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TIMETABLE

The training instructor decides how the program can be used and adapted most effectively for different learning groups e.g. managers, staff, trainees, students etc, in each particular business or educational organization. The program uses USA and UK terminology which are all related and easy to learn.
The initial timetable to test the program in one day could be as follows.
Pre-course  learning:

         Part 2 -  Basic CLE session Chapters 1 – 2  (45 minutes)

Course learning:
1,
Timetable and Introduction

09.00 –  09.20
2.
Audio - Alert Focus
09.20 -  09.40

3. 
Basic CLE – Chapter 3
09.40  - 10.40


4.
Coffee break
10.40 -  11.00

5.
Lecture/case Session (first time)
11.00 – 11.45
6.
Basic CLE - Chapters  4 - 5 
11.45 - 
13.00


7.
Break – lunch
13.00 – 14.00
8.
Part 4 - Glossary Session 
14.00  - 14.30

9.
Lecture/case Session (reinforced) 
14.30 – 15.15
10.
Coffee break
15.15 – 15.30
11.
Quiz & Feedback Session
15.30 – 16.00
  

12.
Post-course reinforcement
16.00 – 16.30.


Post-course learning:  (240 minutes).

INTRODUCTION

1.  LEARNING OBJECTIVES
Using USA, and UK terminology, the key learning objectives of this one day program on confident communication with marketing and advertising staff, are::

: 

a.
To use and absorb the language of marketing without undue effort.

b.
  To apply the language to basic marketing concepts.

c.  
  To relate the concepts to current marketing practice.

d.
 To communicate effectively with marketing staff.

e.
  To motivate further study in the future..

2. 
LEARNING MATERIALS

The variety of  active learning materials will be used including::

 
Audio - Alert Focus  (DR. David Wark) - Preparation to learn        
        (20 minutes)
  
Powerpoint/audio - Lecture/case session (45 minutes)

Text - Basic CLE sessions 1-3 with text and frames  (180 minutes)

 
Text - Simple Glossary for continuous reference
 
Text - Quiz to measure learning achieved (60 min utes)

Powerpoint - Mini-AGL in Basic Finance  (240 minutes)
       Audio - Learning Reinforcement 
(20 minutes).
.3,  INSTRUCTORS


Some notes for training instructors on how to use CLE most efficiently and effectively, are available on email request/.  Frank feedback for continually improving CLE, is always welcome.
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CHAPTER 1 –  INTRODUCTION  TO  CONSUMER MARKETING 

VISUAL LEARNING DIAGRAMS
DESIGN AND INSERT  FOR THE FOLOWING KEY POINTS

Marketing

Consumer and Industrial Marketing

Marketing Mix

Marketing Management Concept 
Customer  Relationship Management
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Core Marketing Concepts

• Needs, wants Offer

• Markets

Value, 

Satisfaction

Quality

–

Exchange, transactions 

–

and relationships


Chapter 1    Introduction to Consumer Marketing
Estimated time: 5 minutes. 
Marketing

Marketing directs all company activities to discover and satisfy the present and potential needs of target customers.

Marketing Concept

The Marketing Concept looks at the needs and desires of the customer first, and then develops a product “offer” that satisfies the needs of the customer.

Marketing Mix

The Marketing Mix concerns: 

  
Product - what kind of product to market? 


       Price - at what prices? 


       Place - where and how do to distribute it? 


       Promotion - how to people to buy it?
Product

To market a product, we develop an organization to satisfy the consumer demand by carefully studying the:
        Kind of product required,

        Llfe-cycle of this product on the market

        Development possibilities and implications of this product.
Price

Pricing policy is determined by the “offer” value that the customer receives and perceives. Pricing policy is determined by:

    
       What the buyer will pay
Position' of the product in the market
Nature  and strength of the competition

Life-cycle of the product
Image of the product
Patent position
Market objectives in the market context
Cost of producing the product.

Place

The place in which the product will be distributed and how it will be distributed involves the selection of appropriate  channels and outlets. It also  demands constant reappraisal of consumer needs, purchasing patterns, and trends.

