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Marketing in Changing World 
 
 
Learning Objectives 
 
After studing this chapter, you should be able to: 
1. Define marketing and discuss its core concepts. 
2. Define marketing management and examine how marketers manage demand and build 
profitable customer relationships. 
3. Compare the five marketing management philosophies and express the basic ideas of 
demand management and the creation of customer value and satisfaction. 
4. Analyse the key marketing challenges facing marketers heading into the next century. 
 
 
Goals of the Marketing System 
Explain and discuss positives and negatives:  
 

1. Maximise Consumption 

2. Maximise Consumer Satisfaction 

3. Maximise Choice 

4. Maximise Life Quality 

 

 
Globalisation 
Technological and economic developments continue to shrink the distances between countries. Computer and 
communications technology make possible truly global businesses that buy, sell, manufacturer, market, and 
service customers easily across international borders. Rising affluence creates new markets. Similarly, more 
European and Asian companies now compete successfully in the U.S. market. 
 
Changing World Economy 
Even as new markets open to rising affluence in such countries as the “newly industrialised” Pacific Rim, 
poverty in many areas and slowed economies in previously industrial nations has already changed the world 
economy. Western countries increasingly maintain living standards only by having two incomes per household. 
Value is hunted for by penny-wise consumers. 
 
Ethics and Responsibility 
The greed of the 1980s and the problems caused by pollution in Eastern Europe and elsewhere has spurred a 
new interest in ethical conduct in business. Many consumers feel business in general has more of an obligation 
to those who generate profits by buying products. 
 
Present your own comments above mentioned trends ................................................................ 
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Marketing and Society: Social Responsibility and Marketing Ethics 
 
Objectives 
1. List and respond to the social criticisms of marketing. 
2. Define consumerism and environmentalism and explain how they affect marketing 
strategies. 
3. Describe the principles of socially responsible marketing. 
4. Explain the role of ethics in marketing. 
 
Social Criticisms of Marketing 
 
Marketing’s Impact on the Consumer 

High Prices 
Marketing’s Impact on Society as a Whole 
Marketing’s Impact on Other Businesses 

 
 
Consumerism 
Many students will be surprised to learn that the beginning of consumerism as a 
movement can be traced to President Kennedy’s Consumer's “Bill of Rights”. 

• Right to Be Safe  
• Be informed  
• Be Heard  
• To Choose  
• Quality of Life Issues  

 
Environmentalism 

• Ecosystems  
• Pollution  
• Growth Issues  

 
Enlightened Marketing 
The enlightened marketing concept hold that a company’s marketing should support the best long-run 
performance of the marketing system. Enlightened marketing and marketing ethics work together to create 
socially responsible marketing practices. Enlightened marketing consists of five key principles: 
 
1. Consumer-Oriented Marketing 
2. Innovative Marketing 
3. Value Marketing 
4. Sense-of-Mission Marketing 
5. Societal Marketing 
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The Marketing Environment 
 
Chapter Objectives 
1. Describe the environmental forces that affect the company’s ability to serve its customers. 
2. Explain how changes in the demographic and economic environments affect marketing 
decisions. 
3. Identify the major trends in the firm’s natural and technological environments. 
4. Explain the key changes that occur in the political and cultural environments. 
 
 
Internal Environment 
The internal environment consists of all those groups marketers must consider when 
developing marketing plans. Top management sets the company mission, objectives, broad 
strategies and policies.  
Finance is concerned with ................................................................................  
R&D focuses on designing .............................................................................  
Purchasing worries ..........................................................................................  
Manufacturing produces the desired..............................................................  
Accounting measures ..................................................................................... 
 
Microenvironmental Forces 
Suppliers - Suppliers are the firms and persons that provide the ................needed by the 
company and competitors to produce goods and services. 
Company - Marketing plans must accommodate the needs of other functional areas of the 
firm to co-ordinate product/service delivery effectively. 
Competitors - Competitors are usually considered those companies also serving a ................. 
market with ......................... products and services. 
Publics - May consist of any ......... that perceives itself having an interest in the actions of the 
firm. Publics can have positive as well as negative influences on the company's objectives. 
Intermediaries - Intermediaries include various middlemen and ................................. firms 
as well as marketing service agencies and ............... institutions. 
Customers - Customers usually consist of consumer, industrial, reseller, government, and 
international markets. 
 
