errors, and so
forth. The methodology section should explain these details, so
decision makers can consider their overall impact. The margin of
error43 is the overall tendency of the study to be off kilter—that is,
how far it could have gone wrong in either direction. Remember how
newscasters present the presidential polls before an election? They
always say, “This candidate is ahead 48 to 44 percent, plus or minus 2
percent.” That “plus or minus” is the margin of error. The larger the
margin of error is, the less likely the results of the study are accurate.
The margin of error needs to be included in the methodology section.

5. Findings. The 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. If you have
related research or secondary data on hand that back up the findings,
it can be included to help show the study did what it was designed to
do.

6. Recommendations. The recommendations section should outline the
course of action you think should be taken based on the findings of the
research and the purpose of the project. For example, if you conducted
a global market research study to identify new locations for stores,
make a recommendation for the locations.Sherrie Mersdorf, “How to
Organize Your Next Survey Report,” Cvent, August 24, 2009,
http://survey.cvent.com/blog/cvent-survey/0/0/how-to-organize-
your-next-survey-report (accessed December 14, 2009).

43. A measure of the possible
inaccuracy of the data reported
in a survey.
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As we have said, these are the basic sections of a marketing research report.
However, additional sections can be added as needed. For example, you might need
to add a section on the competition and each firm’s market share. If you’re trying to
decide on different supply chain options, you will need to include a section on that
topic.

As you write the research report, keep your audience in mind. Don’t use technical
jargon decision makers and other people reading the report won’t understand. If
technical terms must be used, explain them. Also, proofread the document to ferret
out any grammatical errors and typos, and ask a couple of other people to
proofread behind you to catch any mistakes you might have missed. If your
research report is riddled with errors, its credibility will be undermined, even if the
findings and recommendations you make are extremely accurate.

Many research reports are presented via PowerPoint. If you’re asked to create a
slideshow presentation from the report, don’t try to include every detail in the
report on the slides. The information will be too long and tedious for people
attending the presentation to read through. And if they do go to the trouble of
reading all the information, they probably won’t be listening to the speaker who is
making the presentation.

Instead of including all the information from the study in the slides, boil each
section of the report down to key points and add some “talking points” only the
presenter will see. After or during the presentation, you can give the attendees the
longer, paper version of the report so they can read the details at a convenient
time, if they choose to.
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KEY TAKEAWAY

Step 1 in the marketing research process is to define the problem.
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 in the process is to 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. Step 3 is to design the data-collection
forms, which 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. However, to
produce the best results, survey questionnaires need to be carefully
designed and pretested before they are used. Step 4 is 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.
Step 5 is to actually collect the data, whether it’s collected by a person face-
to-face, over the phone, or with the help of computers or the Internet. The
data-collection process is often different in foreign countries. 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. The last step in the
process, Step 7, is writing the research report and presenting the findings to
decision makers.

REVIEW QUESTIONS

1. Explain why it’s important to carefully define the problem or
opportunity a marketing research study is designed to investigate.

2. Describe the different types of problems that can occur when marketing
research professionals develop questions for surveys.

3. How does a probability sample differ from a nonprobability sample?
4. What makes a marketing research study valid? What makes a marketing

research study reliable?
5. What sections should be included in a marketing research report? What

is each section designed to do?
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10.3 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Are small business owners at a disadvantage if they lack the marketing
research resources large companies have? Why or why not?

2. Online marketing research seems to be the wave of the future. What
drawbacks do you see associated with online research? What are the
privacy issues?

3. Why do you think so many marketing research companies are
conglomerating—that is, merging with or acquiring one another? Is it
solely to conduct global marketing research?
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ACTIVITIES

1. In this activity, you will conduct a survey using either
Zoomerang.com or SurveyMonkey.com. Divide into groups of
four people. Each group should do the following:

a. Choose a food-service establishment on or near your campus.
Then create a ten-question survey designed to gauge how
satisfied customers are with the establishment’s food and
service.

b. Decide how you will deliver the questionnaire you’ve
created. Choose a sampling frame, or list of people from
which you will draw your sample.

c. Administer the survey. After you have collected the results,
analyze them and write a research report with the sections
outlined in the chapter.

d. Contact the owner or manager of the establishment, and
present him or her with the findings. If your research is
helpful to the manager, who knows? It might earn you a free
meal or at least some money-off coupons.

2. Would you like to own an all-electric car? Do you think there is a viable
market for such a product? Team up into small groups of three or four
people. As a team, use secondary data to research the viability of selling
electric cars profitably. Utilize some of the sources mentioned in the
chapter. Try to determine the population of electric-car buyers. Lastly,
write a research report based on your findings. Each group should
present its findings to the class. Do the findings differ from group to
group? If so, why?
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Chapter 11

Advertising, Integrated Marketing Communications, and the
Changing Media Landscape

Communication helps businesses grow and prosper, creates relationships,
strengthens the effectiveness of organizations, and allows people to learn about one
another. Technology such as the Internet and cell phones affects the way we
communicate and is changing the type of messaging strategy organizations use.

Do you feel lost without your cell phone? Are you more likely to respond to text
messages than phone calls? Do you use the print publications (magazines,
newspapers, references) at the library or do you find all your references online? Do
your grandparents prefer different methods of communication? 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. As we find
new sources of information, the media and message strategies used by businesses
must also change. However, organizations still want consumers to get a consistent
message.
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11.1 Integrated Marketing Communications (IMC) and New Media

LEARNING OBJECTIVES

1. Understand what integrated marketing communications (IMC) are.
2. Understand why organizations may change their promotional strategies

to reach different audiences.

Once they have developed products and services, organizations must communicate
the value and benefits of the offerings to both current and potential customers in
both business-to-business and business-to-consumer markets. Integrated
marketing communications (IMC)1 provide an approach designed to deliver one
consistent message to buyers across an organization’s promotions that may span all
different types of media—TV, radio, magazines, the Internet, mobile phones, and so
forth. For example, Campbell’s Soup Company typically includes the “Mm, mm
good” slogan in the print ads it places in newspapers and magazines, in ads on the
Internet, and in commercials on television and radio. A company’s ads should
communicate a consistent message even if it is trying to reach different audiences.
For example, although the messages are very similar, Campbell’s uses two
variations of commercials designed to target different consumers. Watch the two
YouTube videos below. You’ll notice that the message Campbell’s gets across is
consistent. But can you figure out who the two target audiences consist of?

Video Clip

A Meal That’s Always Popular with the Group

(click to see video)

Campbell’s soup provides a good meal.

Video Clip

So Many Possibilities for Enjoying Soup

(click to see video)

Campbell’s soup pleases people of all ages.

1. Approach designed to deliver
one consistent message to
buyers across an organization’s
promotions.
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Figure 11.1

Some consumers feel lost without
their cell phones. Phones such as
the one pictured provide a source
of information for consumers and
a new medium for advertisers to
deliver information.

© 2010 Jupiterimages
Corporation

Changes in communication technology and instant access to information through
tools such as the Internet explain one of the reasons why integrated marketing
communications have become so important. Delivering consistent information
about a brand or an organization helps establish the brand in the minds of
consumers and potential customers. Many consumers and business professionals
seek information and connect with other people and businesses from their
computers and phones. The work and social environments are changing, with more
people having virtual offices and texting on their cell phones or communicating
through social media such as Facebook. Text messaging, Internet, cell phones,
blogs—the way we communicate continues to change the way companies are doing
business and reaching their customers. As a result, organizations have realized they
need to change their promotional strategies as well to reach specific audiences.

Many college students are part of the millennial
generation, and it is consumers from this generation
(people like you perhaps) who are driving the change
toward new communication technologies. As we
discussed in Chapter 5 "Market Segmenting, Targeting,
and Positioning" you might opt to get promotions via
mobile marketing2—say, from stores on your cell
phone as you walk by them or via a mobile gaming
device that allows you to connect to the Web. Likewise,
advertisements on Facebook are becoming more
popular as businesses explore social media. For
example, when Honda let people on Facebook use the
Honda logo to give heart-shaped virtual gifts on
Valentine’s Day, over one and a half million people
participated in the event and viewed the Honda Fit
online in the process. Imagine the brand awareness
generated for the Honda Fit.

2. Marketing media that is
available in different places
such as cell phones or on forms
of transportation.
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Figure 11.2

Marketing based on the Internet and wireless technology is popular.

© 2010 Jupiterimages Corporation

Traditional media (magazines, newspapers, television) now compete with media
such as the Internet, texting, and mobile phones; user-generated content such as
blogs and YouTube; and out-of-home advertising3 such as billboards and movable
promotions. You might have noticed that the tray tables on airplanes sometimes
have ads on them. You have probably also seen ads on the inside of subway cars, in
trains and buses, and even in bathroom stalls. These, too, are examples of out-of-
home advertising.

3. Billboards and movable
promotions that are displayed
in a broad range of public
spaces including tray tables on
airplanes, the inside of
subways, trains, buses, and
even in bathroom stalls.
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Figure 11.3

The inside walls of many subways provide an opportunity for advertisers to reach commuters with their messages.

© 2010 Jupiterimages Corporation

As the media landscape changes, the money organizations spend on different types
of communication will change as well. Some forecasts indicate that in the next five
years companies will increase their expenditures on new media from approximately
16 percent of their total promotional budgets to almost 27 percent of their budgets,
or $160 billion by 2012.“PQ Media: New Media Spend to Hit $160B in 2012,”
MarketingVOX, March 26, 2008, http://www.marketingvox.com/pq-media-new-
media-spend-to-hit-160b-in-2012-037592 (accessed December 15, 2009).
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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 (e.g., Facebook), less money is being budgeted
for traditional media such as magazines and more money is budgeted for
“new media.” Regardless of the type of media used, marketers use
integrated marketing communications (IMC) to deliver one consistent
message to buyers.

REVIEW QUESTIONS

1. Explain the concept of integrated marketing communications.
2. How is the media used by organizations changing? What age group is

driving the change?
3. What factors are causing the media landscape to change?
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11.2 The Promotion (Communication) Mix

LEARNING OBJECTIVES

1. Understand the different components of the promotion mix.
2. Understand the different types of media and vehicles.

Although the money organizations spend promoting their offerings may go to
different media channels, a company still wants to send its customers and potential
consumers a consistent message (IMC). The different types of marketing
communications an organization uses compose its promotion or communication
mix4, which consists of advertising, sales promotions, public relations and publicity,
personal selling, and direct marketing.

Advertising5 involves paying to disseminate a message that identifies a brand
(product or service) or an organization being promoted to many people at one time.
The typical media that organizations utilize for advertising of course include
television, magazines, newspapers, the Internet, direct mail, and radio. As we
explained, businesses are also advertising on social media such as Facebook, blogs,
Twitter, and mobile devices. Each medium (television or magazines or mobile
phones) has different advantages and disadvantages. A few examples of advantages
and disadvantages are discussed below.

For example, mobile phones provide continuous access to people on the go
although reception may vary in different markets. Radios, magazines, and
newspapers are also portable. People tend to own more than one radio, but there
are so many radio stations in each market that it may be difficult to reach all target
customers. People typically are doing another activity (e.g., driving or studying)
while listening to the radio, and without visuals, radio relies solely on audio. Both
television and radio must get a message to consumers quickly. Although many
people change channels or leave the room during commercials, television does
allow for demonstrations. In an effort to get attention, advertisers have changed
the volume for television commercials for years. However, the Federal Trade
Commission passed a new regulation effective in 2010 that prohibits advertisers
from changing the volume level of commercials on television.

People may save magazines for a long time, but advertisers must plan in advance to
have ads in certain issues. With the Internet, both magazines and newspapers are
suffering in terms of readership and advertising dollars. Many major newspapers,

4. Communication tools that may
include advertising, sales
promotions, public relations
and publicity, personal selling,
and direct marketing.

5. A message that is paid for and
sent to large groups of the
population at one time with an
identified organization or
brand (product or service)
being promoted.
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Figure 11.4

The first issue of Sports
Illustrated was published August
16, 1954. Today, the companies
that advertise in Sports
Illustrated do so not only in the
magazine but also on the Web
site.

Source: Wikipedia.

such as papers in Seattle and Chicago, have gone out of business. Local news and the
fact that local retailers get cheaper rates for advertising in local newspapers may
encourage both local businesses and consumers to support newspapers in some
markets.

One of the biggest factors an organization must
determine is which medium or media provides the
biggest bang for the buck, given a product’s
characteristics and target market. For example, a thirty-
second ad aired during Super Bowl XLII cost $2.7
million. However, a record number of 97.5 million
people watched the game, so the cost per ad was less
than three cents per viewer. But do the ads pay off for
companies in terms of sales? Many advertising
professionals believe many of the ads don’t. However,
the ads probably do have a brand awareness or public
relations type of effect.

Within each different medium, an organization might
select a different vehicle. A vehicle6 is the specific
means within a medium to reach a selected target
market. For example, if a company wants to develop
commercials on television to reach teenagers, it might
select Gossip Girl on the CW as the best vehicle. If an
organization wants to use magazines to reach males
interested in sports, it might use Sports Illustrated. As
technology changed, Sports Illustrated launched SI.com
so readers could get up-to-date information on the Web.
On SI.com, readers can also access links to popular
articles and “SIVault”
(http://vault.sportsillustrated.cnn.com/vault), where they can search articles and
pictures that have run in the magazine since it was launched in 1954.

Personal selling7 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.

When you interview for internships or full-time positions and try to convince
potential employers to hire you, you are engaging in personal selling. The interview
is very similar to a buyer-seller situation. Both the buyer and seller have objectives
they hope to achieve. Although business-to-business markets utilize more personal

6. The specific means, such as a
particular magazine or a
specific television show, within
a medium to reach a selected
target market.

7. An interactive, personal, paid
promotional approach between
a buyer and a seller.
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Figure 11.5

Consumers cut out and use more
coupons in a weak economy.

selling, some business-to-consumer markets do as well. If you have ever attended a
Pampered Chef or Tupperware party or purchased something from an Amway or
Mary Kay representative, you’ve been exposed to personal selling. Chapter 13
"Professional Selling" discusses personal selling in more detail and when it should
and should not be used.

Public relations (PR)8 helps improve and promote an organization’s image and
products by putting a positive spin on news stories. Public relations materials
include press releases, publicity, product placement, and sponsorships. Companies
also use PR to promote products and to supplement their sales efforts. PR is often
perceived as more neutral and objective than other forms of promotion because
much of the information is tailored to sound as if it has been created by an
organization independent of the seller. Many companies have internal PR
departments or hire PR firms to find and create public relations opportunities for
them. As such, PR is part of a company’s promotion budget. In Chapter 12 "Public
Relations and Sales Promotions" we’ll discuss the specific PR tools companies use as
part of their integrated marketing communications.

Sales promotions9 consist of other types of promotions—coupons, contests, games,
rebates, mail-in offers, and so forth—that are not included as part of another
component of the communication mix. Sales promotions are often developed to get
customers and potential customers to take action quickly, make larger purchases,
and make repeat purchases. Many stores now place coupons next to products to
encourage consumers to select a particular brand and products.

In business-to-business marketing, sales promotions are
typically called trade promotions10 because they are
targeted to channel members who conduct business or
trade with consumers. Trade promotions include trade
shows, sponsorships, event marketing, and special
incentives given to retailers, such as extra money, in-
store displays, and prizes to market particular products
and services. Sales promotions are often used to
supplement advertising and create incentives for
customers to buy products more quickly. Chapter 12
"Public Relations and Sales Promotions" also discusses
the different types of sales promotion tools companies
have available.

Direct marketing11 involves delivering personalized
promotional materials directly to individual consumers.
It provides an interactive approach for organizations to

8. The process of creating a
positive image for a company,
an offering, or a person via
publicity.

9. Other forms of promotions
(coupons, contests, rebates,
mail-in offers) not included as
a component of a
communication mix.

10. Sales promotions aimed at
businesses.

11. Delivering personalized
promotional materials directly
to individual consumers.
Materials may be delivered via
mail, catalogs, Internet, e-mail,
or telephone, or in person.
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reach consumers in hopes of getting consumers to take
action. Materials may be delivered via mail, catalogs,
Internet, e-mail, telephone, or direct-response
advertising. Several benefits of direct marketing include
the ability to target a specific set of customers, measure
the return on investment (ROI), and test different
strategies before implementing to all targeted consumers. However, direct
marketing is very intrusive and many consumers may ignore attempts to reach
them.

Telemarketing12 involves direct marketing by phone. You just sat down for dinner
and the phone rings. It’s a local charity calling to raise money. The calls always
seem to come at dinner or at other inconvenient times. Although expensive,
telemarketing can be extremely effective for charitable organizations and different
service firms and retailers. However, because some consumers have negative
perceptions of telemarketers many organizations do not use it. The Do Not Call
Registry13, which was established in 2008, prevents organizations from calling any
numbers registered with the Federal Trade Commission.

Catalogs and direct mail14 provide popular alternatives for many marketers
although the volume sent drops significantly in a weak economy. Direct mail can be
personalized and ask consumers to make a call to action15, which is a certain
response the organization requests.

Direct response advertising16 includes an offer and a call to action. You’re
watching television and an interesting product is shown. The announcer says, “Call
now and receive a bonus package.” They want consumers to call to purchase the
product or to get more information. However, the Internet provides the preferred
direct-response medium because it is less expensive and easier for the organization.
The Internet is also an important medium for direct marketing.

KEY TAKEAWAY

The promotion (communication) mix is composed of advertising, personal
selling, public relations, sales promotion, and direct marketing. Once a
company decides on a component of the promotion mix, such as advertising,
it must still decide which medium (e.g., television, cell phones, magazines)
or media (more than one medium) to use. Within each medium, the
company must also select a vehicle, which may be a particular television
show, radio station, or magazine.

12. A form of direct marketing that
involves contacting people by
phone.

13. Established by the Federal
Trade Commission (FTC) in
2008, the service prevents
organizations from calling any
phone numbers registered with
the FTC.

14. A form of direct marketing that
is mailed to consumers. It can
be personalized and ask
consumers to make a certain
response. Catalogs are often
part of direct mail campaigns.

15. In direct marketing, requesting
consumers to make a specific
response such as a purchase or
a call for more information.

16. Direct marketing that includes
an offer and a call to action.
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REVIEW QUESTIONS

1. Define each component of the promotion (communication) mix.
2. What is the difference between a medium and a vehicle?
3. Identify examples of traditional media and new media.
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11.3 The Promotion Mix, Communication, and Buyers’ Perceptions

LEARNING OBJECTIVES

1. Understand that different factors can affect the promotion mix.
2. Understand the communication process.
3. Understand buyers’ perceptual processes.

The Promotion Mix

A marketing manager from one company might decide to focus on social media,
whereas a marketing manager from another company might decide to focus her
company’s efforts on television commercials. Why do companies select different
types of media for what may be perceived as similar messages? As Figure 11.6
"Factors That Influence Selection of Promotion Mix" shows, a number of factors
affect the choice of promotion mix elements.

Figure 11.6 Factors That Influence Selection of Promotion Mix

Budget Available. For many companies, the budget available to market a product
determines what elements of the promotion mix are utilized. The budget affects a
promotion’s reach17 (number of people exposed to the message) and frequency18

17. The number of people exposed
to a message.

18. How often people are exposed
to a message.
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(how often people are exposed). For example, many smaller companies may lack the
money to create and run commercials on top-rated television shows or during the
Super Bowl. As a result, they may not get the exposure they need to be successful.
Other firms such as McDonald’s may come up with creative ways to reach different
target markets. For example, For example, McDonald’s targeted college students
with a special promotion that it filmed live in a Boston University lecture.

Stage in the product life cycle. The stage in the product life cycle also affects the type
and amount of promotion used. Products in the introductory stages typically need a
lot more promotional dollars to create awareness in the marketplace. Imagine how
much more fuel an airplane needs for takeoff than it needs once it is in the air. The
same is true of communication. More “fuel” is needed in the beginning to help with
the takeoff.

Type of product and type of purchase decision. Different products also require different
types of promotion. Very technical products and very expensive products often
need personal selling so the customer understands how the product operates and
its different features. By contrast, advertising is often relied upon to sell
convenience goods and products purchased routinely since customers are familiar
with the products.

Target market characteristics and consumers’ readiness to purchase. In order to select the
best method to reach their target market(s), organizations must also understand
how ready different target markets are to make purchases. For example, some
people are early adopters and want to try new things as soon as they are available,
and other groups wait until products have been on the market for a while. Some
consumers might not have the money to purchase different products, although they
will need the product later. For example, are most college freshmen ready to
purchase new cars?

Consumers’ preferences for various media. We’ve already explained that different types
of consumers prefer different types of media. In terms of target markets, as we
mentioned, college-aged students prefer online, cell phone, and social media more
than older consumers do. Consumers’ media preferences have been researched
extensively by academics and marketing research companies. Companies also do
their own research and conduct surveys of their consumers to find out how they
want to be reached.

Regulations, competitors, and environmental factors. Regulations can affect the type of
promotion used. For example, laws in the United States prohibit tobacco products
from being advertised on television. In some Asian countries, controversial
products such as alcohol cannot be advertised during Golden (prime) time on
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television. The hope is that by advertising late at night, young children do not see
the advertisements. The strength of the economy can have an impact as well. In a
weak economy, some organizations use more sales promotions such as coupons to
get consumers into their stores. The risk is that consumers may begin to expect
coupons and not want to buy items without a special promotion.

Availability of media. Organizations must also plan their promotions based on
availability of media. The top-rated television shows and Super Bowl ad slots, for
example, often sell out quickly. Magazines tend to have a longer lead time, so
companies must plan far in advance for some magazines. By contrast, because of
the number of radio stations and the nature of the medium, organizations can often
place radio commercials the same day they want them to be aired. Uncontrollable
events can affect a company’s promotions, too. For example, when a disaster
occurs, TV stations often cut advertisements to make way for continuous news
coverage. If there is a crisis or disaster and your company is in the middle of a
promotion being advertised on TV, you will likely have to scramble to reach
consumers via another medium.

Push versus pull strategy. Businesses must also decide whether to use a push strategy,
a pull strategy, or both push and pull strategies. A push strategy19 involves
promoting a product to middlemen, such as wholesalers and retailers, who then
promote the product to consumers. Manufacturers may set up displays in retail
outlets for new products so the retailer can promote the product to consumers. A
pull strategy20 involves promoting a product to final consumers. For example, a
manufacturer promotes its new product on television to consumers and places
coupons in the newspaper inserts to get the consumers demanding the product.
Their pull causes wholesalers and retailers to buy the product to try to meet their
demand. Many manufacturers use both a push strategy and a pull strategy. More
details on push and pull strategies are discussed in Chapter 12 "Public Relations and
Sales Promotions".

The Communication Process

Do you use TiVo or a digital video recorder (DVR) to record movies or television
shows so you can watch them when you want without television commercials? Do
you ever use the remote to skip the commercials or to look at different shows?
Think about which television shows you choose to watch, which magazines you
read, which radio stations you select. Think about what else you are doing when
you watch television or when you are studying or when you are listening to the
radio.

19. A strategy in which businesses
are the target of promotions so
products get “pushed” through
their marketing channels and
sold to consumers.

20. A strategy in which consumers
are targeted with sales
promotions such as coupons,
contests, games, rebates, mail-
in offers.
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It’s a hot day in July and you’re enjoying a day at the beach. Your friends brought a
radio to the beach and the volume is turned up so you can hear all the music. If
you’re listening to the music or talking to a friend at the beach while you’re
listening to the radio, do you hear or pay attention to the commercials? Do you
remember which products were advertised?

The communication process illustrates how messages are sent and received, as
shown in Figure 11.7 "The Communication Process". The source (or sender)
encodes21, or translates, a message so that it’s appropriate for the message
channel—say, for a print advertisement, TV commercial, or store display—and
shows the benefits and value of the offering. The receiver (customer or consumer)
then decodes22, or interprets, the message. For effective communication to occur,
the receiver must interpret the message as the sender intended.

You’re ready to go home on a Friday afternoon and you hear someone mention an
upcoming event on Saturday. However, you did not listen to all the details and
assume the event is the next day, not the following Saturday. Since you already
made other plans for the next day, you don’t even consider showing up the
following Saturday. Has this ever happened to you? You don’t show up at an event
because you didn’t interpret the message correctly? If you do not hear someone
correctly, misread information, or misinterpret a message, you might think a
product or service provides different benefits or is easier or harder to use than it
really is.

Interference23, or noise, can distort marketing messages. Interference includes any
distractions receivers and senders face during the transmission of a message. For
example, when you were growing up did you see commercials for toys such as the
pogo ball, which appeared to be so easy to use but when you tried to jump up and
down on it, you found out it was extremely difficult? The same thing may happen if
you’re studying for an exam while you’re talking on the phone. The conversation
interferes with remembering what you’re reading. Factors such as poor reception,
poor print quality, problems with a server, or a low battery can also interfere with
your getting messages.

Purchasing a product provides the sender with feedback24, which often tells the
seller that you saw information and wanted to try the product. If you use any
coupons or promotions when you buy a product, the advertiser knows which
vehicle you used to get the information. Market research and warranty registration
also provide feedback.

21. Senders must translate or
convert benefits and value of a
product or service into a
message for the message
channel selected.

22. Receivers interpret messages.

23. Any distractions or noise that
senders and receivers face
during the transmission of a
message.

24. Means of telling sellers you saw
their information and wanted
to try their product.
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Figure 11.7 The Communication Process

Perceptual Processes

Recall that we first discussed perception when we discussed buyer behavior in
Chapter 3 "Consumer Behavior: How People Make Buying Decisions". The
perceptual process25 is how a person decides what to pay attention to and how to
interpret and remember different things, among them information included in
advertising. When you choose to take an elective class or select a television show, a
magazine, or a radio station, you are selecting what information you are exposed to
and also deciding what gets your attention.

Think about being at the beach again. You’re with a friend, but when you hear
someone else say your name, you may pay more attention to the person talking
about you than to your friend. The same thing happens when you watch a television
show or read a magazine. You might be watching a show when the phone rings and
then pay more attention to the person on the phone than to what is on the
television. You might be studying for a test and your friends show up and your
attention shifts to them. With so many different types of distractions and
technology such as recording devices, imagine how difficult it is for an advertiser to
get your attention.

If an advertiser does get your attention, do you interpret the information correctly
or do you change (distort) it? If a friend tells you a story, then you tell another
friend, and that person tells someone else, will the message be the same after it is
relayed to multiple people? If you miss class and borrow someone else’s notes, do

25. The way in which people select
to be exposed to information,
pay attention to it, interpret it,
and retain it.
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you understand what they mean? Not only must advertisers try to present
consistent messages (IMC), they must also try to ensure that you interpret the
message as they intended.

Advertisers also want you to remember their brands and organizations. When you
study for an exam and memorize key terms, you may not remember them after the
test. But hopefully if you hear the terms multiple times, you will remember them.
Advertisers use the same strategy to try to get you to retain their messages. Not
only do you see the same commercial or message in multiple places, but you may
also see it multiple times in each place. However, advertisers must also be careful
that consumers don’t get so tired of the message that there is a negative effect.

Do you remember information from classes your freshman year? Do you know your
friends’ phone numbers or e-mail addresses, or do you just find their names on your
contact list? Which commercials do you remember? What gets your attention?
Sometimes annoying or humorous messages get your attention and you remember
the commercial. Advertisers want you to remember their brand. A great promotion
is not effective if people don’t remember the brand. We tend to remember
information that has some relevance to our personal situation or beliefs. For
example, if you have no need for a product or service, you might not pay attention
to or remember the messages used to market it.

KEY TAKEAWAY

Many factors, such as a firm’s marketing budget, the type of product,
regulations, target customers, and competitors, influence what composes
the promotion mix. 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. However, marketers must
determine how to get consumers’ attention and avoid as much interference
and noise as possible. Perceptual processes include how a person decides
what to pay attention to and how to interpret and remember different
things.
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REVIEW QUESTIONS

1. Explain the communication process and factors that can interfere with
interpretation of messages.

2. What is the perceptual process and how does it relate to promotion?
3. What is the difference between encoding and decoding a message?
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11.4 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)26, or specific benefit consumers will remember.
Domino’s “Pizza delivered in 30 minutes or it’s free” is a good example of a unique
selling proposition. Likewise, Nike’s global slogan “Just Do It” helps athletes and
other consumers realize their potential, and many consumers may think of all the
things that they do when they use Nike products. Watch the video below on Nike to
get an idea of the many different activities people from different countries do when
using Nike products.

Video Clip

People around the World Use Nike Products

(click to see video)

Nike products are used for many different sports by all types of athletes.

Nike and Coca-Cola have been extremely successful in adapting their promotions to
different international markets. Both companies have very popular global brands.
Sometimes the same promotions work in different cultures (countries), but others
must be adapted for different international audiences—similar to the way products
may be adapted for international markets. Companies must be careful of how words
translate, how actions are interpreted, how actors (or models) look, and what
different colors in ads may mean.

When deciding on a message strategy, organizations must consider the audience,
the objectives of the promotion, the media, and the budget, as well as the USP and
the product. Knowing your audience and whom you are trying to reach is critical.

26. A specific product benefit
consumers will remember.
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The more advertisers know about the consumers (or businesses) exposed to the
message, the better. Commercials for golf products shown during golf tournaments
focus specifically on golfers. Other commercials, such as several recent ones for the
fast-food chain Hardee’s, are on the risqué side. They may appeal to some college
students but may offend other consumers such as senior citizens. What do you
think? Do you think Hardee’s is trying to reach a younger demographic? Do the ads
make you more inclined to purchase fast food from Hardee’s? See the Hardee’s
commercial in the video below.

Video Clip

Commercial for Hardee’s Thickburger

(click to see video)

This commercial that may be offensive to some consumers.

The Organization’s Promotion Objectives

Advertisers must also examine their promotion objectives. What are they trying to
accomplish with their promotions? Are they trying to build awareness for a new
product, are they wanting to get people to take action immediately, or are they
interested in having people remember their brand in the future? Building primary
demand27, or demand for a product category, such as orange juice, might be one
objective, but a company also wants to build selective demand28, or demand for its
specific brand(s), such as Tropicana orange juice.

Other common objectives follow the AIDA model29 (attention, interest, desire, and
action). AIDA objectives typically are achieved in steps. First, companies focus on
attention and awareness of a product or service, which is especially important for
new offerings. If a consumer or business is not aware of a product or service, they
won’t buy it. Once consumers or businesses are aware of products or services,
organizations try to get consumers interested and persuade them that their brands
are best. Ultimately, companies want consumers to take action or purchase their
products or services.

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. If you
were asked to name your favorite commercial, would it be one with a humorous

27. Demand for a product category
(e.g., orange juice) versus a
product brand (e.g.,
Tropicana).

28. Demand for a specific brand
(Tropicana orange juice).

29. A model that includes several
different promotion objectives,
including attention, interest,
desire, and action. One
objective may be to get
attention. Other objectives of
promotion may be to generate
interest and desire. The
ultimate objective is to get
customers to take action or
purchase the product or
service.
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appeal? Many people like commercials that use humor because they are typically
entertaining and memorable. Humor sells, but firms must be careful that the brand
is remembered. Some commercials are very entertaining, but consumers cannot
remember the brand or product.

Each year, some of the most talked-about commercials take place during the Super
Bowl. Many people watch the game just to see the commercials. Watch the
following YouTube videos to see one of the top ten Super Bowl commercials of all
time and how newer commercials relied on a similar approach. Notice how many of
them use a humorous appeal. But do you think some are more effective than
others? In other words, will viewers actually buy the product(s)?

Video Clip

Often Rated the Best Super Bowl Commercial Ever

(click to see video)

This commercial uses a child and fun to appeal to many consumers.

Video Clip

Rated One of the Best Super Bowl Commercials of 2009

(click to see video)

Coke Zero uses the same approach in 2009 as the award-winning commercial in the 1980 Super Bowl.

Video Clip

Pepsi’s Version of “Asking for a Shirt”

(click to see video)

Pepsi uses a humorous approach for a commercial although it was not a Super Bowl commercial.

Companies must also be careful when using fear appeals so consumers don’t get too
alarmed or frightened. A few years ago, Reebok had to discontinue a TV ad because
it upset so many people. The ad showed a bungee jumper diving off a bridge,
followed by a shot of just his shoes hanging from the bridge by the bungee cord.
That ad provoked people because it implied the jumper had fallen to his death.
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Firms also decide whether to use strategies such as an open-ended or closed-ended
message; whether to use a one-sided or two-sided message; and whether to use
slogans, characters, or jingles. An open-ended message30 allows the consumer to
draw his or her own conclusion, such as a commercial for perfume or cologne. A
closed-ended message31 draws a logical conclusion. Most messages are one sided,
stressing only the positive aspects, similar to what you include on your résumé.
However, two-sided messages are often utilized as well. Pharmaceutical companies
often show both the positive aspects (benefits) of using a drug and the negative
aspects of not using it. (Of course, U.S. laws require companies to list the side effects
of prescriptions—hence the long “warnings” you hear and read about in
conjunction with drug ads.)

Video Clip

Example of an Open-Ended Commercial

(click to see video)

Do you interpret cologne and perfume ads the same way you see them portrayed on television?

The order of presentation also affects how well consumers remember a brand. If
you forgot about a twenty-five-page term paper that you had to write before the
next day of class, which sections of the paper would be the strongest? Would the
beginning, the end, or the middle be the best section? Many students argue that
either the beginning or the end is most important, hoping that the instructor does
not read the entire paper carefully. The same strategy is true for commercials and
advertisements. The beginning and the end of the message should be strong and
include the brand name. That way, if consumers hear or read only part of the
message, they will hopefully remember the brand name.

30. A promotional message that
allows the consumer to draw
his or her own conclusions.

31. A promotional message that
draws a logical conclusion.
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Figure 11.8

The Jolly Green Giant helped kids
remember the Green Giant jingle
and hopefully reminded them to
eat their vegetables.

Source: Wikimedia Commons.

Some companies use characters or mascots and/or
jingles or slogans. Although media is changing, many of
the characters and jingles have stayed the same for
decades. When you think of Campbell’s soup, do you
think “Mm, mm good”? Just as the commercials viewed
in the beginning of the chapter focused on “Mm, mm
good,” Campbell’s has used the same slogan since the
early 1900s, and the Campbell Soup Kids were created in
1904. Although Campbell’s changed its slogan in 1998,
the company still uses the “Mm, mm good” slogan in
most of its promotions across different media.
Apparently, the slogan still resonates with consumers.
Other jingles, characters (mascots), or symbols you may
be familiar with include the Jolly Green Giant, the
Wienermobile, and the Pillsbury Doughboy known as
Poppin’ Fresh. The following figures illustrate some of
these characters and symbols.
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Figure 11.10

Figure 11.9

The Wienermobile tours the country.

Source: Wikimedia Commons.

Do you remember the Oscar Mayer jingles? Watch the
video below and see if you find yourself singing along.
The jingle was originally developed in 1963 and is now
recorded in different languages. In 2006 Oscar Mayer
promoted a singing contest for the jingle, which still
remains popular. Kraft’s promotions are also consistent
across media, using the visuals from commercials as
pictures in their print ads in both English and Spanish
versions, following the IMC concept.

Video Clip

The Original Oscar Mayer Wiener Song

(click to see video)
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The Pillsbury Doughboy, Poppin’
Fresh, is popular around the
world and is shown on this box of
pancake mix in Israel.

Source: Wikipedia.

Often considered one of the best original ads on TV, the Oscar Mayer
Wiener song is known by people of all ages.

Video Clip

The Oscar Mayer Bologna Song

(click to see video)

The Oscar Mayer Bologna song is also well known among consumers of all
ages.

KEY TAKEAWAY

Organizations must determine promotion objectives, or what they want to
accomplish with their promotions. For example, if a company has a new
brand they may want to generate awareness or attention. Later, they may
focus on persuading customers to buy their brand. Each brand needs to have
a unique selling proposition (USP) for customers to remember and want
their product. Depending on their objectives and their USP, marketers must
develop a message strategy. Some companies prefer humor or rational
appeals while others may use a fear appeal.

REVIEW QUESTIONS

1. Identify the different promotion objectives companies may use.
2. What are some of the message strategies organizations use?
3. What is the difference between an open-ended and a closed-ended

message?
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11.5 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.

An offering’s budget is a critical factor when it comes to deciding which message
strategies to pursue. Several methods can be used to determine the promotion
budget. The simplest method for determining the promotion budget is often merely
using a percentage of last year’s sales32 or the projected sales for the next year.
This method does not take into account any changes in the market or unexpected
circumstances. However, many firms use this method because it is simple and
straightforward.

The affordable method33, or what you think you can afford, is a method used often
by small businesses. Unfortunately, things often cost more than anticipated, and
you may not have enough money. Many small businesses think they’re going to
have money for promotion, but they run out and cannot spend as much on
promotion as they had hoped. Such a situation may have happened to you when
you planned a weekend trip based on what you thought you could afford, and you
did not have enough money. As a result, you had to modify your plans and not do
everything you planned.

Other companies may decide to use competitive parity34—that is, they try to keep
their promotional spending comparable to the competitors’ spending level. This
method is designed to keep a brand in the minds of consumers. During a recession,
some firms feel like they must spend as much—if not more—than their competitors
to get customers to buy from them. Other companies are forced to cut back on their
spending or pursue more targeted promotions. When Kmart faced bankruptcy, they
cut back on expenditures, yet they kept their advertising inserts (free-standing
inserts, or FSI) in Sunday newspapers to remain competitive with other businesses
that had an FSI.

A more rational approach is the objective and task method35, whereby marketing
managers first determine what they want to accomplish (objectives) with their
communication. Then they determine what activities—commercials, sales
promotions, and so on—are necessary to accomplish the objectives. Finally, they

32. A budgeting technique based
on a set percentage of current
or projected sales.

33. A budgeting technique
whereby companies spend
what they think they can
afford promoting a product.

34. A budgeting method whereby
companies make sure their
promotion budgets are
comparable to their
competitors’.

35. A budget based on a company’s
promotion objectives and the
costs of the activities and tasks
necessary to accomplish those
objectives.
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Figure 11.11 Stubb’s Bar-B-
Q Trailer—Out-of-Home
Advertising That Is Mobile
Marketing

The Stubb’s Bar-B-Q trailer
travels around the country
promoting the brand name and
product.

Source: Photo courtesy of Stubb’s
Legendary Kitchen.

conduct research to figure out how much the activities, or tasks, cost in order to
develop a budget.

Part of the budgeting process includes deciding how much money to allocate to
different media. Although most media budgets are still spent predominantly on
traditional media, shifts in spending are occurring as the media landscape
continues to change. Mobile marketing continues to become more popular as a way
to reach specific audiences. One estimate shows that over one-third of cell phone
users were exposed to mobile advertising in 2009 and that 16 percent of the people
exposed to mobile advertising responded to the ads via text messaging. Younger
people are typically the most accepting of mobile advertising.Jack Loechner.
“Advertising Growth Spreads in All Mobile Formats,” Research Brief, MediaPost
Blogs, May 27, 2009, http://www.mediapost.com/publications/article/106675/
(accessed April 13, 2012).

The manufacturers of most major brands plan to use
texting and multimedia messages in the future. Mobile
marketing allows advertisers to communicate with
consumers and businesses on the go. Over half of
Chinese, Korean, Indian, and Thai Internet users access
social media sites through their phones rather than
through computers.“Social Network Site Users Ready to
Go Mobile But Telecom Carriers Need to Set the Stage
for Mass Adoption, Says IDC,” IDC, November 17, 2009,
http://www.idc.com/AP/
pressrelease.jsp?containerId=prSG22084309 (accessed
January 20, 2010). While many marketers plan to use
electronic devices for their mobile-marketing strategies,
other firms may use movable or mobile promotions (see
Figure 11.11 "Stubb’s Bar-B-Q Trailer—Out-of-Home
Advertising That Is Mobile Marketing"), which, as
discussed earlier, are also considered out-of-home
advertising. It is anticipated that the percentage
companies spend on mobile media may be as much as 25
percent of their total promotional budgets by 2011.“89%
of Major Brands Planning to Market via Mobile Phones
by 2008,” Mobile Europe, February 20, 2006,
http://www.mmaglobal.com/research/89-major-brands-planning-market-mobile-
phones-2008-mobile-marketing- accelerate-more-half-br (accessed April 13, 2012).

Chapter 11 Advertising, Integrated Marketing Communications, and the Changing Media Landscape

11.5 The Promotion Budget 383

http://www.mediapost.com/publications/article/106675/
http://www.idc.com/AP/pressrelease.jsp?containerId=prSG22084309
http://www.idc.com/AP/pressrelease.jsp?containerId=prSG22084309
http://www.mmaglobal.com/research/89-major-brands-planning-market-mobile-phones-2008-mobile-marketing-accelerate-more-half-br
http://www.mmaglobal.com/research/89-major-brands-planning-market-mobile-phones-2008-mobile-marketing-accelerate-more-half-br


KEY TAKEAWAY

Companies can determine how much to spend on promotion several
different ways. The percent of sales method, in which companies use a set
percentage of sales for their promotion, is often the easiest method to use.
Small companies may focus on what they think they can afford while other
organizations may try to keep their promotions relatively equal to their
competitors’. The objective and task approach takes objectives into
consideration and the costs of the tasks necessary to accomplish objectives
in order to determine the promotion budget.

REVIEW QUESTIONS

1. Explain four different ways to set a product’s promotion budget.
2. What is mobile marketing?
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11.6 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Provide an example of how an organization uses different media to
present a consistent message using integrated marketing
communications (IMC).

2. In your opinion, what are the advantages and disadvantages of
advertising on the radio, in magazines, on television, through direct
marketing, and on the Internet?

3. Give an example of an organization’s promotional strategy and how it
gets consumers to select it, pay attention to it, and retain it as intended.

4. Give an example of the unique selling proposition for one of your
favorite brands.

5. Explain why companies might use different budgeting methods to set
their promotional budgets.

ACTIVITIES

1. Identify your three favorite and least favorite commercials and explain
why you like or don’t like each one. Notice whether there are
similarities in your preferences. In other words, are your favorite
commercials humorous? Are your least favorite commercials annoying?

2. Create a message strategy for a cover letter to go with your résumé.
3. Outline three message strategies that you feel would get consumers’

attention in television commercials and in print ads.
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Chapter 12

Public Relations and Sales Promotions

You just finished reading a great newspaper story about a local restaurant even
though you know the company has experienced several lawsuits and many
customer complaints. The news story makes the restaurant sound like a great
corporate citizen and the best place to eat in town. Sometimes a company gets
“free” publicity1 such as news stories or reviews about its products and services in
the mass media, even though the organization has no control over the content of
the stories and might not even know about their publication. How did a restaurant
with so many complaints manage to get such a great story written about it? How
did it get good coverage when it might not be deserved? Perhaps the restaurant
used part of its promotion budget to pay for public relations efforts to generate
positive stories and positive publicity.