Promotion
Advertising and sales promotion create the desire in the consumer to buy the product, by making consumers aware of product benefits and then by stimulating consumer buying habits.
Marketing Strategy

Marketing strategy requires an understanding of the market and customer

A good market segmentation enables a company to make specific “offers” based on different customer segments.  Market positioning is the image that the brand or “offer” has in the mind of the consumer.  A market strategy must have a sustainable competitive advantage to ensure market share and profitability.

NOTE:  Visual Learning Diagrams (VLD) are included in each LU, to symbolize the marketing concepts and to reinforce the language that you learn.  ABSORB at VLD instinctively to develop a continuous 'feeling' for the subject.
 Important Note

In front of each LU is a  page of  Key Learning Points (KLP) with  technical terms and  ideas to be learned  from the LU.   Read the KLP  carefully.

If you already understand all of the KLP do not complete the LU - pass on to the next one.

If you do not completely understand EVERY technical term and idea in the KLP, do the whole LU. Do not attempt to do only part of a particular LU.
CHAPTER 2 -  BASICS  OF  MARKETING 

VISUAL LEARNING DIAGRAMS
DESIGN AND INSERT  FOR THE FOLOWING KEY POINTS

Marketing Concept

Marketing Mix

Distribution – Pull/Push 

Consumer Motivation
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Marketing Concept

Consumer Needs Marketing Strategy

Marketing Mix Profits


 LU 2.1  Marketing and the Marketing Mix
Estimated time: 15 minutes

KEY  LEARNING  POINTS

Consumer marketing management deals with selling goods and services to the ultimate consumer. It seeks ways to discover and satisfy both the present and potential needs of this final consumer.
The Consumer Marketing “MIX” has four “P’s”: Product, Price,

 Place (distri​bution), and Promotion. 
The Consumer Marketing “CONCEPT” seeks to be:

(a)   consumer-oriented -  to identify and satisfy consumer      

         needs

(b)   profit-oriented -  to achieve a profitable sales volume; and
(c)   strategically oriented -  to achieve corporate objectives.
Consumer marketing has changed from targeting all customers (mass marketing) to identifying customer segments and targeting individual customers, in “one to one” marketing. One to one marketing seeks to develop an “individual”, very personal, relationship with each customer e.g. Amazon. com.

key note: 

KEY NOTE: Study the KLP and VLD at the beginning of the LU, complete the exercise, and then study them again..
LU  2.1    Detailed Exercises  
Correct answers                                       

1. Marketing has a clear goal - to find and satisfy

consumer needs, using all the skills and  resources

of  the .....  
SEE ANSWER BELOW                                                                              


2. Consumer marketing is the marketing of goods and
services to the ultimate customer, which is  normally

the  ......

BUSINESS
3. Consumer marketing is marketing of goods and
...... to the ultimate .......,  the public.                                    
PUBLIC

4. By contrast Industrial marketing, supplies goods

SERVICES
and services to industrial companies, who  

manufacture good and services for the … consumer.   

CONSUMER


5. Goods ready for immediate use and purchase by

 the public are ...... goods.
    


ULTIMATE
6. A good product can be measured only in terms

of per​ceived consumer benefit, and the public is

rational and sensible enough to recognize

a good product ...... (True/False).    
   CONSUMER                                                                                                           
7. Consumer marketing discovers and satisfies the
present needs and also the ...... needs of the buying

public.

FALSE!!!
8. How to satisfy future needs? Use a marketing 
'mix of activities'  to achieve objectives, with  a                                             combination of the 4 P's, which are:                                                                    ......., price,  ....... and ......

future
9. The 4 P's achieve marketing objectives by 

satisfying the needs of the ......   

PRODUCT

   

PLACE    
                                                                      
 
p romotion
10. Product, Price, Place, and Promotion are the

factors that make up  the  marketing ......


consumer
11.Product? Is a consumer product always a physical,
tangible thing? ...... (Yes/No).
  mix
12. Price - is the amount that goods and services 

are ...... for.
  

no
                                                                                                  (could be a service)
13. …  -  is where and how to distribute the product.