 
Macroenvironmental Forces – comments and discuss actual trends 
 
Demographic - Population characteristics on such items as size, density, age, location. 
Economic - Economic include income and spending pattern concerns. 
Natural - Indexes pollution concerns, energy costs, and raw materials. 
Technological - Fast pace of change, unlimited opportunity, high R&D. 
Political - Regulation by government, social engineering. 
Cultural - Values and subculture memberships that affect purchase decisions. 
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Comments on Discussing the Issues 
Let us look at Nike. Nike must consider many trends in its planning for the decade ahead. 
Good marketing means consistently delivering real value to customers. Nike’s initial success 
resulted from the technical superiority of its running and basketball shoes, pitched to serious 
athletes who were frustrated by the lack of innovation in athletic equipment. Nike needs to 
constantly improve on their product development and innovation. Nike needs to build 
relationships with its athletes and customers, for example girls and young women are getting 
more involved in sports. Campaigns encouraging women’s participation in sports will benefit 
Nike in the long-run. To dominate globally Nike must invade the world’s most popular sport, 
football/soccer. World football has been dominated by Adidas, which claims an 80 percent 
global market share in soccer gear. Nike have to deliver world-wide a consistent image of 
superior quality, innovation and value compared to its rivals. It will have to earn respect on a 
countryby country basis and become part of the cultural fabric of each new market.  
 
Ask students to explain other environmental trends that will affect Nike’s success. 
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Market Information and Marketing Research 
 
Chapter Objectives 
 
After studing this chapter, you should be able to: 
1. Explain the importance of information to the company. 
2. Define the marketing information system and discuss its parts. 
3. Describe the four steps in the marketing research process. 
4. Compare the advantages and disadvantages of various methods of collecting 
information. 
5. Discuss the main methods for estimating current market demand. 
6. Explain specific techniques that companies use to forecast future demand. 
 
The Importance of Information  

Shortly explain importance for business: 
 
 
 
 
 
 

 
 
Comment and disscus next key aspects: 
 
The Marketing Environment 
Companies compete in an environment of social, legal, cultural, technological, natural and competitive 
dimensions. Information on each aspect of the environment is crucial to effective marketing planning.  
Discuss the role of environmental monitoring or scanning in class.  
 
Customer Needs and Wants 
If environmental forces cause the company to seek information in a larger context, customer needs and wants 
focuses the attention to the target market. Even meeting customer needs with products affects how the consumer 
expects to be serviced the next time. Constant timely information of needs and wants and how they change must 
be part of any marketing effort. 
 
Competitors 
The actions of competitors cannot go unnoticed by the company. Innovative companies not only identify 
competitive actions and offerings, they also consume competitors’ products – in small quantities of course! For 
example, to understand the value of a competitor’s automobile it makes sense to drive it for a while as a 
customer would and evaluate it in that fashion. Provide examples of desirable competitive information: 
.................................................................................................................................................................................... 
 
The Marketing Information System 
 
Definition The MIS consists of people, equipment and procedures to gather, sort, evaluate 
and distribute needed, timely and accurate information to marketing decision makers. 
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Components of the Marketing Information System  
 
Describe the objectives and content of each component:  
 
1. Assessing Information Needs  

2. Distributing Information  

3. Internal Records  

4. Information Analysis  

5. Marketing Intelligence  

6. Marketing Research  

 
Secondary Data 
Data collected from other sources for other reasons serves as a secondary data. To be useful 
to the researcher, secondary data must be in a form .................to solve the problem being 
researched. Data from incomes from a census, for example, must be in intervals meaningful 
to the current project. Secondary information must also meet project requirements that the 
information is impartial, current, accurate and relevant. 
 
Primary Data 
Decisions on primary information needs include: 
1. Research Approaches 
There are three common approaches for gathering primary data. Name, explain, describe: 
.................................................................................................................................................. 
2. Contact Methods 
Include mail, telephone, personal and group interviewing. Note pluses and minuses of these 
methods:  
3. Sampling Plans 
Address the who (sampling unit), how many (sample size) and how to choose decisions of 
drawing a sample (probability or nonprobability). 
4. Research Instruments 
May include mechanical or electronic devices although the survey questionnaire is the most 
common instrument. Provide examples: ................................................................................. 
 