Public relations (PR)2 includes information that an organization wants its public
(customers, employees, stakeholders, general public) to know. PR involves creating
a positive image for a company, an offering, or a person via publicity. PR has
become more important in recent years because there are now so many media
outlets people pay attention to, including YouTube, social networking sites, and
blogs. It’s pretty easy for anyone to say anything about a company in public forum.
Indeed, publicity is a double-edged sword; it can result in negative news, such as a
poor review of a movie, restaurant, or car, or positive news. Organizations work
hard to get favorable news stories, so while publicity sounds free, building
relationships with journalists does cost money. Just like advertising (see Chapter 11
"Advertising, Integrated Marketing Communications, and the Changing Media
Landscape" for discussion), public relations and sales promotions are critical
components of the promotion budget for many firms.

Organizations also use sales promotions to generate positive customer perceptions
and sales. Sales promotions3 are promotional activities companies do in addition
to advertising, public relations, and personal selling in order to sell a product.
Issuing coupons, running contests and games, and offering rebates and mail-in
offers are examples of sales promotions. In this chapter, we examine the public
relations and sales promotion tools that organizations use and how they contribute
to a company’s success.

1. Publicized information such as
news stories about products
and services, people, and
organizations.

2. The process of creating a
positive image for a company,
an offering, or a person via
publicity.

3. Other forms of promotions
(coupons, contests, rebates,
mail-in offers) not included as
a component of a
communication mix.
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12.1 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.

Good public relations efforts can help a firm create rapport with its customers,
promote what it has to offer, and supplement its sales efforts. Many organizations
that engage in public relations have in-house PR departments, media relations
groups, or investor relations groups. Other organizations sometimes hire external
PR firms or advertising agencies to find and create public relations opportunities
for them. PR specialists must build relationships with people at different media
outlets to help get their stories placed. Universities, hospitals, government
organizations, and charitable organizations often hire PR people to help
disseminate positive information about their services and to increase interest in
what they do.

PR specialists also help political campaign managers generate positive information
in the press. PR specialists can handle damage control and put a positive view on
situations when something bad happens to an organization or person. In foreign
markets, PR agencies may help ensure product concepts are understood correctly.
Getting all PR stories placed in desired media is not guaranteed. A lot of time and
effort is spent getting to know people who can help publish or announce the
information to the public.

Companies use a variety of tools for their public relations purposes, including
annual reports, brochures and magazines for both employees and the public, Web
sites to show good things they’re doing, speeches, blogs, and podcasts. Some of the
most commonly used PR tools include press releases, sponsorships, product
placements, and social media. Social media is discussed in Chapter 14 "Customer
Satisfaction, Loyalty, and Empowerment".
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Press Releases

Part of a company’s public relations efforts includes putting a positive spin on news
stories. As we explained in Chapter 11 "Advertising, Integrated Marketing
Communications, and the Changing Media Landscape", a press release4 is a news
story written by an organization to promote a product, organization, or person.
Consider how much better a story or a product recommendation is likely to be
perceived when the receiver thinks the content is from an objective third party
rather than an organization writing about itself. Public relations personnel
frequently prepare press releases in hopes that the news media will pick them up
and disseminate the information to the public. However, there is no guarantee that
the media will use a press release. Some of the PR opportunities that companies
may seek to highlight in their press releases include charity events, awards, new
products, company reports, and things they are doing to improve the environment
or local community.

Read the following two examples of press releases. The first story sounds like it was
written by a news organization, but it was created by Apple and their public
relations people to highlight the introduction of the new iPhone 3G. The second
press release and picture (see Figure 12.1 "A Picture of Stubb’s Legendary Kitchen’s
“Feed the World Tour”") provide an example of how a company like Stubb’s Bar-B-Q
teams up with Mobile Loaves & Fishes, a charity that helps feed the hungry, to help
feed homeless and poor people and restock food banks around the country. The
story enhances the positive image of both organizations.

4. A news story written by an
organization to promote a
product, service, or person.
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An Example of a Press Release to Introduce a New
Product

Apple Introduces the New iPhone 3G

Twice as Fast at Half the Price

SAN FRANCISCO—June 9, 2008—Apple® today introduced the new iPhone™ 3G,
combining all the revolutionary features of iPhone with 3G networking that is
twice as fast* as the first generation iPhone, built-in GPS for expanded location-
based mobile services, and iPhone 2.0 software which includes support for
Microsoft Exchange ActiveSync and runs the hundreds of third party
applications already built with the recently released iPhone SDK. In the US the
new iPhone 3G is priced at a stunning $199 for the 8GB model, and just $299 for
the 16GB model.** iPhone 3G will be available in more than 70 countries later
this year, beginning with customer availability in 22 countries—Australia,
Austria, Belgium, Canada, Denmark, Finland, France, Germany, Hong Kong,
Ireland, Italy, Japan, Mexico, Netherlands, New Zealand, Norway, Portugal,
Spain, Sweden, Switzerland, UK and the US—on July 11.

*Based on 3G and EDGE testing. Actual speeds vary by site conditions.

**Based on iPhone 3G (8GB) and first generation iPhone (8GB) purchases.
Requires new two year AT&T rate plan, sold separately.Apple, Inc., “Apple
Introduces the New iPhone 3G,” http://www.apple.com/pr/library/2008/06/
09iphone.html (accessed December 9, 2009).
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An Example of a Press Release to Show How a Company
Helps Feed the Hungry and Restock Food Banks around
the Country

Stubb’s Teams Up with Mobile Loaves & Fishes to Launch “Feed the World
Tour”

Tuesday, May 26, 5 p.m. @ Wooldridge Park

AUSTIN—Stubb’s Legendary Kitchen will kick off its 12-city “Feed the World
Tour” this Tuesday, May 26 at 5 p.m. in Wooldridge Square Park, 9th and
Guadalupe Streets, by serving chopped beef sandwiches with famous Stubb’s
barbecue sauce to homeless and working poor people from one of Mobile
Loaves & Fishes’ special catering trucks, which serve people in six cities every
day.

Kurt Koegler, president of Stubb’s Legendary Kitchen, will join Alan Graham,
Mobile Loaves’ founder/president, and volunteers from the company and MLF
volunteers to serve the sandwiches and distribute Stubb’s T-shirts. The Austin-
based company chose Mobile Loaves as its partner to kick off the “Feed the
World Tour,” which is named for the stated mission of Texas Bar-B-Q legend,
C.B. “Stubb” Stubblefield, who said: “I was born hungry I want to feed the
world.”

After leaving Austin, the tour will swing through the Southeast, up the East
Coast and into Washington, D.C. where the Stubb’s team will compete at the
annual BBQ Battle on Pennsylvania Avenue. In each city, Stubb’s Legendary
Kitchen and company president Koegler will barbecue for the homeless and
help restock depleted food banks.

“Stubb was a cook but more than that, a lover of people. The values that guided
his life still guide the company that bears his name. Stubb’s life truly is in every
bottle of sauce and marinade we make. All of us at Stubb’s are thrilled to be
working with Mobile Loaves and bringing all of Stubb’s Love and Happiness to
those who all too often need it most” said Koegler.
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“The economy has placed greater demand on organizations like Mobile Loaves and local
food banks, so we couldn’t think of a better time to show our support,” Koegler said.
“Stubb’s greatest joy was feeding the people who came from all around for a taste of his
famous barbecue, and it is an honor for us to fulfill his mission with our Feed the World
Tour.”

“We’re honored to be selected as Stubb’s charity partner for the kick-off of this
awesome tour,” Graham said. “As someone who once was poor and hungry, C.B.
‘Stubb’ Stubblefield is smiling in heaven to know that his creation is helping
feed brothers and sisters on the street here in Austin and around the country.
We look forward to connecting Stubb’s with people on the streets here and in
the other cities we serve.”Mobile Loaves & Fishes Blog, “Stubb’s Teams Up With
MLF to Launch ‘Feed The World’ Tour!” May 22, 2009,
http://mobileloavesandfishes.typepad.com/weblog/2009/05/stubbs-teams-up-
with-mlf-to-launch-feed-the-world-tour-homeless.html (accessed December 9,
2009).

Figure 12.1
A Picture of Stubb’s Legendary
Kitchen’s “Feed the World Tour”

Source: Photo courtesy of Stubb’s
Legendary Kitchen.

Press releases and other PR activities can also be used for damage control purposes.
Damage control5 is the process of countering the extreme negative effects a
company gets when it receives bad publicity. Domino’s Pizza was forced to engage
in damage control after two of its employees created a video doing disgusting
things to pizzas and then posting it to YouTube. If the publicity is particularly bad,
as it was for Domino’s, a company might hold a press conference or prepare a
speech for the top executive to give. For example, the president of Domino’s spoke

5. Crisis management PR effort
aimed to minimize any
negative effects a company
gets from bad publicity.
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on video to try to control the damage to Domino’s business. The company then
posted the video on YouTube (see the video below).

Video Clip

An Example of Damage Control

(click to see video)

Patrick Doyle, the president of Domino’s, responds on YouTube to a video created by two Domino’s employees,
who were subsequently fired by the pizza chain.

Similarly, companies that move into foreign markets are sometimes perceived
negatively by locals because they have little information about the firms. In India,
the reputation of companies is very important to workers and their families. As a
result, U.S. employers recruiting in the tech industry in India often have to work
hard to make their brands and products known so people will want to work for
them. The firms do so via various PR efforts.

Just as press releases can be used to promote the good things an organization or
person does, press conferences can also be held when a company is simply seeking
good PR. An organization might hold a press conference to announce that it has
hired new, highly sought-after executives, that it is breaking ground on a new
building, or to talk about its community service projects.

Sponsorships

Many of you have heard of the Staples Center (Figure 12.2), where the Los Angeles
Lakers play basketball. But imagine how many more people heard about the Staples
Center following the announcement that Michael Jackson’s public memorial would
take place there. All the news stories talking about tickets and information about
the memorial provided “free” publicity for the center and for the office supplies
store, Staples, for which the center is named. Staples paid $375 million for naming
rights of the center, which was built in 1998.http://en.wikipedia.org/wiki/
Staples_Center (accessed December 9, 2009). Indeed, the chain has gotten a huge
return on its sponsorship of the center.

Chapter 12 Public Relations and Sales Promotions

12.1 Public Relations Activities and Tools 392

http://www.youtube.com/v/dem6eA7-A2I
http://en.wikipedia.org/wiki/Staples_Center
http://en.wikipedia.org/wiki/Staples_Center


Figure 12.2

The Staples Center in Los Angeles
is an example of a venue
sponsorship. The office supplies
store Staples paid for the naming
rights to the stadium.

Source: Wikipedia.

A sponsorship6 involves paying a fee to have your name
associated with different things, such as the following:

• A particular venue (Wrigley Field; the
Staples Center)

• A superstar’s apparel (Tiger Woods wearing
Nike hats and shirts)

• An event (the AT&T National Golf
Tournament; the Chick-fil-A Peach Bowl)

• A cause (M&M’s support of the Special
Olympics)

• An educational workshop or information
session

• A NASCAR vehicle (by Pfizer, the maker of
Viagra; see Figure 12.3)

Even though sponsorships are expensive, they are
growing in popularity as corporations seek ways to
strengthen their corporate image, increase their brand
awareness, differentiate their products, and reach their target markets. Worldwide,
corporations spent over $43 billion on sponsorships in 2008;“Events and
Sponsorship 2008 Marketing Fact Book,” Marketing News, July 15, 2008, 26. however,
the recession has taken a toll and the new stadium for the Dallas Cowboys still
doesn’t have a sponsor with naming rights. Over two-thirds of the sponsorships in
North America are for sports, followed by entertainment (e.g., music and
performing arts) and causes (e.g., the Susan G. Komen Race for the Cure and
“alternative spring breaks” for college students). Other organizations and
structures, such as buildings and bridges, may seek sponsorships as a means of
generating revenue. Imagine how many people drive across the Brooklyn Bridge in
New York or the Golden Gate Bridge in San Francisco and how much awareness an
organization would get if they were allowed to pay to have their name on either of
the bridges.

6. Paying a fee to have your name
associated with different
things such a particular venue,
person’s apparel, or event, or
even a NASCAR vehicle.
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Figure 12.3

Pfizer, the maker of Viagra, is
one of the many companies that
sponsor NASCAR racing teams.

Source: Flickr.

Cause-related marketing7 is one of the fastest-growing
types of sponsorships. It occurs when a company
supports a nonprofit organization in some way. For
example, M&M’s sponsors the Special Olympics and
American Airlines raises money for breast cancer
research with an annual celebrity golf and tennis
tournament. The airline also donates frequent flier
miles to the cause. Yoplait Yogurt donates money for
breast cancer research for every pink lid that is
submitted. Cause-related marketing can have a positive
PR impact by strengthening the affinity people have for
a company that does it.

Video Clip

An Example of Sponsoring a Cause

(click to see video)

M&M’s sponsors the Special Olympics.

Product Placements

Getting a company’s product included as part of a television show, movie, video
game, special event, or book is called a product placement8. When you watch
reruns of Seinfeld, you often see different Coca-Cola products being consumed.
Likewise, you might see a Nissan Maxima on Desperate Housewives. Over four
hundred product placements typically appear in each episode of The Biggest Loser.
Apple placed products in twenty-four movies that reached number one between
August 1, 2008, and August 1, 2009, while Ford products appeared twenty times and
Budweiser products appeared twelve times.http://brandchannel.com/
features_effect.asp?pf_id=489 (accessed December 9, 2009).

Video Clip

Example of Product Placement

(click to see video)

Although the video sounds like a paid commercial, it is actually part of an episode of 30 Rock.

7. When a company supports a
nonprofit organization in some
way in order to generate
positive public relations.

8. Getting a company’s product
included as part of a television
show, movie, video game,
special event.

Chapter 12 Public Relations and Sales Promotions

12.1 Public Relations Activities and Tools 394

http://www.youtube.com/v/P6SNLE7JPf0
http://brandchannel.com/features_effect.asp?pf_id=489
http://brandchannel.com/features_effect.asp?pf_id=489
http://www.youtube.com/v/d36wUmJGzvA


Typically, a company pays a fee to have one of its products placed. But sometimes
the company pays nothing if the product is needed for a show in some way or as
part of the plot. FedEx did not pay for product placement in the movie
Castaway.http://en.wikipedia.org/wiki/Cast_Away (accessed December 9, 2009).
Product placement can improve a brand’s awareness and exposure and often
increase its sales. Given the number of exposures an organization receives with
product placement, the cost of a product placement can be less expensive than
commercials might cost.

Although most product placements appear in television shows and movies,
corporations are pursuing other options. For example, they are now placing
products in online videos, computer games, and books. The number of product
placements is expected to increase as consumers continue to skip commercials and
advertisements using digital video recorders (DVRs).

KEY TAKEAWAY

Public relations (PR) are the activities organizations engage in to create a
positive image for a company, product, service, or a person. Press releases,
sponsorships, and product placements are three commonly used PR tools.
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.

REVIEW QUESTIONS

1. Why are public relations efforts funded by firms?
2. Who does the public relations for a firm?
3. Identify three public relation tools.
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12.2 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 a push and pull strategy.

Sales promotions are activities that supplement a company’s advertising, public
relations, and personal selling efforts. Sales promotions are often temporary, but
when the economy is weak sales promotions such as coupons become even more
popular for consumers and are used more frequently by organizations. The goal of
sales promotions is to persuade customers to take action quickly and make larger
purchases. As discussed in Chapter 11 "Advertising, Integrated Marketing
Communications, and the Changing Media Landscape", sales promotions in
business-to-business (B2B) settings are typically called trade promotions9; they are
referred to as such because businesses “trade” or do business with other businesses.

Also as discussed in Chapter 11 "Advertising, Integrated Marketing
Communications, and the Changing Media Landscape", companies use a pull
strategy10 when they target consumers with promotions. In other words, a
company promotes it products and services to the final consumer to pull a
consumer to the stores or get the consumer asking for the product. If a company
sends coupons to the consumer, hopefully the consumer will take the coupon (sales
promotion) to the store and buy the product. A push strategy11 is used when
businesses are the target of sales promotions so that products may be pushed
through the channel to final consumers. For example, a manufacturer may provide
incentives such as price discounts to the retailer who then promotes or pushes the
product to the final consumer. Figure 12.4 "A Push versus a Pull Strategy" shows
how push strategy differs from a pull strategy. Many organizations use both a pull
and push strategy, promoting their products and services to both final consumers
and their trade partners (retailers, wholesalers).

9. Sales promotions aimed at
businesses.

10. A strategy in which consumers
are targeted with sales
promotions such as coupons,
contests, games, rebates, mail-
in offers.

11. A strategy in which businesses
are the target of promotions so
products get “pushed” through
their marketing channels and
sold to consumers.
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Figure 12.4 A Push versus a Pull Strategy

Types of Consumer Sales Promotions

Do you like free samples? Most people do. A sample12 is a sales promotion in which
a small amount of a product that is for sale is given to consumers to try. Samples
increase awareness, so the strategy encourages trial and builds awareness. You have
probably purchased a product that included a small free sample with it—for
example, a small amount of conditioner packaged with your shampoo. Have you
ever gone to a store that provided free samples of different food items? The idea for
giving away samples is to get people to buy a product. Although sampling is an
expensive strategy, it is usually very effective for food products. People try the
product, the person providing the sample tells consumers about the product, and
mentions any special prices for the product.

In many retail grocery stores, coupons are also given to consumers with the
samples. Coupons13 provide an immediate price reduction off an item. The amount
of the coupon is later reimbursed to the retailer by the manufacturer. The retailer
also gets a handling fee for accepting coupons. When the economy is weak, more
consumers cut out coupons and look for special bargains such as double coupons
and buy-one-get-one-free (BOGO) coupons. While many consumers cut coupons
from the inserts in Sunday newspapers, other consumers find coupons for products
and stores online. Stores may also provide coupons for customers with a loyalty
card.

Consumers can also download coupons on many mobile phones. Mobile marketing
and the Internet provide consumers in international markets access to coupons and
other promotions. In India, the majority of coupons used are digital, while paper
coupons have the largest share in the United States. Over 80 percent of diapers are
purchased with coupons; imagine how much easier and less wasteful digital
coupons scanned from a mobile phone are for both organizations and consumers.

12. A small amount of a product
given to consumers to try for
free.

13. Provide an immediate price
reduction off an item and the
amount of the coupon is
reimbursed to the retailer by
the manufacturer.

Chapter 12 Public Relations and Sales Promotions

12.2 Sales Promotions 397



Point-of-purchase displays14, including coupon machines placed in stores,
encourage consumers to buy a product immediately. When a consumer sees a
special display or can get a coupon instantly, manufacturers hope the sales
promotion increases sales. Other sales promotions are conducted online. Online
sales promotions include incentives such as free items, free shipping, coupons, and
sweepstakes. For example, many online merchants such as Shoe Station and Zappos
offer free shipping and free return shipping to encourage consumers to shop online.
Some firms have found that the response they get to their online sales promotions
is better than response they get to traditional sales promotions.

Another very popular sales promotion for consumers is a premium. A premium15 is
something you get either for free or for a small shipping and handling charge with
your proof of purchase (sales receipt or part of package). Remember wanting your
favorite cereal because there was a toy in the box? The toy is an example of a
premium. Sometimes you might have to mail in a certain number of proofs of
purchase to get a premium. The purpose of a premium is to motivate you to a buy
product multiple times. What many people don’t realize is that when they pay the
shipping and handling charges, they may also be paying for the premium.

Contests or sweepstakes also attract a lot of people. Contests16 are sales promotions
people enter or participate in to have a chance to win a prize. The Publisher’s
Clearing House Sweepstakes and the Monopoly Game at McDonald’s are both
examples. The organization that conducts the sweepstakes or contest hopes you
will not only enter its contest but buy some magazines (or more food) when you do.

Video Clip

Want to Subscribe?

(click to see video)

The Fantanas are back! Watch the video for a contest being conducted by Fanta soft drinks. As with other
sales promotion tools, the idea is to get you to buy a product and more specifically to make repeat purchases.

Loyalty programs17 are sales promotions designed to get repeat business. Loyalty
programs include things such as frequent flier programs, hotel programs, and
shopping cards for grocery stores, drugstores, and restaurants. Sometimes point
systems are used in conjunction with loyalty programs. After you accumulate so
many miles or points, an organization might provide you with a special incentive
such as a free flight, free hotel room, or free sandwich. Many loyalty programs,
especially hotel and airline programs, have partners to give consumers more ways
to accumulate and use miles and points.

14. In-store displays designed to
encourage consumers to buy
products immediately.

15. Something consumers get for
free or a small handling charge
with proof of purchase.

16. Sales promotions that people
enter or participate in order to
win a prize.

17. Marketing efforts that reward
the frequent purchase and
consumption of an offering.
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Rebates18 are popular with both consumers and the manufacturers that provide
them. When you get a rebate, you are refunded part (or all) of the purchase price of
a product back after completing a form and sending it to the manufacturer with
your proof of purchase. The trick is completing the paperwork on time. Many
consumers forget or wait too long to do so. Consequently, they do not get any
money back. This is why rebates are also popular with manufacturers. Rebates
sound great to consumers until they forget to send it back.

Types of Trade Promotions

One of the most common types of sales promotions in B2B markets are trade shows.
A trade show19 is an event in which firms in a particular industry display and
demonstrate their offerings to other organizations they hope will buy them. There
are typically many different trade shows in which one organization can participate.
Using displays, brochures, and other materials, representatives at trade shows can
identify potential customers (prospects), inform customers about new and existing
products, and show them products and materials. Representatives can also get
feedback from prospects about their company’s products and materials, and
perhaps about competitors.

Companies also gather competitive information at trade shows because they can see
the products other firms are exhibiting and how they are selling them. While
approximately 75 percent of representatives attending trade shows actually buy the
product(s) they see, 93 percent of attendees are influenced by what they see at the
trade shows. However, only 20 percent of organizations follow up on leads obtained
at trade shows and only 17 percent of buyers are called upon after they express
interest in a particular company’s products.John F. Tanner, Jr., and Dennis Pitta,
“Identifying and Creating Customer Value” (special session presentation, Summer
Educators’ Conference, Chicago, 2009). Figure 12.5 "A Samsung Display at the
Consumer Electronics (CES) Trade Show in Las Vegas, Nevada, in 2009" is an
example of a booth display at a trade show showcasing the Korean electronics firm,
Samsung.

18. A promotion whereby part of
the purchase price of an
offering is refunded to a
customer after the customer
completes a form and sends in
the proof of purchase (sales
receipt).

19. An event in which firms in a
particular industry display and
demonstrate their offerings to
other organizations they hope
will buy them.
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Figure 12.5 A Samsung Display at the Consumer Electronics (CES) Trade Show in Las Vegas, Nevada, in 2009

Source: Wikipedia.

Conventions20, or meetings, with groups of professionals also provide a way for
sellers to show potential customers different products. For example, a medical
convention might be a good opportunity to display a new type of medical device.
Sales representatives and managers often attend conventions to market their
products.

20. Meetings of groups of
professionals that provide a
way for sellers to showing
potential customers different
products.
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Figure 12.6

Intuitive Surgical is the maker of the da Vinci robot, a new type of technology used to make surgeries easy to
perform and less invasive. Intuitive Surgical often demonstrates the robot at surgical conventions.

© 2010 Intuitive Surgical, Inc.

Sales contests21, which are often held by manufacturers or vendors, provide
incentives for salespeople to increase their sales. Often, the contests focus on selling
higher-profit or slow-moving products. The sales representative with the most sales
of the product wins a prize such as a free vacation, company recognition, or cash.

Trade allowances22 give channel partners—for example, a manufacturer’s
wholesalers, distributors, retailers, and so forth—different incentives to push a
product. One type of trade allowance is an advertising allowance23 (money) to
advertise a seller’s products in local newspapers. An advertising allowance benefits
both the manufacturer and the retailer. Typically, the retailer can get a lower rate
than manufacturers on advertising in local outlets, saving the manufacturer money.
The retailer benefits by getting an allowance from the manufacturer.

21. Contests designed to motivate
salespeople to increase their
sales of particular products.

22. Discounts an organization
gives its channel partners for
performing different functions.

23. An allowance (money) a
manufacturer provide retailers
to advertise its products in
local newspapers.
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Another sales promotion tool manufacturers offer businesses is training24 to help
their salespeople understand how the manufacturers’ products work and how
consumers can be enticed to buy them. Many manufacturers also provide in-store
product demonstrations25 to show a channel partner’s customers how products
work and answer any questions they might have. Demonstrations of new video
game systems and computers are extremely popular and successful in generating
sales.

Free merchandise26, such as a tool, television, or other product produced by the
manufacturer, can also be used to get retailers to sell products to consumers. In
other words, a manufacturer of televisions might offer the manager of a retail
electronics store a television to push its products. If a certain number of televisions
are sold, the manager gets the television.

Have you ever been to an electronics store or a furniture store and felt like the
salesperson was pushing one particular television or one particular mattress?
Perhaps the salesperson was getting push money27, or a cash incentive from the
manufacturer to push a particular item. The push to the sell item might be because
there is a large amount of inventory of it, it is being replaced by a new model, or the
product is not selling well.

Figure 12.7 "Examples of Sales Promotions" recaps the different types of sales
promotions designed for both consumers and businesses. Although different types
of sales promotions work best for different organizations, rebates are very
profitable for companies because, as you have learned, many consumers forget to
send in their rebate forms. In a weak economy, consumers tend to use more
coupons, but they also buy more store brands. Coupons available online or at the
point of purchase are being used more often by consumers. Trade shows can be
very successful, although the companies that participate in them need to follow-up
on the leads generated at the shows.

Figure 12.7 Examples of Sales Promotions

24. Assistance an organization
offers its channel partner’s
salespeople. The goal is to help
them understand how the
organization’s products work
and how consumers can be
enticed to buy them.

25. A demonstration designed to
show a channel partner’s
customers how products work
and answer any questions they
might have.

26. A product or service a seller
offers retailers in order to get
them to push it toward
consumers.

27. A cash incentive a
manufacturer provides its
channel partners to sell
particular items.
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KEY TAKEAWAY

Companies use sales promotions to get customers to take action (make
purchases) quickly. Sales promotions increase the awareness of products,
help introduce new products, and often create interest in the organizations
that run the promotions. Coupons, contests, samples, and premiums are
among the types of sales promotions aimed at consumers. Trade
promotions, or promotions aimed at businesses, include trade shows, sales
contests, trade allowances, and push money.

REVIEW QUESTIONS

1. What are the objectives of sales promotions?
2. What is a trade promotion?
3. Identify and provide an example of three sales promotion tools targeted

at consumers.
4. Identify and provide an example of three sales promotion tools targeted

at businesses.
5. Explain the difference between a push strategy and pull strategy.
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12.3 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Explain three different types of public relations tools that a company
can use to generate interest in its products.

2. As the manufacturer of small appliances, explain how you might plan to
use both a push strategy and pull strategy.

3. What type of sales promotions do you feel are most effective for college
students?

ACTIVITIES

1. Create a sales promotion you think will attract a lot of students to your
favorite fast-food restaurant.

2. Write a press release about special activities your college or university is
doing to help the environment or community.
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Chapter 13

Professional Selling

The clock in Ted Schulte’s home office was striking 11:00 p.m. His children had gone
to bed hours ago. Yet Schulte, an account representative who sells pacemakers for
Guidant, was on the phone talking to one of his clients, a cardiologist. The
cardiologist was performing surgery at 7:00 a.m. the next day. His patient had a
number of health problems that caused the doctor to question which pacemaker
would best suit her needs. The cardiologist’s questions had to be answered
immediately so the right materials and tools would be available for the procedure.
The best expert on the matter was not another physician in this case—it was
Schulte.

When you visit your physician, you want to think that her training and education
have completely prepared her for dealing with whatever condition sent you there.
The reality is, however, that salespeople play a major role in her continuing
education. Similarly, the house or apartment you live in may have been designed by
an architect, but that architect’s choices in materials and design elements were
influenced by salespeople, each of whom are experts in a particular product
category. Not only was the food you eat sold to the grocery store by a salesperson,
but the ingredients were also sold to the food companies by salespeople.

Audio Clip

Interview with Ted Schulte

http://app.wistia.com/embed/medias/74f3b720c9

Listen as Ted Schulte describes his start as a salesperson.

Salespeople play an important role in our economy. They are vital to customers and
companies alike. In this chapter, we explore the role professional selling plays in
terms of a company’s marketing strategy. We also look at the factors that enhance a
firm’s success when it markets and sells its products through salespeople.
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13.1 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.

You’ve created a great product, you’ve priced it right, and you’ve set a wonderful
marketing communication strategy in motion. Now you can just sit back and watch
the sales roll in, right? Probably not. Unless your company is able to sell the
product entirely over the Internet, you probably have a lot more work to do. For
example, if you want consumers to be able to buy the product in a retail store,
someone will first have to convince the retailer to carry the product.

“Nothing happens until someone sells something,” is an old saying in business. But
in reality, a lot must happen before a sale can be made. Companies count on their
sales and marketing teams not only to sell products but to the lay the groundwork
that makes it happens. However, salespeople are expensive. Often they are the most
expensive element in a company’s marketing strategy. As a result, they have to
generate business in order to justify a firm’s investment in them.

What Salespeople Do

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

In addition to acting on behalf of their firms, sales representatives also act on
behalf of their customers. Whenever a salesperson goes back to her company with a
customer’s request, be it for quicker delivery, a change in a product feature, or a
negotiated price, she is voicing the customer’s needs. Her goal is to help the buyer
purchase what serves his or her needs the best. Like Ted Schulte, the salesperson is
the expert.
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From society’s perspective, selling is wonderful when professional salespeople act
on behalf of both buyers and sellers. 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. For example, what should a salesperson do if her product meets only
most of a buyer’s needs, while a competitor’s product is a perfect fit?

Salespeople also face conflicts within their companies. When a salesperson tells a
customer a product will be delivered in three days, she has made a promise that will
either be kept or broken by her company’s shipping department. When the
salesperson accepts a contract with certain terms, she has made a promise to the
customer that will either be kept or broken by her company’s credit department.
What if the credit department and shipping department can’t agree on the shipping
terms the customer should receive? Which group should the salesperson side with?
What if managers want the salesperson to sell a product that’s unreliable and will
swamp the company’s customer service representatives with buyers’ complaints?
Should she nonetheless work hard to sell the offering?

Situations such as these create role conflict. Role conflict1 occurs when the
expectations people set for you differ from one another. Now couple the situation
we just mentioned with the fact that the salesperson has a personal interest in
whether the sale is made or not. Perhaps her income or job depends on it. Can you
understand how role conflict might result in a person using questionable tactics to
sell a product?

So are salespeople dishonest? You might be surprised to learn that one study found
that salespeople are less likely to exaggerate in order to get what they want than
politicians, preachers, and professors. Another study looked at how business
students responded to ethical dilemmas versus how professional salespeople
responded. What did the study find? That salespeople were more likely to respond
ethically than students were.

In general, salespeople handle these conflicting expectations well. Society benefits
because salespeople help buyers make more informed decisions and help their
companies succeed, which, in turn, creates jobs for people and products they can
use. Most salespeople also truly believe in the effectiveness of their company’s
offerings. Schulte, for example, is convinced that the pacemakers he sells are the
best there are. When this belief is coupled with a genuine concern for the welfare of
the customer—a concern that most salespeople share—society can’t lose.

1. A situation in which someone
faces competing expectations
from two or more people or
groups; for example, a
salesperson who has a
customer who wants one thing
and a boss who wants another.
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Creating Value

Consider the following situations:

• At the beginning of the chapter, we described a real-life situation—a
cardiac surgeon with a high-risk patient is wondering what to do. The
physician calls Ted Schulte at Guidant to get his input on how to
handle the situation. Schulte recommends the appropriate pacemaker
and offers to drive one hundred miles early in the morning in order to
be able to answer any questions that might arise during the surgery.

• A food wholesaler is working overtime to prepare invoices.
Unfortunately, one out of five has a mistake. The result is that
customers don’t get their invoices in a timely fashion, so they don’t pay
quickly and don’t pay the correct amounts. Consequently, the company
has to borrow money fulfill its payroll obligations. John Plott, a
salesperson from Sri-IIST, a document-management company,
recommends the wholesaler purchase an electronic invoicing system.
The wholesaler does. Subsequently, it takes the wholesaler just days to
get invoices ready, instead of weeks. And instead of the invoices being
only 80 percent accurate, they are close to being 100 percent accurate.
The wholesaler no longer has trouble meeting its payroll because
customers are paying more quickly.

• Sanderson Farms, a chicken processor, wants to build a new plant near
Waco, Texas. The chambers of commerce for several towns in the area
vie for the project. The chamber representative from Waco, though,
locates an enterprise zone that reduces the company’s taxes for a
period of time, and then works with a local banker to get the company
better financing. In addition, the rep gets a local technical college
involved so Sanderson will have enough trained employees. These
factors create a unique package that sells the company on setting up
shop in Waco.

All these are true stories of how salespeople create value by understanding the
needs of their customers and then create solutions to meet those needs. Salespeople
can adapt the offering, such as in the Sanderson Farms example, or they can adapt
how they present the offering so that it is easier for the client to understand and
make the right decision.

Adapting a message or product on the fly isn’t something that can be easily
accomplished with other types of marketing communication. Granted, some Web
sites are designed to adapt the information and products they display based on
what a customer appears to be interested in while he or she is looking at the sites.
But unless the site has a “chat with a representative” feature, there is no real dialog
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occurring. The ability to engage in dialog helps salespeople better understand their
customers and their needs and then create valuable solutions for them.

Note also that creating value means making sales. Salespeople sell—that’s the bulk
of the value they deliver to their employers. There are other ways in which they
deliver value, but it is how much they sell that determines most of the value they
deliver to their companies.

Salespeople aren’t appropriate channels for companies in all situations, however.
Some purchases don’t require the salesperson’s expertise. Or the need to sell at a
very low cost may make retail stores or online selling more attractive. But in
situations requiring adaptation, customer education, and other value-adding
activities, salespeople can be the best channel to reach customers.

Managing Relationships

Because their time is limited, sales representatives have to decide which accounts
they have the best shot at winning and which are the most lucrative. Once a
salesperson has decided to pursue an account, a strategy is devised and
implemented, and if a sale happens, the salesperson is also responsible for ensuring
that the offering is implemented properly and to the customer’s satisfaction.

We’ve already emphasized the notion of “customers for life” in this book.
Salespeople recognize that business is not about making friends, but about making
and retaining customers. Although buyers tend to purchase products from
salespeople they like, being liked is not enough. Salespeople have to ensure that
they close the deal with the customer. They also have to recognize that the goal is
not to just close one deal, but as many deals as possible in the future.

Gathering Information

Salespeople are boundary spanners2, in that they operate outside the firm and in
the field. As such, they are the first to learn about what competitors are doing. An
important function for them, then, is to report back to headquarters about their
competitors’ new offerings and strategies.

Similarly, salespeople interact directly with customers and, in so doing, gather a
great deal of useful information about their needs. The salespeople then pass the
information along to their firms, which use it to create new offerings, adjust their
current offerings, and reformulate their marketing tactics. The trick is getting the
information to the right decision makers in firms. Many companies use customer

2. People who work both inside
and outside their
organizations. Salespeople are
boundary spanners.
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relationship management (CRM) software like Aplicor or Salesforce.com to provide
a mechanism for salespeople to enter customer data and others to retrieve it. A
company’s marketing department, for example, can then use that data to pinpoint
segments of customers to communicate directly with. In addition to using the data
to improve and create and marketing strategies, the information can also help
marketing decision makers understand who makes buying decisions, resulting in
such decisions as targeting trade shows where potential buyers are likely to be. In
other words, marketing managers don’t have to ask salespeople directly what
customers want; they can pull that information from a customer database. (For an
online demonstration of Aplicor, visit http://www.aplicor.com/product_tour.php.)

Figure 13.1

Aplicor is a computer software program that enables salespeople to capture and track information on their
accounts. This information can then be used by marketing mangers to design better marketing strategies and
offerings. The system also helps salespeople manage their accounts better, because they have access to more
customer information.

Source: Aplicor, used with permission.

Types of Sales Positions

There are different ways to categorize salespeople. They can be categorized by the
customers they work with, such as whether they are consumers, other businesses,
or government institutions. Another way to categorize salespeople is by the size of

Chapter 13 Professional Selling

13.1 The Role Professional Salespeople Play 410

http://www.aplicor.com/product_tour.php


their customers. For the purposes of this book, we will categorize salespeople by
their activities. Using activities as a basis, there are four basic types of salespeople:
missionary salespeople, trade salespeople, prospectors, and account managers.
Most professional sales positions involve selling to other businesses, but many also
sell to consumers like you. Next, we discuss each of the types of salespeople.

Missionary Salespeople

A missionary salesperson3 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. For example, a pharmaceutical representative might call on a
physician to provide the doctor with clinical information about a medication’s
effectiveness. The salesperson hopes the doctor will prescribe the drug. Patients,
not doctors, actually purchase the medication. Similarly, salespeople call on your
professors urging them to use certain textbooks. But you, the student, choose
whether or not to actually buy the books.

There are salespeople who also work with “market influencers.” Mary Gros works at
Teradata, a company that develops data warehousing solutions. Gros calls on
college faculty who have the power to influence decision makers when it comes to
the data warehouses they use, either by consulting for the them, writing research
papers about data warehousing products, or offering opinions to students on the
software. In an effort to influence what they write about Teradata’s offerings, Gros
also visits with analysts who write reviews of products.

Trade Salespeople

A trade salesperson4 is someone who calls on retailers and helps them display,
advertise, and sell products to consumers. Eddy Patterson is a trade salesperson.
Patterson calls on major supermarket chains like HEB for Stubb’s Bar-B-Q, a
company that makes barbecue sauces, rubs, marinades, and other barbecuing
products. Patterson makes suggestions about how Stubb’s products should be
priced and where they should be placed in store so they will sell faster. Patterson
also works with his clients’ advertising departments in order to create effective ads
and fliers featuring Stubb’s products.

3. A salesperson who calls on
people who make decisions
about products but don’t
actually buy them.

4. Someone who calls on retailers
and provides them assistance
with merchandising and selling
products to consumers.
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Figure 13.2

Trade salespeople like Eddy Patterson for Stubb’s help retailers promote and sell products to consumers.

Source: Photo courtesy of Stubb’s Legendary Kitchen.

Prospectors

A prospector5 is a salesperson whose primary function is to find prospects, or
potential customers. The potential customers have a need, but for any number of
reasons, they are not actively looking for products to meet those needs—perhaps
because they lack information about where to look for them or simply haven’t had
the time to do so. Prospectors often knock on a lot of doors and make a lot of phone
calls, which is called cold calling because they do not know the potential accounts
and are therefore talking to them “cold.” Their primary job is to sell, but the
activity that drives their success is prospecting. Many salespeople who sell to
consumers would be considered prospectors, including salespeople such as
insurance or financial services salespeople, or cosmetic salespeople such as those
working for Avon or Mary Kay.

In some B2B situations, the prospector finds a prospect and then turns it over to
another salesperson to close the deal. Or the prospector may take the prospect all

5. A salesperson whose primary
responsibility is prospecting,
or finding potential customers.
The salesperson might be
responsible for closing the
sales or simply turning the
prospects over to someone else
to close.
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Figure 13.3

Taylor Bergstrom, who began his
career as a sales representative
for the Texas Rangers baseball
team, is now an account manager
for the club. Some of the deals he
closes are worth hundreds of
thousands of dollars.

Source: Taylor Bergstrom, used
with permission.

the way through the sales process and close the sale. The primary responsibility is
to make sales, but the activity that drives the salesperson’s success is prospecting.

Account Managers

Account managers6 are responsible for ongoing business with a customer who uses
a product. A new customer may be found by a prospector and then turned over to
an account manager, or new accounts may be so rare that the account manager is
directly responsible for identifying and closing them. For example, if you sold beds
to hospitals, new hospital organizations are rare. A new hospital may be built, but
chances are good that it is replacing an existing hospital or is part of an existing
hospital chain, so the account would already have coverage.

Taylor Bergstrom, a Baylor University graduate, began
his career as a sales representative prospecting for the
Texas Rangers baseball team. Bergstrom spent a lot of
time calling people who had purchased single game
tickets in an effort to sell them fifteen-game packages or
other special-ticket packages. Today, Bergstrom is an
account manager for the club. He works with season
ticket holders to ensure that they have a great
experience over the course of a season, regardless of
whether the Rangers win or lose. His sales goals include
upgrading season ticket holders to more expensive
seats, identifying referral opportunities for new season-
ticket sales, and selling special-event packages, such as
party packages to box-seat holders. While most account
managers sell to businesses, some, like Bergstrom, sell
to individual consumers.

Account managers also have to identify lead users
(people or organizations likely to use new, cutting-edge
products) and build relationships with them. (Recall
that we discussed lead users in Chapter 6 "Creating
Offerings".) Lead users are in a good position to help
improve a company’s offerings or develop new ones.
Account managers work closely with these lead users
and build relationships across both their companies so
that the two organizations can innovate together.

6. A salesperson responsible for
ongoing business with a
customer who uses a product.
Satisfying long-term customers
and persuading them to
reorder products are
important activities for
account managers.
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KEY TAKEAWAY

Salespeople act as representatives for other people, including employees
who work in other parts of their companies. Salespeople create value for
their customers, manage relationships, and gather information for their
firms. There are four types of salespeople: missionary salespeople, trade
salespeople, prospectors, and account managers.

REVIEW QUESTIONS

1. Salespeople play three primary roles. What are they?
2. Salespeople create value in what two ways?
3. How does each type of salesperson create value?
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Figure 13.4

Firms can often achieve
economies of scale, such as lower
delivery costs by sending full

13.2 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 than others in building strong
relationships with each other. Generally speaking, however, all marketers are
interested in developing stronger relationships with large customers. Why? Because
serving one large customer can often be more profitable than serving several
smaller customers, even when the large customer receives quantity discounts.
Serving many small customers—calling on them, processing all their orders, and
dealing with any complaints—is time consuming and costs money. To illustrate,
consider the delivery process. Delivering a large load to one customer can be
accomplished in just one trip. By contrast, delivering smaller loads to numerous
customers will require many more trips. Marketers, therefore, want bigger, more
profitable customers. Big box retailers such as Home Depot and Best Buy are
examples of large customers that companies want to sell to because they expect to
make more profit from the bigger sales they can make.