SOLD
14. And finally, the process of motivating the buyer is
called  ....
   place
15. Choosing the proper marketing mix helps the com​pany

to identify and ...... both present and potential future needs 

of the ultimate ......


promotion    
16. The segment of the total consumer market
to be satisfied by a particular product must be  

identified, as the ...... (target/total) market.   



SATISFY

 

   consumer
17. The marketing concept is not only “consumer-oriented”
but also “product-oriented”, because it seeks to ...... the

needs of the ......rather than to promote a product for its\

own sake.

target
18. Satisfying consumer needs is the goal, which gives direction 
to a company and thus helps it to survive and ......

SATISFY



   

CONSUMER
19. By satisfying consumer needs, a company seeks 
a level of sales which  is ......
 
grow
20. Marketing management coordinates all the marketing 

activities in strategies to meet …  


PROFITABLE

21. And of course, we must always remember that the

marketing  seeks to “con” the public into buying something

they  don't need at a price that's too high ...... (True/False).






needs  






consumer
22. Marketing strategies measure success in terms of .
 ...... achieved. 
  
 
false (we hope)

                                                             

 
23. The long-range marketing strategy predicts

future consumer needs and ways to  ...... them. 
 

Objectives
24. The marketing mix of 4 P's, includes: 
Product, Price, ......, 3 and ......

satisfy
25. And effective marketing mix must be  ......

(constantly varied/consistent).

  
PLACE






promotion
26. The marketing concept requires the company to be

both profit-oriented  and consumer-oriented, with a 

profitable   ......   volume by satisfying consumer ......

Consistent
27. Consumer-orientation, profit-orientation, and strategic
planning are all part of the marketing ......

(mix/concept



sales



needs
28. Marketing   strategy   calls   for   a  balanced,   consistent 

marketing ...... to satisfy consumer …needs

in  the ...... market.                                                                        
 
concept
29. Traditional marketing focuses on mass marketing and 

customer segments, while one to one marketing

focuses on each ……individual …
MIX




TARGET









30. The marketing “concept” deals the … 

(strategic/tactical) part of marketing. 
CUSTOMER’S   


NEEDS

31. The marketing “mix” or 4p’s deals the … 

(strategic/tactical) part of marketing. 

part of marketing. 
STRATEGIC





32.. Now study again the KLP for this LU. Count

up your (more or less) right answers. With 24 or more

correct, congratulate YOURSELF!  Absorb again, the 

KVD’s and then carry on to the next LU.

If less than 24 right, don’t worry, you will soon “tune in”.

Just quickly work through the LU again.



TACTICAL                                                                                              
LU 2.2   Product Types and Distribution
Estimated time: 10 minutes
                                                          KEY  LEARNING  POINTS

Consumer products are of three main types of goods: 

Specialty 

Convenience 

Shopping
The major distribution channels used in consumer marketing may be:


 
Direct  - manufacturer to consumer) or 

         Indirect  - manufacturer to agent/middleman to consumer).
Marketing 'push' means the influencing of consumer buying at the point of purchase. 

The manufacturer has the most 'push' when the distribution channel is shortest, but when distribution costs are usually highest. 

It is generally more expensive for a manufacturer to sell direct to the consumer than through wholesalers and retailers.
KEY NOTE: Study the KLP and VLD at the beginning of the LU, complete the exercise, and then study them again
LU 2.2   Detailed Exercises                                                 Correct answers
1. The distribution and promotion of consumer
goods de​pends upon the  type of goods:

specialty, convenience or … goods. 
SEE BELOW






2. Convenience goods are purchased with a  ...... 

(minimum/maximum) of shopping effort.  A 

convenience  good would be ...... (cigarettes/

refrigerators). 


SHOPPING

.3. Shopping goods are bought after the consumer

has compared quality, style, suitability, and .....

(availability/price). This involves ...... (little/much)

shopping effort.                                                                         MINIMUM



          CIGARETTES 
4. Specialty goods require even more pur​chasing

effort. They have unique characteristics or  brand

identification.  An example of specialty  goods would

be ..... (soap/ hi-fi).                                                               PRICE

                                                                                              MUCH
5. Distribution of consumer goods ...... (does/

does not) de​pend upon  product classification. 