 
Measuring Current Demand 
General factors regarding the relationship between demand, forecasts and the economic 
environment (total market demand).  
 
Total Market Demand 
Total market demand for a product or service is the total volume that would be bought by a 
defined consumer group, in a defined geographic area, in a defined time period, in a defined 
marketing environment under a defined level and mix of industry market effort. Total market 
demand is a function of stated conditions. It is not a fixed number. A change in any of the 
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defined conditions leads to a change in total market demand. Provide example how do you 
think it works: ............................................................................................................................. 
 
Market Minimum 
The market minimum refers to the levels of sales that would take place without any 
marketing expenditures. 
Market Potential 
The market potential is the level of sales at which no further increase in marketing 
expenditures will lead to an increase in sales. 
Primary Demand 
Primary demand is the total demand for all brands of a given product or service. 
Selective Demand 
Selective demand is the demand for the company’s own product or service. 
 
 
Forecasting Future Demand 
Forecasting is the art of estimating future demand by anticipating what buyers are likely to do 
under a given set of conditions. 
 
Sales Forecasts 
Companies typically use a three-stage procedure for estimating sales. First, an environmental 
forecast is made to determine likely operating conditions. Environmental forecasts project 
likely inflation rates, unemployment, interest rates, consumer spending and savings, business 
investment and other factors. Then and industry forecast estimates likely competitive 
conditions within that environment. Finally, a company sales forecast is made using one or 
more of the following methods (Common Sales Forecasting Techniques): 
 
1. What People Say 
A survey of buyers’ intentions asks buyers directly their plans for future purchases.  
A composite of salesforce opinions is based upon what the salesforce thinks it can sell in a 
coming period.  
Expert opinion is obtained from specialised vendors or can be obtained from progressive 
surveys of top executives (Delphi method). 
Discuss and provide examples: ................................................................................................... 
 
2. What People Do 
The test market method is used to measure how the product performs on a smaller scale. Test 
markets are especially useful for new products.  
Discuss and provide examples: ................................................................................................... 
 
3. What People Have Done 
Time-series analysis consists of breaking down the original sales into four components: trend, 
cycle, season and erratic. Statistical demand analysis is a set of statistical procedures used to 
discover the most important real factors affecting sales. 
Discuss and provide examples: ................................................................................................... 
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Consumer Buyer Behaviour 
 
Chapter Objectives 
After studing this chapter, you should be able to: 
1. Define the consumer market and construct a simple model of consumer buying 
behaviour. 
2. Tell how culture, subculture and social class influence consumer buying behaviour. 
3. Describe how consumers’ personal characteristics and primary psychological factors 
affect their buying decisions. 
4. Discuss how consumer decision making varies with the type of buying decision. 
5. Explain the stages of the buyer decision and adoption processes. 
 
 
Consumer Behaviour Consumer behaviour refers to the buying behaviour of final 
consumers – individuals and households who buy goods and services for personal 
consumption. 
 
Model of Consumer Behaviour 

Discuss the “buyer’s black box”: 
 
 
 
 
 

 
Influences on Consumers 
Marketers cannot control these factors but in understanding them can better predict how the 
factors shape consumer preferences.  
 
Cultural 
Culture is the most basic influence on a person’s values, priorities and beliefs.  
Cultural shifts make marketing opportunities although most such changes are in secondary 
rather than core cultural values.  
Provide examples and discuss: ............................................................................................... 
 
Social 
Social factors within one’s class that affect consumer behaviour include reference groups and 
aspirational groups. Families also exert strong social influences. 
Provide examples and discuss: ............................................................................................... 
 
Personal 
Major personal factors are age and life cycle stage, occupation, economic situation, life style 
and personality/self-concept.  
Provide examples and discuss: ............................................................................................... 
 
Psychological 
Maslow’s hierarchy reminds marketers that need states vary in their intensity or motivations.  
Perception is the process of organising stimuli and is influenced by selective exposure, 
distortion and retention.  
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Learning occurs in response to the presentation of information linked to relevant drives, cues, 
responses and reinforcement only some of which is under the control of the marketer.  
Beliefs and attitudes.  
Provide examples and discuss: ............................................................................................... 
 