Marketers also want stronger relationships with
customers who are innovative, such as lead users.
Similarly, marketers seek out customers with status or
who are recognized by others for having expertise. For
example, Holt Caterpillar is a Caterpillar construction
equipment dealer in Texas and is recognized among
Caterpillar dealers for its innovativeness. Customers
such as Holt influence others (recall that we discussed
these opinion leaders in Chapter 3 "Consumer Behavior:
How People Make Buying Decisions"). When Holt buys
or tries something new and it works, other Cat dealers
are quick to follow. Some companies are reaching out to
opinion leaders in an attempt to create stronger
relationships. For example, JCPenney uses e-mail and
Web sites to form relationships with opinion leaders
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trucks, when they sell to bigger
customers.

Source: Wikimedia Commons.

who will promote its products. We’ll discuss how the
company does so in the next chapter.

Audio Clip

Interview with Ted Schulte

http://app.wistia.com/embed/medias/37400abd9d

Listen as Ted Schulte discusses the benefits of relationship selling.

Salespeople are also tasked with maintaining relationships with market influencers
who are not their customers. As mentioned earlier, Mary Gros at Teradata works
with professors and with consultants so that they know all about Teradata’s data
warehousing solutions. Professors who teach data warehousing influence future
decision makers, whereas consultants and market analysts influence today’s
decision makers. Thus, Gros needs to maintain relationships with both groups.

Types of Sales Relationships

Think about the relationships you have with your friends and family. Most
relationships operate along a continuum of intimacy or trust. The more you trust a
certain friend or family member, the more you share intimate information with the
person, and the stronger your relationship is. The relationships between
salespeople and customers are similar to those you have, which range from
acquaintance to best friend (see Figure 13.5 "The Relationship Continuum").

Figure 13.5 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.
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At one end of the spectrum are transactional relationships; each sale is a separate
exchange, and the two parties to it have little or no interest in maintaining an
ongoing relationship. For example, when you fill up your car with gas, you might
not care if it’s gas from Exxon, Shell, or another company. You just want the best
price. If one of these companies went out of business, you would simply do business
with another.

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. If there’s a gas station near your house that has good prices, you might
frequently fill up there, so you don’t have to shop around. If this gas station goes
out of business, you will be more likely to feel inconvenienced. MRO (maintenance,
repair, and operations) items, such as such as nuts and bolts used to repair
manufacturing equipment are often sold on the basis of functional relationships.
There are small price, quality, and services differences associated with the
products. By sticking with the product that works, the buyer reduces his costs.

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. Ted
Schulte describes one segment of his market as affiliative; the people in this
segment trust Schulte’s judgment because they rely on him to help them make good
decisions on behalf of patients. They know that Schulte wouldn’t do anything to
jeopardize that relationship.

A 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. For example, GE manufactures the engines that Boeing uses
in the commercial planes it makes. Both companies work together to advance the
state of engine technology because it gives them both an edge. Every time Boeing
sells an airplane, GE sells one or more engines. A more fuel-efficient or faster engine
can mean more sales for Boeing as well as GE. As a result, the engineers and other
personnel from both companies work very closely in an ongoing relationship.
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Figure 13.6

GE’s GEnx aircraft engines were
developed to meet air travel and
cargo companies’ needs for better
fuel efficiency and faster flights.
GE works together with Boeing to
integrate the new engines into
747s.

Source: Wikimedia Commons.

Going back to the value equation, in a transactional
relationship, the buyer calculates the value gained after
every transaction. As the relationship strengthens,
value calculations become less transaction oriented and
are made less frequently. There will be times when
either the buyer or the seller engages in actions that are
not related directly to the sale but that make the
relationship stronger. For example, a GE engineer may
spend time with Boeing engineers simply educating
them on a new technology. No specific sale may be
influenced, but the relationship is made stronger by
delivering more value.

Note that these types of relationships are not a
process—not every relationship starts at the
transactional level and moves through functional and
affiliative to strategic. Nor is it the goal to make every
relationship a strategic partnership. From the seller’s
perspective, the motivation to relate is a function of an
account’s size, innovation, status, and total lifetime
value.

Selling Strategies

A salesperson’s selling strategies will differ, depending on the type of relationship
the buyer and seller either have or want to move toward. There are essentially four
selling strategies: script-based selling, needs-satisfaction selling, consultative
selling, and strategic partnering.

Script-Based Selling

Salespeople memorize and deliver sales pitches verbatim when they utilize a
script-based selling7 strategy. Script-based selling is also called canned selling. The
term “canned” comes from the fact that the sales pitch is standardized, or “straight
out of a can.” Back in the late 1880s, companies began to use professional
salespeople to distribute their products. Companies like National Cash Register
(NCR) realized that some salespeople were far more effective than others, so they
brought those salespeople into the head office and had them give their sales
pitches. A stenographer wrote each pitch down, and then NCR’s sales executives
combined the pitches into one effective script. In 1894, the company started one of
the world’s first sales schools, which taught people to sell using the types of scripts
developed by NCR.

7. A form of selling in which the
salesperson memorizes a sales
pitch and delivers it verbatim
to each prospective customer.
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Figure 13.7

National Cash Register, now NCR,
was one of the first companies to
professionalize selling with a
sales school in 1894. Today, the
company is a major seller of not
only cash registers but also many
other products, such as the
scanner shown here, which you
may see in a grocery or clothing
store.

Source: NCR, used with
permission.

Script-based selling works well when the needs of
customers don’t vary much. Even if they do, a script can
provide a salesperson with a polished and professional
description of how an offering meets each of their
needs. The salesperson will ask the customer a few
questions to uncover his or her need, and then provides
the details that meet it as spelled out in the script.
Scripts also ensure that the salesperson includes all the
important details about a product.

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 selling8.
This form of selling works best if the needs of customers
vary, but the products being offered are fairly standard.
For example, you might wander onto a car lot with a set
of needs for a new vehicle. Someone else might
purchase the same vehicle but for an entirely different
set of reasons. Perhaps this person is more interested in
the miles per gallon, or how big a trailer the vehicle can
tow, whereas you are more interested in the vehicle’s
style and the amount of legroom and headroom it has.
The effective salesperson would ask you a few questions, determine what your
needs are, and then offer you the right vehicle, while emphasizing those points that
meet your needs best. The vehicle’s miles per gallon and towing capacity wouldn’t
be mentioned in the conversation.

Consultative Selling

To many students, needs-satisfaction selling and consultative selling seem the
same. The key difference between the two is the degree to which a customized
solution can be created. With consultative selling9, the seller uses special expertise
to solve a complex problem in order to create a somewhat customized solution. For
example, TAC is a company that creates customized solutions to make office and
industrial buildings more energy efficient. TAC salespeople work with their
customers over the course of a year or longer, as well as with engineers and other
technical experts, to produce a solution.

8. The process of asking questions
to identify a potential buyer’s
needs and then tailoring the
sales pitch to satisfy those
needs.

9. A selling strategy in which a
salesperson uses special
expertise to create a somewhat
customized solution to a
buyer’s problem.
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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 selling10, both parties invest resources
and share their expertise with each other to create solutions that jointly grow one
another’s businesses. Schulte, for example, positions himself as a strategic partner
to the cardiologists he works with. He tries to become a trusted partner in the
patient care process.

Choosing the Right Sales Strategy for the Relationship Type and
Selling Stage

The sales-strategy types and relationship types we discussed don’t always perfectly
match up as we have described them. Different strategies might be more
appropriate at different times. For example, although script-based selling is
generally used in transactional sales relationships, it can be used in other types of
sales relationships as well, such as affiliative-selling relationships. An affiliative-
sales position may still, for example, need to demonstrate new products, a task for
which a script is useful. Likewise, the same questioning techniques used in needs-
satisfaction selling might be used in relationships characterized by consultative
selling and strategic-partner selling.

So when is each method more appropriate? Again, it depends on how the buyer
wants to buy and what information the buyer needs to make a good decision.

The typical sales process involves several stages, beginning with the approach and
ending with customer service. In between are other stages, such as the needs-
identification stage, presentation stage, and closing stage (see Figure 13.8 "The
Typical Sales Process").

In the approach, the salesperson attempts to capture enough of the prospective
customer’s attention and interest in order to continue the sales call. If it is a first-
time call, introductions are needed. A benefit that could apply to just about any
customer may also be offered to show that the time will be worthwhile.

10. A situation in which a buyer
and seller jointly invest
resources and share their
expertise to create solutions
designed to grow one another’s
businesses.
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Figure 13.8 The Typical Sales Process

A typical sales process starts with the approach and move through several stages to the close. Good salespeople
continue with making sure the customer gets the product, uses it right, and is happy with it.

With the buyer’s permission, the salesperson then moves into a needs identification
section. In complex situations, many questions are asked, perhaps over several sales
calls. In simpler situations, needs may not vary across customers so a canned
presentation is more likely. Then, instead of identifying needs, needs are simply
listed as solutions are described.

A presentation is then made that shows how the offering satisfies the needs
identified earlier. One approach to presenting solutions uses statements called
FEBAs. FEBA stands for feature, evidence, benefit, and agreement. The salesperson
says something like, “This camera has an automatic zoom [Feature]. If you look at
the viewfinder as I move the camera, you can see how the camera zooms in and out
on the objects it sees [Evidence]. This zoom will help you capture those key
moments in Junior’s basketball games that you were telling me you wanted to
photograph [Benefit]. Won’t that add a lot to your scrapbooks [Agreement]?”

Note that the benefit was tied to something the customer said was important. A
benefit only exists when something is satisfying a need. The automatic zoom would
provide no benefit if the customer didn’t want to take pictures of objects both near
and far.

Objections11 are concerns or reasons not to continue that are raised by the buyer,
and can occur at any time. A prospect may object in the approach, saying there isn’t
enough time available for a sales call or nothing is needed right now. Or, during the
presentation, a buyer may not like a particular feature. For example, the buyer
might find that the automatic zoom leads the camera to focus on the wrong object.
Salespeople should probe to find out if the objection represents a misunderstanding

11. A statement by a buyer of
concern about an offer or
salesperson.
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or a hidden need. Further explanation may resolve the buyer’s concern or there
may need to be a trade-off; yes, a better zoom is available but it may be out of the
buyer’s price range, for example.

When all the objections are resolved to the buyer’s satisfaction, the salesperson
should ask for the sale. Asking for the sale is called the close. In complex selling
situations that require many sales calls, the close may be a request for the next
meeting or some other action. When the close involves an actual sale, the next step
is to deliver the goods and make sure the customer is happy.

The sales process used to sell products is generally the same regardless of the
selling strategy used. However, the stage being emphasized will affect the strategy
selected in the first place. For example, if the problem is a new one that requires a
customized solution, the salesperson and buyer are likely to spend more time in the
needs identification stage. Consequently, a needs-satisfaction strategy or
consultation strategy is likely to be used. Conversely, if it’s already clear what the
client’s needs are, the presentation stage is likely to be more important. In this case,
the salesperson might use a script-based selling strategy, which focuses on
presenting a product’s benefits rather than questioning the customer.

KEY TAKEAWAY

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 transactional, functional, affiliative, and strategic. The
four basic sales strategies salespeople use are script-based selling, needs-
satisfaction selling, consultative selling, and strategic-partner selling.
Different strategies can be used with in different types of relationships. For
example, the same questioning techniques used in needs-satisfaction selling
might be used in relationships characterized by consultative selling and
strategic-partner selling. The sales process used to sell products is generally
the same regardless of the selling strategy used. However, the strategy
chosen will depend on the stage the seller is focusing on. For example, if the
problem is a new one that requires a customized solution, the salesperson
and buyer are likely to spend more time in the needs identification stage.
Consequently, a needs-satisfaction strategy or consultation strategy is likely
to be used.

Chapter 13 Professional Selling

13.2 Customer Relationships and Selling Strategies 422



REVIEW QUESTIONS

1. Do customer relationships begin as transactional and move toward
strategic partnerships?

2. How does each sales strategy vary?
3. Which step of the sales process is most important and why? How would

the steps of the sales process vary for each type of sales position?
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13.3 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

A key component in the effectiveness of salespeople is the sales cycle. The sales
cycle12—how long it takes to close a sale—can be measured in steps, in days, or in
months. As Figure 13.9 "The Sales Cycle" shows, the sales cycle is depicted as a
funnel13 because not all the people and firms a salesperson talks to will become
buyers. In fact, most of them won’t.

Figure 13.9 The Sales Cycle

The sales cycle starts with leads, some of whom become suspects. Some suspects become prospects, and some
prospects become customers.

The cycle starts with a lead14, which is nothing more than contact information of
someone who might be interested in the salesperson’s product. To follow up on the
lead, the salesperson might phone or drop by to see the person identified in the
lead. This beginning of the sales process is called the approach15. During the
approach, the salesperson introduces himself or herself and his or her company to
the buyer. If the buyer shows interest, the salesperson then moves to the next step
in the sales process.

A suspect16 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. They’ve agreed to meet with the
salesperson and will possibly listen to the sales script or participate in a needs-

12. The amount of time or number
of steps it takes to make a sale;
also called the sales pipeline or
funnel.

13. The amount of time or number
of steps it takes to make a sale;
also called the sales cycle or
pipeline.

14. The contact information for
someone who might be
interested a salesperson’s
product.

15. The first step in the sales
process. The salesperson
introduces himself or herself
and the company to the buyer
and determines if the buyer
has any interest in purchasing
the firm’s products.

16. A person or organization that
has an interest in an offering
but hasn’t indicated if they are
going to purchase.
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identification process. During the needs-identification stage, the salesperson is
trying to qualify the account as a prospect. Qualifying17 a prospect is a process of
asking questions to determine whether the buyer is likely to become a customer. A
prospect18 is someone with the budget, authority, need, and time (BANT19) to make
a purchase. In other words, the person has the money to make the purchase and the
authority to do so; the person also needs the type of product the salesperson is
selling and is going to buy such a product soon.

Once the purchase has been made, the sales cycle is complete. If the relationship
between the company and the buyer is one that will be ongoing, the buyer is
considered one of the salesperson’s “accounts.” Note that the buyer made a decision
each step of the way in the cycle, thereby moving further down the funnel. She
decided to consider what the salesperson was selling and became a suspect. She
then decided to buy something and became a prospect. Lastly, she decided to buy
the salesperson’s product and became a customer.

Metrics Used by Salespeople

As you know, the key metric, or measure, salespeople are evaluated on are the
revenues they generate. Sometimes the average revenue generated per customer
and the average revenue generated per sales call are measured to determine if a
salesperson is pursuing customers that are the most lucrative. How many prospects
and suspects a salesperson has in the pipeline20 are two other measures. The more
potential buyers there are in the pipeline, the more revenue a salesperson is likely
to generate.

Conversion ratios are an extremely important metric. Conversion ratios21 measure
how good a salesperson is at moving customers from one stage in the selling cycle
to the next. For example, how many leads did the salesperson convert to suspects?
A 10:1 ratio means it took ten leads for the salesperson to get one suspect who
agreed to move to the next step. A salesperson with a 5:1 ratio only needs to pursue
five leads to get a suspect. So, if the representative can make only ten sales calls in a
day, then the salesperson with the 5:1 ratio will have produced two suspects versus
just one suspect for the other salesperson. As a result, the second rep will have
more suspects in the pipeline at the end of the day. Similarly, how many suspects
did the salesperson convert to prospects and finally to customers? If all the other
conversion ratios (suspect-to-prospect ratio and prospect-to-customer ratio) are
the same for the two salespeople, then the rep with the 5:1 ratio will close twice as
many sales as the one with a 10:1 ratio.

Salespeople can track their conversion ratios to identify which stages of the sales
cycle they need to work on. For example, the sales representative with 10:1 ratio

17. A process of asking questions
to determine whether a buyer
is likely to become a customer.

18. Someone who has the budget,
authority, need for, and time to
purchase a product.

19. An acronym for the
characteristics of a qualified
prospect. A BANT has the
budget, authority, need for,
and time to purchase a
product.

20. The amount of time or number
of steps it takes to make a sale;
also called the sales cycle or
funnel.

21. The rate at which a salesperson
moves, or converts, potential
customers from one stage of
the sales cycle to the next.

Chapter 13 Professional Selling

13.3 Sales Metrics (Measures) 425



can study what the rep with the 5:1 ratio is doing in order to try to improve his
efficiency and sales levels. His conversion ratios also tell him how many sales calls
he has to make each day or week to generate a sale and how many calls must be
made on leads, suspects, and prospects to convert them.

How many sales calls of each type a representative has to make in a certain period
of time are activity goals22. As Figure 13.10 "How Activities and Conversions Drive
Sales" illustrates, activities and conversions drive sales. More calls translate into
more conversions, and more conversions translate into more sales. You can think of
it as sort of a domino effect.

A win-loss analysis23 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. (Keep in mind that to some
extent, all salespeople think back through their sales call to determine what they
could have said or done differently and what they should say or do again in the
future.) When several professionals are involved in the selling process, a win-loss
analysis can be particularly effective because it helps the sales team work together
more effectively in the future. Like a team watching a film after a football game,
each member of the sales team can review the process for the purpose of
improvement. When the results are fed to managers, the analysis can help a
company develop better products. A marketing manager who listens carefully to
what salespeople say during a win-loss analysis can develop better advertising and
marketing campaigns. Communicating the same message to the entire market can
help shorten the sales cycle for all a company’s sales representatives.

Figure 13.10 How Activities and Conversions Drive Sales

Activities, or sales calls of various types, drive conversions, which then drive sales.

22. The number and type of sales
calls a representative is
expected to make in a certain
period of time.

23. The process of reviewing each
sales cycle after it is completed
to identify key factors that
accounted for the win or the
loss of a sale.
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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 bonus24 is paid at the
end of a period of time based on the total amount sold, while a commission25 is
typically thought of as a payment for each sale. A bonus plan can be based on how
well the company, the individual salesperson, or the salesperson’s team does. Some
salespeople are paid only on the basis of commission, but most are paid a salary
plus a commission or a bonus.

Commissions are more common when sales cycles are short and selling strategies
tend to be more transactional than relationship oriented. Perhaps one exception is
financial services. Many financial services salespeople are paid a commission but
expected to also build a long-lasting relationship with clients. Some salespeople are
paid only salary. As might be expected, these salespeople sell very expensive
products that have a very long sales cycle. If they were only paid on commission,
they would starve before the sale was made. They may get a bonus to provide some
incentive, or if they receive a commission, it may be a small part of their overall
compensation.

Metrics Used by Sales Managers

The sales manager is interested in all the same metrics as the salesperson, plus
others. The metrics we discussed earlier 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.
Perhaps everyone needs training in a particular stage of the sales process, or
perhaps the leads generated by marketing are not effective, and new marketing
ideas are warranted. Sales cycle metrics at the aggregate level can be very useful for
making effective managerial decisions.

Sales managers also look at other measures such as 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. Sales by product or by product line,
especially viewed over time, can provide the sales executive with insight into
whether a product should be divested or needs more investment. If the sales for the
product line are declining but the product’s market share is holding firm, then the
entire market is shrinking. A shrinking market can mean the firm needs to look for
new markets or develop new offerings.

Time is yet another element that sales managers look at. 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? Sales executives are also constantly concerned

24. Pay based on overall sales
performance; it may be based
on how well an individual
salesperson does, how the team
does, or how the company
performs.

25. Pay based on a single sale.
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about what the firm’s sales are doing relative to what was forecasted for them.
Forecasts turn in to sales quotas26, or minimum levels of sales performance for
each salesperson. In addition, forecasts turn into orders for raw materials and
component parts, inventory levels, and other expenditures of money. If the forecast
is way off, then money is lost, either because the company ran out of products or
because too much was spent to build up inventories that didn’t sell.

In Figure 13.11 "An Example of the Sales Data Sales Managers Utilize", you can see a
sample of data a sales manager may review. As you can see, most of the sales teams
are performing near quota. But what about the Midwest? Selling 7 percent more is a
good thing, but an astute manager would want to know why sales were short by
over $200,000. Inventory can be balanced against the Southeast’s shortfall, but that
adds cost to ship from the plant to Atlanta, then to Chicago. Accurate forecasts
would have put that product in the Midwest’s Chicago warehouse to start with.

Figure 13.11 An Example of the Sales Data Sales Managers Utilize

Tables such as this provide information that managers use to evaluate sales performance against expected sales, or
quota.

26. The minimum level of sales
performance for an individual
salesperson.
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Similarly, a manager would be concerned about Jerry’s lack of sales. That one
salesperson accounts for the entire region’s shortfall against quota. Was the
shortfall due to Jerry’s inability to sell, or did something happen in the territory?
For example, if a hurricane came ashore in the Carolinas or if Jerry had a health
problem arise, the manager’s concern would be different than if Jerry lost a major
account or had a history of failing to reach quota.

Sales executives don’t just focus on sales, though. They also focus on costs. Why?
Because many sales executives are held accountable not only for their firms’ sales
levels but also for profit levels. Money has to be spent to sell products, of course: If
the firm spends too little, the sales force will be unable to perform effectively. If the
budget to attend trade shows is cut, for example, the quantity and quality of leads
salespeople get could fall—and so could their sales. But if the firm spends too much
on trade shows, the cost per lead generated increases with no real improvement in
the sales force’s productivity. Perhaps the “additional” leads are duplicates or take
too much time to follow up on.

Customer satisfaction is another important metric. Salespeople and their bosses
want satisfied customers. Dissatisfied customers not only stop buying a company’s
products, they often tell their friends and family members about their bad
purchasing experiences. Sometimes they go so far as to write blogs or bad product
reviews on Web sites such as Epinions.com. Some research studies have shown that
average customer satisfaction scores are less important than the number of
complaints a company gets. Perhaps it’s because of the negative word-of-mouth
that unhappy customers generate.

In addition to tracking complaints, companies measure customer satisfaction levels
through surveys. An average score of 3 on a scale of 1 to 5 could mean two things.
The score could mean that everyone is, on average, happy and therefore gave the
company a rating of 3.0. Or the score could mean that half of the customers are
wildly enthusiastic and gave the company a 5 while the other half was bitterly
disappointed and rated the company a 1. If the latter is the case, then half of the
company’s customers are telling their friends about their negative experience and
discouraging many others from buying. Sometimes companies hire firms like
TeleSight, an organization capable of tracking satisfaction scores for an entire
industry. Using a service like this, the sales executive can not only track the
company’s customer satisfaction scores but also see how they compare with the
scores of the industry overall.
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KEY TAKEAWAY

The sales cycle is a basic unit of measurement indicating how long it takes to
close a sale. Salespeople examine their performance at each stage of the
sales cycle in order to identify specific areas for improvement. A salesperson
who shortens the cycle is able to generate more revenue with the same
amount of effort. Salespeople also track their conversion ratios to identify
which stages of the sales cycle they need to work on.

Sales executives track the same metrics as individual salespeople but at the
aggregate level. If many salespeople are struggling with one stage of the
sales cycle, for example, then additional training or marketing may be
needed, or a new strategy is necessary. Sales executives also look at their
firm’s sales relative to their forecasts in order to spot possible trends. A
firm’s sales trends affect many of the other decisions the company’s
executives have to make, including manufacturing and output decisions.
Sales managers also have to manage their company’s selling costs. Sales
managers are often responsible for a firm’s sales and its profit levels.

REVIEW QUESTIONS

1. How might the sales cycle vary across the types of sales positions? How
do salespeople use the sales cycle to manage their performance?

2. What is the relationship between conversion ratios and activity goals?
How do salespeople use this information? How do sales executives use
the information?

3. What metrics do sales executives use that salespeople are less concerned
with?
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13.4 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.

When faced with an opportunity to exaggerate in job interviews, who would
exaggerate more: professors, politicians, preachers, or salespeople? Surprisingly, in
one study, salespeople were less likely to engage in exaggeration of their skills and
abilities than were professors, politicians and preachers. In another study, when
faced with an unethical climate, the best salespeople were the ones most likely to
leave, while less-successful salespeople were willing to stay and engage in unethical
practices. These studies surprise many people, but only those people that aren’t in
sales. Most salespeople are scrupulously ethical and, like Ted Schulte mentioned at
the start of the chapter, they are in sales because they really enjoy working to help
people solve problems.

Common Ethical Issues for Salespeople

What are the most common ethical issues facing salespeople? Many of the most
common situations you could face as a salesperson involve issues such as the
following:

• A customer asking for information about one of their competitors, who
happens to be one of your customers

• Deciding how much to spend on holiday season gifts for your
customers

• A buyer asking for something special, which you could easily provide,
but aren’t supposed to give away

• Deciding to play golf on a nice day, since no one knows if you are
actually at work or not

Let’s examine each of the issues. In the first issue, a customer owns the information
about their business. The salesperson may hold that information, such as how many
cases of the product they purchase or who their customers are, but that salesperson
does not have the right to share that information with the customer’s competitor.
In many instances, a buyer may ask the seller to sign a nondisclosure agreement
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Figure 13.12

Lavish gifts like this watch may
be nice, but many buyers will
consider it too lavish and wonder
about the salesperson’s motives.

© 2010 Jupiterimages
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because, in order to serve the buyer, the seller will gain access to important private
information about that buyer. But even if there is no nondisclosure agreement,
courts are likely to agree with the buyer that the seller has an obligation to protect
the buyer’s information.

In the second issue, the concern is whether the gift is so extravagant that it is
considered a bribe. In some companies, such as IBM and Walmart, buyers are not
allowed to accept so much as a free cup of coffee from a seller. These companies do
not allow their buyers to receive promotional items such as a pen or coffee cup with
the seller’s logo on it because they want every vendor to have free access to sales
opportunities and earn the business on their merits, not their freebies. Many buyers
would question the motives of a salesperson giving too large a gift. Most salespeople
agree that lavish entertainment and gifts are becoming less important in business
because decision makers know these add to the costs of doing business and they’d
rather get a better price than be entertained.

The third issue is tough for salespeople because there
are two factors involved: a possible violation of
company policy and providing an unfair advantage to
one customer. Customers may not know that their
special request could get the salesperson in trouble and
the request may be reasonable, just against company
policy. In that instance, the salesperson should not
follow through on the request, though it might make
sense to see if the policy can be changed. The second
factor, though, is a bit more difficult because the
request can be unfair to other customers, and may cause
legal problems. As long as the special request can be
provided to anyone who asks for it, no law is broken.
What if the special request is for a discount? Pricing
discrimination laws could come into play if such a
discount is not made available to all who ask. What if
the request isn’t illegal, but other customers find out
and get upset that they weren’t offered the same
benefit? Then the salesperson may get a reputation for
being untrustworthy.

In the final issue, the question is whether the
salesperson is cheating the company out of time and
effort. Some argue that a salesperson who is paid
straight commission (paid by the sale) is not stealing
anything from the company, but others argue that even in that instance, the
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Figure 13.13

Even though it is a beautiful day
for golf, a salesperson who takes
time away from the job is
stealing time from the company,
and losing sales opportunities as
well. Taking a customer to play
may be a different story; such a
game may be a time to
strengthen a relationship, as long
as the customer does not feel
manipulated or obligated.

© 2010 Jupiterimages
Corporation

company is being deprived of possible sales that would be gained if the salesperson
was working.

These are not the only issues that salespeople face. In
the United States, two basic principles of business are
that everyone should have an equal opportunity to earn
business, and the customer remains free to make a
choice. Manipulation, a form of unethical sales
behavior, unfairly reduces or eliminates a buyer’s ability
or opportunity to make a choice. Persuasion, on the
other hand, may influence a buyer’s decision, but the
decision remains the buyer’s. Manipulation can include
misrepresentation, or claiming a product does
something it doesn’t, but it can also include withholding
important information, using hard-sell tactics, and
other unfair sales tactics.

However, as mentioned earlier, salespeople tend to be
ethical people. The use of manipulative sales tactics is
actually pretty rare.

Company Safeguards

Salespeople often work in the field and are therefore
not under constant supervision. Even inside salespeople
may be able to get away with less than ethical behavior
as no supervisor can watch or hear everything. So how
do companies manage ethical practices?

The first step is to develop policies based on the company’s mission and values
(recall these from Chapter 2 "Strategic Planning") that describe what is acceptable
and what is not. Good ethical policies not only list or describe appropriate and
inappropriate behaviors; they also describe the underlying principles. Not all
ethical dilemmas can be listed in a policy, so by detailing the principles and values
that make up the reasoning behind the policies, salespeople and sales managers will
be more prepared to respond appropriately.

Codes of ethics, or ethics policies, can be pretty detailed. Shell’s ethics policy, for
example, is a book over twenty pages long! Not only do these cover how salespeople
(and other company representatives) should interact with customers, they also
detail how employees should treat each other and how the company’s vendors
should be treated. (To see an example of a brief code of ethics for salespeople, visit
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Sales and Marketing Executives International’s Web site, http://www.smei.org/
displaycommon.cfm?an=1&subarticlenbr=16.)

A good second step is to train all salespeople and sales managers on the policy. One
reason for such training is to secure greater support and application of the policy,
but another reason is that, should a salesperson engage in an unethical or illegal
activity, the company is protected. The Federal Sentencing Guidelines (FSG) were
first developed in 1987 and then updated in 2007, and specify what happens to
companies when employees commit breaches of ethics. Companies that have solid
policies and train all employees on those policies can, rightfully under the FSG,
claim that any unethical employee was acting against company policies and on his
or her own, should anyone file charges against the company. Solid policies and
employee training can then be used as a defense against such charges, and the
company would not be held liable.

Yet training alone is insufficient. The company must also enforce the policy and
have procedures in place that make enforcement possible. For example, a company
should have a mechanism for reporting unethical activity in a way that protects the
person making the report. Many companies have anonymous message boxes that
enable an employee to report unethical activity. One similar and common practice
is to have an ethics office, charged with investigating any complaints. The FSG
requires that companies also have internal auditing procedures to ensure that
misconduct can be detected.

Note that these codes of ethics, the FSG, and the policies and procedures affect all
employees. These were not created just because of salespeople. Marketers have
faced ethics challenges in how claims are made in advertising, while supply chain
managers have encountered dilemmas in dealing ethically with vendors. Managers,
in any area of the firm, encounter challenges regarding equal opportunity and
creating an appropriately professional work environment.

Challenges Facing Sales Managers

Sales managers face the same challenges in managing salespeople that all managers
face. These include ensuring that hiring, compensation, and other management
practices are not discriminatory; that sexual harassment finds no home in the
workplace; and that employees are treated with dignity and respect.

Other challenges may arise, though. For example, salespeople have to be in front of
customers when customers are available. Earlier, we discussed how the number of
calls made can impact a salesperson’s success. So should a sales manager schedule
all training sessions on weekends, when buyers are at home and not available for
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sales calls? Does the answer to that question change if the salesperson is paid a
salary or a commission?

Recently, one sales manager reported a customer who said he did not want Muslims
calling on him. Another sales manager said when she and her salesperson (another
woman) sat down with a buyer (a male), the buyer had pornography on his
computer monitor. Do those sales managers assign new salespeople to the
accounts? Or do they “fire” the customer? If the customer was to be fired, the
salesperson would lose commission. Yet in both instances, the managers said they
fired the customer, an action that both salespeople were happy with, and they were
reassured that the loss of the sale wouldn’t be held against them. The loss of the
commission was worth it.

In sales, several laws apply that also apply in other areas of marketing but are more
prominent in sales. For example, the Uniform Commercial Code (UCC) determines
when a sale is a sale. Typically, a sale is a sale when the product is delivered and
accepted by the buyer. In most instances, the customer can cancel the order with no
penalty unless accepted. Sales managers have to be aware of such laws in order to
avoid creating policies that can be illegal.

Laws that affect sales operations include pricing discrimination, which we discuss
in Chapter 15 "Price, the Only Revenue Generator", and privacy laws, discussed
earlier. In addition, laws regarding hiring practices, workplace safety, and others
can affect sales managers. If global sales situations arise, the Federal Corrupt
Practices Act—which prohibits bribery and other practices that might be culturally
acceptable elsewhere but that are illegal in the United States—comes into play.

For these reasons, sales managers should develop close working relationships with
the human resources department. These professionals, along with the legal
department, are charged with staying abreast of legal changes that influence
management practice.
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KEY TAKEAWAY

Salespeople are, for the most part, 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. American
salespeople have the added constraint that what’s illegal in the United
States is illegal for them in other countries because of the Foreign Corrupt
Practices Act, even if the behavior in question is acceptable to those
countries’ laws and practices.

Sales managers have all the usual management concerns, such as fair hiring
practices. According to the Federal Sentencing Guidelines, 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.

REVIEW QUESTIONS

1. Do salespeople deserve the image or negative stereotype? Why or why
not?

2. Do ethics get in the way of success in sales? Why or why not?
3. What safeguards do companies enact to ensure ethical behavior among

salespeople and sales managers?
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13.5 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.

Traditionally, sales and marketing are like oil and water—the departments don’t
mix well. Salespeople are typically among the highest paid employees in an
organization. At the national printing company Moore-Wallace, for example,
salespeople are five of the seven top-paid employees, with the CEO coming in at
number three and the CFO at number five. As a result, jealousy can occur.

University of Georgia professor Tom Leigh was consulting with an organization
when he asked salespeople to describe marketing. One salesperson said the
marketing department was a black hole that sucked in money and gave nothing
back. In the same company, a marketing manager described salespeople as selfish
glad-handers who often skated on the wrong side of ethics. Unfortunately, these
perceptions exist at too many organizations.

What Marketing Does for Sales

A firm’s sales and marketing groups can work well together. We’ll focus first on how
marketing managers help salespeople.

Marketing Shortens the Sales Cycle

A company’s marketing activities include creating advertising and promotional
campaigns, participating in trade shows, and preparing collateral. Collateral27 is
printed or digital material salespeople use to support their message. It can consist
of brochures, position papers, case studies, clinical studies, market studies, and
other documents.

Salespeople use collateral to support their claims. Although a pharmaceutical rep
selling a drug might claim it works faster than competing medications, a clinical
study would carry more weight. If such a study existed, the drug maker’s marketing

27. Printed or digital material,
such as brochures, position
papers, case studies, clinical
studies, market studies, or
other documents created by
marketing professionals.
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department would prepare a brochure to give to doctors that highlight those
findings.

Figure 13.14

This “sell sheet” for a color photocopier is an example of collateral used by the salespeople who work for Konical-
Minolta Business Services (KMBS). Collateral is printed or digital material salespeople use to support their messages.

Source: Konical-Minolta Business Systems, used with permission.

Traditionally, firms have used their marketing groups to create awareness for their
offerings and brand names through advertising. Brand awareness opens doors for
salespeople. Few businesspeople sit in their offices hoping a salesperson will drop
by. They are too busy to entertain every salesperson who walks in! But when a
salesperson does come by from a well-known company, the businessperson is far
more likely to be courteous and listen, however briefly, to see if there is some value
in continuing the conversation.

Marketing professionals also support salespeople by providing them with lead
management. Lead management28 is the process of identifying and qualifying leads

28. The process of identifying and
qualifying leads in order to
capture new business.
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in order to grow new business. Closed-loop lead management systems29 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. Figure 13.15 "How a Closed-
Loop Management System Works" illustrates the process and shows how marketing
groups use the information to evaluate which of their activities are earning their
companies the biggest bang for their buck.

Figure 13.15 How a Closed-Loop Management System Works

A closed-loop lead management system can result in better investment decisions for marketing managers because
they can learn what marketing actions shorten sales cycles and create more sales.

Unfortunately, many companies lack such a system. So in many cases, marketing
personnel identify leads, turn them over to sales representatives, and that’s the last
they hear of them. Was the lead a good one, and did it ultimately lead to a
purchase? Was the trade show that produced the lead worth the money spent
attending it? These companies don’t know. Closing the loop (meaning closing the
feedback loop to marketing) gives marketing personnel insight into what works and
what doesn’t.

Ram Ramamurthy is a marketing professional for Sri-IIST, a company that has a
closed-loop lead management system. Ramamurthy met Frank Zapata, a potential
customer, at an industry trade show held annually in Las Vegas and gave Zapata a
demonstration of his company’s new offering, a software service called DG Vault. So
when Curtis Hamm, the Sri-IIST salesperson who handles Zapata’s account, followed
up on the lead, he knew that Zapata had already seen the product. Instead of two or

29. Information systems that track
sales leads from the point at
which the marketer identifies
them to the point at which
they are closed.
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three sales calls to build interest in DG Vault, Hamm only needed to ask Zapata to
gather all the appropriate personnel together to review the service, and then
present its financial benefits to Zapata’s CFO. Because of the meeting at the trade
show, at least two stages in the sales cycle were eliminated. After Hamm closed the
sale, he also closed the loop, providing feedback to Ramamurthy about any
lingering questions Zapata may have had. Using that feedback, Ramamurthy can
strengthen the next trade show presentation.

Marketing Improves Conversion Ratios by Scoring Leads

Marketing groups also help their firms’ salespeople improve their conversion ratios
by scoring the leads they send them. Lead scoring30 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). As you can imagine, someone who has had a conversation at a trade show with
a company representative, seen a demonstration, and answered questions about her
budget, authority, need, and time, is close to being a prospect already. The more hot
leads you put into the sales cycle, the more conversions to prospects and customers
you can expect.

Lead scoring is not just a function of asking questions, however. A potential
customer who visits your company’s Web site, downloads a case study about how a
product solved certain problems for a customer, and then clicks a link on a follow-
up e-mail to watch an online demo of the offering has shown a significant amount
of interest in the product. True, the lead has not answered questions concerning
BANT. The buyer’s behavior, though, indicates a strong interest—a much stronger
interest than someone who clicked a link in an e-mail and only watched a portion of
the demo.

When should marketing pass a lead on to sales? If the lead was generated at a trade
show, then the salesperson should get the lead immediately. The people and
organizations designated in Leads generated through other means, however, might
be targeted to receive additional marketing messages before being passed along to a
salesperson. Closed-loop lead management systems provide marketing managers
with the information they need to know when to pass the lead along and when
more marketing conversations are effective.

Improving conversions is not just a matter of finding more hot leads, however.
Marketing personnel can improve salespeople’s conversions by providing materials
that help buyers make good decisions. Advertising, a company’s Web site, activities
at trade shows, and collateral can all help, and in the process, improve a sales
force’s conversion ratios. To be sure, some educated buyers, once they have more

30. The process of rating leads
based on the readiness of
potential buyers to purchase
products.

Chapter 13 Professional Selling

13.5 Integrating Sales and Marketing 440



information about a product, will realize they don’t need or want it and will go no
further. But this is better than their buying the product and becoming angry when
it fails to meet their expectations.

What Sales Does for Marketing

Without the help of their firms’ salespeople, marketers would be at a serious
disadvantage. Salespeople talk to customers every day. They are the “eyes and ears”
of their companies. More than anyone else in an organization, they know what
customers want.

Salespeople Communicate Market Feedback

Salespeople are responsible for voicing their customers’ ideas and concerns to other
members of the organization. After all, if marketing managers are going to create
collateral to educate them, they need to know what they need and want in the way
of information. That knowledge comes from salespeople. How the information is
conveyed, though, varies from situation to situation and company to company.

Audio Clip

Interview with Ted Schulte

http://app.wistia.com/embed/medias/1f45a7f238

Ted Schulte describes the relationship between sales and marketing at Boston Scientific.

Accenture, the management consulting firm, engages in projects with clients that
cost hundreds of thousands of dollars, if not millions. After each sale is concluded,
the account management team reviews the process in excruciating detail, win or
lose. Questions such as “Did we have the right information to give to the client at
the right time?” or “Were our offerings aligned with their needs?” are answered.
After the review, executives then decide whether the company needs to produce
additional marketing material to support the offering, create new offerings, or
follow up on any other ideas generated by the review.

By contrast, KMBS salespeople sell copiers and printers that range from $5,000 to
$150,000. A KMBS sale generally isn’t as large as an Accenture sale, but KMBS has
many more sales going on at any given time than Accenture does. The sheer volume
of sales at KBMS makes it harder for salespeople to get the information related to
those sales to the company’s decision makers. For that reason, KMBS uses CRM
software to track all its prospects and their key buying criteria. If the sale is lost,
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Figure 13.16

This elegant sushi bar is actually
part of a trade show booth used
by Durcon, a company that
manufactures impermeable
countertop. The elegance of the
countertop, with its black and
white design, reflects a key sales
message the marketing manager
responsible for the exhibit
gathered from Durcon’s
salespeople. Specifically, the
salespeople wanted buyers to see
how Durcon’s product could be
customized for any elegant décor
requirement.

Source: Durcon, Inc., used with
permission.

the reasons for it can be entered into the software, as well as information about the
competing product the buyer purchased. Marketing personnel then use this
information to improve KBMS’s sales efforts.

Astute marketing professionals, however, do not rely
totally on CRM software to understand what makes
markets tick. As we have explained, they also spend
time with real customers and with salespeople. Andrea
Wharton, a marketing executive with Alcatel, is
responsible for her company’s presence at trade shows.
Wharton spends a great deal of time talking to
salespeople in order to find out what messages are
effective, and she uses that information to create
Alcatel’s exhibit booths for trade shows. She then works
in the booth at the shows so she can talk directly with
customers and get their reactions firsthand.

Changing the offering can be the outcome of what
occurs when salespeople convey information provided
by their customers. Perhaps customers are asking for
additional product features, faster delivery, or better
packing to reduce the number of damaged products
shipped. The fast-food chain Wendy’s provides us with
an example. When Wendy’s began testing the idea of
offering salads in its restaurants, it had a problem.
Previously, the restaurant had only packaged food in
paper products such as cardboard. Plastic was never
used. The company had made a commitment to
environmental sustainability and not using plastic was a
point of pride for the organization.

For help, Wendy’s turned to the food-packaging company Pak-Sher. Wendy’s Pak-
Sher sales representative could have pulled a number of different products from
Pak-Sher’s shelves that would have worked marginally well for Wendy’s salads, but
he knew more than that was needed. He assembled a team of packaging engineers,
and they visited Wendy’s test kitchens. Together with the Wendy’s product
developers, the Pak-Sher engineers created the plastic packaging Wendy’s “Garden
Sensations” salads are sold in. While the plastic packaging required Wendy’s to
reevaluate its position on the use of plastics, Pak-Sher engineers also incorporated
recycled material to support Wendy’s sustainability goals. Pak-Sher changed its
offering to meet the sustainability desires of its customer.
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Figure 13.17

Kiosks, like this one made for
American Airlines, contain
computers made by other
companies such as Dell.
Salespeople from Dell worked
with the kiosk manufacturer to
design in the best computer
solution for the job. The kiosk
manufacturer’s salespeople then
worked with American Airlines to
provide the hardware and
software solutions.