Do we use different channels for marketing

con​venience goods and specialty goods? ......

(Yes/No).
 
        HI-FI
6. 'Distribution'  means   moving   the   product

from  the manufacturer to the final ......                          DOES

                                                                                        YES

LU 2.2 Detailed exercises                                          Correct answers

7. There are usually several alternative channels of

distribu​tion.  Selling to the ultimate customer and   

eliminating all middlemen is ...... (direct/indirect)

selling. Is it expensive for the manufacturer?

… (Yes/No). 
  CONSUMER

8. Which  of  the  following  are  alternative

distribution channels for consumer marketing:

(a) retailer to consu​mer? (b) wholesaler to

retailer to consumer? (c) free samples? 

(d) agent to wholesaler to retailer to consumer?  


   
DIRECT             

                                                                                          YES
9. At the point of purchase, the manufacturer has

a strong influence over consumer purchasing.

This power to in​fluence is called .....  (force/pull/push).

         

                                                                                            A B D

10. The manufacturer has the most 'push' on the

consumer when the distribution channel is shortest. 

This is when  the manufacturer sells ...... to the

consumer.

   PUSH
II. The manufacturer has the least 'push' on the

consumer when the distribution channel is ...... 

shortest/longest).                                                              DIRECT
12. When a product is sold via an agent/middleman

to the wholesaler and then to the retailer and then

to the consumer  the manufacturer has the ...... push.
    LONGEST

13. The shorter the distribution channel, the ......

(lower/higher) the manufacturer's distribution cost.

This means that it is generally ......  (more/less)

expensive to sell direct to the ......
                                    LEAST
LU 2.2   Detailed Exercises                                                          Correct answers
14. The distribution channels which the manufacturer

 uses depend on several things; one of these is the

 type of......

    MORE



     CONSUMER   
15. Selection of the distribution channel also depends

on the target ...... and the manufacturer's ......

(push/finance).   


          PRODUCT
16. In considering distribution channels for maple syrup,

we take into account which of the following: (a) the number
and type of consumers? (b) the buying habits of consumers?
(c) location of the consumers? (d) number of waffle-irons  
    MARKET
sold to the consumers?
     FINANCE
17.  Now study again the KLP for this LU. Count

up your (more or less) right answers. With 12 or more

correct, congratulate YOURSELF!  Absorb again, the 

KLP and then carry on to the next LU.

If less than 12 right, don’t worry, you will soon “tune in”.




a b c

LU 2.3 Consumer Motivation

Estimated time: 15 minutes
                                              KEY LEARNING   POINTS 

Consumer buying motives are rational and emotional. Rational motivation involves:  economy, efficiency, dependability, durability, convenience, gain or profit, etc. 

Emotional motivation involves:  imitation, individuality, conformity, comfort, ambition, pride, prestige, pleasure, etc.
On the market for consumer goods we can focus on either:

          Consumer needs and attitudes

          Population differ​ences, or 

            Geographical regions.
To maintain consumer motivation for a particular product, it must be differentiated by:

          Maintenance of product individuality

          Unique features          

          Design to yield consumer benefits.

Market “Gap-analysis” matches consumer needs against the products offered, to discover any market gaps which might profitably be filled. 

Marketing ‘Pull’ is the direct influence of consumer buying power. With enough ‘pull’ the customer goes to a retail shop and asks for the ‘offer’.  With a balanced ‘push’ and ‘pull’ approach, the seller can effectively create and manage demand.

To create consumer “motivation”, the supplier must first make 
the consumer aware of the ‘offer’ and then arouse interest and 
conviction. Finally, the seller must motivate the consumer to either ‘try’ or   ‘buy’ the offer.
LU 2.3   Detailed Exercises






Correct answers
1. The marketing-management concept demands a focus on
the needs of the ......
See below

2. Consumer needs become evident through the demand for
a particular ......








                                                                                                   consumer
3. Buyers are motivated in two ways: (rationally and

 ......










                                                                                                                          product
4. The consumer who purchases either because of the need
to imitate others or to be different,  is motivated by an ......                    emotionally
need.
(or irrationally)
5. By contrast, “rational” consumer behaviour  is identi​fied

 by the search for which of the following: (a) economy? (b) efficiency?