Group Influence on Brand Choice 
Consumers belong to several different membership groups, explain and discuss:  
 
1. Primary Groups  

2. Secondary Groups  

3. Reference Groups  

4. Aspirational Groups  

5. Opinion Leaders  

 
Family and Lifestyle 
 
Personal Factors 
Explain and give real-life examples: .......................................................................................... 
 
1. Age and Life-Cycle Stage 
2. Occupation 
3. Economic Situation 
4. Lifestyle 
5. Personality and Self-Concept 
 
 
RISC Eurotypes 
Provide description of characteristics: .................................................................................... 
1. The Traditionalist 
2. The Homebody 
3. The Rationalist 
4. The Pleasurist 
5. The Striver 
6. The Trendsetter 
 
 
Maslow’s Hierarchy. Need Levels (Lowest to Highest): 
Explain and give real-life examples: .......................................................................................... 
 
Physiological 
Safety 
Social 
Esteem 
Self-actualisation 
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The Buyer Decision Process. Stages in the Buyer Decision Process 
 
1. Need Recognition 
Problems are recognised when people sense a difference between an actual state 
and some desired state.  
2. Information Search 
Consumers vary in the amount of information search conduct. Search effort varies from 
heightened awareness corresponding to increased receptivity for relevant information to 
active information search modes where the person spends some energy to obtain information 
that is desired. External information vary .......................................................................(note 
information sources). 
3. Evaluation of Alternatives 
Criterion for evaluation compares product ............................ of the alternatives against 
degrees of importance each attribute has in meeting needs, beliefs about the product or 
brand's ability and utility, and an evaluation procedure that ranks the ..................... by 
preference. 
4. Purchase Decision 
The individual buys a product: variant of product, time, place, payment  - explain and discuss 
importance for marketing: ....................................................................................................... 
5. Post-purchase Behaviour 
Involves comparing the expected performance of the perceived performance received.  
 
Explain CRM at this stage:  
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Business-to-business marketing 
 
Learning Objectives 
 

1. Define the business market and explain how business markets differ from consumer 
markets. 

2. Identify the major factors that influence business buyer behaviour. 
3. List and define the steps in the business buying decision process. 
4. Compare the institutional and government markets and explain how institutional and 

government buyers make their buying decisions. 
 
Business markets  
A business market comprises all the organisations that buy goods and services to use in the 
production of other products and services, or for the purpose of reselling or renting them to 
others at a profit.  
The main differences between consumer markets and business markets: 

 
Market structure and demand, explain key differences: ............................................................ 

• Far fewer but far larger buyers than the consumer marketer does 
• Geographically concentration  
• Business demand is derived demand 
• Many business markets have inelastic demand 
• Business markets have more fluctuating demand.  

 
Nature of the buying unit, explain key differences: ................................................................. 

• A business purchase usually involves more decision participants and a more 
professional Purchasing effort. 

• Done by trained purchasing agents  
• The more complex the purchase 

 
Types of decisions and the decision process, explain key differences: ..................................... 

• More complex buying decisions  
• Purchases often involve large sums of money, complex technical and economic 

considerations, and interactions among many people  
• Tends to be more formalised  
• Buyer and seller are often much more dependent on each other. 

 
 
Major types of buying situations 
Explain and provide examples: .............................................................................................. 

1. a new-task situation  
2. a straight rebuy,  
3. a modified rebuy. 
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The business buying process 
Buyers who face a new-task buying situation usually go through all stages of the buying 
process. Buyers making modified or straight rebuys may skip some of the stages.  

1. Problem recognition.  
2. The buyer next prepares a general need description.  
3. The buying organisation develops the item’s technical product specifications. 
4. The buyer conducts a supplier search to find the best vendors. 
5. The proposal solicitation stage of the business buying process.  
6. Buyers attempt to negotiate with preferred suppliers for better prices and terms before 

making the final selections. In the end, they may select a single supplier or a few 
suppliers.  

7. The buyer prepares an order-routine specification.  
8. The performance review may lead the buyer to continue, modify, or drop the 

arrangement. 
 