Source: American Airlines, used
with permission.

In this instance, the salesperson did not carry the voice
of the customer back to the company so much as carry
the company directly to the customer. Managing the
collaboration in new product design is often the
function of salespeople when products are customized.
For example, Tim Pavlovich is a salesperson for Dell, but
what he sells are called “appliances.” These appliances
are Dell computers that are installed inside of the
customer’s product. When you go to the kiosk at the
airport and swipe a credit card in order to print your
own boarding pass, chances are good that inside that
kiosk is a Dell computer. Pavlovich works with Dell’s
engineers to make sure that the customer gets the right
component or appliance; in turn, the engineers obtain
valuable customer insights that translate into new Dell
products.

Salespeople Monitor the Competition

Salespeople also track the actions of their competitors,
what customers buy, and enter the information into
their firms’ CRM systems. When marketing managers
examine the marketing and sales efforts of their
competitors, they are looking for their weak spots and
strengths. The weak spots can be capitalized on,
whereas the strengths need to be minimized.

More specifically, marketing managers need to know
which companies are the strongest competitors based
on the percentage of deals they win. Knowing this
information can help a firm analyze its own competitive
strengths and weaknesses and develop better marketing messages, sales strategies,
offerings, or a combination of the three. Marketing managers also want to know
which competitors the sales force most frequently finds itself competing against. If
prospects consider the same competitor’s product time and time again relative to
your product, then the competitor’s marketing and sales efforts are very similar to
yours. In this case, you might need to develop some countertactics your salespeople
can use to eliminate the product from the prospect’s consideration set. Those
tactics could include focusing on certain features only your product has or helping
your buyers feel secure in the purchase by pointing out how long you’ve been in
business.
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KEY TAKEAWAY

Marketing personnel support a firm’s sales force by shortening the sales
cycle and improving conversions. The sales cycle is shortened whenever a
marketing activity or marketing communication either eliminates a
prospect’s need to take a step in the sales cycle or speeds up the stages in
the cycle. Marketing managers also create printed and digital materials
called collateral designed to help persuade buyers.

Lead management and lead scoring are two other ways in which marketing
professionals help their firm’s salespeople. If a closed-loop lead management
is used, marketing managers can determine what tactics and messages
works best and make sound marketing investments.

In turn, salespeople support marketing personnel by communicating their
customers’ needs and ideas back to them. Salespeople are also the first to
spot the actions of competing firms, including which companies and
products are the strongest competitors. The marketing department then
uses the information to create better marketing messages, sales strategies,
offerings, or a combination of the three.

REVIEW QUESTIONS

1. What marketing activities support salespeople, and how does that
support help them? Be specific.

2. What do salespeople do to support marketing managers? Be specific.
3. What is a closed-loop lead management and what are its benefits to

salespeople?
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13.6 Outsourcing the Sales Function

LEARNING OBJECTIVES

1. Identify the primary types of outsourcing salespeople.
2. Characterize the strengths and weaknesses of outsourcing sales groups.

Some companies outsource certain sales functions. In this section, we’ll introduce
several types of outsourced salespeople, as well as the reasons for and challenges
associated with outsourcing various sales activities.

Types of Outsourced Salespeople

A company can outsource part or all of the sales cycle. When a company hires a call
center to make phone calls and set up appointments, it is outsourcing only the lead-
to-suspect conversion portion of the sales cycle. In other words, every appointment
the center sets up would be with a suspect. The suspect-to-prospect and prospect-
to-customer conversions could then be the responsibility of either the outsourcer
or another type of sales organization it hires for that purpose.

Independent agents31 are salespeople who are not employees of the company.
They set their own hours, determine their own activities, and for the most part,
manage themselves. Typically, they are paid on a straight commission basis—that is,
based only on the revenues they generate for the company. Sometimes, however,
they receive base pay, too. Independent agents often sell competing products from
competing companies and are common in insurance markets. In other industries,
agents are less likely to sell for competing companies. From the buyer’s point of
view, an independent agent representing multiple products lines should mean the
buyer is in a better position to find the best offering with the least amount of hassle.

A manufacturer’s representative32 is an agent that sells a manufacturer’s product.
Typically, they don’t sell competing products; rather, they sell complementary
products—products that the same buyer wants to purchase. So for example, an
agent that sells bathroom faucets for one manufacturer might sell bathroom towel
rods and mirrors for another manufacturer. When a company hires a
manufacturer’s rep, it does so because the rep is already selling to the desired
market. Buyers are more willing to see the rep because of the broad array of
products he or she offers.

31. Independent salespeople a
company hires to sell its
products. Independent agents
set their own hours, determine
their own activities, and for the
most part, manage themselves.

32. A type of independent agent
who represents manufacturers.
Typically, the person
represents noncompeting
manufacturers that sell
complementary products.
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We discussed distributors in Chapter 8 "Using Marketing Channels to Create Value
for Customers". Distributors often have salespeople who complete the entire sales
cycle. Recall that distributors receive and manage inventory. However, they may or
may not take title to the inventory before reselling it. Industrial distributors often
employ both field salespeople, who call on customers where they are located, and
employ inside salespeople, who may sell products by phone or by e-mail at the
distributors’ locations as well as handle customers who come to those locations.
Distributors are like manufacturer’s representatives in that they can sell offerings
from multiple manufacturers. Some distributors are exclusive, meaning they sell
the products of only one manufacturer.

Advantages and Disadvantages of Outsourcing

Outsourcing some of its sales efforts can provide a producer with several
advantages. We’ve already mentioned a few, such as gaining access to more buyers
because the organizations and people to which the company has outsourced the
work sells a broader array of products. Having a broad array to choose from is more
desirable from a buyer’s perspective. Moreover, outsourced salespeople have
existing relationships with the buyers that can be leveraged. Thus, entering new
markets, such as new product markets or new countries, via distributors,
independent agents, or manufacturer’s representatives can increase the speed at
which the company’s offerings penetrate a market. These people and organizations
also possess key market information and understand competitors and their
strategies—information marketers can leverage.

In terms of a company’s costs, outsourcing can be less expensive. The company that
outsources the work doesn’t bear the responsibility and expense of training the
salespeople, except to inform them about the company’s products. In addition,
because the salespeople often work on a straight commission basis, the company
only pays them when they sell its products.

The disadvantages of outsourcing can be boiled down to one word: control.
Distributors, manufacturer’s representatives, and agents are independent. They can
decide what to sell and when to sell it. Unlike an employee who can be required to
offer your product, they can choose to offer a customer a competing product or
simply a different product than the one you sell. Nor can you force them to make
sales calls. If it is a beautiful day and the golf course beckons, you may find your rep
somewhere on the links.

To deal with control issues, companies often create incentive programs to motivate
independent agents and manufacturer’s representatives. Attractive commissions
are more likely to get your product mentioned on every call. So are spiffs. Spiffs33

33. A word that originally meant
“special promotion incentive
funds” and now is used for any
short-term bonus payments
companies use to encourage
salespeople to sell certain
products.
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(a term that began as an acronym for special promotion incentive funds) are short-
term bonus payments companies use to encourage salespeople to sell certain
products. Also keep in mind that salespeople want to pitch products that are easy to
sell and have short sales cycles. Why? Because they get rewarded for making sales.
To the extent you can shorten a product’s sales cycle and increase their
conversions, you will gain their attention, time, and effort.

In addition to creating incentives for independent salespeople, a company will
usually employ a sales manager to work with independent them. The sales
manager’s job is about selling as much as it is about managing, though. The
manager has to constantly sell the agents on selling the company’s offerings, and
provide them with product information and tips that help them do so.

Finally, just as they listen to their own sales forces, good marketing professionals
pay attention to what the independent salespeople and organizations they work
with are saying. Not only can marketing managers create better strategies by doing
so, they will create strategies that get used. In other words, the salespeople will be
more likely to support those strategies with their own efforts because they believe
in them.

KEY TAKEAWAY

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. Outsourcing can cost less and requires less investment than a
company-employed sales force. Moreover, independent agents, distributors,
and manufacturers’ representatives often have established relationships
that make it easier for a company to enter and penetrate new markets.

Outsourcing the sales function(s) means that a company will 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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REVIEW QUESTIONS

1. Which parts of the sales cycle can be outsourced and to whom?
2. When does outsourcing make the most sense? The least sense? Why?
3. What can marketers do to make outsourced sales functions more likely

to succeed?
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13.7 Discussion Questions and Activities
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DISCUSSION QUESTIONS

1. As a customer, would it be important for you to know how your
salesperson was paid? Why or why not?

2. Should salespeople be responsible for handling all their customers’
complaints or should customers be told to call the departments
responsible for the complaints? Explain your answer.

3. What impact would a service-dominant logic approach have on how you
craft sales strategy?

4. Assume you sell plumbing supplies via a distributor that sells to
retailers.

a. What can you do to shorten the distributor’s sales cycle? To
improve its conversions?

b. Assume you are the distributor and you have five salespeople
working for you. Two call on plumbing companies and large
construction companies at job sites, whereas the other three
work as salespeople in your warehouse. What can you do to
shorten the sales cycle of each group? How might your
efforts affect the performance each group differently?

5. Assume you invented a new plastic-shaping technology that
allows plastic products to be manufactured much more cheaply.
When you talk to manufacturers, though, they are skeptical
because the new method is so radically different from any
technology they have ever used before.

a. What do you think the sales cycle for the technology would
look like? What would the most important step of the sales
cycle be? Why?

b. What type of sales force would you utilize and why?
c. What marketing activities could help you shorten the sales

cycle and how?

6. In many organizations, marketing and sales do not get along very well.
Describe what you would expect to be the results in an organization
such as this.

7. Based on this chapter, what are three questions you would want to ask
in a job interview if you were interviewing for an entry-level marketing
position?

8. Salespeople are often viewed with disdain by the general public. What
has this chapter taught that could change those perceptions?
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ACTIVITIES

1. Contact a salesperson and ask if you can spend a half-day observing
sales calls. Whether you are able to observe or not, ask these questions:
What are the segments within that salesperson’s territory? How do they
make decisions and what are the key sales activities?

2. Contact a professional who works with salespeople. This exercise can be
done with physicians who have reps call on them, professors who have
sales reps call on them, as well as professional purchasing agents. What
do they think of salespeople and the value that these professionals get
from their salespeople? What separates the good salespeople from the
ones that are not so good?
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Chapter 14

Customer Satisfaction, Loyalty, and Empowerment

The marketing concept, described in Chapter 1 "What Is Marketing?", reminds us
that the customer should be at the center of a firm’s activities and that the
company that thrives is the one that serves customers’ needs better than the
competition. Yet often it is the customer who is most adept at serving the
customer’s needs. Consumers being able to take control of the marketing activities
aimed at them is what customer empowerment1 is about. Today, technology is
making it more possible for the customer to do exactly that. In a recent survey, the
chief marketing officers of 250 top companies were asked about the key factors that
influence the performance of their companies. The officers’ response? A company’s
ability to interact and respond to its customers as well as empower them.Girish
Ramani and V. Kumar, “Interaction Orientation and Firm Performance,” Journal of
Marketing 72, no. 1 (2008): 27–41.

Research shows that customer empowerment is a function of three things: creating
feedback channels that are easy and widely available, asking for and encouraging
feedback about products, and enabling customers to participate in the design of
products. In Chapter 5 "Market Segmenting, Targeting, and Positioning", we
discussed how customers can participate in the design of products, or offerings. In
this chapter, we focus on those ubiquitous feedback channels, as well as strategies
to solicit and encourage feedback.

Take JCPenney, for example. You might think that a company as large as JCPenney
would be unable to give customers the ability to create their own types of shopping
experiences—that standardizing the products and services they receive would be
necessary. But JCPenney is an excellent example of how a firm can use the Internet
and other technology to engage its customers and provide them with more control
over the products and marketing communications they receive.

Audio Clip

Interview with Laura Carros

http://app.wistia.com/embed/medias/376e05324b
1. Providing tools that enable

customers to take control or
influence marketing.
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Listen to an interview with Laura Carros, a JCPenney executive responsible for many of the company’s
customer initiatives.
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14.1 Customer Communities

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.

If you are about to buy a new high-definition television, where do you go to learn
about which one is best? Like many buyers, you probably turn to the Internet and
visit sites such as Epinions.com or ConsumerSearch.com. Do you want to learn
about the products of a specific retailer? More than 4,700 JCPenney products have
been reviewed on Epinions.

The point is that consumers talk. They talk to each other, and they post their
thoughts and opinions online. Word of mouth2, or the passing of information and
opinions verbally, has a powerful influence on purchasing decisions. You rely on
word of mouth when you register for classes. For example, you ask other students
about which professors are best and how hard their classes are. If you have no one
to ask, you can look at online sites such as ratemyprofessors.com.

Buzz3 refers to the amount of word of mouth going on in a market. However, in
addition to traditional word of mouth, buzz includes blogs, articles, and other
information about an offering.

Companies try to create buzz about their products by sending press releases,
holding events, offering free samples, writing blogs, or releasing podcasts. Some
marketing managers actually spend time “trolling” the Web looking for postings
about their products. If a negative posting appears to be a legitimate complaint,
then the marketing manager can take action to fix the customer’s problem, and
future complaints of the same nature can be avoided.

Influencer Panels

A marketing strategy being used increasingly often is influencer marketing4, or
targeting people known to influence others so that they will use their influence in
the marketer’s favor. These influencers are the lead users we discussed in the

2. The passing of information and
opinions verbally.

3. Word of mouth that includes
blogs, articles, and other forms
of promotion.

4. Targeting individuals known to
influence others so they will
use their influence in the
marketer’s favor.
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chapter on designing offerings. If you spend some time on Procter & Gamble’s (P&G)
Crest toothpaste Web site, you might be given a chance to complete a survey.
(Someone who is very interested in dental care is more likely to take the survey.)
The survey asks if you talk about dental care products, if you research such
products, and if you influence others. These questions and questions like them are
used to identify influencers. P&G then provides influencers with product samples
and opportunities to participate in market research. The idea is that new offerings
should be cocreated with influencers because they are more likely to be both lead
users, early adopters of new offerings, and influence other people’s decisions to buy
them.

That was the idea behind JCPenney’s Ambrielle lingerie community. Carros and
other JCPenney employees on the Ambrielle marketing team devised a strategy of
identifying women who would be willing to join a special community. A
community5, in the marketing sense, is a social group that centers its attention on
a particular brand or product category. Another term for a community is a social
network6. The social network for Ambrielle lingerie is illustrated in Figure 14.1 "A
Social Network".

Figure 14.1 A Social Network

5. A form of a social group that
centers its attention around a
particular brand or product
category.

6. A community or social group
that centers its attention on a
particular brand or product
category.
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Each circle represents a person in the social network, and the arrows represent the ties between them. You can see
that some are JCPenney customers as represented by the arrows between the company (the star) and the
individuals. Others are not, but are in contact with JCPenney customers.

Audio Clip

Interview with Laura Carros

http://app.wistia.com/embed/medias/6c19a49421

Listen to hear more about how Laura Carros created the Ambrielle community.

Some communities are organized by companies. For example, the Harley Owners
Group (HOG), a club for Harley motorcycle owners, was organized by Harley-
Davidson. But many communities spring up naturally, without any help from a
marketer. A local arts community is an example. In the case of Ambrielle, JCPenney
created and manages the group; in the case of the HOG, Harley-Davidson manages
the group in conjunction with its members.

Another difference between the Ambrielle community and HOG is that the
Ambrielle community is only composed of influencers. By contrast, anyone who
owns a Harley can be a member of HOG. Ambrielle influencers provide feedback
about products to JCPenney and take an active role in designing the company’s
offerings. In other words, the influencers participate regularly in marketing
research activities. Another term for this type of community is an influencer
panel7.

Organizing and Managing Influencer Panels

Table 14.1 "Characteristics Used to Qualify the Members of Influencer Panels" lists
the different characteristics used to qualify members of an influencer panel. Note
that there are multiple types of influencers represented in the Ambrielle
community. Because JCPenney has also gathered lifestyle, demographic, and
psychographic information about them, the firm has a fairly complete picture of
each member. This information is invaluable because JCPenney can use the
knowledge to segment the group more precisely. Thus, when the company test
markets communications or offerings with the group, it can gain a better
understanding of how well those efforts will work with different types of
consumers.

7. A special type of community
that participates regularly in
marketing research activities.
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Table 14.1 Characteristics Used to Qualify the Members of Influencer Panels

Characteristic Definition

Active
Influencer

Willing to tell others, but more important, others listen and act on the
influencer’s opinion.

Interested
Has a greater intrinsic interest in the product category than the average
user.

Heavy User
Actually uses or consumes the offering regularly, preferably more than
the average user.

Loyal
Sticks to one brand when it works. Note, however, that this category
could include someone who isn’t loyal because the right offering meeting
his or her needs hasn’t yet been created.

Lead User

Willing to try new products and offer feedback. In some instances, it’s
possible to modify an offering to suit an individual consumer; when it is,
you want lead users to suggest the modifications so you can see how and
why they do so.

An influencer panel does not necessarily become a community. If the
communication that occurs is only between the marketer and the individual
members of the panel, no community forms. The members must communicate with
one another for a community to exist.

As a marketing professional, how do you find influencers? The answer is that they
have to be actively recruited. As you learned earlier in the chapter, P&G surveys
people looking at its Web sites. If you answer the survey questions in a way that
shows you meet the criteria listed in Table 14.1 "Characteristics Used to Qualify the
Members of Influencer Panels", you might be asked to join a P&G panel. Another
method is to ask a customer whose complaint you have just resolved to take a
survey. After all, someone who has taken the time to complain might also be
motivated to participate on a panel. Still another recruiting method is to send
random surveys to households to identify people who would be good panel
participants.

Once you create an influencer panel, you have to activate it. After all, influencers do
not want to be singled out only to be ignored. However, marketing professionals
should be able to answer the following three questions before they activate a panel:

1. What do we want from the influencer panel? Usually, companies
want feedback on new offerings and new marketing communications,
as well as active word-of-mouth promotions. Panelists need to know

Chapter 14 Customer Satisfaction, Loyalty, and Empowerment

14.1 Customer Communities 457



when you are merely testing a new offering versus introducing it to the
marketplace. You don’t want word of mouth about a new product that
isn’t yet ready to be sold.

2. How much are the panel members willing to do? Companies want to
keep their panelists actively engaged, which requires asking how often
they want to participate on the panel, as well as giving them the right
to “opt out” of a particular activity if they must. In some instances, you
may put out a general call for help, such as posting a notice on an
online bulletin board that you need volunteers to test a product. Or,
you might just simply send influencers product samples, ask them to
try them, and respond to a questionnaire. In addition, the processes by
which they engage have to be easy for them to complete. For example,
asking a lot of information up front makes the sign-up process more
difficult. If all you need is an e-mail address, just ask for the e-mail
address. Any additional information can be gathered later.

3. What’s in it for the panel members? What do they get out of
participating? They of course get to try free, new products that might
improve their lives—or will one day improve their lives if a company
heeds their advice. For many influencers, the product category is one
that was already important to them. The chance to try a product before
anyone else does and provide feedback to a manufacturer who has
singled them out for their opinion might be all these people want.

Social Networking Sites and Other Social Media

As we have indicated, communities spring up naturally. Online, social networking
sites8 like Facebook and MySpace are used to create communities. Everyone you are
friends with on sites such as these are people that you already knew. The sites are
simply the communication medium. What is interesting is that Facebook and other
social networking sites can’t tell the difference between close friends and
acquaintances. From a marketing perspective, since each tie or relationship is
treated the same, social networking sites provide interesting ways to reach people.
One, perhaps not so interesting way, is as a broadcast medium for advertising. A
company targets consumers by placing ads on a person’s site based on what
Facebook or MySpace knows about the person—just as ads are placed on a radio or
television station and matched to certain audiences.

The more interesting way is by consumers sending other consumers links and other
information. For example, when a marketer creates a Facebook or MySpace page for
an offering such as a movie, a community can form around the movie. Then if you
join the group that loves the movie, Facebook notifies all of your friends that you
are promoting the movie. A community such as this might not be as enduring as the
Ambrielle or HOG groups, but it serves its purpose—at least until the movie is old

8. A communication medium for
communities, or social
networks.
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news and newer movies come out and get attention. When you become a “fan” of
something like a movie, you are part of the buzz.

Marketers are looking at many ways to use Facebook and other social networking
sites to create buzz. Facebook has a “gift-giving” application that allows people to
give “gifts” to each other. The gifts are really just icons (pictures) within Facebook.
Enter GiveReal, an online service that allows people to give one another real gifts
online. GiveReal developed a promotion with Bombay Sapphire, a leading premium
gin, and Facebook. The promotion allows Facebook users to give their friends
electronic coupons (downloadable to a credit card) for mixed drinks that use
Bombay Sapphire. These coupons can then be redeemed at restaurants and bars
that accept credit cards.Anonymous, “Give Real; Leading Online Gifting Service
GiveReal.com Partners with Bombay Sapphire to Serve Up the Perfect Summer
Cocktail through the Web,” Marketing Weekly News, July 4, 2009, 225.

One result of social networking is viral marketing9, or the spread of the company’s
message (like a computer virus) through the community. Some companies have
enhanced the viral marketing of their offerings with interactive Web sites that
might feature, say, a game built around an offering. Consumers then e-mail their
friends with links to the game or Web site. Examples include the viral campaign by
Nine Inch Nails for its concept album, Year Zero. An online alternate reality game
was created involving characters and situations drawn from the music on the
album. The album and game were so popular that HBO has even considered creating
a series around the dark, futuristic tale told on the album.

Blogs are one form of online communication that helps spread viral marketing
messages. Some blogs are written by corporate marketing officers who “spin” the
information. But blogs can be written by anyone. Blogs can serve as a “voice” for a
community. For example, the chief executive of the National Thoroughbred
Horseracing Association (the NASCAR of horseracing) writes a blog for the
organization that is posted on its Web site. However, anyone can leave a comment
on the blog. Blogs have become much more like dialog in a town hall meeting than a
one-way marketing message.

9. The spread of the company’s
message (like a virus) through
a community.

Chapter 14 Customer Satisfaction, Loyalty, and Empowerment

14.1 Customer Communities 459



Figure 14.2

Ashton Kutcher was the first
person to have over a million
followers on Twitter.

Source: Wikimedia Commons.

Twitter is another application that facilitates viral
marketing by enabling people to “follow” someone.
When an organization or a person posts something on
Twitter, the post—called a “tweet”—is sent as a text
message to all followers of that organization or person.
Ashton Kutcher made headlines by being the first
person to collect a million followers. However, the first
company to generate a million dollars in revenue
through Twitter is probably Dell. Dell uses Twitter to
communicate special deals via its tweets—offers that are
extremely limited. Followers can then contact the
company to place their orders for the products. Dell
estimated that in 2009, it would earn more than $3
million through Twitter.John C. Abell, “Dude—Dell’s
Making Money off Twitter!” Wired, June 12, 2009,
http://www.wired.com/epicenter/2009/06/dude-
%E2%80%94-dells-making-money-off-twitter (accessed
August 24, 2009).

Communities are not just a consumer phenomenon, nor
are they a function of technology. In the B2B world,
communities can be formalized into users’ groups. For
example, the customers of Teradata, a data warehousing company, have formed a
users group. Annually, the group holds a conference in which members talk about
how they use Teradata’s products. So others users might learn from her company’s
experience, Laura Carros spoke at one of the conferences about how using CRM
technology and Teradata’s data warehousing function helped JCPenney create the
Ambrielle community.

Social media10 is a catchall phrase for the online channels of communication that
build communities. Social media includes social networking sites, blogs, podcasts,
wikis, vlogs (video blogs), and other Internet-based applications that enable
consumers to contribute content. Social media spending for marketing purposes
doubled in 2008 and continued to rise in 2009 despite the poor economy. In fact,
Forester, a respected research company, predicts spending to top over $50 billion in
2009!Andy Beal, “Forrester Predicts Huge Growth for Social Media Marketing,”
April 24, 2009, http://www.marketingpilgrim.com/2009/04/forrester-social-media-
growth.html (accessed August 26, 2009).

10. A catchall phrase for online
channels of communication
that build communities
including social networking
sites, blogs, podcasts, wikis,
vlogs (video blogs), and other
Internet-based applications
that enable consumers to
contribute content.
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KEY TAKEAWAY

Customer communities form around social networks, which marketers can
use to both promote offerings and gather market information. Companies
create influencer panels that provide insight into effective offerings and
provide word of mouth.

REVIEW QUESTIONS

1. Is an influencer panel the same as a community?
2. If a company doesn’t create an influencer panel, are there still

influencers? If so, who are they influencing and how?
3. What Internet tools, other than influencer panels, create word of

mouth?
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14.2 Loyalty Management

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.

It’s 8:00 p.m. and you’re starving. You open the refrigerator and find a leftover
chicken breast, half an onion, and some ketchup. But what can you do with these
ingredients? You could search online for recipes that contain them, or you could
post a question about what to do with them at a Web site like Kraft.com.

Companies like Kraft build Web sites such as Kraft.com in order to create the types
of communities we discussed earlier. If you posted your question at Kraft.com, you
might have an experience like one woman did—in 24 hours, 853 people viewed the
question, and she had 22 answers to choose from. Another question had 3,341
viewers over 10 days. Why has Kraft’s Web marketing team worked so hard to
create an environment in which people can do this?

One important reason is loyalty. Kraft wants loyal customers—customers who buy
Kraft products instead of other brands at every opportunity, who recommend its
products to their friends, and are willing to pay a little more to get Kraft quality.
Early research on loyalty showed that loyal customers were less expensive to
market to, more willing to pay a premium for a particular brand, more willing to try
new products under the brand name, more likely to recommend the brand to their
friends, and more willing to overlook a problem related to the brand.Fred Reicheld
and Thomas Teal, The Loyalty Effect: The Hidden Force Behind Growth, Profits and Lasting
Value (Boston: Harvard Business Press, 2001). That said, more recent research shows
that the benefits that come from loyal customers are not automatic and that it takes
careful management for those benefits to be sustained.Werner J. Reinartz and V.
Kumar, “The Impact of Customer Relationship Characteristics on Profitable Lifetime
Duration,” Journal of Marketing 67, no. 1 (2003): 77–96.

Loyalty has two dimensions. One dimension of loyalty is behavioral loyalty11,
meaning that the customer buys the product regularly and does not respond to
competitors’ offerings. The second dimension is attitudinal loyalty12, which is the
degree to which the customer prefers or likes the brand.

11. The degree to which a
customer habitually buys a
product and does not respond
to competitors’ offerings.

12. The degree to which a
customer prefers or likes a
brand.
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Behavioral Loyalty

Most marketers would be happy with behavioral loyalty because it does, after all,
result in sales. Yet behavioral loyalty doesn’t mean that the customer is immune to
your competitors’ offerings. Nor does it mean the customer is willing to pay more
for your brand. For example, a business person might regularly book trips on
American Airlines because it flies to the one or two destinations the traveler has to
visit regularly. But a lower price on another airline or one scheduled at a more
convenient time might persuade the flier to switch to another carrier.

Habitual purchases are a form of behavioral loyalty. Comparison shopping takes
time and effort, so buyers are often willing to forego looking for substitute
products. Habitual purchases are commonly made for low-involvement offerings.
You might regularly purchase a Coke at a drive-thru restaurant near your house
rather than take the time, energy, and gasoline to look for a Coke that’s cheaper.

Marketers engage in many activities to both encourage and discourage behavioral
loyalty. Loyalty programs, such as an airline offering travelers frequent-flier miles,
can encourage behavioral loyalty. But coupons and other special price promotions
can break behavioral loyalty patterns. We’ll discuss loyalty programs in more detail
later in this chapter.

Attitudinal Loyalty

As we explained, attitudinal loyalty refers to how much someone likes a brand and
is willing to act on that preference. Keep in mind, however, that a person’s
willingness to act on a preference doesn’t necessarily mean she will purchase your
product: If you sell Ferraris, and she is unemployed, she might be unable to afford
one.

Cause-related marketing, which we discussed in Chapter 12 "Public Relations and
Sales Promotions", can foster attitudinal loyalty among a company’s community of
customer. Companies that engage in cause-related marketing13 choose causes that
are important to the customer communities in which they operate. American
Airlines sponsors the Susan G. Komen Foundation, an organization that is working
to cure breast cancer. KitchenAid sponsors Cook for the Cure, which also benefits
the foundation. Both companies support breast cancer awareness because the cause
is important to their female customers.

13. When a company supports a
nonprofit organization in some
way in order to generate
positive public relations.
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Figure 14.3

American Airlines is a Lifetime
Promise Partner, a program
designed to support breast
cancer awareness and the Susan
G. Komen Foundation. The
company has painted Komen’s
signature pink ribbon on planes
as a way to support the
foundation. Companies support
charities that are important to
the communities in which they
operate.

Source: American Airlines, used
with permission.

Note, however, that cause-related marketing should be
sincere. You can probably quickly tell when a person or
organization is insincere. So can your customers.
Sincerity also breeds trust. For example, when Eunice
Azzani volunteered for the San Francisco AIDS
Foundation, she did so because the cause was important
to her and Korn/Ferry International, the executive
search firm for which she is a managing director. While
working for the cause, Azzani met executives with
Mervyn’s, Wells Fargo, and other major corporations
who later engaged her company to conduct executive
searches. They knew they could trust her to do high-
quality work and that she was sincere about her place in
the community.Steven Van Yoder, “Cause-Related
Marketing,” http://www.streetdirectory.com/
travel_guide/5529/marketing/
cause_related_marketing.html (accessed October 10,
2008).

Of course, there are many other methods of building
attitudinal loyalty. As we mentioned, advertising can
create feelings for a brand, as can sponsoring a sports
team or cultural event. In the next section, we discuss
loyalty programs, one way that companies try to
manage both affective and behavioral dimensions of
loyalty.

Audio Clip

Interview with Laura Carros

http://app.wistia.com/embed/medias/b1db0efe17

Listen to Laura Carros describe some of the marketing efforts she uses to engage loyal customers.

Loyalty Programs

Loyalty programs14 are marketing efforts that reward a person or organization for
frequent purchases and the consumption of offerings. For example, Lone Star Park’s
Star Player Rewards program awards members points for each dollar they spend at
the track. The more points they earn, the better the prize is for which they can
redeem their points.

14. Marketing efforts that reward
the frequent purchase and
consumption of an offering.
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Figure 14.5

The horse that came in second in
this Lone Star Park race is owned

Figure 14.4

Lone Star Park is a horseracing track in Grand Prairie, Texas. The park rewards frequent attendees through its Star
Player Rewards program, which tracks members’ purchases and bets. Members can also compete in special contests
and participate in special events, such as being able to meet famous jockeys.

Source: Lone Star Park, used with permission.

The data a firm collects from a loyalty program can be very useful in terms of
designing and improving the company’s offerings. When members initially sign up
for a loyalty program, they provide a great deal of demographic information to the
organization. Their behavior can then be tracked as well. For example, Lone Star
Park can determine who sits in what section of the track by what tickets members
purchase, as well as where they purchase their refreshments or place their bets.
The track can also determine members’ preferences for food and drink products or
services such as betting clerks and betting machines. When the track has nonracing
events, such as a concert, the events can be promoted to Star Players. Depending on
how the members respond, additional offers can be made, or not made, to them.

Lone Star Park might also team up to create an offering
with American Airlines. For example, the track and the
airline could compare customer lists and determine
which Star Players members are also members of
American’s AAdvantage frequent-flier program. These
individuals could then be offered discounts on trips to
Louisville, Kentucky, where the Kentucky Derby is held.
Such an offer is called cross-promotion marketing15. A
cross-promotion can be used to introduce new
marketing members to a community; in this case, Lone
Star Park is introducing American to the horseracing
community. The cross-promotion creates credibility for
the new member, just as you are more likely to accept a
recommendation from a friend.

15. A method in which two or
more groups act together to
reach potential customers.
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by one of the authors of this
textbook. Note the advertisers in
the background of the photo. The
advertisers want to reach the
same community as Lone Star
Park, and they want their
products to become the products
of choice for that community. As
you can tell, advertising at the
track isn’t just about reaching
eyeballs—it’s about being viewed
as a member of the community,
which could result in greater
brand loyalty among the
community’s customers.

The Positive Effects of Loyalty Programs

When loyalty programs work, they result in one or more
of the four effects of loyalty: the blocker effect, the
spreader effect, the accelerator effect, and the longevity
effect. We’ll start by describing the longevity effect.

Figure 14.6 The Positive Effects of Loyalty Programs

The Longevity Effect

The longevity effect16 is lengthening the lifetime value of a customer. We discussed
customer lifetime value (CLV) in earlier chapters. One result of a good loyalty
program is that your buyers remain your customers for longer. Because a loyalty
company has better information about its customers, it can create offerings that are
more valuable to them and keep them coming back. Consider a loyalty program
aimed at customers as they progress through their life stages. A grocery store might
send diaper coupons to the mother of a new baby and then, five years later, send
the mother coupons for items she can put in her child’s school lunches.

16. The process of lengthening the
a customer’s lifetime value
over time.
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Loyalty programs also affect the longevity of customers by increasing their
switching costs. Switching costs17 are the costs associated with moving to a new
supplier. For example, if you are a member of a frequent-flier program, you might
put up with some inconveniences rather than switching to another airline. So, if
you are a member of American’s AAdvantage program, you might continue to fly
American even though it cancelled one of your flights, made you sit on a plane on
the ground for two hours, and caused you to miss an important meeting. Rather
than starting over with Continental’s Elite Pass program, you might be inclined to
continue to book your flights on American so you can take a free trip to Europe
sooner.

The Blocker Effect

The blocker effect is related to switching costs. The blocker effect18 works this way:
The personal value equation of a loyalty program member is enhanced because he
or she doesn’t need to spend any time and effort shopping around. And because
there is no shopping around, there is no need for the member to be perceptive to
competitors’ marketing communications. In other words, the member of the
program “blocks” them out. Furthermore, the member is less deal-prone19, or
willing to succumb to a special offer or lower price from a competitor.

The blocker effect can be a function of switching costs—the costs of shopping
around as well as the hassles of having to start a new program over. However, the
effect can also be a function of relevance. Because the loyalty marketer has both
information on whom the buyer is and data on what the buyer has already
responded to, more relevant communications can be created and aimed at the
buyer. In addition, because belonging to the program has value, any communication
related to the program are already more relevant to the buyer.

The Spreader Effect

The spreader effect20 refers to the fact that members of a loyalty program are
more likely to try related products offered by the marketer. For example, an
American Airlines AAdvantage member who also joins the company’s Admiral’s
Club airport lounge creates additional revenue for the airline, as a does the
member’s purchase of a family vacation through American’s Vacation services.

The spreader effect becomes even more pronounced when a cross-promotion is
added to the mix. Earlier we mentioned Lone Star Park might team with American
to offer a trip package to the Kentucky Derby. Another example is Citibank offering
you AAdvantage miles if you get a Citibank Visa card through American’s

17. The costs associated with
moving to a new supplier of an
offering.

18. A loyalty program that results
in members blocking out
marketing communications
from competitors.

19. Willing to succumb to a special
offer or lower price.

20. A loyalty program that results
in buyers being more likely to
try related products offered by
a marketer.
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AAdvantage program. Cross-promotions such as these encourage loyalty program
members to try even more products from more producers.

The Accelerator Effect

When rats running in a maze get closer to the cheese, they speed up. Like rats in a
maze, consumers speed up, or accelerate, purchases when they are about to reach a
higher award level in a loyalty program, called the accelerator effect21 of a loyalty
program. In American’s AAdvantage program, for example, a member gets
“Platinum” status after flying sixty flights or fifty thousand miles. Platinum
members get special awards, like more frequent upgrades to first class, boarding
ahead of everyone else, not having to pay for luggage and other fees, and double
mileage toward free flights. Someone who has fifty flights and just needs ten more
to become Platinum will start to fly American more frequently until the Platinum
level is reached. Then, American hopes that the other effects (blocker, spreader,
etc.) will occur.

Companies can capitalize on the accelerator effect by making it easy for members to
track their progress and notifying them when they are close to reaching subsequent
levels. American helps its Advantage fliers track their progress by sending them
monthly updates on their levels. Couple such a notification with a special offer, and
a company is likely to see even greater acceleration. The accelerator effect can also
be used with promotions that create short-term, loyal behavior. Pepsi created a
promotion with Amazon in which purchasers could accumulate points toward free
music downloads. The promotion, launched with a Justin Timberlake Super Bowl ad,
was a knock-off of Coca-Cola’s MyCokeRewards.com. Although they weren’t formal
loyalty programs, both promotions led to an accelerator effect as customers got
close to the award levels they needed to redeem prizes.

Criteria for Successful Loyalty Programs

Just having a loyalty program is no guarantee of success, though. Eight studies of
more than a dozen grocery-store loyalty programs in the United States and Europe
showed that five programs had no impact on the loyalty of customers, two
increased sales but not profits, two had mixed results, and five had positive
results.John F. Tanner, Jr., and Deepa Morris, “Customer Empowerment” (white
paper published by BPT Partners, LLC, March 2009). There are, however, several
characteristics of loyalty programs that can make them effective, each of which is
discussed next.

21. The effect of a loyalty program
that, as a consumer approaches
the next level of benefits, the
rate of consumer’s purchases
increases.
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Good Performance by a Company

The first characteristic of an effective loyalty program is performance. No loyalty
program can overcome a company’s poor performance. Even the most loyal buyer
can put up with subpar performance for only so long.

Responsiveness by a Company

Responsiveness is how well a company can take customer information (such as
complaints) and alter what they do to satisfy the customer. Loyal customers are
more willing to complete surveys and participate in market research, but they
expect companies to use the information wisely. For example, when customers
complain, they expect their problems to be fixed and the company to use the
information so that the same problems don’t reoccur. Likewise, the members of
influencer panels expect to be listened to. If you ignore their input, you are likely to
alienate them, causing them to switch other brands.

A company’s responsiveness—or lack thereof—also becomes evident to buyers when
they spot a better offer. Precisely at that moment, they realize that the company
that created the better offer was more responsive and worked harder to meet their
needs.

Shared Identity among Participants

Loyal customers are like sports fans—they wear their “team’s” colors. That’s why
loyalty programs have names that sound prestigious, like Continental’s “Elite Pass”
program or American’s “Executive Platinum” program. Loyal customers also want
to be recognized for their loyalty. Hampton Inn, which is part of the Hilton family
of hotels, is one company that could do a better of job of recognizing its
customers—literally. One of the authors stays regularly at the same Hampton Inn,
only to be greeted every time on arrival with the question, “Is this your first stay
with us?” The author is not only a regular guest at that hotel but a member of
Hilton Honors, the hotel’s loyalty program. But apparently the Hampton Inn’s
reservation system doesn’t provide that information to its front desk clerks. If you
fail to recognize customers who are loyal, you are essentially telling them that their
business isn’t that important to you.

Chapter 14 Customer Satisfaction, Loyalty, and Empowerment

14.2 Loyalty Management 469



Figure 14.7

When customers stay regularly
at the same hotel, welcoming
them back is an example of
recognizing their loyalty. Good
loyalty programs allow service
personnel to identify loyal
customers so they can be given
special treatment.
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Clear Benefits

What are the benefits of being loyal? A loyalty program
should make those benefits clear. For example,
Continental Airlines has a special boarding lane for its
Elite Pass members. Travelers who are not Elite Pass
members can easily see the special treatment members
receive. If the elements of scarcity and status can be
created by a loyalty program, the benefits of belonging
to it will be obvious to customers.

Community Development

Finally, marketers who can put loyal customers together
with other loyal customers are likely to build a
community around the common experience of
consumption. At Lone Star Park or American Airlines,
common consumption is obvious—people are actually
together. Building a community in which people don’t
actually consume goods and services together can be a
bit more difficult, but recall that Kraft has done so with
its online presence. Members of Kraft.com still share
their experiences, their recipes, their questions, and their answers, thereby
creating a sense of “we’re in this together.” Some of the postings might be related
directly to Kraft products, whereas others might only be indirectly related.
Nonetheless, they all provide Kraft with insight into what its customers are
thinking. Meanwhile, its customers become more loyal as they participate on the
Web site.

Keep in mind that a loyalty program isn’t necessary to create loyalty. Lexus doesn’t
have a formal loyalty program. Yet studies show that Lexus owners are the most
loyal luxury car buyers. Over half of all Lexus owners buy another Lexus. (The
brand’s slogan is “Once a Lexus buyer, always a Lexus buyer.”) By contrast,
Mercedes-Benz has a loyalty program, but only 40 percent of its buyers purchase
another Mercedes.Nelson Ireson, “Lexus First in Owner Loyalty Survey, Saab Last,”
September 3, 2008, http://www.motorauthority.com/jd-power-lexus-first-in-
luxury-owner-loyalty-saab-last.html (accessed July 13, 2009).

A company can also offer its customers loyalty benefits that are not a part of a
formal loyalty program. For example, Mercedes-Benz gives loyal buyers an
opportunity to suggest new features via a contest, for which there is no prize other
than the recognition the winner gets because his idea was selected. And like many
other car manufacturers, Mercedes offers owners special trade-in deals. The
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challenge with loyalty promotions that lie outside loyalty programs is collecting the
information marketers need to target customers.

KEY TAKEAWAY

Customer loyalty is both behavioral and attitudinal. Habitual purchases are a
form of behavioral loyalty. Cause-related marketing can foster attitudinal
loyalty among a company’s community of customers, as can loyalty
programs. Loyalty programs can have four positive effects: They can
increase the longevity, or lifetime value, of customers; block competitors’
marketing efforts; encourage customers to buy related offerings; and
accelerate their purchases. Loyalty programs don’t automatically create
loyalty among customers, though. Loyalty is created when a company
performs well, responds to its customers, identifies its loyal customers,
makes the benefits of its loyalty program transparent (obvious), and when
the firm builds a community among its customers.

REVIEW QUESTIONS

1. What are the benefits of having loyal customers? Why or how do those
benefits occur?

2. What is the difference between loyalty and loyalty programs?
3. How can you create loyalty without having a loyalty program?
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14.3 Customer Satisfaction

LEARNING OBJECTIVES

1. Understand satisfaction and satisfaction strategies.
2. Design a customer satisfaction measurement system.
3. Describe complaint management strategies.