(c)  ambition  (d) pride? (e) need for a de​pendable product

(f) dependability?   Are any consumers purely rational?


emotional
6. The motivation of the consumer will have a considerable        
(a), (b), (e), (/)
influence on the way that a product is ......




                                                NO
7. The consumer who wishes to buy a reliable family car is 
 less likely to be influenced by ...... motives than the
  buyer of a sports car.                                                                                     marketed
LU 2.3   Detailed Exercises                                            Correct answers
8.The buyer of a sports car is more likely to be motivated by
(a) prestige? (b) sex? (c) convenience? (d) status?                                                           (e) desirability?








                                                                                     emotional
9. “He who has self deceit in his head, does not imagine that he

 will ever hear the truth”   (Sufi quotation).

Consumers have their own ideas of value ...... (True/
False).









                                                                                            a b d
10. Consumer markets must  be analyzed by areas and 

segments such as (a) consumer needs and atti​tudes, 

(b) population differences, and (c) ...... regions. 



                       true
11. Successful consumer marketing requires that the

product be directed towards specific...... segments (areas).  
      
geographical
12. When products and efforts are directed towards particular
....... we have ...... segmentation.





                                                  market
13. Markets can be “segmented” by the needs and attitudes of   
segments
the ...... 









market
14. Market segmentation by 'consumer type' refers to indivi​duals,

 families, and ...... (physical characteristics/income groups).     
CONsumer
15. Focusing on, or directing a product towards, particular
populations or geographical regions, is another form of
market......                                                                                                      









income groups
LU 2.3   Detailed Exercises






Correct answers
16. To market a product effectively, there must be an aware​ness

of the needs and attitudes of the consumer, so that our product

may be directed towards a specific target- ......segment. 

                SEgmentation
17. Market segmentation can lead to market-gap analysis.
It relates patterns of consumer needs to current products,

to find market gaps in which the consumer has no available

means of ......
                                                                                          







market
18. The first P in the marketing mix represents ......                           satisfaction
19. Product differentiation emphasizes the difference between 

our product and other products on the market which ......
with it.










                                                                                                                   product
20. Product individuality and uniqueness is  called

 'pro​duct ......'.                                                                                             








compete
21. Product...... emphasizes the uniqueness and individuality

of a product.                                                                                   







differentiation
22. Market segmentation and market-gap analysis can lead to
the identification of market...... (trends/opportunities).  

            differentiation
23. In filling a market gap, we seek to develop the image of our
...... in relation to that of competitors.





                                             opportunities
24. Consumer motivation to buy a particular product is

 partly maintained by perceived consumer ...... to be ob​tained

 from the product.
 







                                                                    PRODUCT

LU 2.3   Detailed Exercises                                                 






Correct answers
16. To market a product effectively, there must be an aware​ness

of the needs and attitudes of the consumer, so that our product

may be directed towards a specific target- ......segment. 

    SEgmentation
17. Market segmentation can lead to market-gap analysis.
It relates patterns of consumer needs to current products,

to find market gaps in which the consumer has no available

means of ......
                                                                                    market
18. The first P in the marketing mix represents ......


                   satisfaction
19. Product differentiation emphasizes the difference between 

our product and other products on the market which ......
with it.










                                                                                                          product
20. Product individuality and uniqueness is  called

 'pro​duct ......'.








                                                                                       compete
21. Product...... emphasizes the uniqueness and individuality

of a product.                                                                                 differentiation
22. Market segmentation and market-gap analysis can lead to
the identification of market...... (trends/opportunities).  

           differentiation
23. In filling a market gap, we seek to develop the image of our
...... in relation to that of competitors.





                                            opportunities
24. Consumer motivation to buy a particular product is

 partly maintained by perceived consumer ...... to be ob​tained

 from the product.