Apply indicated the purchasing process in the student asssignment: 

Student Assignments: 
1. Identify a product that is bought and sold in a business-to-business context. 

Identify individuals within the buying organisation who fulfill the different 
roles of the buying center. Identify as many for each role as possible, doing 
research where necessary. Point out how some individuals might play more 
than one role. Is there a relationship between some of the roles? Is that 
relationship always present?  

2. Consider an idea you might have had (or think up one) for starting your own 
business. Given the basic idea, go through the steps of the business buying 
process for one specific problem that you would need to resolve.  
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Market Segmentation and Targeting 
 
Chapter Objectives 
After studing this chapter, you should be able to: 
1. Define market segmentation and market targeting. 
2. List and discuss the primary bases for segmenting consumer and business markets. 
3. Explain how companies identify attractive market segments and choose a marketcoverage 
strategy. 
 
Market Segmentation 
Market segmentation is the process of .................... a market into distinct groups of buyers 
who might require separate products or marketing mixes. All buyers have unique needs and 
wants.  
Market Targeting 
Market targeting is the process of evaluating each market segment’s attractiveness and 
selecting one or more segments to enter. Given effective market segmentation, the firm must 
choose which markets to serve and how to serve them.  
Market Positioning 
Market positioning he process of formulating competitive positioning for a product and a 
detailed marketing mix. Marketers must plan how to .................... the product to the 
consumer. The product's position is defined by how consumers view it on important 
attributes. 
 
Explain desired position of product and perceived position: 
 
 
 
 
 
 
Bases for Segmenting Markets 
Explain and provide examples:............................................................................................... 
 
1. Geographic Segmentation 
2. Demographic Segmentation 
3. Psychographic Segmentation 
4. Behaviour Segmentation 
 
Major Segmentation Variables for Business Markets 
 
1. Demographics 
Industry segmentation focuses on which industries buy the product.  
2. Operating Variables 
Business markets can be segmented by technology (what customer technologies should we 
focus on?), user/nonuser status (heavy, medium, light), or customer capabilities (those 
needing many or few services). 
3. Purchasing Approaches 
Five approaches are possible. Segmentation can be by purchasing function organisation 
(centralised or decentralised), power structure (selecting companies controlled by a functional 
speciality), the nature of existing relationships (current desirable customers or new desirable 
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customers), general purchase policies (focus on companies that prefer some arrangements 
over others such as leasing, related support service contracts, sealed bids), or purchasing 
criteria (focus on noncompensatory criteria such as price, service, or quality). 
Provide examples: ....................................................................................................................... 
 
4. Situational Factors 
Situational segmentation may be based upon urgency (such as quick delivery needs), specific 
application (specific uses for the product) or size of order (few large or many small accounts). 
5. Personal Characteristics 
Personal comparisons can lead to segmentation by buyer-seller similarity, attitudes toward 
risk, or loyalty. 
 
Requirements for Effective Segmentation 
 
Explain and provide examples:  

1. Measurability  

2. Accessibility  

3. Substantiality  

4. Actionability  
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Positioning 
 
 
Chapter Objectives 
1. Define differentiation and market positioning. 
2. Explain why companies seek to differentiate their markets and use positioning 
strategies. 
3. List and discuss the principal ways in which companies can differentiate their products. 
4. Explain how companies can position their products for maximum competitive 
advantage in the marketplace. 
 
Differentiation Advantage 
 
Explain and provide examples: 
Competitive Advantage  

Product Differentiation  

Services Differentiation  

Personnel Differentiation  

Image Differentiation  

 
 
Positioning Strategies 
 
A product’s position can be based on a number of variables including. Give real-life 
examples for every one: ........................................................................................................ 
 
1. Product Attributes 
2. Benefits Offered 
3. Usage Occasions 
4. Users 
5. Activities 
6. Personalities 
7. Origin 
8. Other Brands 
9. Against a Competitor 
10. Away from Competitors 
11. Product Class 
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Strategic Marketing Planning 
 
Chapter Objectives 
After studing this chapter, you should be able to: 
1. Explain companywide strategic planning and its principal steps. 
2. Describe how companies develop mission statements and objectives. 
3. Explain how companies evaluate and develop their business portfolios. 
4. Explain marketing’s role in strategic planning. 
5. Describe the marketing management process and the brand plan. 
6. Show how marketing organisations are changing. 
 