Customer Satisfaction Defined

What comes to mind when you hear someone say, “A satisfied customer”? Perhaps
it is an image of someone smiling with the pride of knowing he got a good deal. Or
perhaps it is the childlike look of happiness someone exhibits after purchasing a
new pair of shoes that are just the right color. Whatever your picture of a satisfied
customer is, customer satisfaction22 is typically defined as the feeling that a
person experiences when an offering meets his or her expectations. When an
offering meets the customer’s expectations, the customer is satisfied.

Improving customer satisfaction is a goal sought by many businesses. In fact, some
companies evaluate their salespeople based on how well they satisfy their
customers; in other words, not only must the salespeople hit their sales targets,
they have to do so in ways that satisfy customers. Teradata is one company that
pays its salespeople bonuses if they meet their customer satisfaction goals.

Customer satisfaction scores have been relatively stable for the past few years as
illustrated in Table 14.2 "Industry-Average Customer Satisfaction Scores,
2000–2008". You might think that if increasing the satisfaction of customers were,
indeed, the goal of businesses, the scores should show a steady increase. Why don’t
they? Maybe it’s because just satisfying your customers is a minimal level of
performance. Clearly customer satisfaction is important. However, it isn’t a good
predictor of a customer’s future purchases or brand loyalty. For example, one study
of customer satisfaction examined car buyers. Although the buyers rated their
satisfaction levels with their purchases 90 percent or higher, only 40 percent of
them purchased the same brand of car the next time around.Raphaelle Lambert-
Pandraud, Gilles Laurent, and Eric Lapersonne, “Repeat Purchasing of New
Automobiles by Older Consumers: Empirical Evidence and Interpretations,” Journal
of Marketing 69, no. 2 (2005): 97–106.

22. The feeling that results when
an offering meets a consumer’s
expectations.
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Table 14.2 Industry-Average Customer Satisfaction Scores, 2000–2008

2000 2001 2002 2003 2004 2005 2006 2007 2008

Appliances 85 82 82 81 82 80 81 82 80

Computers 72 74 71 71 72 74 77 75 74

Electronics 83 81 81 84 82 81 80 83 83

Cars 80 80 80 80 79 80 81 82 82

Keep in mind, though, that satisfaction scores are a function of what the customer
expected as well as what the company delivered. So the flat scores in Table 14.2
"Industry-Average Customer Satisfaction Scores, 2000–2008" reflect rising customer
expectations as well as improved products. In other words, the better products get,
the more it takes to satisfy consumers.

There is also a downside to continuously spending more to satisfy your customers.
Recent research shows that firms that do so can experience higher sales revenues.
However, after the additional spending costs are factored in, the net profits that
result are sometimes marginal or even negative. Nonetheless, satisfaction is not
unimportant. A company’s performance on key factors is critical both in terms of
the loyalty and satisfaction it generates among its customers.Gustavo Souki and Cid
G. Filho, “Perceived Quality, Satisfaction and Customer Loyalty: An Empirical Study
in the Mobile Phones Sector in Brazil,” International Journal of Internet and Enterprise
Management 5, no. 4 (2008): 298–314.

Customer Satisfaction Strategies

So what or how much should you do to improve the satisfaction of your customer?
If customer satisfaction can be defined as the feeling a person experiences when an
offering meets his or her expectations, then there are two critical ways to improve
customer satisfaction. The first is to establish appropriate expectations in the
minds of customers. The second is to deliver on those expectations.

We know that dissatisfied customers are likely to tell many more friends about their
negative experiences than satisfied customers are about good experiences. Why?
Because there’s more drama in unmet expectations. A story about met
expectations—telling a friend about a night out that was average, for example—is
boring. Jan Carlson, a former Scandinavian Airlines executive, was famous for
promoting the concept of “delighted” customers. Carlson’s idea was that delighting
customers by overexceeding their expectations should result in both repeat
business and positive word of mouth for a firm. The fact that stories about plain old
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Figure 14.8

Ritz-Carlton’s employees are
empowered and even given a
budget to provide services that
delight customers—not just meet
their expectations.
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satisfaction are boring is also why influencer communities, such as JCPenney’s
Ambrielle community, are so important. Influencers have new offerings to talk
about, which are interesting topics, and other buyers want to know their opinions.

Establishing appropriate expectations in the minds customers is a function of the
prepurchase communications the seller has with them. If you set the expectations
too low, people won’t buy your offering. But if you set the expectations too high,
you run the risk that your buyers will be dissatisfied. A common saying in business
is “underpromise and overdeliver.” In other words, set consumers’ expectations a
bit low, and then exceed those expectations in order to create delighted customers
who are enthusiastic about your product. A seller hopes that enthusiastic customers
will tell their friends about the seller’s offering, spreading lots of positive word of
mouth about it.

One customer satisfaction strategy that grew out of
Carlson’s idea of delighting customers is to empower
customer-facing personnel. Customer-facing personnel
are employees that meet and interact with customers.
In a hotel, this might include desk clerks, housekeepers,
bellman, and other staff. Empowering these employees
to drop what they’re doing in order to do something
special for a customer, for example, can certainly
delight customers. In some organizations, employees
are even given a budget for such activities.

Ritz-Carlton employees each have an annual budget that
can be spent on customer service activities, such as
paying for dry cleaning if a customer spilled red wine on
a dress in the hotel’s restaurant. Sewell Cadillac is
famous for how its employees serve its customers. An
employee will even pick up a customer up on a Sunday if
a Sewell-purchased car breaks down. Other dealers
might delegate such a service to another company, but
at Sewell, the same salesperson who sold the car might
be the person who handles such a task. To Sewell,
customer service is too important to trust to another
company—a company that perhaps won’t feel the same
sense of urgency to keep car buyers as satisfied as
Sewell does.

Empowerment is more than simply a budget and a job description—frontline
employees also need customer skills. Companies like Ritz-Carlton and Sewell spend
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Figure 14.9

Buy a new boat, and the dealer is
likely to engage in reassurance
communications designed to
reduce any postpurchase
dissonance and enhance your
satisfaction with the offering.
The communications might
include phone calls from the
salesperson who sold you the
boat or letters from the dealer’s
service department.

a great deal of time and effort to ensure that employees with customer contact
responsibilities are trained and prepared to handle small and large challenges with
equal aplomb.

Another customer satisfaction strategy involves offering customers warranties and
guarantees. Warranties serve as an agreement that the product will perform as
promised or some form of restitution will be made to the customer. Customers who
are risk-averse find warranties reassuring.

One form of dissatisfaction is postpurchase dissonance23, which we described in
Chapter 3 "Consumer Behavior: How People Make Buying Decisions". Recall that it
is also called buyer’s remorse. Postpurchase dissonance is more likely to occur when
an expensive product is purchased, the buyer purchases it infrequently and has
little experience with it, and there is a perception that it is a high-risk purchase.
Many marketers address postpurchase dissonance by providing their customers
with reassuring communications. For example, a boat dealer might send a buyer a
letter that expresses the dealer’s commitment to service the boat and that also
reminds the buyer of all the terrific reasons he or she purchased it. Alternatively,
the dealer could have the salesperson who sold the boat telephone the buyer to
answer any questions he or she might have after owning and operating the boat for
a couple of weeks.

23. A situation in which consumers
rethink their decisions after
purchasing products and
wonder if they made the best
decision.
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Measuring Customer Satisfaction

To measure customer satisfaction, you need to able to
understanding what creates it. Just asking customers,
“Are you satisfied?” won’t tell you much. Yet many
companies often measure the satisfaction of their
customers on the basis of only a few questions: “How satisfied were you today?”
“Would you recommend us to your friends?” and “Do you intend to visit us again?”

Effective customer satisfaction measures have several components. The two general
components are the customer’s expectations and whether the organization
performed well enough to meet them. A third component is the degree of
satisfaction, or to put it in terms we’ve used to describe exceptional performance, is
the customer delighted?

To figure out if a customer’s expectations were met and they are delighted, more
detail is usually required. Companies might break the offering into major
components and ask how satisfied customers were with each. For example, a
restaurant might ask the following:

• Were you greeted promptly by a host? By your server at your table?
• Was your order taken promptly?
• How long did you wait for your food?
• Was the food served at the appropriate temperature?

These questions assume that each aspect of the service is equally important to the
customer. However, some surveys ask customers to rate how important they are.
Other surveys simply “weight,” or score, questions so that aspects that are known
to be more important to customers have a greater impact on the overall satisfaction
score. For example, a restaurant might find that prompt service, good taste, and
large portions are the only three factors that usually determine customers’ overall
satisfaction. In that case, the survey can be shortened considerably. At the same
time, however, space should be left on the survey so customers can add any
additional information that could yield important insight. This information can be
used to find out if there are customer service problems that a firm wasn’t aware of
or if the preferences of consumers in general are changing.

You will still find customer satisfaction survey cards that just ask, “How satisfied
were you today?” “Would you recommend us to your friends?” and “Do you intend
to visit us again?” The information obtained from these surveys can still be useful if
it’s paired with a more comprehensive measurement program. For instance, a
sample of customers could be given the opportunity to provide more detailed
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information via another survey and the two surveys could be compared. Such a
comparison can help the company pinpoint aspects that need improvement. In
addition, the company has given every customer an opportunity to provide input,
which is an important part of any empowerment strategy.

Complaint Management Strategies

When buyers want to complain about products or companies, they have many ways
to do so. They can complain to the companies they’re upset with, tell their friends,
or broadcast their concerns on the Internet. People who use every Internet site
possible to bash a company are called verbal terrorists. The term was coined by Paul
Greenberg, a marketing analyst who authored the wildly popular book CRM at the
Speed of Light.

Should companies worry about verbal terrorists? Perhaps so. A recent study
indicates that customer satisfaction scores could be less important to a firm’s
success or failure than the number of complaints its gets.X. Lou and C. Homburg,
“Satisfaction, Complaint, and the Stock Value Gap,” Journal of Marketing 72, no. 3
(2008): 29–43. To measure the tradeoff between the two, customer satisfaction guru
Fred Reicheld devised something called the net promoter score. The net promoter
score is the number of recommenders an offering has minus the number of
complainers.Fred Reicheld, The Ultimate Question: Driving Good Profits and True Growth
(Boston: Harvard Business Press, 2006). The more positive the score, the better the
company’s performance. According to another recent study, a company with fewer
complaints is also more likely to have better financial performance.

Studies also show that if a company can resolve a customer’s complaint well, then
the customer’s attitude toward the company is improved, possibly even beyond the
level of his or her original satisfaction. Some experts have argued, perhaps jokingly,
that if this is the case, a good strategy might be to make customers mad and then do
a good job of resolving their problems. Practically speaking, though, the best
practice is to perform at or beyond customer expectations so fewer complaints will
be received in the first place.

Customers will complain, though, no matter how hard firms try to meet or exceed
their expectations. Sometimes, the complaint is in the form of a suggestion and
simply reflects an opportunity to improve the experience. In other instances, the
complaint represents a service or product failure.

When a complaint is made, the process for responding to it is as important as the
outcome. And consumers judge companies as much for whether their response
processes seem fair as whether they got what they wanted. For that reason, some
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companies create customer service departments with specially trained personnel
who can react to complaints. Other companies invest heavily in preparing all
customer-facing personnel to respond to complaints. Still other companies
outsource their customer service. When the service is technical, marketers
sometimes outsource the resolution of complaints to companies that specialize in
providing technical service. Computer help lines are an example. Technical-support
companies often service the computer help lines of multiple manufacturers. A
company that outsources its service nonetheless has to make sure that customer
complaints are handled as diligently as possible. Otherwise, customers will be left
with a poor impression.

Handling the Complaint Process

A good customer complaint handling process involves the steps listed below. Note
that one step is to acknowledge the customer’s feelings. A customer who is angry or
upset due to a failure does not want to be patronized or have his or her problems
taken lightly. The situation is important to the customer and should be important
to the person listening and responding to the complaint.

• Listen carefully to the complaint
• Acknowledge the customer’s feelings
• 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

Note that the complaint-resolution process involves communicating that process
and gaining agreement on a solution, even if the customer sometimes might not
like the outcome. He or she still needs to know what to expect.

Finally, the complaint process includes recording the complaint. We stated earlier
that a firm’s best strategy is to perform at or beyond the customer’s expectations so
as to minimize the number of complaints it receives in the first place. Analyzing
your company’s complaints can help you identify weak points in a service process
or design flaws in a product, as well as potential miscommunications that are
raising customer’ expectations unreasonably. To conduct this analysis, however,
you need a complete record of the complaints made.
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A complaint record should reflect the main reason an offering failed. Typically, the
failure can be attributed to one (or more) of the following four gaps:Michael Levy
and Barton Weitz, Retailing Management, 7th ed. (Burr Ridge, IL: McGraw-Hill, 2009.)

1. The communication gap24. Overstating the offering’s performance
level, thereby creating unrealistic expectations on the part of
customers.

2. The knowledge gap25. Not understanding the customer’s expectations
or needs, which then leads a company to create a product that
disappoints the customer.

3. The standards gap26. Setting performance standards that are too low
despite what is known about the customers’ requirements.

4. The delivery gap27. Failing to meet the performance standards
established for an offering.

You can attribute the complaints your company receives to one of the four gaps and
then use the information to figure out what must be done to fix the problem,
assuming you have one. If the problem is overstating the performance, then
perhaps your firm’s marketing promotions materials should be reviewed. If it
appears that the offering is simply not meeting the needs of your customers, then
more work should be done to identify exactly what they are. If your firm is aware of
the needs of its customers but there is a gap between their requirements and the
standards set for your firm’s performance, then standards should be reviewed.
Finally, your company’s processes should be examined to ensure that standards are
being met.

When the Smokey Bones chain of barbecue restaurants (owned by Darden
Restaurants) noticed falling profits, managers cut costs by eliminating some items
from the menu. Unfortunately, these were the items that made the chain unique;
once they were gone, there was nothing distinctive about the chain’s offerings.
When customers complained, servers replied, “Yes, a lot of people have complained
that those products are no longer available.” But apparently, there was no process
or way to get those complaints to register with the company’s management. As a
result, the company didn’t realize why it was losing customers, and its profits
continued to spiral downward. Many locations were closed and the company filed
for bankruptcy.

Keep in mind that the complaint handling process itself is subject to complaints. As
we mentioned, customers want a process that’s fair, even if the outcome isn’t what
they hoped for. Consequently, monitoring your firm’s customer satisfaction levels
also means you must monitor how satisfied customers are with how their
complaints were handled.

24. A gap that occurs when a
marketer overstates the
performance level of a product,
thereby creating unrealistic
expectations on the part of
consumers.

25. A firm’s failure to understand a
customer’s expectations or
needs, which then leads it to
create an offering that
disappoints the customer.

26. A gap that results when a
marketer sets performance
standards for a product that
are too low, in spite of what is
known about the customer’s
requirements.

27. A gap that results when a
product fails to meet its
performance standards.
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KEY TAKEAWAY

Measuring customer satisfaction is an important element of customer
empowerment. But satisfaction alone is a minimal level of acceptable
performance. It means that the customer’s expectations were met. Getting
positive word of mouth requires exceeding those expectations. To minimize
the number of complaints a company needs an effective process of both
handling complaints and understanding their causes so any problems can be
corrected. Because the complaint process itself is subject to complaints,
monitoring your firm’s customer satisfaction levels also means you must
monitor how satisfied customers are with your company’s complaint
handling system.

REVIEW QUESTIONS

1. Should a company be happy or concerned if most customers are
satisfied?

2. Why have customer satisfaction scores remained relatively steady over
the past few years?

3. What are the desired outcomes, from a marketer’s perspective, of a
complaint management process?

4. How would marketing management use customer satisfaction survey
results?
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14.4 Ethics, Laws, and Customer Empowerment

LEARNING OBJECTIVES

1. Apply general ethical principles and concepts to online marketing.
2. Explain the laws that regulate online and other types of marketing.

You are about to graduate and move to another city to start a new job. Your
employer is paying for your moving expenses, so you go online to see what people
have to say about the different moving companies. One company has particularly
good reviews so you hire it. Yet what actually happens is vastly different—and a
complete disaster. Little surprise, then, when you later discover that the company
actually paid people to post those positive reviews!

Unfortunately, such an experience has happened so often that the Federal Trade
Commission (FTC) is now considering rewriting rules regarding endorsements and
whether companies need to announce their sponsorships of messages.

Once upon a time, before the days of the Internet, any form of selling under another
guise or a phony front was called sugging28 (a word created from the first letters of
selling under the guise, or SUG). The term was primarily applied to a practice in which
a salesperson would pretend to be doing marketing research by interviewing a
consumer, and then turn the consumer’s answers into reasons to buy. More
recently, some companies have hired young, good-looking, outgoing men and
women to hang out in bars and surreptitiously promote a particular brand of
alcohol or cigarettes. Sugging seems to be a good term to apply to fake reviews, as
well.

28. Any form of selling under
another guise or under a phony
front.
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Figure 14.10

This customer comment, posted on http://www.StubbsBBQ.com, is really from a customer. If it weren’t, Stubb’s
would be lying, yet we expect companies to post true statements if they are positive. More difficult to trust are
anonymous reviews; we assume they come from real customers, but that is not always true. And when they aren’t
from real customers, the company is guilty of sugging.

Truly, in no other marketplace should the term caveat emptor apply as strongly as it
does on the Internet. Caveat emptor means, “let the buyer beware,” or “it’s your
own fault if you buy it and it doesn’t work!” Product reviews can be posted by
anyone—even by a company or its competitors. So how do you know which ones to
trust? Oftentimes you don’t. Yet many of us do trust them. One study found that
over 60 percent of buyers look for online reviews for their most important
purchases, including over 45 percent of senior citizens.Jack Neff, “Spate of Recalls
Boost Potency of User Reviews,” Advertising Age 78, no. 43 (2007): 3–4.
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Figure 14.11

Most of us know that you can’t
believe everything a salesperson
says about a product in a setting
like this. But what about online?
Whom can you believe? It’s
caveat emptor, or let the buyer
beware, there, too!

Source: Wikimedia Commons.

While sugging isn’t illegal, it isn’t fair. Not only is the
content potentially misrepresented, but the source
certainly is. As you already know, a marketer cannot
make promises about an offering’s capabilities unless
those capabilities are true. Sugging is similar—it
involves misrepresenting or lying about the source of
the information in an effort to gain an unfair advantage.

The consequences of being caught while sugging can be
high. Even if the information posted was actually an
accurate depiction of the offering’s capabilities and
benefits, consumers will be less likely to believe it—or
any of the other the company’s marketing
communications, for that matter. The loss of trust
makes building any kind of lasting relationship with a
buyer extremely difficult to do.

Legal Requirements

So far, there are no regulations regarding sugging,
although that may change if the FTC decides a crackdown is needed. There are,
however, regulations affecting how one uses e-mail to sell.

Specifically, the CAN-SPAM Act29 prohibits the use of e-mail, faxes, and other
technology to randomly push a message to a potential consumer. Spam30 is a term
for unwanted commercial e-mail similar to junk mail. Using e-mail and other forms
of technology to sell is legal if the seller and the buyer have a preexisting
relationship or if the buyer has given his or her permission.

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. The idea
was that when permission is granted, the buyer is willing to listen. Now, however,
anything “free” online requires that you sign up and give “permission,” not just to
get the freebie but also all kinds of future spam and annoying messages. You might
also inadvertently give a seller permission or allow it sell your name and contact
information. When you sign up for contests or agree to the seller’s privacy
statement when you order something online, you may have given them permission
to resell your contact information to one of their “partners.”

Because of trust issues and the overuse of permission marketing, many consumers
create dump accounts31, or e-mail addresses they use whenever they need to
register for something online. The dump account is used only for this purpose, so

29. A law that prohibits the use of
e-mail, fax, and other
technology to randomly send
messages to potential
consumers.

30. Any unwanted commercial e-
mail similar to junk mail.

31. An e-mail account that is used
for registering when buying
products online in order to
ignore spam and other junk e-
mail later.
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that all spam goes to that account and not the person’s personal account. Many
consumers find it easier to use dump accounts rather than read every privacy
policy and try to remember which vendors won’t sell the e-mail addresses to their
“partners” for marketing purposes. Therefore, when you are a marketing manager,
don’t expect all the e-mail addresses you collect from a free offer to be valid.

Figure 14.12

Attendees to the LinuxWorld trade show agree when they buy their tickets to allow the exhibitors to send them e-
mail, postal mail, and marketing messages through a variety of channels. Some companies use preshow e-mails to
get attendees to visit their booths. Postshow e-mails might be part of a follow-up campaign.

Source: Wikimedia Commons.

In the B2B world, when attendees sign up for a trade show, they often give the
show’s exhibitors permission to send them e-mails and other information. Most
sellers won’t send marketing communication to fax machines because they are
often shared by a number of people, and there is no guarantee that the intended
person will receive the fax. Using e-mail, however, is acceptable because the buyer
gave permission.
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Privacy Laws

U.S. privacy laws32 apply to both Internet marketing and other forms of commerce.
The laws limit the amount and type of information a company can collect about a
consumer and also specify how that information can be used or shared. In the EU,
the types of data a company can collect are fewer, and the sharing of information is
far more restricted. For example, a company cannot share information about
customers in one division with another division. (Sending out unsolicited e-mails to
potential buyers is also restricted in Europe.)

The Gramm-Leach-Bliley Act33 of 1999 requires financial institutions to provide
written notice of their privacy policies. Privacy policies34 are statements regarding
how a company will use and protect a consumer’s private data. The law was
broadened in 2003 to apply to a wider array of companies and consumer
information.

The FTC requires a company to follow its policy or face severe penalties, even if the
company is not required by the Gramm-Leach-Bliley Act to have a privacy policy.
So, if you own a bookstore and you have a privacy policy, even though the law
doesn’t require you to have one, you have to follow the FTC’s rules. And if you
decide to change your privacy policy (for example, you decide to sell your customer
list to Amazon), you have to notify your customers of the new policy.

For an example of a privacy policy, take a look at Amazon’s. You can find it at
http://www.amazon.com/gp/help/customer/
display.html?ie=UTF8&nodeId=468496 or just go to http://www.amazon.com and
click on the “Privacy Notice” link at the bottom of their page.

What kind of data do companies want on you? (Think back to Chapter 3 "Consumer
Behavior: How People Make Buying Decisions" and Chapter 5 "Market Segmenting,
Targeting, and Positioning".) They want to know where you live so they can apply
PRIZM or VALS data to know you better and create marketing messages more likely
to persuade you to buy something. They want to know how much you make to see if
you can afford a higher-priced product. They want to know about the other things
you buy, because that will likely affect what you buy in the future. If you own a
boat, for example, you’re more likely to buy fishing gear in the future. If you buy
fishing gear, you’re more likely to buy clothes from Columbia. And so on. The more
they know, the more they can create offers tailored to fit your lifestyle and to entice
you to buy.

32. Laws that limit the amount and
type of information a company
can collect about a consumer
and also specify how that
information can be used or
shared.

33. A legal act that requires certain
institutions to provide written
notice of their privacy policies.

34. Statements about how a
company will use and protect a
consumer’s private data.
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Figure 14.13

Your university may know a lot
about you, including your health
history, your financial situation,
and even the car you drive—not
just the make and model, but the
specific car. The Gramm-Leach-
Bliley Act requires your school to
protect that data so your privacy
is protected.

Source: Wikimedia Commons.

Some organizations also have data, such as your social
security number, that criminals could use to steal your
identity. For example, think about how much
information your university has on you. They not only
have your social security number, but they may also
have your financial information (through financial aid),
your health information (through the campus health
center), and your vehicle information (through parking
fees). Protecting that information so you aren’t harmed
is a huge responsibility for the university.

Privacy policies and privacy laws apply to both business
customers and individual consumers. As we explained in
Chapter 8 "Using Marketing Channels to Create Value
for Customers", many business buyers require vendors
to sign nondisclosure agreements (NDAs) that specify
what information is proprietary, or owned by the
customer, and how, if at all, the seller can use that
information. NDAs are not an online tool specifically but
are often used in the normal course of business.

What about the offering itself? When you buy
something online, you don’t get to see it first, so how do you know it is what the
seller says it is, and what can you do if it isn’t? The Uniform Commercial Code
(UCC)35 (first mentioned in Chapter 13 "Professional Selling") is a group of laws that
govern commercial practices in the United States. The UCC defines many aspects of
sales, such as when a sale actually takes place and what warranties buyers can
expect.

Warranties and Promises

A warranty36 is a promise by the seller that an offering will perform as the seller
said it would. The UCC makes a distinction between two types of warranties. The
first is an expressed warranty37, which is an oral or written statement by the seller
regarding how the product should perform and the remedies available to the
consumer in the event the offering fails.

An implied warranty38 is an obligation for the seller to provide an offering of at
least average quality, beyond any written statements. For example, when you buy a
new car, there is an implied warranty that it will run as promised after you drive it
off the lot. You also have the right to expect average quality for any characteristic
of a product that you buy online, except for those characteristics specifically

35. A group of laws that govern
commercial practices in the
United States.

36. A promise or assurance by a
seller that an offering will
perform as the seller
represented it would.

37. An oral or written statement
by the seller regarding how a
product should perform and
the remedies available to the
consumer in the event of its
failure.

38. An obligation for a seller to
provide an offering of at least
average quality, beyond any
written statements.
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described in the online material. If you were able to inspect the product before you
bought it, such as looking at it in a store, the implied warranty only applies to those
aspects you couldn’t inspect or observe in the store.

Where the law gets tricky is when it comes to other forms of writing. Marketing
messages, whether written in a brochure or advertisement or stated by a
salesperson, are considered implied warranties. Any written statement about what
the offering does has to be true, or it violates the UCC’s definition of an implied
warranty (and is therefore punishable by law).

Keep in mind that a salesperson can create an implied warranty in an e-mail or
during an online chat session if he or she makes a promise. Even if the salesperson
says something that contradicts a company’s written material elsewhere, the
consumer has the right to believe what the salesperson says. As such, the
salesperson promise is legally binding.

Protecting Your Company

As marketer, you have an obligation to protect your company from consumers who
might not have honest intentions. For example, have you noticed how you
sometimes have to reproduce a strange-looking set of letters or words before you
are allowed to make a purchase when buying something online? That simple step
prevents automatic ordering by bots. A bot39, which is short for robot, is a kind of
program that performs automatic functions online. One of those functions could be
to purchase products, such as tickets to a highly desirable sporting event, that the
buyer can then resell at a higher price. Or a bot could be used to obtain many units
of a freebie that someone can then resell. Bots can be used for many illicit purposes;
a good marketer anticipates their uses and creates barriers to prevent being taken
advantage of.

A legal tool to help protect your company is the Digital Millennium Copyright Act.
This act is designed to prevent copyrighted material from being pirated online.
While prominent cases involve downloading music, your marketing information is
also included. When you find a good way to market your offerings online, a
competitor can’t just steal your communications and insert their name. You are
protected by this act.

What is very difficult to protect against is phishing40, or soliciting personal
information in order to steal an identity and use it to generate cash fraudulently.
However, you may find it reassuring to your customers to remind them of your
privacy policies and your customer contact practices. For example, a bank may
remind its customers that it will never ask for a social security number by e-mail.

39. Short for robot; a kind of
program that perform
automatic functions online.

40. Soliciting personal information
in order to steal an identity
and use it to generate cash
fraudulently.
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Making sure your customer contact policies protect your customers can also help
protect them against phishing from someone pretending to be you or your
company.

KEY TAKEAWAY

Sugging is selling under any phony type of front. It includes posting fake
reviews about products online. Sugging damages a seller’s trust among
buyers and should never be done. U.S. laws govern how products can be
marketed, both those that are sold electronically and through more
traditional channels. Companies must have permission before they can send
you spam, and they have to tell you how they will gather and use your
personal information. Warranties—expressed and implied—are binding no
matter how companies deliver them. Good marketers anticipate less-than-
honest activities by individuals and take steps to prevent them. Bots are
online robots that some people use to take advantage of marketers.

REVIEW QUESTIONS

1. What damage is done by sugging? If the customer buys your product,
was the sugging OK? How does sugging differ online versus in person?

2. What does the CAN-SPAM Act do?
3. When do you mind a company having a lot of information on you and

when is it OK? Are there advantages to you as a consumer when a
company knows a lot about you? Are there disadvantages? What
safeguards are there for consumers?

4. How can a bot hurt a marketer?
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14.5 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. Do you have a dump account? What are some other ways that consumers
resist marketing attempts? What can, or should, marketers do to get
their messages through, or around, such attempts to block or avoid
messages?

2. Are you especially loyal to any one brand? If so, what is it and why are
you so loyal? When successfully building loyalty and community, trust
seems to be the biggest factor. How can a company build trust? Should
consumers trust companies? Why or why not? Do you think some
consumers are just more prone to be loyal to companies and other
consumers are not? Why or why not?

3. How does a company demonstrate responsiveness? How would you
design a feedback system so that your company could be responsive?
How would it vary if your company sold to other companies versus
selling to consumers?

4. A USA Today article described how schools sell directories to companies
that then market to the students.Jeff Martin, “Privacy Concerns Arise
over Student Data,” USA Today, August 24, 2009,
http://www.usatoday.com/news/education (accessed August 25, 2009).
The schools included public school districts as well as colleges and
universities. Have you noticed any marketing to you that probably came
as a result of your school selling its directory? If so, what was being
sold? Should schools continue to sell directory information (name,
address, and phone numbers) or should that information remain
private?
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ACTIVITIES

1. Go online to the M&Ms Web site (http://www.mms.com/us/index.jsp)
and evaluate it. You will have to go through more than just the main
landing page—click on the current contests and other pages to get all
the data you need. What does the company do to build loyalty? To build
community? Are there opportunities for feedback? Does the company
partner with other organizations to leverage the loyalty those other
companies enjoy with their customers? If so, what is M&Ms doing?
Overall, what do you think is most effective about the site? What is the
least effective?

2. Many schools are trying to build loyalty programs that strengthen
alumni ties. Assess and critique any loyalty program your school has
(take a look at athletics first, as that’s usually where they start). Then
redesign it. Be explicit in describing how your program will create the
four effects of a loyalty program.
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Figure 15.1

Some of shoppers’ favorite four-
letter words include FREE, SALE,
and BOGO (Buy One Get One
Free).

© 2010 Jupiterimages
Corporation

Chapter 15

Price, the Only Revenue Generator

Many people will stand in line for something free, even if it takes hours. When
Chick-fil-A opens new locations, they offer the first one hundred customers a free
meal every week for a year. Customers camp out to get the free meals. When KFC
introduced its grilled chicken, they put coupons good for a free piece of chicken in
many Sunday newspaper magazines. So how do sellers make any money if they
always offer goods and services on sale or for a special deal? Many sellers give
customers something for free hoping they’ll buy other products, but a careful
balance is needed to make sure a profit is made. Are free products a good pricing
strategy?

In previous chapters, we looked at the offering
(products and services), communication (promotion),
and place (the other marketing mix variables), all of
which cost firms money. Price is the only marketing mix
variable or part of the offering that generates revenue.
Buyers relate the price to value. They must feel they are
getting value for the price paid. Pricing decisions are
extremely important. So how do organizations decide
how to price their goods and services?
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15.1 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.

Prices can be easily changed and easily matched by your competitors.
Consequently, your product’s price alone might not provide your company with a
sustainable competitive advantage. Nonetheless, prices can attract consumers to
different retailers and businesses to different suppliers.

Organizations must remember that the prices they charge should be consistent with
their offerings, promotions, and distribution strategies. In other words, it wouldn’t
make sense for an organization to promote a high-end, prestige product, make it
available in only a limited number of stores, and then sell it for an extremely low
price. The price, product, promotion (communication), and placement
(distribution) of a good or service should convey a consistent image. If you’ve ever
watched the television show The Price Is Right, you may wonder how people guess
the exact price of the products. Watch the video clip below to see some of the price
guessing on The Price Is Right.

Video Clip

Perfect Bid on The Price Is Right

(click to see video)

Contestant guesses exact price of prizes.

Video Clip

Trying to Figure Out When The Price Is Right

(click to see video)

How do consumers get so close when guessing the prices of products?

Chapter 15 Price, the Only Revenue Generator

492

http://www.youtube.com/v/JMFFGFmn20k
http://www.youtube.com/v/pR1Mmxr2Cb4


The Pricing Framework

Before pricing a product, an organization must determine its pricing objectives1.
In other words, what does the company want to accomplish with its pricing?
Companies must also estimate demand for the product or service, determine the
costs, and analyze all factors (e.g., competition, regulations, and economy) affecting
price decisions. Then, to convey a consistent image, the organization should choose
the most appropriate pricing strategy and determine policies and conditions
regarding price adjustments. The basic steps in the pricing framework are shown in
Figure 15.2 "The Pricing Framework".

Figure 15.2 The Pricing Framework

The Firm’s Pricing Objectives

Different firms want to accomplish different things with their pricing strategies.
For example, one firm may want to capture market share, another may be solely
focused on maximizing its profits, and another may want to be perceived as having
products with prestige. Some examples of different pricing objectives companies
may set include profit-oriented objectives, sales-oriented objectives, and status quo
objectives.

Earning a Targeted Return on Investment (ROI)

ROI, or return on investment, is the amount of profit an organization hopes to make
given the amount of assets, or money, it has tied up in a product. ROI is a common
pricing objective for many firms. Companies typically set a certain percentage, such
as 10 percent, for ROI in a product’s first year following its launch. So, for example,1. What an organization wants to

accomplish with its pricing.
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if a company has $100,000 invested in a product and is expecting a 10 percent ROI, it
would want the product’s profit to be $10,000.

Maximizing Profits

Many companies set their prices to increase their revenues as much as possible
relative to their costs. However, large revenues do not necessarily translate into
higher profits. To maximize its profits, a company must also focus on cutting costs
or implementing programs to encourage customer loyalty.

In weak economic markets, many companies manage to cut costs and increase their
profits, even though their sales are lower. How do they do this? The Gap cut costs
by doing a better job of controlling its inventory. The retailer also reduced its real
estate holdings to increase its profits when its sales were down during the latest
economic recession. Other firms such as Dell, Inc., cut jobs to increase their profits.
Meanwhile, Walmart tried to lower its prices so as to undercut its competitors’
prices to attract more customers. After it discovered that wealthier consumers who
didn’t usually shop at Walmart before the recession were frequenting its stores,
Walmart decided to upgrade some of its offerings, improve the checkout process,
and improve the appearance of some of its stores to keep these high-end customers
happy and enlarge its customer base. Other firms increased their prices or cut back
on their marketing and advertising expenses. A firm has to remember, however,
that prices signal value. If consumers do not perceive that a product has a high
degree of value, they probably will not pay a high price for it. Furthermore, cutting
costs cannot be a long-term strategy if a company wants to maintain its image and
position in the marketplace.

Maximizing Sales

Maximizing sales involves pricing products to generate as much revenue as
possible, regardless of what it does to a firm’s profits. When companies are
struggling financially, they sometimes try to generate cash quickly to pay their
debts. They do so by selling off inventory or cutting prices temporarily. Such cash
may be necessary to pay short-term bills, such as payroll. Maximizing sales is
typically a short-term objective since profitability is not considered.

Maximizing Market Share

Some organizations try to set their prices in a way that allows them to capture a
larger share of the sales in their industries. Capturing more market share doesn’t
necessarily mean a firm will earn higher profits, though. Nonetheless, many
companies believe capturing a maximum amount of market share is downright
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necessary for their survival. In other words, they believe if they remain a small
competitor they will fail. Firms in the cellular phone industry are an example. The
race to be the biggest cell phone provider has hurt companies like Motorola.
Motorola holds only 10 percent of the cell phone market, and its profits on their
product lines are negative.

Maintaining the Status Quo

Sometimes a firm’s objective may be to maintain the status quo2 or simply meet, or
equal, its competitors’ prices or keep its current prices. Airline companies are a
good example. Have you ever noticed that when one airline raises or lowers its
prices, the others all do the same? If consumers don’t accept an airline’s increased
prices (and extra fees) such as the charge for checking in with a representative at
the airport rather than checking in online, other airlines may decide not to
implement the extra charge and the airline charging the fee may drop it.
Companies, of course, monitor their competitors’ prices closely when they adopt a
status quo pricing objective.

KEY TAKEAWAY

Price is the only marketing variable that generates money for a company. All
the other variables (product, communication, distribution) cost
organizations money. A product’s price is the easiest marketing variable to
change and also the easiest to copy. Before pricing a product, an
organization must determine its pricing objective(s). A company can choose
from pricing objectives such as maximizing profits, maximizing sales,
capturing market share, achieving a target return on investment (ROI) from
a product, and maintaining the status quo in terms of the price of a product
relative to competing products.

REVIEW QUESTIONS

1. What are the steps in the pricing framework?
2. In addition to profit-oriented objectives, what other types of pricing

objectives do firms utilize?

2. An objective a firm sets to
maintain its current prices
and/or its competitors’ prices.
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15.2 Factors That Affect Pricing Decisions

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.

Having a pricing objective isn’t enough. A firm also has to look at a myriad of other
factors before setting its prices. Those factors include the offering’s costs, the
demand, the customers whose needs it is designed to meet, the external
environment—such as the competition, the economy, and government
regulations—and other aspects of the marketing mix, such as the nature of the
offering, the current stage of its product life cycle, and its promotion and
distribution. If a company plans to sell its products or services in international
markets, research on the factors for each market must be analyzed before setting
prices. Organizations must understand buyers, competitors, the economic
conditions, and political regulations in other markets before they can compete
successfully. Next we look at each of the factors and what they entail.

Customers

How will buyers respond? Three important factors are whether the buyers perceive
the product offers value, how many buyers there are, and how sensitive they are to
changes in price. In addition to gathering data on the size of markets, companies
must try to determine how price sensitive customers are. Will customers buy the
product, given its price? Or will they believe the value is not equal to the cost and
choose an alternative or decide they can do without the product or service? Equally
important is how much buyers are willing to pay for the offering. Figuring out how
consumers will respond to prices involves judgment as well as research.

Price elasticity3, or people’s sensitivity to price changes, affects the demand for
products. Think about a pair of sweatpants with an elastic waist. You can stretch an
elastic waistband like the one in sweatpants, but it’s much more difficult to stretch
the waistband of a pair of dress slacks. Elasticity refers to the amount of stretch or
change. For example, the waistband of sweatpants may stretch if you pull on it.
Similarly, the demand for a product may change if the price changes. Imagine the
price of a twelve-pack of sodas changing to $1.50 a pack. People are likely to buy a

3. The amount of sensitivity to
price changes, which affects
the demand for a product.
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lot more soda at $1.50 per twelve-pack than they are at $4.50 per twelve-pack.
Conversely, the waistband on a pair of dress slacks remains the same (doesn’t
change) whether you pull on it or not. Likewise, demand for some products won’t
change even if the price changes. The formula for calculating the price elasticity of
demand is as follows.

Price elasticity = percentage change in quantity demanded ÷ percentage change in
price

When consumers are very sensitive to the price change of a product—that is, they
buy more of it at low prices and less of it at high prices—the demand for it is price
elastic4. Durable goods such as TVs, stereos, and freezers are more price elastic
than necessities. People are more likely to buy them when their prices drop and less
likely to buy them when their prices rise. By contrast, when the demand for a
product stays relatively the same and buyers are not sensitive to changes in its
price, the demand is price inelastic5. Demand for essential products such as many
basic food and first-aid products is not as affected by price changes as demand for
many nonessential goods.

The number of competing products and substitutes available affects the elasticity of
demand. Whether a person considers a product a necessity or a luxury and the
percentage of a person’s budget allocated to different products and services also
affect price elasticity. Some products, such as cigarettes, tend to be relatively price
inelastic since most smokers keep purchasing them regardless of price increases
and the fact that other people see cigarettes as unnecessary. Service providers, such
as utility companies in markets in which they have a monopoly (only one provider),
face more inelastic demand since no substitutes are available.

Competitors

How competitors price and sell their products will have a tremendous effect on a
firm’s pricing decisions. If you wanted to buy a certain pair of shoes, but the price
was 30 percent less at one store than another, what would you do? Because
companies want to establish and maintain loyal customers, they will often match
their competitors’ prices. Some retailers, such as Home Depot, will give you an extra
discount if you find the same product for less somewhere else. Similarly, if one
company offers you free shipping, you might discover other companies will, too.
With so many products sold online, consumers can compare the prices of many
merchants before making a purchase decision.

The availability of substitute products affects a company’s pricing decisions as well.
If you can find a similar pair of shoes selling for 50 percent less at a third store,

4. Consumers are very sensitive
to price changes and buy more
at low prices and less at high
prices.

5. Buyers are not sensitive to
price changes and demand is
relatively unchanged.
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would you buy them? There’s a good chance you might. Recall from the five forces
model discussed in Chapter 2 "Strategic Planning" that merchants must look at
substitutes and potential entrants as well as direct competitors.

The Economy and Government Laws and Regulations

The economy also has a tremendous effect on pricing decisions. In Chapter 2
"Strategic Planning" we noted that factors in the economic environment include
interest rates and unemployment levels. When the economy is weak and many
people are unemployed, companies often lower their prices. In international
markets, currency exchange rates also affect pricing decisions.

Pricing decisions are affected by federal and state regulations. Regulations are
designed to protect consumers, promote competition, and encourage ethical and
fair behavior by businesses. For example, the Robinson-Patman Act6 limits a
seller’s ability to charge different customers different prices for the same products.
The intent of the act is to protect small businesses from larger businesses that try to
extract special discounts and deals for themselves in order to eliminate their
competitors. However, cost differences, market conditions, and competitive pricing
by other suppliers can justify price differences in some situations. In other words,
the practice isn’t illegal under all circumstances. You have probably noticed that
restaurants offer senior citizens and children discounted menus. The movies also
charge different people different prices based on their ages and charge different
amounts based on the time of day, with matinees usually less expensive than
evening shows. These price differences are legal. We will discuss more about price
differences later in the chapter.

Price fixing7, which occurs when firms get together and agree to charge the same
prices, is illegal. Usually, price fixing involves setting high prices so consumers
must pay a high price regardless of where they purchase a good or service. Video
systems, LCD (liquid crystal display) manufacturers, auction houses, and airlines are
examples of offerings in which price fixing existed. When a company is charged
with price fixing, it is usually ordered to take some type of action to reach a
settlement with buyers.

Price fixing isn’t uncommon. Nintendo and its distributors in the European Union
were charged with price fixing and increasing the prices of hardware and software.
Sharp, LG, and Chungwa collaborated and fixed the prices of the LCDs used in
computers, cell phones, and other electronics. Virgin Atlantic Airways and British
Airways were also involved in price fixing for their flights. Sotheby’s and Christie’s,
two large auction houses, used price fixing to set their commissions.