                                                                      PRODUCT

LU 2.3   Detailed Exercises





Correct answers
25. Another important factor which contributes to maintain​ing 

consumer ...... towards a particular product over competitors,

is product differentiation, which makes clear the distinctive

characteristics of the product.                                                    BENEFITS

26. In this LU, we have looked at rational and emotional

con​sumer....... analyzed our consumer carefully, and

con​sidered the need to look for market...... and how to protect 

marketing efforts by product ......
                                         MOTIVATION







27. Now back to the KLP. You surely got twenty or more 

answers correct, so now have another quick look at the VLD

for this whole chapter,  before getting down to Chapter 3. 
If you didn't  make twenty right answers, back to the beginning MOTIVATION
gaps DIFFERENTIATION

END OF THE PRE-LEARNING … READY FOR THE ONE DAY COURSE … OK?
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                                   CHAPTER 3  -  PRODUCT AND PRICE
 

VISUAL LEARNING DIAGRAMS
DESIGN AND INSERT  FOR THE FOLOWING KEY POINTS

Product Management

Product Policy

Product Life-cycle

Price Determinants

Product positioning

-Value Proposition

-All elements of the marketing mix are essential

-competition

-company marketing objectives

-costs and contribution

Customer Analysis.
Market segmentation Fathers High energy Busy people Extroverted  People
Competition

Demand Factors

Costs, contribution and profit

Variable and Fixed Costs

Contribution
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Setting the Price

• Step 1: Selecting the pricing objective

– Market skimming or penetration

pricing


CHAPTER 3 – PRODUCT AND PRICE

LU 3.1    Product Management and Policy
Estimated time: 10 minutes
KEY LEARNING POINTS
A sound product policy is essential to business survival and the growth, covering: production, personnel, finance, industrial relations, marketing systems, general management, etc. - as well as the all-important marketing function.
Products are key assets of the  business  and  therefore must be contin​ually improved, developed, and in due course replaced.
Product planning is a competitive tool which requires an understanding of consumer needs and market trends in an ever-changing environment.
Product policy must relate to: consumer needs and market potential, It must be creative, constantly reappraised,  planned  and always focused on new developments.

LU 3.1   Detailed Exercises




Correct answers
1. “When an arrow is loosed from the bow it may go straight

or it may not, according to what the archer does. How

strange therefore that but when it goes out of true it is

the arrow which is blamed” (Sufi).

So  too with  new products.  Sound, bold products and policy 

are essential to a firm's  … and …                                               





see below










2. A good product policy is concerned not only with the 

short-term but  also with the ...... -term survival of the firm. 
survival










growth




                   
3. An integrated product policy must be concerned with 

all the functions of eh firm, but most of all with  ......  


LONG
4. Development of new products demands systematic

 ...... planning.                                               




MARKETING
                                                                                                                                                       (                   
5. Product planning will have considerable influence on the
volume of sales and so on the ...... of the firm.



product
6. Product planning  must  be constantly adapted to the

changing environment, and so calls for up to date

knowledge of consumer … and… trends.



PROFITS
LU 3.1   Detailed Exercises






Correct answers
7. Product planning is an important competitive tool, and

needs
the key word in this statement is ......


  


market
8. In the face of competition, a well-planned product policy

is essential to ensure  a stream of  new products to seize ......          competitive
opportunities.

9. Imaginative product planning calls for a real understanding  
   market
of consumer motivation, both rational and ......




10. Sound product policy focuses upon known or forecast
consumer ......





emotional
11. Products are part of the assets of a firm, and so must 

be anaged boldly, but as carefully as other ......




needs
12. Product policy must be consistent with the realities of the
market and the research and production ...... of the firm.   

ASSETS
13. What is really important for sound product policy? (a)
Creativity? (b) Continual appraisal? (c) Sufficient quantifi​cation
(d) Bold risk-taking? (e) Advance planning? (/) Concern
with new products? (g) All of the above?




potential
14. All products should be (a) improved? (b) developed? (c)
left alone? (d) replaced?




(g)
LU 3.1   Detailed Exercises






Correct answers
15. While concerning itself with current trends, product 

policy ...... (should/should not) be concerned with future
planning.





(a), (b), (d)
16. Sound product policy is concerned with new ...... 
development.




SHOULD
17. Sound product planning and development should always 

be based on adequate prediction of consumer needs and 
company … (resources/debts). 