Managing the Marketing Effort 
 
Analysis 
Tools of analysis include marketing research, marketing information systems, demand 
forecasts models and systematic if more subjective sources of information such as sales force 
composites and expert judgements.  
Planning 
Implementation 
Through implementation, the company turns the strategic and marketing plans into actions 
that will achieve the company’s strategic objectives.  
Control 
Control consists of measuring and evaluating the results of marketing plans and activities and 
taking corrective actions. 
 
Explain difference: control versus controlling and usage in marketing: 
 
 
 
 
Strategic Planning 
 
1. Defining the Mission 
2. SWOT Analysis 
The major forces shaping strategy. Strengths and weaknesses relative to the competition and 
opportunities and threats in the environment. Corporate strategy depends on balancing these. 
3. Setting Objectives and Goals 
4. Designing the Portfolio 
5. Planning Marketing and Other Functional Strategies 
 
Discuss the concept of marketing as a philosophical orientation for other functional areas. 
For example, production engineers may design products better if they imagine lay consumers 
trying to identify usage benefits from the look of a product.  
Accountants may improve performance and generate business by adapting technical expertise 
to client’s needs and for better understanding and greater information about accounting 
functions.  
Note differences and provide specific examples of functional emphasis versus marketing 
emphasis: 
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Products, Brands, Packaging and Services 
 
Chapter Objectives 
 
After reading this chapter, you should be able to: 
1. Define the term product including the core, actual and augmented product. 
2. Explain the main classifications of consumer and industrial products. 
3. Outline the range of individual product decisions that marketers make. 
4. Explain the purpose of branding and identify the chief branding decisions. 
5. Explain the decisions that companies make when developing product lines and mixes. 
6. List the consideration that marketers face in making international product decisions. 
 
 
Product Levels 
Provide examples and marketing point of view................................................................. 

1. Core Product 
2. Actual Product 
3. Augmented Product 

 
 
Levels of Brand Meaning 
Attributes 
Benefits 
Values 
Personality 
 
Brand Decision 
Give real-life examples: 

Brand Sponsor  

Family Brand  

Brand Extension  

Multibrand  

Brand Repositioning  

 
 
Product Line Decisions 
Explain marketing context:............................................................................................... 
Product Line Length 
Product Line Stretching 
Product Line Filling 
Product Line Featuring 
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Product Mix Decisions 
 
Explain marketing consequences of these decisions 

1. Mix Width – refers to how many 
product lines the company carries. 

 

2. Mix Length – refers to the total 
number of products the company 
carries. 

 

3. Mix Depth – refers to how many 
versions are offered of each 
product in the line. 

 

4. Mix Consistency - refers to how 
closely related the various product 
lines are in end use, production 
requirements, distribution 
channels, or other ways. 

 

 
Student Assignments 
 

1. Complete the following task: Using the qualities that a good brand name should 
possess, create a brand name for a personal care product that has the following 
positioning statement: “Intended for X-Games sports participants and enthusiasts, 
_________ is a deodorant that combines effective odor protection with an enduring 
and seductive fragrance that will enhance your romantic fortunes.” 

 
Student Essay Assignment 
 

1. Research a brand you respect. What can you learn about its brand name and how it 
was selected? Reflect on the need for a brand to represent its founders versus the need 
for a brand to inform customers of the brand’s offering. Is one more important that the 
other? Are companies like Johnson & Johnson at a disadvantage because of their 
names?  
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Managing Marketing Channels 
 
Chapter Objectives 
After studing this chapter, you should be able to: 
1. Explain the role of marketing channels and the functions these channels perform. 
2. Identify the major channel alternatives open to a company. 
3. Explain how businesses select, motivate and evaluate channel members. 
4. Isolate the key issues managers face when setting up marketing channel systems. 
5. Explain how marketing channels are changing and the implications of these trends to 
marketers. 
 