6. A U.S. act that limits price
discrimination (charging
different customers different
prices for the same product
and quantities of it purchased).

7. When firms get together and
agree to charge the same
prices.

Chapter 15 Price, the Only Revenue Generator

15.2 Factors That Affect Pricing Decisions 498

fwk-133234-ch02#fwk-133234-ch02
fwk-133234-ch02#fwk-133234-ch02
fwk-133234-ch02#fwk-133234-ch02


One of the most famous price-fixing schemes involved Robert Crandall, the CEO of
American Airlines in the early 1990s. Crandall called Howard Putnam, the CEO of
Braniff Airlines, since the two airlines were fierce competitors in the Dallas market.
Unfortunately for Crandall, Putnam taped the conversation and turned it over to
the U.S. Department of Justice. Their conversation went like this:

Crandall: “I think it’s dumb—to pound—each other and neither one of us making a
[expletive] dime.”

Putnam: “Well…”

Crandall: “I have a suggestion for you. Raise your—fares twenty percent. I’ll raise
mine the next morning.”

Putnam: “Robert, we—

Crandall: “You’ll make more money and I will too.

Putnam: “We can’t talk about pricing.”

Crandall: “Oh, [expletive] Howard. We can talk about any [expletive] thing we want
to talk about.”David S. Jackson, John S. Demott, and Allen Pusey, “Dirty Tricks in
Dallas,” Time, March 7, 1983, http://www.time.com/time/magazine/article/
0,9171,953755,00.html (accessed December 15, 2009).”

By requiring sellers to keep a minimum price level for similar products, unfair
trade laws8 protect smaller businesses. Unfair trade laws are state laws preventing
large businesses from selling products below cost (as loss leaders) to attract
customers to the store. When companies act in a predatory manner by setting low
prices to drive competitors out of business, it is a predatory pricing9 strategy.

Similarly, bait-and-switch pricing is illegal in many states. Bait and switch10, or
bait advertising, occurs when a business tries to “bait,” or lure in, customers with
an incredibly low-priced product. Once customers take the bait, sales personnel
attempt to sell them more expensive products. Sometimes the customers are told
the cheaper product is no longer available.

You perhaps have seen bait-and-switch pricing tactics used to sell different
electronic products or small household appliances. While bait-and-switch pricing is

8. State laws requiring sellers to
keep a minimum price level for
similar products.

9. When companies act in a
predatory manner by setting
low prices to drive competitors
out of business.

10. A pricing tactic a seller uses to
lure in, or “bait,” customers
with a low-priced product. The
seller then attempts to
persuade the buyer to purchase
higher-priced products,
perhaps by telling him or her
that the low-priced product is
no longer available.
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illegal in many states, stores can add disclaimers to their ads stating that there are
no rain checks or that limited quantities are available to justify trying to get you to
buy a different product. However, the advertiser must offer at least a limited
quantity of the advertised product, even if it sells out quickly.

Product Costs

The costs of the product—its inputs—including the amount spent on product
development, testing, and packaging required have to be taken into account when a
pricing decision is made. So do the costs related to promotion and distribution. For
example, when a new offering is launched, its promotion costs can be very high
because people need to be made aware that it exists. Thus, the offering’s stage in
the product life cycle can affect its price. Keep in mind that a product may be in a
different stage of its life cycle in other markets. For example, while sales of the
iPhone remain fairly constant in the United States, the Koreans felt the phone was
not as good as their current phones and was somewhat obsolete. Similarly, if a
company has to open brick-and-mortar storefronts to distribute and sell the
offering, this too will have to be built into the price the firm must charge for it.

The point at which total costs equal total revenue is known as the breakeven point
(BEP)11. For a company to be profitable, a company’s revenue must be greater than
its total costs. If total costs exceed total revenue, the company suffers a loss.

Total costs12 include both fixed costs and variable costs. Fixed costs13, or overhead
expenses, are costs that a company must pay regardless of its level of production or
level of sales. A company’s fixed costs include items such as rent, leasing fees for
equipment, contracted advertising costs, and insurance. As a student, you may also
incur fixed costs such as the rent you pay for an apartment. You must pay your rent
whether you stay there for the weekend or not. Variable costs14 are costs that
change with a company’s level of production and sales. Raw materials, labor, and
commissions on units sold are examples of variable costs. You, too, have variable
costs, such as the cost of gasoline for your car or your utility bills, which vary
depending on how much you use.

Consider a small company that manufactures specialty DVDs and sells them
through different retail stores. The manufacturer’s selling price (MSP) is $15, which
is what the retailers pay for the DVDs. The retailers then sell the DVDs to
consumers for an additional charge. The manufacturer has the following charges:

Copyright and distribution charges for the titles $150,000

Package and label designs for the DVDs $10,000

11. The amount (in units or
dollars) where total revenue
equals total costs.

12. Fixed costs plus variable costs.

13. Overhead or costs that remain
the same regardless of the level
of production or the level of
sales.

14. Costs that change with the
level of production or service
delivery.
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Advertising and promotion costs $40,000

Reproduction of DVDs $5 per unit

Labels and packaging $1 per unit

Royalties $1 per unit

In order to determine the breakeven point, you must first calculate the fixed and
variable costs. To make sure all costs are included, you may want to highlight the
fixed costs in one color (e.g., green) and the variable costs in another color (e.g.,
blue). Then, using the formulas below, calculate how many units the manufacturer
must sell to break even.

The formula for BEP is as follows:

BEP = total fixed costs (FC) ÷ contribution per unit (CU)

contribution per unit = MSP – variable costs (VC)

BEP = $200,000 ÷ ($15 – $7) = $200,000 ÷ $8 = 25,000 units to break even

To determine the breakeven point in dollars, you simply multiply the number of
units to break even by the MSP. In this case, the BEP in dollars would be 25,000 units
times $15, or $375,000.

KEY TAKEAWAY

In addition to setting a pricing objective, a firm has to look at a number of
factors before setting its prices. These factors include the offering’s costs,
the customers whose needs it is designed to meet, the external
environment—such as the competition, the economy, and government
regulations—and other aspects of the marketing mix, such as the nature of
the offering, the stage of its product life cycle, and its promotion and
distribution. In international markets, firms must look at environmental
factors and customers’ buying behavior in each market. For a company to be
profitable, revenues must exceed total costs.
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REVIEW QUESTIONS

1. What factors do organizations consider when making price decisions?
2. How do a company’s competitors affect the pricing decisions the firm

will make?
3. What is the difference between fixed costs and variable costs?
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15.3 Pricing Strategies

LEARNING OBJECTIVES

1. Understand introductory pricing strategies.
2. Understand the different pricing approaches that businesses use.

Once a firm has established its pricing objectives and analyzed the factors that
affect how it should price a product, the company must determine the pricing
strategy (or strategies) that will help it achieve those objectives. As we have
indicated, firms use different pricing strategies for their offerings. And oftentimes,
the strategy depends on the stage of life cycle the offerings are in currently.
Products may be in different stages of their life cycle in various international
markets. Next, we’ll examine three strategies businesses often consider when a
product is first introduced and then look at several different pricing approaches
that companies utilize during the product life cycle.

Introductory Pricing Strategies

Think of products that have been introduced in the last decade and how products
were priced when they first entered the market. Remember when the iPhone was
first introduced, its price was almost $700. Since then, the price has dropped
considerably even for new models. The same is true for DVD players, LCD
televisions, digital cameras, and many high-tech products. As mentioned in Chapter
7 "Developing and Managing Offerings", a skimming price strategy15 is when a
company sets a high initial price for a product. The idea is to go after consumers
who are willing to pay a high price (top of the market) and buy products early. This
way, a company recoups its investment in the product faster.

The easy way to remember a skimming approach is to think of the turkey gravy at
Thanksgiving. When the gravy is chilled, the fat rises to the top and is often
“skimmed” off before serving. Price skimming is a pricing approach designed to
skim that top part of the gravy, or the top of the market. Over time, the price of the
product goes down as competitors enter the market and more consumers are
willing to purchase the offering.

In contrast to a skimming approach, a penetration pricing strategy16 is one in
which a low initial price is set. Often, many competitive products are already in the
market. The goal is to get as much of the market as possible to try the product.

15. A strategy whereby a company
sets a high initial price for a
product. The idea is to target
buyers who are willing to pay a
high price (top of the market)
and buy products early.

16. A strategy in which an
organization offers a low initial
price on a product so that it
captures as much market share
as possible.
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Penetration pricing is used on many new food products, health and beauty supplies,
and paper products sold in grocery stores and mass merchandise stores such as
Walmart, Target, and Kmart.

Another approach companies use when they introduce a new product is everyday
low prices17. That is, the price initially set is the price the seller expects to charge
throughout the product’s life cycle. Companies like Walmart and Lowe’s use
everyday low pricing. Lowe’s emphasizes their everyday low pricing strategy with
the letters in their name plus the letter “t” (Lowest).

Figure 15.3

New flavors of snacks, candy, cereal, and shampoo sold in grocery stores and by mass merchandisers similar to the
one in this picture are priced using a penetration pricing strategy to get consumers to try the products.

© 2010 Jupiterimages Corporation

Pricing Approaches

Companies can choose many ways to set their prices. We’ll examine some common
methods you often see. Many stores use cost-plus pricing18, in which they take the
cost of the product and then add a profit to determine a price. Cost-plus pricing is
very common. The strategy helps ensure that a company’s products’ costs are

17. The practice of charging a low
initial price for an offering and
maintaining that price
throughout the offering’s
product life cycle.

18. A pricing strategy where a
certain amount of profit is
added to the total cost of a
product in order to determine
its price.
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covered and the firm earns a certain amount of profit. When companies add a
markup19, or an amount added to the cost of a product, they are using a form of
cost-plus pricing. When products go on sale, companies mark down the prices, but
they usually still make a profit. Potential markdowns20 or price reductions should
be considered when deciding on a starting price.

Many pricing approaches have a psychological appeal. Odd-even pricing21 occurs
when a company prices a product a few cents or a few dollars below the next dollar
amount. For example, instead of being priced $10.00, a product will be priced at
$9.99. Likewise, a $20,000 automobile might be priced at $19,998, although the
product will cost more once taxes and other fees are added. See Figure 15.4 for an
example of odd-even pricing.

Figure 15.4

The charcoal shown in the photo is priced at $5.99 a bag, which is an example of odd-even pricing, or pricing a
product slightly below the next dollar amount.

Source: Photo courtesy of Stubb’s Legendary Kitchen.

19. A certain amount of money
added to the cost of a product
to set the final price.

20. The amount (in dollars or
percent) taken off the price.

21. A strategy in which a company
prices products a few cents
below the next dollar amount
or a few dollars (for high-cost
products such as automobiles)
below the next hundred- or
thousand-dollar value.
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Prestige pricing22 occurs when a higher price is utilized to give an offering a high-
quality image. Some stores have a quality image, and people perceive that perhaps
the products from those stores are of higher quality. Many times, two different
stores carry the same product, but one store prices it higher because of the store’s
perceived higher image. Neckties are often priced using a strategy known as price
lining23, or price levels. In other words, there may be only a few price levels ($25,
$50, and $75) for the ties, but a large assortment of them at each level. Movies and
music often use price lining. You may see a lot of movies and CDs for $15.99, $9.99,
and perhaps $4.99, but you won’t see a lot of different price levels.

Remember when you were in elementary school and many students bought
teachers little gifts before the holidays or on the last day of school. Typically,
parents set an amount such as $5 or $10 for a teacher’s gift. Knowing that people
have certain maximum levels that they are willing to pay for gifts, some companies
use demand backward pricing24. They start with the price demanded by
consumers (what they want to pay) and create offerings at that price. If you shop
before the holidays, you might see a table of different products being sold for $5
(mugs, picture frames, ornaments) and another table of products being sold for $10
(mugs with chocolate, decorative trays, and so forth). Similarly, people have certain
prices they are willing to pay for wedding gifts—say, $25, $50, $75, or $100—so
stores set up displays of gifts sold at these different price levels. IKEA also sets a
price for a product—which is what the company believes consumers want to pay for
it—and then, working backward from the price, designs the product.

Leader pricing25 involves pricing one or more items low to get people into a store.
The products with low prices are often on the front page of store ads and “lead” the
promotion. For example, prior to Thanksgiving, grocery stores advertise turkeys
and cranberry sauce at very low prices. The goal is to get shoppers to buy many
more items in addition to the low-priced items. Leader or low prices are legal;
however, as you learned earlier, loss leaders26, or items priced below cost in an
effort to get people into stores, are illegal in many states.

Sealed bid pricing27 is the process of offering to buy or sell products at prices
designated in sealed bids. Companies must submit their bids by a certain time. The
bids are later reviewed all at once, and the most desirable one is chosen. Sealed bids
can occur on either the supplier or the buyer side. Via sealed bids, oil companies bid
on tracts of land for potential drilling purposes, and the highest bidder is awarded
the right to drill on the land. Similarly, consumers sometimes bid on lots to build
houses. The highest bidder gets the lot. On the supplier side, contractors often bid
on different jobs and the lowest bidder is awarded the job. The government often
makes purchases based on sealed bids. Projects funded by stimulus money were
awarded based on sealed bids.

22. The practice of pricing a
product higher to signal that it
is of high quality.

23. Pricing a group of similar
products (e.g., neckties) at a
few different price levels (e.g.,
$25, $50, and $75).

24. Pricing a product based on
what customers are willing to
pay for it and then creating the
offering based on that price.

25. A strategy of offering low
prices on one or more items as
“lead” items in advertisements
to attract customers.

26. Products priced below cost;
this is illegal in some states.

27. The process of offering to buy
or sell products at prices
designated in sealed bids.
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Figure 15.5

When people think of auctions, they may think of the words, “Going, going, gone.” Online auctions use a similar
bidding process.

© 2010 Jupiterimages Corporation

Bids are also being used online. Online auction28 sites such as eBay give customers
the chance to bid and negotiate prices with sellers until an acceptable price is
agreed upon. When a buyer lists what he or she wants to buy, sellers may submit
bids. This process is known as a forward auction29. If the buyer not only lists what
he or she wants to buy but also states how much he or she is willing to pay, a
reverse auction30 occurs. The reverse auction is finished when at least one firm is
willing to accept the buyer’s price.

Going-rate pricing31 occurs when buyers pay the same price regardless of where
they buy the product or from whom. Going-rate pricing is often used on commodity
products such as wheat, gold, or silver. People perceive the individual products in
markets such as these to be largely the same. Consequently, there’s a “going” price
for the product that all sellers receive.

28. Bidding and negotiating prices
online with buyers and sellers
on sites such as eBay.com until
an acceptable price is agreed
upon.

29. The process that occurs when a
buyer lists what he or she
wants to buy and sellers may
submit bids.

30. When the buyer lists what he
or she wants to buy and also
states how much he or she is
willing to pay. The reverse
auction is finished when at
least one firm is willing to
accept the buyer’s price.

31. Pricing whereby purchasers
pay the same price for a
product regardless of where
they buy it or from whom.
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Price bundling32 occurs when different offerings are sold together at a price that’s
typically lower than the total price a customer would pay by buying each offering
separately. Combo meals and value meals sold at restaurants are an example.
Companies such as McDonald’s have promoted value meals for a long time in many
different markets. See the video clips below for early promotions of value meals in
the United States, Greece, and Japan. Other products such as shampoo and
conditioner are sometimes bundled together. Automobile companies bundle
product options. For example, power locks and windows are often sold together,
regardless of whether customers want only one or the other. The idea behind
bundling is to increase an organization’s revenues.

Video Clip

McDonald’s Introduced Value Meals in 1985

(click to see video)

Look at the cost and the amount of food in the original value meal.

Video Clip

McDonald’s Uses Humor in Greece to Sell Big Macs

(click to see video)

Video Clip

McDonald’s in Japan

(click to see video)

McDonald’s is popular around the world.

Captive pricing33 is a strategy firms use when consumers must buy a given product
because they are at a certain event or location or they need a particular product
because no substitutes will work. Concessions at a sporting event or a movie
provide examples of how captive pricing is used. Maybe you didn’t pay much to
attend the game, but the snacks and drinks were extremely expensive. Similarly, if
you buy a razor and must purchase specific razor blades for it, you have
experienced captive pricing. The blades are often more expensive than the razor
because customers do not have the option of choosing blades from another
manufacturer.

32. A strategy of selling different
products or services together,
typically at a lower price than
if each product or service is
sold separately.

33. A strategy firms use to price
products when they know
customers must buy specific
replacement parts, such as
razor blades, because there are
no alternatives.
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Pricing products consumers use together (such as blades and razors) with different
profit margins is also part of product mix pricing34. Recall from Chapter 6
"Creating Offerings" that a product mix includes all the products a company offers.
If you want to buy an automobile, the base price might seem reasonable, but the
options such as floor mats might earn the seller a much higher profit margin. While
consumers can buy floor mats at stores like Walmart for $30, many people pay
almost $200 to get the floor mats that go with the car from the dealer.

Most students and young people have cell phones. Are you aware of how many
minutes you spend talking or texting and what it costs if you go over the limits of
your phone plan? Maybe not if your plan involves two-part pricing. Two-part
pricing35 means there are two different charges customers pay. In the case of a cell
phone, a customer might pay a charge for one service such as a thousand minutes,
and then pay a separate charge for each minute over one thousand. Get out your
cell phone and look at how many minutes you have used. Many people are shocked
at how many minutes they have used or the number of messages they have sent in
the last month.

Have you ever seen an ad for a special item only to find out it is much more
expensive than what you recalled seeing in the ad? A company might advertise a
price such as $25*, but when you read the fine print, the price is really five
payments of $25 for a total cost of $125. Payment pricing36, or allowing customers
to pay for products in installments, is a strategy that helps customers break up
their payments into smaller amounts, which can make them more inclined to buy
higher-priced products.

Promotional pricing37 is a short-term tactic designed to get people into a store or
to purchase more of a product. Examples of promotional pricing include back-to-
school sales, rebates, extended warranties, and going-out-of-business sales. Rebates
are a great strategy for companies because consumers think they’re getting a great
deal. But as you learned in Chapter 12 "Public Relations and Sales Promotions",
many consumers forget to request the rebate. Extended warranties have become
popular for all types of products, including automobiles, appliances, electronics,
and even athletic shoes. If you buy a vacuum for $35, and it has a one-year warranty
from the manufacturer, does it really make sense to spend an additional $15 to get
another year’s warranty? However, when it comes to automobiles, repairs can be
expensive, so an extended warranty often pays for itself following one repair.
Buyers must look at the costs and benefits and determine if the extended warranty
provides value.

We discussed price discrimination38, or charging different customers different
prices for the same product, earlier in the chapter. In some situations, price

34. Deciding how to price a firm’s
products and services that go
together, such as power
options (locks, windows) on a
car.

35. A pricing strategy in which
providers have two different
charges for a product, such as
the base monthly rate for cell
phone coverage and additional
charges for extra minutes or
texting.

36. A pricing strategy in which
customers are allowed to break
down product payments into
smaller amounts they pay
incrementally.

37. A short-term tactic to get
people to purchase a product
or more of it.

38. The process of charging
different customers different
prices for the same product
and quantities of it purchased.
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discrimination is legal. As we explained, you have probably noticed that certain
customer groups (students, children, and senior citizens, for example) are
sometimes offered discounts at restaurants and events. However, the discounts
must be offered to all senior citizens or all children within a certain age range, not
just a few. Price discrimination is used to get more people to use a product or
service. Similarly, a company might lower its prices in order to get more customers
to buy an offering when business is slow. Matinees are often cheaper than movies at
night; bowling might be less expensive during nonleague times, and so forth.

Price Adjustments

Organizations must also decide what their policies are when it comes to making
price adjustments39, or changing the listed prices of their products. Some common
price adjustments include quantity discounts40, which involves giving customers
discounts for larger purchases. Discounts for paying cash for large purchases and
seasonal discounts to get rid of inventory and holiday items are other examples of
price adjustments.

A company’s price adjustment policies also need to outline the firm’s shipping
charges. Many online merchants offer free shipping on certain products, orders
over a certain amount, or purchases made in a given time frame. FOB (free on board)
origin and FOB delivered are two common pricing adjustments businesses use to show
when the title to a product changes along with who pays the shipping charges. FOB
(free on board) origin41 means the title changes at the origin—that is, when the
product is purchased—and the buyer pays the shipping charges. FOB (free on
board) destination42 means the title changes at the destination—that is, after the
product is transported—and the seller pays the shipping charges.

Uniform-delivered pricing43, also called postage-stamp pricing, means buyers pay
the same shipping charges regardless of where they are located. If you mail a letter
across town, the postage is the same as when you mail a letter to a different state.

Recall that we discussed trade allowances44 in Chapter 12 "Public Relations and
Sales Promotions". For example, a manufacturer might give a retail store an
advertising allowance to advertise the manufacturer’s products in local
newspapers. Similarly, a manufacturer might offer a store a discount to restock the
manufacturer’s products on store shelves rather than having its own
representatives restock the items.

Reciprocal agreements45 are agreements in which merchants agree to promote
each other to customers. Customers who patronize a particular retailer might get a
discount card to use at a certain restaurant, and customers who go to a restaurant

39. A change to the listed price of a
product.

40. Discounts buyers get for
making large purchases.

41. A pricing arrangement that
designates that a product’s title
changes at its origin (the place
it’s purchased), and the buyer
pays the shipping charges.

42. A pricing arrangement that
designates that a product’s title
changes at its destination (the
place to which it’s
transported), and the seller
pays the shipping charges.

43. A pricing strategy in which
buyers pays the same shipping
charges regardless of their
locations.

44. Discounts an organization
gives its channel partners for
performing different functions.

45. Agreements whereby
merchants agree to promote
one another’s offerings to
customers.
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might get a discount card to use at a specific retailer. For example, when customers
make a purchase at Diesel, Inc., they get a discount coupon good to use at a certain
resort. When customers are at the resort, they get a discount coupon to use at
Diesel. Old Navy and Great Clips implemented similar reciprocal agreements.

Figure 15.6

When customers made a purchase at the clothing chain Diesel, they were given a bounce back card to be used
during certain dates as shown in this photo. The bounce back card gets customers back in the store for additional
purchases.

Source: Photo courtesy of Diesel, Inc.

A promotion that’s popular during weak economic times is called a bounce back. A
bounce back46 is a promotion in which a seller gives customers discount cards or
coupons (see Figure 15.6) after purchasing. Consumers can then use the cards and
coupons on their next shopping visits. The idea is to get the customers to return to
the store or online outlets later and purchase additional items. Some stores set
minimum amounts that consumers have to spend to use the bounce back card.

46. A discount card or coupon
purchasers can use on their
next shopping visits during set
dates.
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KEY TAKEAWAY

Both external and internal factors affect pricing decisions. Companies use
many different pricing strategies and price adjustments. However, the price
must generate enough revenues to cover costs in order for the product to be
profitable. Cost-plus pricing, odd-even pricing, prestige pricing, price
bundling, sealed bid pricing, going-rate pricing, and captive pricing are just
a few of the strategies used. Organizations must also decide what their
policies are when it comes to making price adjustments, or changing the
listed prices of their products. Some companies use price adjustments as a
short-term tactic to increase sales.

REVIEW QUESTIONS

1. Explain the difference between a penetration and a skimming pricing
strategy.

2. Describe how both buyers and sellers use sealed bid pricing.
3. Identify an example of each of the following: odd-even pricing, prestige

pricing, price bundling, and captive pricing.
4. What is the difference between FOB origin and FOB destination when

paying for shipping charges?
5. Explain how trade allowances work.
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15.4 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. What is the difference between leader pricing and a loss leader?
2. Which pricing approaches do you feel work best long term?
3. When is price discrimination legal?
4. Which pricing strategies have you noticed when you shop?
5. What new products have you purchased in the last two years that were

priced using either a penetration or a skimming approach?

ACTIVITIES

1. In order to understand revenues and costs, get a two-liter bottle of soda,
ten to twenty cups, and a bucket of ice. Fill each cup with ice and then
fill it with soda. Assume each cup of soda sells for at least $1 and you
paid $1 for the soda and $1 for the cups. How much profit can you make?

2. Go to a fast-food restaurant for lunch. Figure out how much the price of
a bundled meal is versus buying the items separately. Then decide if you
think many consumers add a soda or fries because they feel like they’re
getting a deal.
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Chapter 16

The Marketing Plan

The average tenure of a chief marketing officer (CMO) can be measured in
months—about twenty-six months or less, in fact.Hallie Mummert, “Sitting
Chickens,” Target Marketing 31, no. 4 (April 2008): 11. Why? Because marketing is
one of those areas in a company in which performance is obvious. If sales go up, the
CMO can be lured away by a larger company or promoted.

Indeed, successful marketing experience can be a ticket to the top. The experience
of Paul Polman, a former marketing director at Procter & Gamble (P&G), illustrates
as much. Polman parlayed his success at P&G into a division president’s position at
Nestlé. Two years later, he became the CEO (chief executive officer) of
Unilever.David Benady, “Working with the Enemy,” Marketing Week, September 11,
2008, 18.

However, if sales go down, CMOs can find themselves fired. Oftentimes
nonmarketing executives have unrealistic expectations of their marketing
departments and what they can accomplish.Quotes in this paragraph are from Kate
Maddox, “Bottom-Line Pressure Forcing CMO Turnover,” B2B 92, no. 17 (December
10, 2007): 3–4. “Sometimes CEOs don’t know what they really want, and in some
cases CMOs don’t really understand what the CEOs want,” says Keith Pigues, a
former CMO for Cemex, the world’s largest cement company. “As a result, it’s not
surprising that there is a misalignment of expectations, and that has certainly led to
the short duration of the tenure of CMOs.”

Moreover, many CMOs are under pressure to set rosy sales forecasts in order to
satisfy not only their executive teams but also investors and Wall Street analysts.
“The core underpinning challenge is being able to demonstrate you’re adding value
to the bottom line,” explains Jim Murphy, former CMO of the consulting firm
Accenture. The problem is that when CMOs overpromise and underdeliver, they set
themselves up for a fall.

Much as firms must set their customers’ expectations, CMOs must set their
organization’s marketing expectations. Marketing plans help them do that. A well-
designed marketing plan should communicate realistic expectations to a firm’s CEO
and other stakeholders. Another function of the marketing plan1 is to

1. A document that is designed to
communicate the marketing
strategy for an offering. The
purpose of the plan is to
influence executives, suppliers,
distributors, and other
important stakeholders of the
firm so they will invest money,
time, and effort to ensure the
plan is a success.
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communicate to everyone in the organization who has what marketing-related
responsibilities and how they should execute those responsibilities.

Audio Clip

Katie Scallan-Sarantakes

http://app.wistia.com/embed/medias/cd405f66d4

Katie Scallan-Sarantakes develops and executes marketing plans for the Gulf States region of Toyota. Her
path to this position is not unusual. Listen as she describes what she did to prepare herself for a position
running a regional marketing office of a major global automaker.
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16.1 Marketing Planning Roles

LEARNING OBJECTIVE

1. Identify the people responsible for creating marketing plans in
organizations.

Who, within an organization, is responsible for creating its marketing plans? From
our discussion above, you might think the responsibility lies with the organization’s
chief marketing officer (CMO). The reality is that a team of marketing specialists is
likely to be involved. Sometimes multiple teams are involved. Many companies
create marketing plans at the divisional level. For example, Rockwell International
has so many different business areas that each does its own strategic planning. The
division responsible for military avionics, for instance, creates its own marketing
plans and strategies separately from the division that serves the
telecommunications industry. Each division has its own CMO.

Figure 16.1

Rockwell International’s many divisions serve a diverse set of industries, from military avionics and
communications to consumer and business telecommunications. That’s why Rockwell develops marketing plans at
the division level (business-unit level).

© 2010 Jupiterimages Corporation

Some of the team members specialize in certain areas. For example, the copier
company Xerox has a team that specializes in competitive analysis. The team
includes an engineer who can take competitors’ products apart to see how they
were manufactured, as well as a systems analyst who tests them for their
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performance. Also on the team is a marketing analyst who examines the
competition’s financial and marketing performance.

Some marketing-analyst positions are entry-level positions. You might be able to
land one of these jobs straight out of college. Other positions are more senior and
require experience, usually in sales or another area of marketing. Marketing
analysts, who are constantly updating marketing information, are likely to be
permanent members of the CMO’s staff.

In some consumer-goods companies with many brands (such as P&G and SC
Johnson), product—or brand—managers serve on their firm’s marketing planning
teams on an as-needed basis. These individuals are not permanent members of the
team but participate only to the extent that their brands are involved. Many other
members of the firm will also participate on marketing planning teams as needed.
For example, a marketing researcher is likely to be part of such a team when it
needs data for the planning process.

KEY TAKEAWAY

The CMO of a business unit is likely to be responsible for the creation of its
marketing plan. However, the CMO is generally assisted by marketing
professionals and other staff members, who often work on marketing
planning teams as needed. Marketing analysts, however, are permanent
members of the CMO’s staff.

REVIEW QUESTIONS

1. Who is involved in the creation of a marketing plan?
2. In addition to marketing analysts, what other members of an

organization help create marketing plans?
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16.2 Functions of the Marketing Plan

LEARNING OBJECTIVES

1. Understand the functions of a marketing plan.
2. Write a marketing plan.

In Chapter 1 "What Is Marketing?", we introduced the marketing plan and its
components. Recall that a marketing plan should do the following:

a. Identify customers’ needs.
b. Evaluate whether the organization can meet those needs in some way

that allows for profitable exchanges with customers to occur.

c. Develop a mission statement, strategy, and organization centered on
those needs.

1. Create offerings that are the result of meticulous market research.
2. Form operations and supply chains that advance the successful

delivery of those offerings.

d. Pursue advertising, promotional, and public relations campaigns that
lead to continued successful exchanges between the company and its
customers.

e. Engage in meaningful communications with customers on a regular
basis.

The Marketing Plan’s Outline

The actual marketing plan you create will be written primarily for executives, who
will use the forecasts in your plan to make budgeting decisions. These people will
make budgeting decisions not only for your marketing activities but also for the
firm’s manufacturing, ordering, and production departments, and other functions
based on your plan.

In addition to executives, many other people will use the plan. Your firm’s sales
force will use the marketing plan to determine its sales strategies and how many
salespeople are needed. The entire marketing staff will rely on the plan to
determine the direction and nature of their activities. The advertising agency you
hire to create your promotional campaigns will use the plan to guide its creative
team. Figure 16.2 "Marketing Plan Outline" shows a complete outline of a marketing
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plan (you may also want to go to http://www.morebusiness.com/
templates_worksheets/bplans/printpre.brc for an example). Next, we will discuss
the elements in detail so you will know how to prepare a marketing plan.

Figure 16.2 Marketing Plan Outline

The Executive Summary

A marketing plan starts with an executive summary. An executive summary should
provide all 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. Any other important information, such as how your competitors
and channel partners will respond to the actions your firm takes, should also be
summarized. Because most executives will be reading the plan to make budgeting
decisions, the budgeting information you include in the summary is very important.
If the executives want more detail, they can refer to the “budget” section, which
appears later in the plan. The executive summary should be less than one page long;
ideally, it should be about a half page long. Most marketing plan writers find it
easier to write a plan’s summary last, even though it appears first in the plan. A
summary is hard to write when you don’t know the whole plan, so waiting until the
plan is complete makes writing the executive summary easier.
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Figure 16.3

Your marketing plan has to
convince busy executives and
other stakeholders that your idea
is worth investing in.

© 2010 Jupiterimages
Corporation

The Business Challenge

In the “business challenge” section of the plan, the planner describes the offering
and provides a brief rationale for why the company should invest in it. In other
words, why is the offering needed? How does it fit in with what the company is
already doing and further its overall business goals? In addition, the company’s
mission statement should be referenced. How does the offering and marketing plan
further the company’s mission?

Remember that a marketing plan is intended to be a
persuasive document. You are trying not only to
influence executives to invest in your idea but also to
convince other people in your organization to buy into
the plan. You are also trying to tell a compelling story
that will make people outside your organization—for
example, the director of the advertising agency you
work with, or a potential supplier or channel
partner—invest money, time, and effort into making
your plan a success. Therefore, as you write the plan
you should constantly be answering the question, “Why
should I invest in this plan?” Put your answers in the
business challenge section of the plan.

The Market

The market section of the plan should describe your
customers and competitors, any other organizations
with which you will collaborate, and the state of the
market. We suggest that you always start the section by describing the customers
who will purchase the offering. Why? Because customers are central to all
marketing plans. After that, discuss your competitors, the climate, and your
company in the order you believe readers will find most persuasive. In other words,
discuss the factor you believe is most convincing first, followed by the second-most
convincing factor, and so on.
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Figure 16.4

Progresso Soups may divide their
market into several groups. This
family photo might actually
represent three different
markets: a person who eats lunch
at his or her desk at work and
needs something quick and
filling; a retired but active couple
that wants something hot and
nourishing; and a busy young
family looking for easy meals to
prepare.

© 2010 Jupiterimages
Corporation

Customers

Who does your market consist of? What makes these
people decide to buy the products they do, and how do
they fulfill their personal value equations? What is their
buying process like? Which of their needs does your
offering meet?

Break the market into customer segments and describe
each segment completely, answering those questions for
each segment. When you write your plan, begin with the
most important segment first and work your way to the
least important segment. Include in your discussion the
market share and sales goals for each segment.

For example, Progresso Soups’ primary market
segments might include the following:

• Families in colder regions
• People who need a good lunch but have to

eat at their desks
• Busy young singles
• Older, perhaps retired, empty-nesters

These segments would be based on research that
Progresso has completed showing that these are the groups that eat the most soup.

Your discussion of each segment should also include how to reach the customers
within it, what they expect or need in terms of support (both presales and postsales
support), and other information that helps readers understand how each segment is
different from the others. After reading the section, a person should have a good
grasp of how the segments differ yet understand how the needs of each are satisfied
by the total offering.

Audio Clip

Katie Scallan-Sarantakes

http://app.wistia.com/embed/medias/4e5cbb5411
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A marketing plan has to account for many factors: customers, competitors, and more. Listen as Katie Scallan-
Sarantakes describes how she had to consider these factors when creating marketing plans for Toyota.

Company Analysis

Include the results of your analysis of your company’s strengths and weaknesses in
this section. How is the company perceived by the customers you described earlier?
Why is the company uniquely capable of capitalizing on the opportunity outlined in
the plan? How sustainable is the competitive advantage you are seeking to achieve?

You will also need to identify any functional areas in which your company might
need to invest for the plan to succeed. For example, money might be needed for
new production or distribution facilities and to hire new marketing or sales
employees and train existing ones.

One tool that is useful for framing these questions is the SWOT analysis2. SWOT
stands for strengths, weaknesses, opportunities, and threats. Strengths and
weaknesses are internal, meaning they are conditions of the company. Either these
conditions are positive (strengths) or negative (weaknesses). Opportunities and
threats are external to the company, and could be due to potential or actual actions
taken by competitors, suppliers, or customers. Opportunities and threats could also
be a function of government action or changes in technology and other factors.

When working with executives, some consultants have noted the difficulty
executives have in separating opportunities from strengths, weaknesses from
threats. Statements such as “We have an opportunity to leverage our strong
product features” indicate such confusion. An opportunity lies in the market, not in
a strength. Opportunities and threats are external; strengths and weaknesses are
internal. Assuming demand (an external characteristic) for a strength (an internal
characteristic) is a common marketing mistake. Sound marketing research is
therefore needed to assess opportunity.

Other factors that make for better SWOT analysis are these:

• Honest. A good SWOT analysis is honest. A better way to describe those
“strong” product features mentioned earlier would be to say “strong
reputation among product designers,” unless consumer acceptance has
already been documented.

• Broad. The analysis has to be broad enough to capture trends. A small
retail chain would have to look beyond its regional operating area in
order to understand larger trends that may impact the stores.

2. An acronym for strengths,
weaknesses, opportunities, and
threats, the SWOT analysis is a
tool that frames the situational
analysis.
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• Long term. Consider multiple time frames. A SWOT analysis that only
looks at the immediate future (or the immediate past) is likely to miss
important trends. Engineers at Mars (makers of Skittles, M&Ms, and
Snickers) visit trade shows in many fields, not just candy, so that they
can identify trends in manufacturing that may take a decade to reach
the candy industry. In this way, they can shorten the cycle and take
advantage of such trends early when needed.

• Multiple perspectives. SWOT analyses are essentially based on
someone’s perception. Therefore, a good SWOT should consider the
perspective of all areas of the firm. Involve people from shipping, sales,
production, and perhaps even from suppliers and channel members.

The SWOT analysis for a company, or for any organization, is both internal and
external in focus. Some of the external areas for focus are collaborators (suppliers,
distributors, and others), competitors, and the business climate.

Collaborators

Along with company strengths and weaknesses, identify any actual or potential
partners needed to pull the plan off. Note that collaborators are more than just a
list of suppliers and distributors. Collaborators are those organizations, either
upstream or downstream in the value chain, you need to partner with to cocreate
value.

For example, AT&T collaborated with Apple to develop the iPhone. AT&T is
downstream in the value chain, providing the needed cell service and additional
features that made the iPhone so revolutionary. At the same time, however, AT&T
was a part of the development of the iPhone and the attendant marketing strategy;
the partnership began well before the iPhone was launched.

Competitors

Your marketing plan, if it is any good at all, is likely to spark retaliation from one or
more competitors. For example, Teradata and Unica operate in the same market.
Both sell data-warehousing products to companies. Teradata primarily focuses on
the information technology departments that support the data warehouse, whereas
Unica focuses on the marketing departments that actually use the data warehouse.
Nonetheless, Teradata is well aware of Unica’s marketing strategy and is taking
steps to combat it by broadening its own market to include data-warehousing users
in marketing departments. One step was to teach their salespeople what marketing
managers do and how they would use a data warehouse as part of their job so that
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when these salespeople are talking to marketing managers, they can know what
they’re talking about.

Teradata marketing planners also have to be aware of potential competitors. What
if IBM or HP decided to enter the market? Who is most likely to enter the market,
what would their offering look like, and how can we make it harder for them to
want to enter the market? If your company captures their market before they can
enter, then they may choose to go elsewhere.

Identify your competitors and be honest about both their strengths and weaknesses
in your marketing. Remember that other people, and perhaps other organizations,
will be using your plan to create their own plans. If they are to be successful, they
have to know what competition they face. Include, too, in this section of the plan
how quickly you expect your competitors to retaliate and what the nature of that
retaliation will be. Will they lower their prices, create similar offerings, add services
to drive up the value of their products, spend more on advertising, or a
combination of these tactics?

A complete competitive analysis not only anticipates how the competition will
react; it also includes an analysis of the competition’s financial resources. Do your
competitors have money to invest in a competitive offering? Are they growing by
acquiring other companies? Are they growing by adding new locations or new sales
staff? Or are they growing simply because they are effective? Maybe they are not
growing at all. To answer these questions, you will need to carefully review your
competitors’ financial statements and all information publicly available about
them. This can include an executive quoted in an article about a company’s growth
for a particular product or an analyst’s projection for future sales within a specific
market.

Business Climate

You may have already addressed some of the factors in the business environment
that are creating the opportunity for your offering. For example, when you
discussed customers, you perhaps noted a new technology they are beginning to
use.

A complete coverage of the climate would include the following (the PEST analysis):

• Political climate
• Economic climate
• Social and cultural environment
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Figure 16.5

The housing crisis was caused by
a failure in the subprime lending
market, an economic condition
that affected many other
businesses.

© 2010 Jupiterimages
Corporation

• Technological environment

A scan of the political climate should include any new government regulations as
well as legislation. For example, will changes in the tax laws make for more or less
disposable income among our customers? Will the tightening of government
regulations affect how salespeople can call on doctors, for example, hindering your
marketing opportunity? Will federal policies that affect exchange rates or tariffs
make global competitors stronger or weaker? For example, the government
introduced the Cash for Clunkers program to encourage people to buy new cars.
Within only a few weeks, 250,000 new cars were sold through the program and it
ran out of money. Auto dealers were caught unprepared and many actually ran out
of popular vehicles.

The economic climate is also important to consider. While 2008 saw tremendous
swings in gas prices, other factors such as the subprime lending crisis and decline of
the housing market affected everything from the price of corn to the sales of movie
tickets. Such volatility is unusual, but it is important nonetheless to know what the
economy is doing.

The social and cultural environment is also important to
watch. Marketers, for example, may note the rise in the
Hispanic population as a market segment, but it is also
important to recognize the influence of the Hispanic
culture. Understanding the Hispanic culture is
important in reaching this market segment with the
right marketing mix. In creating marketing campaigns
for something such as a financial product, it’s very
important to understand the history that Hispanics
have had with financial institutions in their home
countries. Understanding that culturally Hispanics
might not trust financial institutions and developing
campaigns that generate positive word of mouth, such
as refer-a-friend and influencer tactics, can be explosive
once the wall has been torn down.

Finally, the technological environment should be
considered. Technology is the application of science to
solve problems. It encompasses more than just
information (computer) technology. For example, when
Ted Schulte (profiled in Chapter 13 "Professional Selling") discusses a pacemaker
with a cardiac surgeon, Ted is describing the latest technology available. The new
technology could be related to the battery used to power the pacemaker, the
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Figure 16.6

Technology encompasses more
than just information
technology. Produced by Guidant
Technologies, this pacemaker
utilizes information technology
to record heart-function data a
doctor can read later. But the
product might also utilize other
new technologies, such as a new
battery, materials used to
connect the pacemaker to the
heart, and the casing for the
pacemaker, all of which affect its
performance.

Source: Guidant Technologies,
used with permission.

materials used in the leads (the wires that connect the pacemaker to the body), or
even the material that encases the pacemaker. Understanding the technological
environment can provide you with a greater understanding of a product’s life cycle
and the direction the market is taking when it comes to newer technologies.

Many of the environmental factors we mentioned
impact other factors. For example, technological
changes are altering the social and cultural
environment. Instead of writing letters to one another,
families and friends use e-mail and social networking
sites to communicate and maintain relationships. Online
communication has affected any number of businesses,
including the greeting card business and the U.S. Postal
Service, which recently announced it was closing many
facilities.

Likewise, the economic environment influences the
political environment and vice versa. The huge bailout
of the banks by the government is an example of how
the economic environment affects the political
environment. The laws passed as a result of the bank
bailout, which include more-restrictive lending
practices, are affecting banks, businesses, and
consumers. Any looming changes in the business
climate such as this need to be included in your
marketing plan.