PRODUCT
18. Consumer marketing and consumer needs, attitudes, and

demands  are constantly changing. To survive and 

grow, a firm must be  able to predict these changes and 

capitalize upon them with sound policy  for product  management 

and ...... 




RESOURCES

19. And remember in 1800 they said: 

 'They'll never invent a machine that  flies” 




development




(planning)
20. Now read again the summary for this LU, and then let's

look at your marks. With sixteen or more correct answers you

qualify for another quick look at the VLD before 

going on to the next LU. If you didn't make sixteen correct, 

you know what to do? 


No marks for 

answering that one                            

     correctly!)
.
LU 3.2   Product Life-cycle
Estimated time: 15 minutes
                                                      KEY LEARNING POINTS
In a continually-changing marketing environment, with
continually-chang​ing consumer needs, our products move
through a five-phase cycle:
a)   introduction
6)    growth
c)    maturity
d)   saturation
e)    decline
Changing consumer needs and product obsolescence
require systematic “forward planning” and sound product
policy. This will involve:
a)   market segmentation
b)   product differentiation
c)   product simplification
d)   product diversification
e)    planned obsolescence
KEY NOTE: Study the KLP and VLD at the beginning of the LU, complete the exercise, and then study them again.
LU 3.2   Detailed Exercises
             Correct answers
1. There will always be a strong market for some products like  saddles because there will always be horses ...... (True/False).
               See below

2. Just like people, products have a life-cycle, and
they move through it in natural relation to constantly
changing consumer ...... and marketing
environment.     
   


TRUE …but …?  


3. Introduction, growth, maturity, saturation, and  decline are the five phases of a product ...... -cycle.
     


needs
4. If in the introductory phase of the product life-cycle the sales volume is not sufficient to cover development costs, even when there are no competitors, such a product should be ...... (promoted/dropped).



LIFE

5. Promoting a new product calls for strong concern to reach the target market through the stimulation of needs of the ......   
 
        
PROmoted
6. In the growth phase of the product life-cycle, sales increase  considerably, and the product produces ...... (satisfaction/profits).                               CONSUMER
7. In the growth phase of the life of a product, the following will need special attention:

a)    competitors?
b)    promotion of the brand name?

c)    rising costs?
                   
 d)    matching of production levels with demand? 

PROFITS
LU 3.2   Detailed Exercises                              

Correct Answers
8. In the maturity phase of a product life-cycle, 
sales rise more slowly, due to increased ......     




 




                        (a), (b) (d)
9. Product differentiation tends to decrease as
competition in​creases.  Strong competition will
lead to ...... (more/less) differentiation               





              COMPETITION 
between products.

  
10. In the maturity phase of a product life-cycle,
more in​tensive marketing may reduce profits,
but this can be  overcome by  finding new 
......
          



                      Less
11. The final phase in the life-cycle of the 
product is its saturation and  decline. At this
stage, emphasis is on optimizing 

returns and  controlling ......



                                                    MARKET
12. Which of the following identify specifically
 the saturation-and -decline phase in the life\

 of a product: 

a.      negligible product  difference between
         competitors?
b.     eventual abandonment of the product?
c.      distribution of the product to all possible
         outlets?

d.      matching supply with demand
e.      hardening of the arteries?


                                                          COSTS
13. The life-history of a product is called 
the ...... -cycle. Is this cycle inevitable with
all products?                                                        





                                 (a), (b), (c)
14. Consumer needs change, and all products
become obsolete  in time. A firm must
 therefore have a continuing flow of 

                                      Product life
new ......


                                      yes

LU 3.2   Detailed Exercises



Correct answers



15. We must remember that if we invent and
make a really much better mousetrap, the 
public will eventually beat a path to our door
,,,(True/False) ?








                                                                        PRODUCTS
16. For a new product to be the pattern an

structure of the particular ...... market must
be known.                                     




                                                                    TRUE

                                                                                                                       (but we may be dead)  
17. Remember, products don't just happen;
preparation for the emergence of a new

product involves a series of steps.  What is 
the proper order for these?
a)   full-scale production and marketing

b)   consumer research
c)    soliciting of ideas
d)    market testing and test-marketing
e)    development of a feasible product
/)     expansion of ideas into product   

        specifications
                             






                                  TARGET
18. New products often fail because of inadequate planning and  inadequate introduction of the product to the market.