Distribution Channel Functions 
 
Describe the distribution channel of your choice and explain channel functions 

1. Information  

2. Promotion  

3. Contact  

4. Matching  

5. Negotiation  

6. Physical Distribution  

7. Financing  

8. Risk Taking  

 
Number of Marketing Intermediaries 
 
Give real-life examples and explain advantages: ....................................................... 
1. Intensive Distribution 
Utilises as many outlets as possible and is especially appropriate for convenience goods and 
common raw materials. 
2. Exclusive Distribution 
Consists of a very limited number of outlets hold all the rights to distribute a product line. 
This strategy is appropriate for many high prestige goods. Distributor selling effort is usually 
very strong. 
3. Selective Distribution 
Uses more than one outlet per market but less than all available outlets. This strategy gains 
good market coverage and gains better than average selling effort. 
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Student Assignments:  
 

1. Research franchise operations. Get information about costs, benefits, and reasons that 
operations can be successful or unsuccessful. If you were to choose a franchise to 
own, what would it be? Why?  

2. Explore various travel Web sites. Evaluate them in terms of benefits provided to the 
customer. Compare these to other options of using a travel agent. What are the 
advantages and disadvantages of this disintermediation? 

 
 

Retailing 
 
Retailing is all the activities in selling goods or services directly to final consumers for their 
personal, nonbusiness use. Retailers may be divided into two types: store retailing and non 
store retailing.  
 
Store Retailing Classifications 
 
Focus on the selected format of retail and explain, discuss actual and future position of  
retail shops format: 
 
 
 
 
 
 
 
 
 
 
Amount of Service 
a) Self-service retailing 
b) Limited-service retailers 
c) Full-service retailers 
 
Product Line Sold 
a) Speciality stores 
b) Department stores 
c) Supermarkets 
d) Convenience stores 
e) Superstores, Combination Stores, and Hypermarkets 
f) Variations on much larger versions of supermarkets also offering other lines and/or 

services. 
 
Relative Prices 
a) Discount stores 
b) Category Killers 
c) Cash-and-carry stores 
d) E-shops Showrooms 
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Integrated Marketing Communication Strategy 
 
Chapter Objectives 
After reading this chapter, you should be able to: 
1. Name and define the four tools of the promotion mix. 
2. Outline the steps in developing effective marketing communications. 
3. Explain the methods for setting the promotion budget and factors that affect the design 
of the promotion mix. 
4. Identify the major factors that are changing today’s marketing communications 
environment. 
5. Discuss the process and advantages of integrated marketing communications. 
 
Tools of The Promotion Mix 
To provide modern use of tools and their position within the communications mix: 
 
 
 
 
 
1. Advertising 
Advertising is any paid form of ................. presentation and promotion of ideas, goods, or 
services by an identified sponsor. Advertising often utilises mass media and may be adapted 
to take advantages of a given medium’s strengths to convey information. 
2. Sales Promotion 
Sales promotions consist of ................... incentives to encourage purchase of sales of a 
product or service.  
3. Public Relations 
Public relations is an .......................... process of building good relations with the various 
publics of the company. Key elements in the process are obtaining favourable publicity, 
building and projecting a good “corporate image”.  
4. Personal Selling 
Personal selling describes the use of .......................... presentations in a conversation with one 
or more prospective buyers for the purposes of making a sale. Personal selling combines 
product information and benefits with the interpersonal dynamics of the sales person.  
 
The Communication Process 
Sender 
Receiver 
Message 
Media 
Encoding 
Decoding 
Response 
Feedback 
Noise 
 
Provide the critical analysis process, describe the importance of individual elements: 
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Student Assignment 
 

1. For a brand of your own choosing, suggest some ways that the company could create 
an integrated promotional campaign. 

2. Create a list of things that cause noise during the promotional process. In what way do 
these things cause noise? List as many items as possible. 

3. Find an example of an ad that focuses on each of the different buyer-readiness stages. 
Explain your reasoning.  

 
 
Small Group Assignments 
 

1. Complete the following task: Assume that Danon is introducing a new line of yogurt 
with added nutrients. The brand manager for the new line believes most of the 
promotion budget should be spent on consumer and trade promotions, but the 
assistant brand manager thinks that the promotion mix should emphasis television 
advertising. Aktivity for two students, they play the roles of the brand manager and 
assistant brand manager and debate their opposing views on advertising versus 
promotion. 
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Pricing Considerations and Approaches 
 
Chapter Objectives 
After studing this chapter, you should be able to: 
1. Understand the internal and external factors affecting price. 
2. Explain the impact of cost on price. 
3. See how market structures influence price setting. 
4. Compare and evaluate the general approaches to price setting. 
 