The Strategy

The next section of the plan details the strategy your
organization will use to develop, market, and sell the
offering. This section is your opportunity to create a
compelling argument as to what you intend to do and
why others should invest in the strategy. Your reader
will be asking, “Why should we adopt this strategy?” To answer that question, you
may need to include a brief discussion of the strategic alternatives that were
considered and discarded. When readers complete the section, they should
conclude that the strategy you proposed is the best one available.
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Figure 16.7

The Offering

Provide detail on the features and benefits of the offering, including pricing
options, in this section. For example, in some instances, your organization might
plan for several variations of the offering, each with different pricing options. The
different options should be discussed in detail, along with the market segments
expected to respond to each option. Some marketing professionals like to specify
the sales goals for each option in this section, along with the associated costs and
gross profit margins for each. Other planners prefer to wait until the budget section
of the plan to provide that information.

The plan for the offering should also include the plan for introducing offerings that
will follow the initial launch. For example, when should Progresso introduce new
soup flavors? Should there be seasonal flavors? Should there be smaller sizes and
larger sizes, and should they be introduced all at the same time or in stages?

Part of an offering is the service support consumers need to extract the offering’s
full value. The support might include presales support as well as postsales support.
For example, Teradata has a team of finance specialists who can help customers
document the return on investment they would get from purchasing and
implementing a Teradata data warehouse. This presales support helps potential
buyers make a stronger business case for buying Teradata’s products with
executives who control their companies’ budgets.

Postsales support can include technical support. In B2B (business-to-business)
environments, sellers frequently offer to train their customers’ employees to use
products as part of their postsales support. Before you launch an offering, you need
to be sure your firm’s support services are in place. That means training service
personnel, creating the appropriate communication channels for customers to air
their technical concerns, and other processes.
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Prior to launching a new
offering, the presales and
postsales support personnel for it
have to be trained and the
appropriate work processes
created so that the right level of
support is provided. These call-
center technicians had to first
learn the offering’s technical
processes before it could be
launched.

© 2010 Jupiterimages
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The Communication Plan

How will the offering be launched? Will it be like Dow
Corning’s launch of a new silicon acrylate copolymer, a
product used to add color to cosmetics? That product
was announced at the In-Cosmetics trade show in
Barcelona. Or will you invite customers, media, and
analysts from around the globe to your company’s
offices for the launch, as SAS did with its SAS 9 software
product?

In addition to the announcement of the new product,
the communication plan has to specify how ongoing
customer communications will be conducted. The
mechanisms used to gather customer feedback as well
as how the offering will be promoted to customers need
to be spelled out. For example, will you create an online community like Laura
Carros did with the JCPenney Ambrielle line?

The discussion of the communication plan can be fairly broad. You can put
additional details in a separate planning document that outlines the product’s
advertising strategies, event strategies (such as trade shows and special events like
customer golf tournaments that will be used to promote the product), and sales
strategies.

Distribution

This section should answer questions about where and how the offering will be sold.
Who will sell it? Who will ship it? Who will service and support it? In addition, the
distribution section should specify the inventories that need to be maintained in
order to meet customer expectations for fast delivery and where those inventories
should be kept.

Budget

The budget section is more than just a discussion of the money needed to launch
the new offering. A complete budget section will cover all the resources, such as
new personnel, new equipment, new locations, and so forth, for the launch to be a
success. Of course, these resources have costs associated with them. In some
instances, the budget might require that existing resources be redeployed and a
case made for doing so.
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The first portion of the budget will likely cover the investment required for the
launch. The plan might point out that additional funds need to be allocated to the
offering to make it ready for the market. For example, perhaps additional beta
testing or product development over and above what the firm normally commits to
new products is needed. Certainly, marketing funds will be needed to launch the
offering and pay for any special events, advertising, promotional materials, and so
forth. Funds might also be needed to cover the costs of training salespeople and
service personnel and potentially hiring new staff members. For example, Teradata
introduced a new offering that was aimed at an entirely new market. The new
market was so different that it required a new sales force. Details for the sales force,
such as how many salespeople, sales managers, and support personnel will be
needed, would go in this section.

The budget section should include the costs associated with maintaining the
amount of inventory of the product to meet customers’ needs. The costs to provide
customers with support services should also be estimated and budgeted. Some
products will be returned, some services will be rejected by the consumer, and
other problems will occur. The budget should include projections and allowances
for these occurrences.

The budget section is also the place to forecast the product’s sales and profits. Even
though the plan likely mentioned the sales goals set for each market segment, the
budget section is where the details go. For example, the cost for advertising, trade
shows, special events, and salespeople should be spelled out. The projections should
also include timelines. The sales costs for one month might be estimated, as well as
two months, six months, and so forth, as Figure 16.8 "A Marketing Plan Timeline
Illustrating Market Potential, Sales, and Costs" shows.

Note that Figure 16.8 "A Marketing Plan Timeline Illustrating Market Potential,
Sales, and Costs" shows that the product’s costs are high early on and then decrease
before leveling out. That cost line assumes there is a heavy upfront investment to
launch the offering, which is usually true for new products. The sales of the offering
should grow as it gathers momentum in the market. However, the market potential
stays the same, assuming that the potential number of customers stays the same.
That might not always be the case, though. If we were targeting mothers of babies,
for example, the market potential might vary based on the projected seasonality in
birth rates because more babies tend to be born in some months than others.
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Figure 16.8 A Marketing Plan Timeline Illustrating Market Potential, Sales, and Costs

Conclusion

In the conclusion, repeat the highlights. Summarize the target market, the offer,
and the communication plan. Your conclusion should remind the reader of all the
reasons why your plan is the best choice.

Of course, the written plan is itself a marketing tool. You want it to convince
someone to invest in your ideas, so you want to write it down on paper in a
compelling way. Figure 16.9 "Tips for Writing an Effective Marketing Plan" offers
some tips for effectively doing so. Also, keep in mind that a marketing plan is
created at a single point in time. The market, though, is dynamic. A good marketing
plan includes how the organization should respond to various scenarios if the
market changes. In addition, the plan should include “triggers” detailing what
should happen under the scenarios. For example, it might specify that when a
certain percentage of market share is reached, then the price of the product will be
reduced (or increased). Or the plan might specify the minimum amount of the
product that must be sold by a certain point in time—say, six months after the
product is launched—and what should happen if the mark isn’t reached. Also, it
should once again be noted that the marketing plan is a communication device. For
that reason, the outline of a marketing plan may look somewhat different from the
order in which the tasks in the outline are actually completed.
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Figure 16.9 Tips for Writing an Effective Marketing Plan

KEY TAKEAWAY

A marketing plan’s executive summary should include a brief summary of
the market, the product to be offered, the strategy behind the plan, and the
budget, as well as any other important information. In this section of the
plan, the planner describes the offering and a brief rationale for why the
company should invest in it. The market section of the plan should describe
a firm’s customers, competitors, any other organizations with which it will
collaborate, and the climate of the market. The strategy section details the
tactics the organization will use to develop, market, and sell the offering.
When readers complete the strategy section, they should conclude that the
proposed strategy is the best one available.

The budget section of the marketing plan covers all the resources, such as
new personnel, new equipment, new locations, and so forth, needed to
successfully launch the product, as well as details about the product’s costs
and sales forecasts.

REVIEW QUESTIONS

1. What is a marketing plan and how is it used?
2. Which section of the marketing plan is most important? Why? The least

important?
3. What is the purpose of scenario planning?
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16.3 Forecasting

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.

Creating marketing strategy is not a single event, nor is the implementation of
marketing strategy something only the marketing department has to worry about.
When the strategy is implemented, the rest of the company must be poised to deal
with the consequences. As we have explained, an important component is the sales
forecast, which is the estimate of how much the company will actually sell. The rest
of the company must then be geared up (or down) to meet that demand. In this
section, we explore forecasting in more detail, as there are many choices a
marketing executive can make in developing a forecast.

Accuracy is important when it comes to forecasts. If executives overestimate the
demand for a product, the company could end up spending money on
manufacturing, distribution, and servicing activities it won’t need. The software
developer Data Impact recently overestimated the demand for one of its new
products. Because the sales of the product didn’t meet projections, Data Impact
lacked the cash available to pay its vendors, utility providers, and others.
Employees had to be terminated in many areas of the firm to trim costs.

Underestimating demand can be just as devastating. When a company introduces a
new product, it launches marketing and sales campaigns to create demand for it.
But if the company isn’t ready to deliver the amount of the product the market
demands, then other competitors can steal sales the firm might otherwise have
captured. Sony’s inability to deliver the e-Reader in sufficient numbers made
Amazon’s Kindle more readily accepted in the market; other features then gave the
Kindle an advantage that Sony is finding difficult to overcome.

The marketing leader of a firm has to do more than just forecast the company’s
sales. The process can be complex, because how much the company can sell will
depend on many factors such as how much the product will cost, how competitors
will react, and so forth—in fact, much of what you have already read about in
preparing a marketing strategy. Each of these factors has to be taken into account
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in order to determine how much the company is likely to sell. As factors change, the
forecast has to change as well. Thus, a sales forecast is actually a composite of a
number of estimates and has to be dynamic as those other estimates change.

A common first step is to determine market potential3, or total industry-wide sales
expected in a particular product category for the time period of interest. (The time
period of interest might be the coming year, quarter, month, or some other time
period.) Some marketing research companies, such as Nielsen, Gartner, and others,
estimate the market potential for various products and then sell that research to
companies that produce those products.

Once the marketing executive has an idea of the market potential, the company’s
sales potential can be estimated. A firm’s sales potential4 is the maximum total
revenue it hopes to generate from a product or the number of units of it the
company can hope to sell. The sales potential for the product is typically
represented as a percentage of its market potential and equivalent to the company’s
estimated maximum market share for the time period. As you can see in Figure 16.8
"A Marketing Plan Timeline Illustrating Market Potential, Sales, and Costs",
companies sell less than potential because not everyone will make a decision to buy
their product: some will put off a decision; others will buy a competitor’s product;
still others might make do with a substitute product. In your budget, you’ll want to
forecast the revenues earned from the product against the market potential, as well
as against the product’s costs.

Forecasting Methods

Forecasts, at their basic level, are simply someone’s guess as to what will happen.
Each estimate, though, is the product of a process. Several such processes are
available to marketing executives, and the final forecast is likely to be a blend of
results from more than one process. These processes are judgment techniques and
surveys, time series techniques, spending correlates and other models, and market
tests.

Judgment and Survey Techniques

At some level, every forecast is ultimately someone’s judgment. Some techniques,
though, rely more on people’s opinions or estimates and are called judgment
techniques5. Judgment techniques can include customer (or channel member or
supplier) surveys, executive or expert opinions, surveys of customers’ (or channel
members’) intentions or estimates, and estimates by salespeople.

3. Total industry-wide sales
expected in a particular
product category for the time
period of interest.

4. The maximum total revenue a
company hopes to generate
from a product or the number
of units of it the company can
hope to sell.

5. Forecasting methods that rely
on someone’s estimate(s).
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Customer and Channel Surveys

In some markets, particularly in business-to-business markets, research companies
ask customers how much they plan to spend in the coming year on certain
products. Have you ever filled out a survey asking if you intend to buy a car or
refrigerator in the coming year? Chances are your answers were part of someone’s
forecast. Similarly, surveys are done for products sold through distributors.
Companies then buy the surveys from the research companies or do their own
surveys to use as a starting point for their forecasting. Surveys are better at
estimating market potential than sales potential, however, because potential buyers
are far more likely to know they will buy something—they just don’t know which
brand or model. Surveys can also be relatively costly, particularly when they are
commissioned for only one company.

Sales Force Composite

A sales force composite6 is a forecast based on estimates of sales in a given time
period gathered from all of a firm’s salespeople. Salespeople have a pretty good idea
about how much can be sold in the coming period of time (especially if they have
bonuses riding on those sales). They’ve been calling on their customers and know
when buying decisions will be made.

Estimating the sales for new products or new promotions and pricing strategies will
be harder for salespeople to estimate until they have had some experience selling
those products after they have been introduced, promoted, or repriced. Further,
management may not want salespeople to know about new products or promotions
until these are announced to the general public, so this method is not useful in
situations involving new products or promotions. Another limitation reflects
salespeople’s natural optimism. Salespeople tend to be optimistic about what they
think they can sell and may overestimate future sales. Conversely, if the company
uses these estimates to set quotas, salespeople are likely to reduce their estimates
to make it easier to achieve quota.

Salespeople are more accurate in their near-term sales estimates, as their
customers are not likely to share plans too far into the future. Consequently, most
companies use sales force composites for shorter-range forecasts in order to more
accurately predict their production and inventory requirements. Konica-Minolta,
an office equipment manufacturer, has recently placed a heavy emphasis on
improving the accuracy of its sales force composites because the cost of being
wrong is too great. Underestimated forecasts result in some customers having to
wait too long for deliveries for products, and they may turn to competitors who can
deliver faster. By contrast, overestimated forecasts result in higher inventory costs.

6. An estimate of future sales
based on the sum of estimates
from all of the company’s
salespeople.
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Executive Opinion

Executive opinion7 is exactly what the name implies: the best-guess estimates of a
company’s executives. Each executive submits an estimate of the company’s sales,
which are then averaged to form the overall sales forecast. The advantages of
executive opinions are that they are low cost and fast and have the effect of making
executives committed to achieving them. An executive-opinion-based forecast can
be a good starting point. However, there are disadvantages to the method, so it
should not be used alone. These disadvantages are similar to those of the sales force
composites. If the executives’ forecast becomes a quota upon which their bonuses
are estimated, they will have an incentive to underestimate the forecast so they can
meet their targets. Organizational factors also come into play. A junior executive,
for example, is not likely to forecast low sales for a product that his or her CEO is
pushing, even if low sales are likely to occur.

Expert Opinion

Expert opinion8 is similar to executive opinion except that the expert is usually
someone outside the company. Like executive opinion, expert opinion is a tool best
used in conjunction with more quantitative methods. As a sole method of
forecasting, however, expert opinions are often very inaccurate. Just consider how
preseason college football rankings compare with the final standings. The football
experts’ predictions are usually not very accurate.

Time Series Techniques

Time series techniques examine sales patterns in the past in order to predict sales
in the future. For example, with a trend analysis9, the marketing executive
identifies the rate at which a company’s sales have grown in the past and uses that
rate to estimate future sales. For example, if sales have grown 3 percent per year
over the past five years, trend analysis would assume a similar 3 percent growth
rate next year.

A simple form of analysis such as this can be useful if a market is stable. The
problem is that many markets are not stable. A rapid change in any one of a
market’s dynamics is likely to result in wide swings in growth rates. Just think
about auto sales before, during, and after the government’s Cash for Clunkers
program. What sold the previous month could not account for the effects of the
program. Consequently, if an executive were to have estimated auto sales based on
the rate of change for the previous period, the estimate would have been way off.

7. A forecasting method in which
an executive or group of
executives provides a best
estimate of what will be sold or
what will happen.

8. A forecasting method in which
the forecast is based on an
objective third-party expert’s
best estimate of what will
happen in the market and how
that will influence sales.

9. A group of forecasting methods
that base the future period of
sales (or another variable) on
the rate of change for previous
periods of time.
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Figure 16.10

The federal government’s Cash for Clunkers program resulted in a significant short-term increase in new car sales
and filled junkyards with thousands of clunkers!

Source: Wikimedia Commons.

The Cash for Clunkers program was an unusual situation; many products may have
wide variations in demand for other reasons. Trend analysis can still be useful in
these situations but adjustments have to be made to account for the swings in rates
of change. Two common adjustments are the moving average10, whereby the rate
of change for the past few periods is averaged, and exponential smoothing11, a
type of moving average that puts more emphasis on the most recent period.

Correlates and Other Models

A number of more sophisticated models can be useful in forecasting sales. One fairly
common method is a correlational analysis12, which is a form of trend analysis
that estimates sales based on the trends of other variables. For example, furniture-
company executives know that new housing starts (the number of new houses that
are begun to be built in a period) predict furniture sales in the near future because
new houses tend to get filled up with new furniture. Such a correlate is considered a
leading indicator13, because it leads, or precedes, sales. The Conference Board
publishes an Index of Leading Indicators, which is a single number that represents a

10. A trend analysis type of
forecasting method that
estimates sales (or other
variable) based on an average
rate of change over a group of
previous periods of time; the
rate changes (moves) as the
oldest period is dropped off
and the most recent period
added in.

11. A method of trend analysis
forecasting that weights more
recent periods of time more
heavily than more distant
periods of time.

12. A form of trend analysis that
estimates sales based on the
trends of other variables.

13. A correlate that occurs before
the variable being forecasted
(e.g., permits to build new
houses is a leading indicator of
building material sales because
permits are issued before the
materials are purchased).
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composite of commonly used leading indicators. Some of these leading indicators
are housing starts, wholesale orders, orders for durable goods (items like
refrigerators, air conditioning systems, and other long-lasting consumer products),
and even consumer sentiment, or how consumers think the economy is doing.

Response Models

Some companies create sophisticated statistical models called response models14,
which are based on how customers have responded in the past to marketing
strategies. JCPenney, for example, takes previous sales data and combines it with
customer data gathered from the retailer’s Web site. The models help JCPenney see
how many customers are price sensitive and only buy products when they are on
sale and how many customers are likely to respond to certain offers. The retailer
can then estimate the sales for products by market segment based on the offers and
promotions directed at those segments.

Market Tests

A market test15 is an experiment in which the company launches a new offering in
a limited market in order to gain real-world knowledge of how the market will react
to the product. Since there isn’t any historical data on how the product has done,
response models and time-series techniques are not effective. A market test
provides some measure of sales in response to the marketing plan, so in that regard,
it is like a response model, just based on limited data. The demand for the product
can then be extrapolated to the full market. However, remember that market tests
are visible to your competitors, and they can undertake actions, such as drastic
price cuts, to skew your results.

14. Sophisticated statistical models
used in forecasting that are
based on how customers have
responded in the past to
marketing strategies.

15. The test launch of a product’s
complete marketing plan to
ensure that it reaches buyers,
gets positive reactions, and
generates sales of the product.
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Figure 16.11

HEB uses Waco, Texas, as a test market, combining data from its loyalty program with sales data to see who buys
what and at what price.

Source: Wikimedia Commons.

The grocery chain HEB uses Waco, Texas, as a test site. HEB has a loyalty program
that enables it to collect lots of data on its customers. When HEB wants to test
market a new product, the firm does it in Waco, where individual customer data can
be combined with sales data. Testing in Waco tells HEB who is likely to buy the
product and at what price, information that makes extrapolating to their larger
market more accurate.

Building Better Forecasts

At best, a forecast is a scientific estimate, but really, a forecast is still just a
sophisticated guess. Still, there are steps that can enhance the likelihood of success.
The first step is to commit to accuracy. At Konica-Minolta, regional vice presidents
are rewarded for being accurate and punished for being wrong about their
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forecasts, no matter what the direction of them is. As we mentioned earlier,
underestimating is considered by Konica-Minolta leadership to be just as bad as
overestimating sales.

We’ve also mentioned how salespeople and managers will lower estimates if the
estimates are used to set quotas. Using forecasts properly is another factor that can
improve forecasting accuracy. But there are other ways to make forecasts more
accurate. These begin with picking the right methods for your business.

Pick the Right Method(s) for Your Business and Your Decision

Some products have very short selling cycles; others take a long time to produce
and sell. What is appropriate for a fast-moving consumer good like toothpaste is not
appropriate for a durable good like a refrigerator. A response model might work for
Crest toothpaste in the short term, but longer-term forecasts might require a
sophisticated time-series technique. By contrast, Whirlpool might find, for example,
that channel surveys are better predictors of refrigerator sales over the long term.

Use Multiple Methods

Since forecasts are estimates, the more estimates generated from various methods,
the better. For example, combining expert opinions with a trend analysis could help
you understand not only what is happening but also why. Every forecast results in
decisions, such as the decision to hire more people, add manufacturing capacity,
order supplies, and so forth. In addition, practice makes perfect, as they say. The
more forecasts you have to make and resulting decisions you have to live with, the
better you will get at forecasting.

Use Many Variables

Forecasting for smaller business units first can result in greater accuracy. For
example, JCPenney may estimate sales by region first, and then roll that
information up into a national sales forecast. By forecasting locally, more variables
can be considered, and with more variables comes more information, which should
help the accuracy of the company’s overall sales forecast. Similarly, JCPenney may
estimate sales by market segment, such as women over age fifty. Again, forecasting
in a smaller segment or business unit can then enable the company to compare such
forecasts to forecasts by product line and gain greater accuracy overall.
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Use Scenario-Based Forecasts

One forecast is not enough. Consider what will happen if conditions change. For
example, how might your forecast change if your competitors react strongly to your
strategy? How might it change if they don’t react at all? Or if the government
changes a policy that makes your product tax free? All of these factors will
influence sales, so the smart executive considers multiple scenarios. While the
executive may not expect the government to make something tax free, scenarios
can be created that consider favorable government regulation, stable regulation,
and negative regulation, just as one can consider light competitive reaction,
moderate reaction, or strong reaction.

Track Actual Results and Adjust

As time goes on, forecasts that have been made should be adjusted to reflect reality.
For example, Katie Scallan-Sarantakes may have to do an annual forecast for Scion
sales, but as each month goes by, she has hard sales data with which to adjust future
forecasts. Further, she knows how strongly competition has reacted and can adjust
her estimates accordingly. So, even though she may have an annual forecast, the
forecast changes regularly based on how well the company is doing.

KEY TAKEAWAY

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. When a company forecasts sales, it has to consider market
potential and sales potential. Many methods of forecasting 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, forecasting for
various scenarios, and tracking actual data (including sales) and adjusting
future forecasts accordingly.
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REVIEW QUESTIONS

1. Which forecasting method would be most accurate for forecasting sales
of hair-care products in the next year? How would your answer change
if you were forecasting for the next month? For home appliances?

2. What is the role of expert opinion in all forecasts?
3. How can forecasting accuracy be improved?
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16.4 Ongoing Marketing Planning and Evaluation

LEARNING OBJECTIVES

1. Apply marketing planning processes to ongoing business settings.
2. Identify the role of the marketing audit.

Our discussion so far might lead you to believe that a marketing plan is created only
when a new offering is being launched. In reality, marketing plans are created
frequently—sometimes on an annual basis, or when a new CMO is hired, when
market dynamics change drastically and quickly, or just whenever a company’s CEO
wants one. Moreover, as we indicated, a marketing plan should be something of a
“living” document; it should contain triggers that result in a company reevaluating
its strategies should different scenarios occur.

Some of those scenarios can occur immediately. For example, when a product is
launched, the market reacts. Journalists begin to cover the phenomenon,
competitors respond, and regulators may take note. What then should happen if the
sales goals for the product are substantially exceeded? Should its price be raised or
lowered? Should follow-on offerings be launched sooner? What if a competitor
launches a similar offering a week later? Or worse yet, what if the competition
launches a much better offering? The key to a successful ongoing marketing
strategy is twofold: understanding causality and good execution of the marketing
plan. Next we discuss each of these aspects.

Audio Clip

Katie Scallan-Sarantakes

http://app.wistia.com/embed/medias/b1db0efe17

Katie Scallan-Sarantakes knows firsthand the difficulty of tracking the success of marketing activity. She
describes some of those challenges here.

Causality

Causality16 is the relationship between two variables whereby one variable is a
direct consequence of the other. For a scientist in a lab, identifying causality is
fairly easy because the causal variable can be controlled and the consequences

16. The relationship between two
variables whereby one variable
is a direct consequence of the
other.
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observed. For marketers, such control is a dream, not a reality. Identifying
causality, then, can be a real challenge.

Why is causality so important? Assume you’ve observed a drop in sales that you
think is caused by a competitor’s lower price. If you reduce your price to combat
the competitor’s when, in reality, the poor sales are due simply to seasonal factors,
lower prices might give consumers the impression that your product is cheap or
low quality. This could send your sales even further downward. Drawing the wrong
conclusions about causality can lead to disastrous results.

Control is an important related concept. Control17, in this context, means not the
degree to which you can manipulate an outcome but rather the degree to which you
can separate the effects of a variable on a consequence. For example, you have
complete control over what the customer pays for the offering. You are able to
manipulate that outcome. However, you have no control over seasonal effects.
Nonetheless, you can identify what those effects are and account for their
influence.

The first type of control is managerial control18, whereby you have control over
how variables in a marketing plan are implemented. You decide, for example, how
many stores will carry your product. You can vary that number and have an effect
on sales. The second type of control is statistical control19, whereby you can
remove the influence of the variable on the outcome mathematically. For example,
you have no control over seasonality. If you are selling a product for babies and
more babies are born in August than any other month, then your sales will go up in
September. Statistical control allows you to smooth out the seasonal variance on
sales so you can then determine how much of the change in sales is due to other
factors, especially those you have control over. Statistical control is something you
learned in a regression class. However, the numbers in a statistical analysis can be
as easily approximated. You don’t necessarily need to utilize complicated equations.
Consider the following scenario:

1. Over the past five years, you have observed an average decline of 20
percent in sales for the months of June, July, and August, which also
happen to be months in which many salespeople and buyers vacation.

2. This year, the decline was 28 percent.
3. You can therefore safely assume that about 20 percent of the decline

this year was due to people taking vacations, as they have in years past;
you can further assume that the amount of the decline due to factors
other than vacations was about 8 percent.

17. (a) The degree to which you
can manipulate an outcome; (b)
the degree to which you can
separate the effects of a
variable on a consequence.

18. The ability to manipulate
variables, such as how a
marketing plan is
implemented.

19. Mathematically removing the
influence of a variable on an
outcome so as to isolate the
cause of a problem.
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Figure 16.12

Doing a simple analysis such as this at least gives you some idea that something new
is going on that is lowering your sales. You can then explore the problem more
completely.

So how do you figure out exactly what is the cause of such a decline? In some
instances, marketing executives speculate about the potential causes of problems
and then research them. For example, if the product’s price is perceived to be the
problem, conversing with a number of former customers who switched to
competing products could either verify this hunch or dispel it. In a B2B
environment, salespeople who are aware of a competitor’s new lower prices might
be the first to identify the problem, rather than marketing executives. Nonetheless,
the firm’s marketing executives can then try to verify that lower prices led to the
sales decline. In consumer-goods markets, there are often many segments of
consumers. Rather than asking a few of them what they think, formal market
research tools such as surveys and focus groups are used.

The Marketing Audit

Another investigative tool that can be used to research a drop in a company’s sales
performance is a marketing audit. A marketing audit20 is an examination or
snapshot of the state of a company’s marketing strategies as they are actually
implemented. Here, managerial control becomes important. Was the strategy
implemented as intended? Is the strategy working?

For example, when Xerox launched a new workstation,
the company ran a promotion giving a customer who
bought a workstation a discount on a copier. Despite the
promotion, the overall sales of the workstation failed to
meet Xerox’s expectations. There were, however,
geographical areas in which the sales of the product
were quite good. What was up?

Upon closer examination, Xerox’s managers learned
that the firm’s salespeople in these areas had actually
developed a much more effective selling strategy: they
sold the copiers first and then offered the workstation
for free by applying the amount of the discount to the
workstation, not the copier. Xerox’s marketing quickly
revamped the promotion and communicated it
effectively to the rest of the sales staff.

20. A snapshot of the state of the
company’s marketing
strategies as they are actually
implemented; an examination
of the implementation of a
marketing plan to determine if
it was implemented properly
and if it was successful.
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A marketing audit is an
examination of all of the
company’s marketing activities.
Here, an auditor is looking at
actual product displays in a
retail store to make sure the
product is being displayed and
priced properly.

© 2010 Jupiterimages
Corporation

Fidelity21 is the degree to which the plan is being
implemented as it is supposed to be. In the example of
the Xerox workstation, there was substantial
fidelity—the plan was being implemented right—but the
plan was poor. Usually, though, the problem is that the
plan is not executed properly.

More serious issues require more in-depth study. When
Mark Hurd took over as Hewlett-Packard’s CEO in 2005,
he ordered an immediate audit of HP’s sales and
marketing activities. Metrics such as the win/loss ratios
of business deals, the length of time it took to get a
proposal approved and presented to a customer, and
other factors exposed numerous problems Hurd needed
to fix. The audit identified the causes, many of which Hurd and his team were able
to deal with quickly. As a result, HP increased market share and captured the lead
in the PC market in the first year following Hurd’s appointment.

According to the marketing consulting company Copernicus, a marketing audit
should assess many factors, but especially those listed below. Does any of the
information surprise you?

21. The degree to which a plan is
implemented as intended.
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Top Ten Factors a Marketing Audit Should Assess

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 nonmarketing
executives.

6. The offering: Did it 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
nonfinancial goals.

9. Whether the individual elements of the marketing plan achieved
their stated financial and nonfinancial goals.

10. The current value of the brand and customer equity for each brand
in the product portfolio.“Marketing Audit: 10 Critical
Components,” Copernicus Marketing Consulting,
http://www.copernicusmarketing.com/our-thinking/blog/2011/
07/20/10-critical-components-of-a-marketing-audit/ (accessed
April 13, 2012).

You were probably surprised by a few items on the list. For example, did your
marketing plan include a plan to market the marketing program to important
internal parties, such as the company’s managers and employees? We discussed
earlier that the marketing plan should persuade others to invest in the plan’s
success. Part of that persuasion process could actually include a plan to
communicate the plan! A marketing audit should assess the extent to which the
plan was successful in achieving the goal of getting important people and
departments within an organization to buy into the plan.

Do you think the “top ten” list above is prioritized correctly? Some people would
argue that the first four or five factors that need to be examined are the most
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important. Other people would argue that only the financial factors (factors 7–10)
matter. Which group is right?

The answer really depends on what’s important at the time to a company. Because
HP hired Hurd to improve the company’s poor financial performance, financial
issues were likely his top priority. He knew, however, that the causes of the poor
financial performance probably lay elsewhere, so he had his team look deeper.
Financial problems are usually the first to prompt a marketing audit.

Many firms don’t wait for problems before conducting an audit. Either they hire
consultants like Copernicus Marketing Consulting to conduct the audit, or they do
the audits themselves. If a firm’s budget doesn’t allow for a complete audit
annually, the company will often focus on one particular area at a time, such as
levels of satisfaction among its customers and channel partners. The following year
it might audit the company’s communications strategy. Rotating the focus ensures
that every aspect is audited regularly, if not annually.

Audio Clip

Katie Scallan-Sarantakes

http://app.wistia.com/embed/medias/f33fa6fb78

Marketing is a fun job, but it is more than that. Marketing professionals have to deliver business results with
all of the work they do. As Katie Scallan-Sarantakes describes, you have to prove your ability to deliver value.

KEY TAKEAWAY

The key to a successful ongoing marketing strategy is twofold:
understanding causality and 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. That’s why
companies investigate the causes by gathering market feedback and
conducting market research. Another tool that can be used to research a
change in a company’s sales performance is a marketing audit. A marketing
audit is an examination or a snapshot of the state of a company’s marketing
strategies as they are actually implemented. Complete and partial audits can
be done internally or by a consulting firm in order to find areas for
improvement.
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REVIEW QUESTIONS

1. What is the difference between managerial control and statistical
control? How is statistical control used?

2. What should a marketing audit accomplish?
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16.5 Discussion Questions and Activities

DISCUSSION QUESTIONS

1. In addition to CMOs, why do you believe so many other employees
participate in marketing planning?

2. What is the most important part of a marketing plan? Why? What is the
least important? Why?

3. Why doesn’t the execution of a marketing plan necessarily follow the
same order as the plan itself?

4. What is the most important part of a marketing audit? Why? What is the
least important part? Why?

ACTIVITIES

1. Pick a product with which you are very familiar and create a simple
marketing plan for it. Focus on one market segment.

2. Conduct an audit of a company’s marketing plan as if you were a
consultant. Selecting a relatively new consumer product may be easier
because it is likely to have more press available that you can use for
data.
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                                                                           CHAPTER 3 
                                   MARKETING MANAGEMENT 
Marketing Process          
Contents:         

 Marketing mix 
 The traditional 4 Ps 
 Additional 3 Ps 
 Developing an effective marketing mix 
 Marketing planning 
 marketing implementation and control 

 
 
MARKETING MIX 

It was James Culliton, a noted marketing expert, who coined the expression 
marketing mix and described the marketing manager as a mixer of ingredients.  
To quote him. ‘The marketing man is a decider and an artist—a mixer of 
ingredients, who, sometimes follows a recipe developed by others and 
sometimes prepares his own recipe.  And, sometimes he adapts his recipe to 
the ingredients that are readily available and sometimes invents some new 
ingredients, or, experiments with ingredients as no one else has tried before.’  
The dynamics of the marketing process and the versatility of the marketing mix 
tool cannot be described any better. 
McCarthy classified these tools into four broad groups that he called the four 
Ps of marketing : product, price, place and promotion 
Definition –It is the set of controllable marketing variables that the firm blends 
to produce the response it wants from its target market. It consists of 
everything the firm can do to influence the demand for its product. The major 



marketing management decisions can be classified in one of the following four 
categories: Product, Price, Place (distribution), and Promotion. 
 These variables are known as the marketing mix or the 4 P's of marketing. 
They are the variables that marketing managers can control in order to best 
satisfy customers in the target market The firm attempts to generate a positive 
response in the target market by blending these four marketing mix variables 
in an optimal manner. 
Product :The product is the physical product or service offered to the 
consumer. In the case of physical products, it also refers to any services or 
conveniences that are part of the offering. Product decisions include aspects 
such as function, appearance, packaging, service, warranty, etc. 
 
Price: Pricing decisions should take into account profit margins and the 
probable pricing response of competitors. Pricing includes not only the list 
price, but also discounts, financing, and other options such as leasing.  
Place: Place (or placement) decisions are those associated with channels of 
distribution that serve as the means for getting the product to the target 
customers. The distribution system performs transactional, logistical, and 
facilitating functions. Distribution decisions include market coverage, channel 
member selection, logistics, and levels of service. 
 Promotion: Promotion decisions are those related to communicating and 
selling to potential consumers. Since these costs can be large in proportion to 
the product price, a break-even analysis should be performed when making 
promotion decisions. It is useful to know the value of a customer in order to 
determine whether additional customers are worth the cost of acquiring them. 
Promotion decisions involve advertising, public relations, media types, etc.   
 
A Summary Table of the Marketing Mix The following table summarizes the 
marketing mix decisions, including a list of some of the aspect of the 4 Ps 
 Product         Price       Place Promotion 



Functionality Appearance Quality Packaging Brand Warranty Service/Support 

List Price Discounts Allowances Financing Leasing option 

Channel members Channel motivation Market coverage Locations Logistics Service levels 

Advertising Personal selling Public relations Message Media Budget 
 
          
 
 
                    ADDITIONAL 3 Ps 
The services marketing takes in 3 more P’s making the extending market mix for 
service industry: 
These additional 3P are required because of the special characteristics of the 
Service Industry. The product of a service industry is not tangible. The Service 
cannot be manufactured and inventoried but are often produced & delivered 
simultaneously. The service cannot be touched or felt but has to be experienced. 
The quality of the service is perceived quality and depends upon who is providing, 
when is providing and how is providing. The services are perishable and depend 
upon the people who are providing, the ambience where it is being provided and 
the way it is being provided. Because of certain characteristics like intangibility, 
inseparability, heterogeneity, perishability etc. Service industry needs additional 
marketing mix elements 
People, Process, and Physical evidence are additional 3Ps. 
1. People 
This is a vital element of the modern marketing mix or the service mix. Having 
appropriate staff and people are an essential part of any service provider. 



Recruiting the right employees and giving training for them appropriately to 
deliver their services are very essential if an organization wants a competitive 
advantage. 
Consumers make judgments and deliver perceptions of the service based on 
the behavior and performance of employees how they react with them. 
Therefore, the service staff should have the appropriate interpersonal skills, 
aptitude, and service knowledge to provide the service to meet the consumer 
expectation for the money they are paying for. 
2. Process 
This refers to the step by step way to the delivering service to the end 
customer. 
For example, when you go to McDonald’s drive-through, you are first greeted 
by an attendant who asks you for your order. 
Then, a person notes down your order and informs a crew member about it. 
Within the time you pay your bill, your order reaches you. You take your order 
and leave. This represents a service delivery process. 
The service process can be automatized as well. For example, in movie 
theaters, they have introduced an online ticket booking facility and ticket 
counter to offer convenience to customers and also reduce the human 
element in the service delivery process. 
3. Physical Evidence 
Physical evidence is the tangible part of a service. The satisfaction of customer 
service is an unknown factor, as they cannot rate a particular service until it is 
consumed. 



Therefore, service providers should try to offer services with the element of 
tangibility.Physical evidence can include web pages, paperwork (such as 
invoices, tickets, and dispatch notes), brochures, furnishings, ambiance, 
signage (such as those on aircraft and retail stores), brand logos, the uniform 
of employees, business cards, and the building itself. 

Importance of Marketing Mix 
 

 It helps us in identifying the opportunities and helps in product 
development. 

 It acts as a guide for any business to take up decisions and strategies. 
 It makes the organization differentiate from their competitors. 
 It gives the proper direction of how a product or service to be reached, final 

user. 
 
Developing the right marketing mix                                                             
A manager selecting a marketing mix may be likened to a chef preparing a 
meal.  Each realizes that there is no one best way to mix ingredients.  Different 
combinations may be used, and the result will still be satisfactory.  In 
marketing, as in cooking, there is no standard formula for a successful 
combination of ingredients.  Marketing mixes vary from company to company 
and from situation to situation. 
Developing the right marketing mix is essential to business success. There are 
two basic steps you must take before developing the marketing mix. The first is 
to identify your overall goal or marketing strategy. The second is to identify 
your target audience. Then you can proceed to develop the marketing mix. 
What makes a good marketing mix? 
A typical marketing mix is based on the four Ps: 

1. Product – the product or service you are selling 
2. Price – what it will cost the customer 



3. Place – where you will sell it or how the customer will receive it 
4. Promotion – what communication techniques you will use to inform the 

public about your business. 
 
 
                                        MARKETING PLANNING 
Definition: Marketing planning is a systematic process that involves assessing 
marketing opportunities and resources, determining marketing objectives 
and developing marketing strategies for implementation and control. The 
process is aimed at understanding basic needs of customers and delivering 
products that satisfy the needs 
  
Benefits of marketing planning  

 It helps to appraise performance, capitalise on strengths, minimize 
weaknesses and threats and open up new opportunities. 

  It makes the company to be customer oriented. 
  It results in readiness to confront changes i.e.  It puts a company to be 

in a pro active rather than a reactive position.  
 It specifies expected results so that the firm can anticipate what its 

situation will be at the end of the current planning period.  
  It identifies resources needed to carry out the planned activities so that 

budgets can be developed. 
  It describes in detail the activities that are to take place so that 

responsibilities for implementation can be assigned and schedules 
determined. 

 
Types of marketing plans  

1) Short range plans: - they cover a period of one year or less.                                   
2) Medium range plans: - those that cover one to five years.                                                   
3) Long range plans: - those that extend over five years. 



          Approaches to planning 
1. Top down planning; this is where top management sets the goals and 
plans for all the lower levels of management. [it assumes that employees 
cannot take responsibility and prefer to be directed]                                                           
2. Bottom up planning; it is where organizational units prepare their own 
goals and plans and set them to higher management for approval.[the 
approach assumes that employees like responsibility and will be more 
committed  if they participate in planning].                                                                                                                            
3. Goals-down, plans-up planning; under here top management sets 
corporate goals and various company units then develop plans to help the 
company achieve corporate goals. The plans have to be approved by top 
management.   

Levels of marketing planning  
  Corporate level  
  Business unit level 
 Functional level  

Corporate level; Large corporations often have several lines of businesses. The 
portfolio of businesses (S.B.Us) is often coordinated with a corporate strategy 
consisting of a common mission and goals. A corporate mission is the purpose 
of existence of the firm. It sets the overall direction for the firm. The firm may 
also have a vision which is a long term aspiration that the firm pursues and 
does not have to be accomplished e.g. coca cola vision; “to put a coke within 
arms reach of every consumer in the world” A corporate goal is a targeted 
level of performance set in advance of work. Goals provide strategic 
performance targets that the entire organization must reach to pursue its 
vision and mission. Examples of goals;  

 Maximize long-run profits 
  Increase sales 
  Increase market share (which is the ratio of sales revenue of all firms 

in the industry)  
 Quality improvement  

 



2. Business unit level; Strategy at this level establishes how an S.B.U. will help 
the organization accomplish its mission. Each S.B.U. must define its mission 
and goals. The S.B.U. goals are a statement that specifies the products and 
markets in which a business will compete. While a corporate vision is 
something to be pursued, a mission is something to be accomplished. A 
business unit goal is a performance target the business unit seeks to reach in 
an effort to achieve the overall original mission.  
3. Functional level strategy; It is concerned with the implementation of the 
corporate and business unit strategies. It entails the formulation of marketing 
programs i.e. day-to-day activities designed to execute toplevel strategy.  

 
 
----------------------------------------------------------------------------------------------------- 



 
                                                   PRODUCT MANAGEMENT      
                                                                    CHAPTER 4    
 
Introduction:  
A product can be defined as a collection of physical, service and symbolic 
attributes which yield satisfaction or benefits to a user or buyer. Product is a 
key element in the market offering.  Marketing-mix planning begins with 
formulating an offering to meet target customer’s needs or wants.  The 
customer will judge the offering by three basic elements:  product features and 
quality, services mix and quality, and price appropriateness.  All three elements 
must be meshed into a competitively attractive offering. It is the need 
satisfying offering of an enterprise. When consumers buy a product, they are 
actually buying satisfaction or the benefits that the product would offer.  
A physical product can be viewed at five levels;                                                                    
1. Core product; This is the most basic level. It addresses the question; what is 
the customer really buying? It consists of the problem solving or core benefits 
that consumers obtain when they buy a product.                                                                         
2. Basic product; It is a product’s physical parts i.e. its features, brand name, 
packaging and other attributes that combine to deliver the core product 
benefits.                                                                                                                                            
3. Expected product; It is a set of attributes and conditions consumers normally 
expect when they purchase the product.                                                                                    
4. Augmented product; It is the part of a product which exceeds customer 
expectations.                                                                                                                                         
5. Potential product; It encompasses all the possible augmentations and 
transformations the product might undergo in the future. 
 