Internal Factors Affecting Price 
1. Marketing Objectives (Survival, Current Profit Maximisation, Market-Share Leadership, 
Product-Quality Leadership) 
2. Marketing Mix Strategy 
3. Costs 
4. Organisation for Pricing 
 
External Factors Affecting Price 
 
The Market and Demand 
1. Types of Markets 
2. Consumer Perceptions of Price and Value 
3. Price Demand Relationship 
4. Competitors Prices and Offers 
5. Other Environmental Forces 
 
Explain and discuss factors influencing price of product on your choice: 
 
 
 
 
 
Pricing Innovative Products 
1. Market Skimming Pricing 
2. Market Penetration Pricing 
 
 
General Pricing Approaches 
 
Explain principles of methods, name advantages and disadvantages, provide examples: 
.................................................................................................................................................... 
1. Cost-Based Pricing 
Cost-Plus Pricing 
Break-Even Analysis 
Target Profit Pricing 
 
2. Buyer-Based Approach 
 
3. Competition-Based Approach 
Going-Rate Pricing 
Sealed-Bid Pricing 
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Product-Mix Pricing Strategies 
Give examples of application for mentioned product-mix strategies:.................................. 
 
Product Line Pricing 
In product line pricing, management must decide on the price steps to set between each 
product in the line. Companies often use price points to target distinctive combinations of 
product features and value represented by a particular price. 
 
Optional-Product Pricing 
The company offers a base product and prices differently for each combination of additional 
features or options added to the base product as desired by the customer.  
 
Captive-Product Pricing 
Under this strategy, producers price products that must be used with a main product.  
 
By-Product Pricing 
Waste from production and distribution may be marketable as by-products. Selling by-
products allows producers to lower prices and costs on their main products.  
 
Product-Bundle Pricing 
This strategy combines several products and offers them at a reduced price from the cost of 
each product purchased separately.  
 
 
Price Adjustment Strategies 
 
Give real life examples (choose at least three):  
 
 
 
 
 
 
 
 
1. Discount Pricing (Cash Discounts, Quantity Discounts, Functional Discounts)  
2. Seasonal Discounts 
3. Allowances 
4. Discriminatory Pricing (Customer-segment pricing, Product-form pricing, Location 
pricing, Time pricing) 
5. Psychological Pricing 
6. Promotional Pricing 
7. Value Pricing 
8. Geographical Pricing 
9. International Pricing 
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Next Discussion Points 
 

1. Discuss the role that customer value plays in the determination of price.  
2. Explain the difference between value-based, good-value, and value-adding pricing 

strategies.  
3. Explain the role that cost plays in the determination of price.  
4. How can companies balance both customer value and cost in setting price?  
5. Explain the relationship between price and demand. What is price elasticity of 

demand? What are the factors that affect price elasticity? 
6. What is the psychological effect of a reference price? 
7. What issues should marketers anticipate with respect to buyer reactions to price 

changes?  
 
 
 
Student Assignments:  
 

1. Interview a local business about their pricing philosophy and/or strategy. Use their 
terms and then apply what you have learned from them to assess their approach to 
those described in the text. What are the similarities and differences? How successful 
do the strategies appear to be? How did you make this judgment? 

2. Use the local newspaper to compare grocery store ads for price specials. What can 
you determine about the competitors’ pricing strategies? How many of the techniques 
from the chapter do the organisations seem to be using? What strategy appears to be 
the most successful? How did you make this judgment? 

3. Find examples of products that seem to fit the following marketing objectives for 
pricing: survival, current profit maximisation, market share leadership, and product 
quality leadership. Use different examples than those found in the text, and explain 
your reasons for picking the products you did. 

4. Find illustrations of markets or products that seem to fit the following situations: pure 
competition, monopolistic competition, oligopolistic competition, and pure monopoly. 
Use different examples than the ones found in the text, and explain your reasons for 
picking the products or markets you did. 

5. In a short paper, explain the concept of elasticity of demand. Why is it such an 
important concept to marketers who sell “commodity” products? 

 
 