Product Management : Product management is an organizational life cycle 
function within a company dealing with the planning or marketing of a product 
or products at all stages of the product life cycle. Product management and 



product marketing are different yet complementary efforts with the objective 
of maximizing sales revenues, market share, and profit margins. Product 
Management Process starts with the type of company one works for. There 
may be companies that are:                                                                                                                   
1. Technology-driven                                                                                                                            
2. Company driven                                                                                                                            
3. Sales-driven                                                                                                                                            
4. Market-driven  
Product Manager’s primary role is to serve as the “voice of the customer”. 
Thus product management includes indirect management and cooperation 
with other members of various groups other members of various groups. The 
day to day work revolves around executing four main tasks:                                                                    
1. Developing the market requirements document                                                                                                  
2. Managing the product feature list                                                                                                                       
3. Coordinating activities of different functional groups                                                                   
4. Participating in and/or running the launch and post-launch marketing 
activities for a product.  
The goal of product management is to:                                                                                         
1. Ensure a market-driven “whole” product offering                                                                
2. Establish competitive and profitable pricing models                                                                     
3. Ensure the existence and support of product distribution                                                             
4. Create effective marketing promotions that generate revenue 
 
Classification of products 
Products can be classified into                                                                                   
i)consumer and                                                                                                                                   
ii) business products. 
 Consumer goods are those bought by final consumers for personal 
consumption. Industrial / business/organizational products are those bought 
to be used in the production of other goods and services.  
Types of consumer products: They include; convenience products, shopping 
products, specialty products, and unsought products. 



1. Convenience products; They are those goods that the customer usually buys 
frequently, immediately and with a minimum of comparison and buying effort. 
They are usually low priced and widely available. They are of two main types; 
a) Staples; are those that are bought often, routinely and without much 
thought.                                                                                                                                         
b) Impulse/emergency products; are those that are bought because of a 
strongly felt need. The consumer will not have planned to buy and only decides 
to do so on sight. 
2. Shopping goods; They are products that a customer feels are worth the time 
and effort to compare with other products on suitability, quality, price etc. 
they are of two types;                                                                                                                  
a) Homogenous shopping goods; are those the customer sees as basically the 
same and selects one with the lowest price e.g. T.V.s, music systems.                                   
b) Heterogeneous shopping goods; are those the consumer sees as different 
and wants to compare for quality and suitability e.g. furniture and clothing. 
3. Specialty goods; They are those that the customer wants and makes a 
special purchase effort to search for them because of their unique 
characteristics or brand identification. Customers have specific expectations of 
the product and substitutes would not be accepted e.g. cars like Ferrari, 
clothes like Calvin Klein. 
4. Unsought goods; These are products that potential customers don’t know 
about or know about them but do not normally think of buying. They don’t 
search for them and won’t buy if they see them unless promotional effort is 
undertaken. They include life insurance. They are of two types;                                                                 
a. New unsought products; are those offering really new ideas that potential 
customers don’t know about yet. Informative promotions can help convince 
customers to accept these products.                                                                                             
b. Regularly unsought products; they are products which may satisfy a certain 
need but potential customers are not motivated to satisfy it. Personal selling is 
usually used to persuade customers to buy.   
Types of business/industrial/organisational products: Installations, accessories, 
raw materials, component parts, and office Supplies. 



1. Installations; They are such as buildings and heavy machinery used in 
manufacturing. They are durable products therefore they are not bought very 
often. They are usually expensive hence many people including top 
management are involved in the purchase decision and purchase negotiations 
may take a long time. To achieve buyer satisfaction suppliers offer special 
after-sales services.  
 2. Accessories; Include tools and equipment such as fax machines, computers, 
photocopiers etc. They cost less and are less durable than installations 
therefore fewer people are involved in the purchase process and negotiations 
take a shorter time.   
3. Raw materials; These are unprocessed farm products (e.g. cotton, wheat, 
leather) or natural raw materials e.g. timber, oil, mineral ore, that are moved 
to the next stage in the production process with little or no handling to 
produce a company’s finished products.  
4. Component parts; Are processed items that become part of a finished 
product e.g. batteries, tyres, etc.They are bought from another supplier and 
their quality is paramount and the buyer tries to buy from sources that help 
assure good product quality. 
5.Supplies; These are items that do not become part of a finished product. 
They include the following;-                                                                             

 Repair and maintenance supplies e.g. nuts, bolts and lubricating oil.  
 Operating supplies that include stationery and electricity.  
  Professional services; these are specialised services such as catering, 

security and computer maintenance services that are outsourced by the 
company.  

Product Planning  
Product Planning is the ongoing process of identifying and articulating market 
requirements that define a product’s feature set. 
 Defining New Products: It is important to define the products and services you 
want to promote. Ideas for new products can be obtained from basic research 



using a SWOT analysis and/or brainstorming of new product, service, or store 
concepts. 
 Market Requirements: This is helped by analyzing market and consumer 
trends, competitors, focus groups, corporate spies, trade shows, or 
ethnographic discovery methods. 
Building Product Roadmaps, Particularly Technology Roadmaps: A great 
roadmap walks the fine line between being too narrow (“a one-trick pony”) 
and too wide (“all over the map”). Demonstrate focus by building your plan 
and presentation to spend the most time on your initial products. Size the 
markets conservatively, and pick realistic penetration rates. Roadmaps are 
always subject to change. 
Product Life Cycle Considerations: The idea of a product life cycle acknowledges 
the fact that designing and selling a product is only part of the story. In fact, 
every product goes through a series of steps between the time it is first 
conceived and the time the manufactured product is retired or discarded. 
Product Differentiation: Product differentiation (also known simply as 
“differentiation”) is the process of distinguishing the differences of a product 
or offering from others, to make it more attractive to a particular target 
market. This involves differentiating it from competitors’ products as well as 
one’s own product offerings. 
 
Product Mix 
Product mix is a combination of products manufactured or traded by the same 
business house to reinforce their presence in the market, increase market 
share and increase the turnover for more profitability. Normally the product 
mix is within the synergy of other products for a medium size organization. 
However large groups of Industries may have diversified products within core 
competency. Larsen & Toubro Ltd, Godrej etc. 
One of the realities of business is that most firms deal with multi-products .This 
helps a firm diffuse its risk across different product groups/Also it enables the 
firm to appeal to a much larger group of customers or to different needs of the 



same customer group .So when Videocon chose to diversify into other 
consumer durables like music systems, washing machines and refrigerators, it 
sought to satisfy the needs of the middle and upper middle income group of 
consumers 
Likewise, Bajaj Electricals a household name in India has almost ninety 
products in its portfolio ranging from low value items like bulbs to high priced 
consumer durables like mixers and luminaries and lighting projects .The 
number of products carried by a firm at a given point of time is called its 
product mix. This product mix contains product lines and product items .In 
other words it’s a composite of products offered for sale by a firm. 
A product mix is the range of products a company offers i.e. the set of all 
products and items that a particular seller offers for sale. It is also called a 
company’s product portfolio. A product mix may consist of several product 
lines. 

 A product mix can be described as having a certain breadth, length, 
depth and consistency.  

  A product mix breadth refers to the number of different product lines 
the company offers e.g. detergents, toothpastes and lotions.  

 Product mix length is the total number of items the company offers, i.e. 
different brands and package sizes.  

  The depth of the mix is the number of versions offered of each product 
in a product line, e.g. different versions/brands of cooking oil.  

  Product-mix consistency refers to how closely related a company’s 
product lines are in production requirements or end-use. 

Product line:  
A product line is a group of products that are closely related either because 
they function in a similar manner or are sold through the same type of retail 
outlets e.g. cosmetics, cooking fats and detergents etc. 
It is a similar group of products that are sold by the company under the same 
brand. A company may sell multiple products under one product line and it can 
also have same product line under its brand. 



 
Product-line decisions are concerned with the combination of individual 
products offered within a given line. The product-line manager supervises 
several product managers who are responsible for individual products in the 
line. Decisions about a product line are usually incorporated into a marketing 
plan at the divisional level. Such a plan specifies changes in the product lines 
and allocations to products in each line.  
Generally, product-line managers have the following responsibilities:                                 
(1) considering expansion of a given product line;                                                                
(2) considering candidates for deletion from the product line;                                               
(3) evaluating the effects of product additions and deletions on the profitability 
of other items in the line; and                                                                                                    
(4) allocating resources to individual products in the line on the basis of 
marketing strategies recommended by product managers. 
 
             BRANDING   
:  A brand is any name, term, symbol, sign, design, or unifying combination of 
these.  A brand name is the verbal part of the brand.  For example, Lux, Usha 
and Rediff.com are brands.  When these words are spoken or written, they are 
brand names.  Many branded goods and services rely heavily on some symbol 
for identification.  Asian Paints, makes considerable use of a boy named Gattu 
and Microsoft Windows is represented by a window that materializes out of an 
expanding pattern of rectangles floating to its left.  Such unique symbols are 
referred to as brand marks:  A brand name or company name written in a 
distinctive way—for example, Coca-Cola written in white script letters on a red 
background—is called a logo, short for logotype. 
Types of brands  
1. Individual product branding;  Under here every product has its own brand 
name without any obvious connection to other brands – Unilever, Procter and 
Gamble. 



2.Family branding;  This refers to selling related products under one family/ 
blanket name e.g. Nice & lovely 
3.Co-branding;  This is where one firm partners with another to create a brand 
e.g. credit card companies and banks e.g. Citibank MasterCard. 
4. Private /store branding;  This means when large retailers contract with 
manufacturers to produce the retailer’s own branded products e.g. Ukwala 
sugar/ cooking fats.  
5.  Generic branding; This is offering a brandless product. They are seen as low 
price alternatives that are affordable to buyers 
6. Brand licensing: It is a contractual arrangement where a firm that owns a 
brand name allows others to produce and sell non- competing products using 
the same brand name e.g. Nike watches.  
7.    Multi brand strategy; This refers to offering two or more brand names in 
the same product category e.g. cooking fat. 
Qualities of a good brand name  

 Should be protectable under trademark law.  
  Easy to remember.  
  Easy to recognise.  
  Not portray negative meaning in any language of potential customers.  
 Attract attention.  
 Suggest product benefits.  
  Should suggest good company or brand image.  
  Distinguish the product’s positioning relative to competition.  
  Should be associated with a positive value or characteristic e.g. pilsner 

Importance of Branding   
• Product identification is eased.  A customer can order a product by name 

instead of description.  
• Customers are assured that a good or service has a certain level of 

quality and that they will obtained comparable quality if the same brand 
is reordered.  



• The firm responsible for the product is known.  Unbranded items cannot 
be as directly identified.  

•  Price comparisons are reduced when customers perceive distinct 
brands.  This is most likely if special attributes are linked to different 
brands.  

• A firm can advertise (position) its products and associate each brand and 
its characteristics in the buyer’s mind.  This aids the consumer in forming 
a brand image, which is the perception a person has of a particular 
brand.  

•  Branding helps segment markets by creating tailored images.  By using 
two or more brands, multiple market segments can be attracted. l For 
socially-visible goods and services, a product’s prestige is enhanced via a 
strong brand name.  

•  People feel less risk when buying a brand with which they are familiar 
and for which they have a favourable attitude.  This is why brand loyalty 
occurs.  

• Cooperation from resellers is greater for well-known brands.  A strong 
brand also may let its producer exert more control in the distribution 
channel.  

• A brand may help sell an entire line of products, such as Britannia 
Biscuits.  

• A brand may help enter a new product category, like Sansung Mobile. 
• Ultimately, the power of a brand lies in the minds of consumers, in what, 

they have experienced and learned about the brand over time.  
Consumer knowledge is really at the heart of brand equity. 

 
      Packaging   
Packaging is the part of product planning where a firm researches, designs, and 
produces package(s).  A package is a container used to protect, promote, 
transport, and/or identify a product.  It may consist of a  product’s physical 
container, an outer label, and/ or inserts.  The physical container may be a 
cardboard, metal, plastic, or wooden box; a cellophane, waxpaper, or cloth 
wrapper; a glass, aluminium, or plastic jar or can; a paper bag; styrofoam; 
some other material; or a combination of these.  Products may have more than 



one container :  Cereal is individually packaged in small boxes, with inner 
waxpaper wrapping, and shipped in large corrugated boxes; watches are 
usually covered with cloth linings and shipped in plastic boxes.  The label 
indicates a product’s brand name, the company logo, ingredients, promotional 
messages, inventory codes, and/or instructions for use.  Inserts are                                   
(1) instructions and safety information placed in drug, toy, and other packages 
or (2) coupons, prizes, or recipe booklets.  They are used as appropriate. 
 
Developing an effective package for a new product requires several decisions.  
The first task is to establish the packaging concept : defining what the package 
should basically be or do for the particular product.  Decisions must now be 
made on additional elements—size, shape, materials, colour, text, and brand 
mark.  Decisions must be made on the amount of text, on cellophane or other 
transparent films, on a plastic or a laminate tray, and so on.  Decisions must be 
made on “tamperproof” devices.  The various packaging elements must be 
harmonized.  The packaging elements must also be harmonized with decisions 
on pricing, advertising, and other marketing elements. 
After the packaging is designed, it must be tested.  Engineering tests are 
conducted to ensure that the package stands up under normal conditions; 
visual tests, to ensure that the script is legible and the colours harmonious; 
dealer tests, to ensure that dealers find the packages attractive and easy to 
handle; and consumer tests, to ensure favourable consumer response. 
 
    Packaging functions     

• Containment and protection—Packaging enables liquid, granular and 
other divisible products to be contained in a given quantity and form.  It 
protects a product while it is shipped, stored, and handled.  

• Usage—Packaging lets a product be easily used and re-stored.  It may 
even be reusable after a product is depleted.  Packaging must also be 
safe for all, from a young child to a senior.  



• Communication—Packaging communicates a brand image, provides 
ingredients and directions, and displays the product.  It is a major 
promotion tool.  

• Segmentation—Packaging can be tailor-made for a specific market 
group.  If a firm offers two or more package shapes, sizes, colours, or 
designs, it may employ differentiated marketing.  

•  Channel cooperation—Packaging can address wholesaler and retailer 
needs with regard to shipping, storing, promotion and so on.  

• New-product planning—New packaging can be a key innovation for a 
firm and stimulate sales. 

Labelling  
            Sellers must label products.  The label may be a simple tag attached to 
the product or an elaborately designed graphic that is part of the package.  The 
label might carry only the brand name or a great deal of information.  Even if 
the seller prefers a simple label, the law may require additional information. 
Labeling not only serves to express the contents of the product, but may be 
promotional  The EU is now putting very stringent regulations in force on 
labeling, even to the degree that the pesticides and insecticides used on 
horticultural produce have to be listed. This could be very demanding for 
producers, especially small scale, ones where production techniques may not 
be standardized. Government labeling regulations vary from country to 
country. Bar codes are not widespread in Africa, but do assist in stock control. 
Labels may have to be multilingual, especially if the product is a world brand. 
Translation could be a problem with many words being translated with 
difficulty. Again labeling is expensive, and in promotion terms non-standard 
labels are more expensive than standard ones. Requirements for crate 
labeling, etc. for international transportation will be dealt with later under 
documentation. 
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INTRODUCTION 

 

All products and services have certain life cycles. The life cycle refers to the period 

from the product’s first launch into the market until its final withdrawal and it is split 

up in phases. During this period significant changes are made in the way that the 

product is behaving into the market i.e. its reflection in respect of sales to the 

company that introduced it into the market. Since an increase in profits is the major 

goal of a company that introduces a product into a market, the product’s life cycle 

management is very important. Some companies use strategic planning and others 

follow the basic rules of the different life cycle phase that are analyzed later. 

 

The understanding of a product’s life cycle, can help a company to understand and 

realize when it is time to introduce and withdraw a product from a market, its position 

in the market compared to competitors, and the product’s success or failure. 

 

For a company to fully understand the above and successfully manage a product’s life 

cycle, needs to develop strategies and methodologies, some of which are discussed 

later on. 
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PART 1: PRODUCT LIFE CYCLE MODEL DESCRIPTION 

 

The product’s life cycle - period usually consists of five major steps or phases: 

Product development, Product introduction, Product growth, Product maturity and 

finally Product decline. These phases exist and are applicable to all products or 

services from a certain make of automobile to a multimillion-dollar lithography tool 

to a one-cent capacitor. These phases can be split up into smaller ones depending on 

the product and must be considered when a new product is to be introduced into a 

market since they dictate the product’s sales performance. 

 

Fig. 1: Product Life Cycle Graph 

 
Source: William D. 

 

1. PRODUCT DEVELOPMENT PHASE 
 

Product development phase begins when a company finds and develops a new product 

idea. This involves translating various pieces of information and incorporating them 

into a new product. A product is usually undergoing several changes involving a lot of 

money and time during development, before it is exposed to target customers via test 

markets. Those products that survive the test market are then introduced into a real 

marketplace and the introduction phase of the product begins. During the product 



Product Life Cycle Management 5 
 

URENIO - Urban and Regional Innovation Research Unit 
http://www.urenio.org 

development phase, sales are zero and revenues are negative. It is the time of 

spending with absolute no return.  

 

2. INTRODUCTION PHASE 
 

The introduction phase of a product includes the product launch with its requirements 

to getting it launch in such a way so that it will have maximum impact at the moment 

of sale. A good example of such a launch is the launch of “Windows XP” by 

Microsoft Corporation.  

 

This period can be described as a money sinkhole compared to the maturity phase of a 

product. Large expenditure on promotion and advertising is common, and quick but 

costly service requirements are introduced. A company must be prepared to spent a lot 

of money and get only a small proportion of that back. In this phase distribution 

arrangements are introduced. Having the product in every counter is very important 

and is regarded as an impossible challenge. Some companies avoid this stress by 

hiring external contractors or outsourcing the entire distribution arrangement. This has 

the benefit of testing an important marketing tool such as outsourcing. 

 

Pricing is something else for a company to consider during this phase. Product pricing 

usually follows one or two well structured strategies. Early customers will pay a lot 

for something new and this will help a bit to minimize that sinkhole that was 

mentioned earlier. Later the pricing policy should be more aggressive so that the 

product can become competitive. Another strategy is that of a pre-set price believed to 

be the right one to maximize sales. This however demands a very good knowledge of 

the market and of what a customer is willing to pay for a newly introduced product. 

 

A successful product introduction phase may also result from actions taken by the 

company prior to the introduction of the product to the market. These actions are 

included in the formulation of the marketing strategy. This is accomplished during 

product development by the use of market research. Customer requirements on 

design, pricing, servicing and packaging are invaluable to the formation of a product 

design. A customer can tell a company what features of the product are appealing and 

what are the characteristics that should not appear on the product. He will describe the 
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ways of how the product will become handy and useful. So in this way a company 

will know before its product is introduced to a market what to expect from the 

customers and competitors. A marketing mix may also help in terms of defining the 

targeted audience during promotion and advertising of the product in the introduction 

phase. 

 

3. GROWTH PHASE 
 

The growth phase offers the satisfaction of seeing the product take-off in the 

marketplace. This is the appropriate timing to focus on increasing the market share. If 

the product has been introduced first into the market, (introduction into a “virgin”1 

market or into an existing market) then it is in a position to gain market share 

relatively easily. A new growing market alerts the competition’s attention. 

 

The company must show all the products offerings and try to differentiate them from 

the competitors ones. A frequent modification process of the product is an effective 

policy to discourage competitors from gaining market share by copying or offering 

similar products. Other barriers are licenses and copyrights, product complexity and 

low availability of product components. 

 

Promotion and advertising continues, but not in the extent that was in the introductory 

phase and it is oriented to the task of market leadership and not in raising product 

awareness. A good practice is the use of external promotional contractors.  

 

This period is the time to develop efficiencies and improve product availability and 

service. Cost efficiency and time-to-market and pricing and discount policy are major 

factors in gaining customer confidence. Good coverage in all marketplaces is 

worthwhile goal throughout the growth phase. 

 

Managing the growth stage is essential. Companies sometimes are consuming much 

more effort into the production process, overestimating their market position. 

Accurate estimations in forecasting customer needs will provide essential input into 

                                                 
1 A good example of a “virgin” market can be considered the market of China. This market was closed 
to most western companies and their products and is slowly opening up to new products and services. 
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production planning process. It is pointless to increase customer expectations and 

product demand without having arranged for relative production capacity. A company 

must not make the mistake of over committing. This will result into losing customers 

not finding the product “on the self”. 

 

4. MATURITY PHASE 
 

When the market becomes saturated with variations of the basic product, and all 

competitors are represented in terms of an alternative product, the maturity phase 

arrives.  In this phase market share growth is at the expense of someone else’s 

business, rather than the growth of the market itself. This period is the period of the 

highest returns from the product. A company that has achieved its market share goal 

enjoys the most profitable period, while a company that falls behind its market share 

goal, must reconsider its marketing positioning into the marketplace. 

 

During this period new brands are introduced even when they compete with the 

company’s existing product and model changes are more frequent (product, brand, 

model). This is the time to extend the product’s life. 

 

Pricing and discount policies are often changed in relation to the competition policies 

i.e. pricing moves up and down accordingly with the competitors one and sales and 

coupons are introduced in the case of consumer products. Promotion and advertising 

relocates from the scope of getting new customers, to the scope of product 

differentiation in terms of quality and reliability. 

 

The battle of distribution continues using multi distribution channels2. A successful 

product maturity phase is extended beyond anyone’s timely expectations. A good 

example of this is “Tide” washing powder, which has grown old, and it is still 

growing. 

 

5. DECLINE PHASE 
 

                                                 
2 Multi distribution channel is one that offers back up distribution ways. A good example is the use of 
retail stores and the use of Internet. The former requires a completely different distribution channel 
than the latter and a product usually is distributed through the former first.   
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The decision for withdrawing a product seems to be a complex task and there a lot of 

issues to be resolved before with decide to move it out of the market. Dilemmas such 

as maintenance, spare part availability, service competitions reaction in filling the 

market gap are some issues that increase the complexity of the decision process to 

withdraw a product from the market. Often companies retain a high price policy for 

the declining products that increase the profit margin and gradually discourage the 

“few” loyal remaining customers from buying it. Such an example is telegraph 

submission over facsimile or email. Dr. M. Avlonitis from the Economic University 

of Athens has developed a methodology, rather complex one that takes under 

consideration all the attributes and the subsequences of product withdrawal process. 

 

Sometimes it is difficult for a company to conceptualize the decline signals of a 

product. Usually a product decline is accompanied with a decline of market sales. Its 

recognition is sometimes hard to be realized, since marketing departments are usually 

too optimistic due to big product success coming from the maturity phase.  

 

This is the time to start withdrawing variations of the product from the market that are 

weak in their market position. This must be done carefully since it is not often 

apparent which product variation brings in the revenues. 

 

The prices must be kept competitive and promotion should be pulled back at a level 

that will make the product presence visible and at the same time retain the “loyal” 

customer. Distribution is narrowed. The basic channel is should be kept efficient but 

alternative channels should be abandoned. For an example, a 0800 telephone line with 

shipment by a reliable delivery company, paid by the customer is worth keeping. 
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PART 2: ANALYSIS OF PRODUCT LIFE CYCLE MODEL  

 

There are some major product life cycle management techniques that can be used to 

optimize a product’s revenues in respect to its position into a market and its life cycle. 

These techniques are mainly marketing or management strategies that are used by 

most companies worldwide and include the know-how of product upgrade, 

replacement and termination. To comprehend these strategies one must first make a 

theoretical analysis of the model of product life cycle. 

 

In the mid 70’s the model of product life cycle described in “Part 1”, was under heavy 

criticism by numerous authors. The reasons behind this criticism are described 

bellow: 

 

a. The shift changes in the demand of a product along a period of time makes the 

distinction of the product life cycle phase very difficult, the duration of those almost 

impossible to predict and the level of sales of the product somewhat in the realm of 

the imagination. 

 

b. There are many products that do not follow the usual shape of the product life cycle 

graph as shown in fig. 13.   

 

c. The product life cycle does not entirely depend on time as shown in fig. 1. It also 

depends on other parameters such as management policy, company strategic decisions 

and market trends. These parameters are difficult to be pinpointed and so are not 

included in the product life cycle as described in “Part 1”. 

 

The model of product life cycle also depends on the particular product. There would 

be different models and so different marketing approaches. There are basically three 

different types of products: a product class (such as a cars), a product form (such as a 

station wagon, coupe, family car etc of a particular industry) and a product brand of 

that particular industry (such as Ford Escort). The life cycle of the product class 

reflects changes in market trend and lasts longer than the life cycle of the product 
                                                 
3 Professor Cox was able to identify six different shapes of the product life cycle graph in a research of 
a 256 pharmaceutical products.   
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form or brand. In the other hand the life cycle of a product form or brand reflects the 

competitiveness of a company (i.e. sales, profits) and therefore follows more closely 

the product life cycle model. 

 

Nevertheless, a product manager must know how to recognize which phase of its life 

cycle is a product, regardless of the problems in the model discussed above. To do 

that a good method is the one, suggested by Donald Clifford in 1965, which follows. 

• Collection of information about the product’s behavior over at least a period of 

3 – 5 years (information will include price, units sold, profit margins, return of 

investment – ROI, market share and value). 

• Analysis of competitor short-term strategies (analysis of new products 

emerging into the market and competitor announced plans about production 

increase, plant upgrade and product promotion). 

• Analysis of number of competitors in respect of market share. 

• Collection of information of the life cycle of similar products that will help to 

estimate the life cycle of a new product. 

• Estimation of sales volume for 3 – 5 years from product launch. 

• Estimation of the total costs compared to the total sales for 3 – 5 years after 

product launch (development, production, promotion costs). The estimate 

should be in the range of 4:1 in the beginning to 7:1 at the stage where the 

product reaches maturity.  

 

Strategies that must be applied as soon as the phase of product life cycle is recognized 

are given in the table bellow. 

 

Table 1: Strategies of each product life cycle phase 

 
 Development 

Phase 
Introduction 
Phase 

Growth Phase Maturity 
Phase 

Decline Phase 

Strategic Goal Make your 
product 
known and 
establish a test 
period 

Acquire a 
strong market 
position 

Maintain your 
market 
position and 
build on it 

Defend market 
position from 
competitors 
and improve 
your product  

“Milk” all 
remaining 
profits from 
product 

Competition Almost not 
there 

Early entry of 
aggressive 
competitors 
into the 

Price and 
distribution 
channel 
pressure 

Establishment 
of competitive 
environment 

Some 
competitors 
are already 
withdrawing 
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market from market 
Product Limited 

number of 
variations 

Introduction 
of product 
variations and 
models 

Improvement 
– upgrade of 
product 

Price decrease  Variations and 
models that 
are not 
profitable are 
withdrawn 

Price Goal High sales to 
middle men 

Aggressive 
price policy 
(decrease) for 
sales increase 

Re-estimation 
of price policy 

Defensive 
price policy 

Maintain price 
level for small 
profit 

Promotion 
Goal 

Creation of 
public – 
market 
product 
awareness 

Reinforcement 
of product 
awareness and 
preference 

Reinforcement 
of middle men 

Maintain loyal 
to middle men 

Gradual 
decrease 

Distribution 
Goal 

Exclusive and 
selective 
distribution 
through 
certain 
distribution 
channels and 
creation of 
high profit 
margins for 
middle men 

General and 
reinforced 
distribution 
through all 
distribution 
channels 
available 

General and 
reinforced 
distribution 
with good 
supply to the 
middle men 
but with low 
margins of 
profit for them 

General and 
reinforced 
distribution 
with good 
supply to the 
middle men 
but with low 
margins of 
profit for them 

Withdrawal 
from most 
channels of 
distribution 
except those 
used in the 
development 
phase 

 

Source: Avlonitis G. 
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PART 3: PRODUCT LIFE CYCLE TECHNIQUE EXAMPLE : PRODUCT 

CANNIBALISM 

 

Product cannibalization occurs when a company decides to replace an existing 

product and introduce a new one in its place, regardless of its position in the market 

(i.e. the product’s life cycle phase does not come into account). This is due to newly 

introduced technologies and it is most common in high tech companies. As all things 

in life there is negative and positive cannibalization. 

 

In the normal case of cannibalization, an improved version of a product replaces an 

existing product as the existing product reaches its sales peak in the market. The new 

product is sold at a high price to sustain the sales, as the old product approaches the 

end of its life cycle. Nevertheless there are times that companies have introduced a 

new version of a product, when the existing product is only start to grow. In this way 

the company sustain peak sales all the time and does not wait for the existing product 

to enter its maturity phase. The trick in cannibalization is to know when and why to 

implement it, since bad, late or early cannibalization can lead to bad results for a 

company sales4.  

 

1. UNFAVORABLE CANNIBALIZATION 
 

Cannibalization should be approached cautiously when there are hints that it may 

have an unfavorable economic effect to the company, such as lower sales and profits, 

higher technical skills and great retooling. The causes of such economic problems are 

given bellow. 

 

• The new product contributes less to profit than the old one: When the new 

product is sold at a lower price, with a resulting lower profit than the old one, 

then it does not sufficiently increase the company’s market share or market 

size. 

• The economics of the new product might not be favorable: Technology 

changes can force a product to be cannibalized by a completely new one. But 

                                                 
4 IBM made some severe mistakes in the past by avoiding cannibalizing because it was the market 
leader, letting competitors succeed. 
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in some cases the loss of profits due to the cannibalization is too great. For 

example a company that produced ready business forms in paper was forced to 

change into electronic forms for use in personal computers. Although the 

resulting software was a success and yield great profits, the sales of the paper 

forms declined so fast that the combined profit from both products, compared 

to the profits if the company did not cannibalize the original product showed a 

great loss in profits. (See table bellow) 

 

Table 2: Comparison of revenues - profits 

 

“Software” 

Revenue 

“Software” 

Profit 

Lost “Forms” 

Revenue 

Lost “Forms” 

Profit 

Change in 

Profit 

$10 $5 $15 $10 -$5 

 

Source: McGrath M.  

 

• The new product requires significant retooling: When a new product requires a 

different manufacturing process, profit is lower due to the investment in that 

process and due to the write-offs linked to retooling the old manufacturing 

process.  

• The new product has greater risks: The new product may be profitable but it 

may have greater risks than the old one. A company cannot cannibalize its 

market share using a failed or failing product. This can happen in high-tech 

companies that do not understand enough of a new technology so that to turn it 

into a successful and working product. As a result a unreliable product 

emerges and replaces a reliable one, that can increase service costs and as a 

result decrease expected profits. 

 

2. OFFENSIVE CANNIBALIZATION STRATEGIES 
 

Cannibalization favors the attacker and always hurts the market leader. For companies 

that are trying to gain market share or establish themselves into a market, 
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cannibalization is the way to do it5. Also cannibalization is a good way to defend 

market share or size. A usual practice is the market leader to wait and do not 

cannibalize a product unless it has to. It is thought that a company should acquire and 

develop a new technology that will produce a newer and better product than an 

existing one and then wait. Then as competitors surface and attack market share, 

cannibalization of a product is ripe. Then and only then quick introduction of a new 

product into the market will deter competition, increase profits and keep market share. 

But this strategy does not always work since delays will allow the competition to grab 

a substantial piece of the market before the market leader can react. 

 

3. DEFENSIVE CANNIBALIZATION STRATEGIES 
 

Controlled cannibalization can be a good way to repel attackers as deforesting can 

repel fire. A market leader has many defensive cannibalization strategies that are 

discussed bellow. 

 

• Cannibalize before competitors do: Cannibalization of a company’s product(s) 

before a competitor does, is a defensive strategy to keep the competitor of 

being successful. Timing is the key in this strategy. Do it too soon and profits 

will drop, do it to late and market share is gone. 

• Introduction of cannibalization as a means of keeping technology edge over 

competition: A good strategy is for a company, that is the market leader, to 

cannibalize its products as competitors start to catch up in terms of technology 

advancements. (For example “Intel Corporation” cannibalized its 8088 

processor in favor of the 80286 after 2 ½ years, the 80286 in favor of the 386 

after 3 years, the 386 in favor of the 486 after 4 years, the 486 in favor with 

the Pentium after another 4 ½ and so on). So the market leader dictates the 

pace and length of a product’s life cycle. (In the case on Intel the replacement 

of 486 to Pentium took so long because competitors had not been able to catch 

up). 

                                                 
5 INTEL and AMD are companies that use cannibalization as an offensive strategy tool. Amd uses it to 
grab a bite of Intel’s market share of CPUs and Intel uses it to defend its market share as market leader.  
Another example is the “war” waging between Sega and Nintendo as one company after the other 
cannibalize its products, introducing new ones, in an effort to keep and gain market share.  
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• Management of cannibalization rate through pricing: When cannibalization of 

a product is decided, the rate at which this will happen depends on pricing. 

The price of the new product should be at a level that encourages a particular 

mix of sales of the old and new product. If the price of the new product is 

lower than the price of the old then cannibalization rate slows down. If the 

opposite happens then the cannibalization rate is increased. Higher prices in 

new products can reflect their superiority over the old ones. 

• Minimization of cannibalization by introducing of the new product to certain 

market segments: Some market segments are less vulnerable to 

cannibalization to others. This is because there is more or less to lose or gain 

for each of them. By choosing the right segment to perform the 

cannibalization of a product a company can gain benefits without loses and 

acquire experience on product behavior.  
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PART 4: PRODUCT LIFE CYCLE IN RESPECT TO THE TECHNOLOGY 

LIFE CYCLE 

 

As a new technology matures so is the product or service that uses this technology. 

The change that occurs during a technology life cycle has a unique reflection on the 

customers and so on the product life cycle. 

 

In the early days of a new technology, early adopters and technology enthusiasts drive 

a market since they demand just technology. This drive and demand is translated as 

the introduction phase of a new product by many companies. As technology grows 

old, customers become more conservative and demand quick solutions and 

convenience. In this case a product usually enters in the realm of its growth and as 

time passes its maturity.  

 

Fig. 2: Change in customers as technology matures 

 

 
 

Source: Norman D. 

 

The “chasm” shown in the graph above depicts the difference between the early and 

late adopters. Each needs different marketing strategies and each is translated to a 

product’s different phase of its life cycle. One should note that the late adopters hold 

the greatest percentage of customers in a market. This is why most products begin 

their life cycle as technology driven and change into customer driven as time passes 

by. A good example of this is the computer market. In one hand customers ask for 
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ease of use, convenience, short documentation and good design. On the other hand 

customers rush out to purchase anything new regardless of its complexity. This is why 

companies6 in the computer industry withdraw their products long before they reach 

their maturity phase. This is the moment that a product reaches its peak i.e. the time 

that both early and late adopters buy the product. 

 

                                                 
6 Intel Corporation is one of the companies that usually withdraw products during their peak to replace 
them with other ones of better and newer technology. 
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PART 5: USE OF PRODUCT MANAGEMENT FOR SUCCESSFUL 

PRODUCT LIFE CYCLE 

 

Product management is a middle level management function that can be used to 

manage a products life cycle and enables a company to take all the decisions needed 

during each phase of a product’s life cycle. The moment of introduction and of 

withdrawal of a product is defined by the use of product management by a Product 

Manager. 

 

A Product Manager exists for three basic reasons. For starters he manages the 

revenue, profits, forecasting, marketing and developing activities related to a product 

during its life cycle. Secondly, since to win a market requires deep understanding of 

the customer, he identifies unfulfilled customer needs and so he makes the decision 

for the development of certain products that match the customers and so the markets 

needs. Finally he provides directions to internal organization of the company since he 

can be the eyes and ears of the products path during its life cycle.  

 

To improve a product success during each of its phase of its life cycle (development - 

introduction – growth – maturity – decline), a product manager must uphold the 

following three fundamentals. 

 

• Understand how product management works: When responsible for a given 

new product, a product manager is required to know about the product, the 

market, the customers and the competitors, so that he van give directions that 

will lead to a successful product. He must be capable of managing the 

manufacturing line as well as the marketing of the product. When the product 

manager has no specific authority over those that are involved in a new 

product, he needs to gather the resources required for the organization to meet 

product goals. He needs to know where to look and how to get the necessary 

expertise for the success of the product.  

• Maintain a product / market balance: The product manager as the person that 

will make a new product to work, needs to understand and have a strong grasp 

of the needs of the customer / market and therefore make the right decisions 
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on market introduction, product life cycle and product cannibalization. To 

achieve the above he must balance the needs of the customers with the 

company’s capabilities. Also he needs to balance product goals with company 

objectives. The way a product’s success is measured depends on where the 

product is in its life cycle. So the product manager must understand the 

strategic company direction and translate that into product strategy and 

product life cycle position. 

• Consider product management as a discipline: Managing a product must not 

be taken as a part time job or function. It requires continuous monitoring and 

review. Having said that, it is not clear why many companies do not consider 

product management as a discipline. The answer lies in the fact that product 

management is not taught as engineering or accounting i.e. does not have 

formalized training.  
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ANNEX 1: PRODUCT LIFE CYCLE PHASES QUICK REFERENCE 

 

INTRODUCTION PHASE 

PRICE High, customers willing to pay premium for new product. 

Early adopters. 

PROMOTION Limited. Highly targeted promotional efforts aimed at 

specific customers 

DISTRIBUTION Direct (factory to customer) or limited distribution through 

specific strategic partners. 

SALES Small team of highly skilled salesmen with good knowledge 

of the market. 

DEVELOPMENT Focus on time to market and uniqueness. 

MANUFACTURING High expenditure for new production capacity. 

SERVICE High level of service for targeted customers. 

SUPPORT Direct factory support. Engineering involvement is required. 

TRAINING Focused on new product features, benefits, differentiation, 

pricing and functionality. 

TECHNOLOGY New and innovative. 

COMPETITION Limited. May be offering different solution for the same 

problem or application. 

MARKET SHARE Low overall. 

GROWTH PHASE 

PRICE 10% of market level. – 10% if the brand name is weak and 

competition is severe, + 10% if sales are good and 

competition does not have similar product to offer. 

PROMOTION Heavy. Targeted promotions, trade shows, direct mail, sales 

seminars, articles and press releases. 

DISTRIBUTION Highly skilled. Focused channels with strong technical skills 

if needed, complementary products and services. 

SALES Everywhere possible. Retail shops, telephone, internet. 

DEVELOPMENT Complete development. Market penetration is sustained with 

variations and improvements of the product. 

MANUFACTURING Addition of capacity and automation. 
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SERVICE Local and regional, fully staffed. 

SUPPORT Phone support. 

TRAINING Transition to newer version of product. 

TECHNOLOGY Newer and leading edge. 

COMPETITION New appearing worldwide. 

MARKET SHARE High growth. All out market warfare with competitors. 

MATURITY PHASE 

PRICE Stable. 

PROMOTION Focused on reliability, quality, predictability, new 

enhancements. 

DISTRIBUTION Many distributors, alternative channels, offshore sales. 

SALES Direct sales focused on hi-volume, high profit. 

DEVELOPMENT Focused on cost reductions. 

MANUFACTURING Focused on increasing yield and productivity. 

SERVICE Distributors take over the service efforts. 

SUPPORT Local channels lead support. 

TRAINING Competition differentiation. 

TECHNOLOGY Aging 

COMPETITION Well established. 

MARKET SHARE Predictable market share every year. Limited opportunities 

for quick gains. 

DECLINE PHASE 

PRICE High compared to the demand. 

PROMOTION Limited – no promotion or advertising efforts. 

DISTRIBUTION Use of existing channels. 

SALES Maintenance and repair orientated for high-tech products. 

DEVELOPMENT Focused on cost reduction. 

MANUFACTURING No capital expenditures, outsourcing. 

SERVICE High prices on spare parts. 

SUPPORT Phone support. 

TRAINING None 

TECHNOLOGY Old and outdated. 
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COMPETITION Limited. 

MARKET SHARE Shrinking fast. 

 

Source: Daft L. 
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ANNEX 2: FRAMEWORK EXAMPLE FOR CANNIBALIZATION 

 

Many companies find it very difficult to estimate the impact of cannibalization of a 

new product. This is way companies frequently make the wrong decisions on when 

and what to cannibalize. As mentioned before, they introduce a product to early into a 

market or too late and subsequently they lose a great share of the market and the 

process of cannibalization backfires at them. The following table shows a theoretical 

analysis of a products revenues and the impact of cannibalization of it in favor of 

another product. 

 
Course 1  2000 2001 2002 2003 2004 

Investment  -10000 0 0 0 0 
Units sold  50 400 1200 2000 2000 

Selling price ($) 50 45 42 40 40 
Revenue ($) 2500 18000 50400 80000 80000 

Net income (%) 15 15 15 15 15 
Net income ($) 375 2700 7560 12000 12000 

Net investment ($) -9625 -6925 635 12635 24635 
 

Course 2  2000 2001 2002 2003 2004 
New product 

income ($) 375 2700 7560 12000 12000 
Cannibalization       

Units sold  0 300 1000 1500 1500 
Selling price ($) 40 40 40 40 40 

Revenue 
cannibalized ($) 0 12000 40000 60000 60000 
Net income (%) 15 15 15 15 15 

Income 
cannibalized ($) 0 1800 6000 9000 9000 
Income net of 

cannibalization ($) 375 900 1560 3000 3000 
Net investment ($) -9625 -8725 -7165 -4165 -1165 

 
Course 3  2000 2001 2002 2003 2004 

Income net of 
cannibalization ($) 375 900 1560 3000 3000 
Expected lost 

sales       
Units  0 0 500 1000 1000 

Selling price ($) 40 40 40 40 40 
Lost revenue 

expected ($) 0 0 20000 40000 40000 
Net income (%) 15 15 15 15 15 
Lost income 

expected ($) 0 0 3000 6000 6000 
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Income net of 
cannibalization with 
adjustment for low 

sales ($) 375 900 4560 9000 9000 
Net investment ($) -9625 -8725 -4165 4835 13835 

 
 

In the table above there are three courses to be taken. The first one is a financial 

analysis of a product. How units of the product are expected to be sold over the next 3 

years, how many of them were sold over the period 2000 and 2001, their total 

revenue, their total income, and the profits compared to the initial investment. 

 

Course 2 considers the impact of cannibalization over the same period of time. In 

2001 300 of the total 400 units were sold of the original product and only 100 of the 

newly introduced product and so on. In the analysis net income from Course 1 is the 

starting point and adjustments due to cannibalization are made. The analysis shows 

that losses from cannibalization are never fully recovered and a loss of $1165 is left at 

the end of 2004. 

 

Course 3 shows the situation if the company did nothing compared to cannibalization. 

Lost sales are due to competition that already has cannibalized its product and gains 

market share. A total of $15.000 could be lost be the end of 2004. Compared to the 

cannibalization alternative, there is a profit and an increase in total income which will 

cover the initial investment and which would expect to rise around $13.000 by the end 

of 2004. 

 

So cannibalization seems a good idea but a better would be to delay it for 2 years 

(2000 and 2001) so as to optimize revenues and income from both existing product 

and new product. 

 

Source: McGrath M. 
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