Failure is inevitable if consumer ...... are
ignored and the product is poorly ...... 
(designed/promoted).                                                     (b), (c), (g), (/), (e) (d)(a),
19. A product can fail if its conception
is too ...... (simple/sophisticated).                                              NEEDS  



promoted
20. When products are 'directed' towards special 
individual markets, there is ...... segmentation.               sophisticated
LU 3.2   Detailed Exercises
           
Correct  answers

21. Market segmentation creates market segments made  up of different types of consumer. Here we must differentiate  not between products but between ......
                    market
22. Which of the following are market segments  expressed  in terms of consumer type: 
(a) individuals? (6) consumer

markets? (c) families? (d) institutions? 
(e) psychopaths?  (/) income groups?
                      CONSUMER
23. By contrast, product differentiation
emphasizes the  differ​ence between our  ...... 
 and the similar products of our......                       c d f 
24. When a firm produces many products, it may simplify its range by ...... some products.

product 

                              COMPETITION
25. A critical appraisal of sales, profits, markets, consumers, production, and competition should lead to the elimination of ...... products.
                    ELIMINATING
26. Product diversification by exploitation of our
financial  resources can lead to (a) satisfaction\

of new consumer ......, (b) increase in sales and
....... (c) taking risks to get a ...... advantage.                weak
27. Planned product obsolescence determines
the term of usefulness of the product, i.e. when
it will be ......                                                                               needs
                                                                                            profits
                                                                                            competitive

LU 3.2   Detailed Exercises
Correct Answers
28. Eliminating weak products is product simplification. 
Development of new products is product ...... 

Determining the end of a product is product .....
Making a product different is product ...... And all
of these are part of product policy and relate to

a changing market environment.                                               

                                                                                        ELIMINATED.

29. If we expand from foods into machine tools 

and cosmetics, we are ...... (diversifying/crazy).
           development

               obsolescence                                                                          


             DIFFERENTIATION 

30. Planned  obsolescence  occurs … 

(during/after) the product  life-cycle… 
DIVERSIFYING
31. Now another look at the summary for this
LU,  before we look at your marks. Less than
24 right? Better look at this LU again. If you
did better than this, push on to LU 3.3 after
another quick look at the VLD for this chapter.                                       

                                                                   during
3.3   Major Determinants of Price
Estimated time: 15 minutes
                         KEY LEARNING POINTS

Relate price to customer value - received and perceived. Price
indicates  the company’s intended value positioning of its
products and brand. Pricing decisions involve consideration of:

Market segmentation

Market positioning

Value propositions

Other marketing mix elements

Relate price to the company's marketing objectives because 
pricing decisions involve  market share, competitive reaction, 
price leadership, market leadership and they influence 
working capital required contribution and profit. Costs of 
production set the minimum selling price of a product, but
 only relevant costs, to the pricing decision.  

Pricing is based on product quality strategies such as
charging a premium price for a high quality product,
charging a medium price for a medium quality product,
and charging an economy price for a low quality product.
This assumes that there are three types of buyers: high 
quality conscious buyers, average quality buyers, and
price-conscious buyers. 

You can target each of these three buyers, with different
versions of your product such as stripped-down 
versions for price sensitive customers and thereby
charging a lower price.
Costs can be divided into fixed costs and variable costs.
Fixed costs (overheads) include salaries, rent, insurance, 
maintenance of premises and equipment, taxes, and
interest on capital. Total fixed costs are not affected 
by an increase in production volume (up to the total
maximum production capacity the firm can achieve without
plant expansion). Unit fixed cost decreases with increase in 
production volume.
Variable costs include the cost of raw materials and labour
directly involved in the manufacturing process. Total 
variable costs increase with increased volume. Unit variable
cost is constant despite changes in production volume. 

Profit = selling price  - costs (fixed and variable).
Contribution is defined as selling price less variable costs.
Since unit selling price and unit variable cost are 
constant despite changes in production volume, 
unit contribution is also constant. However, total contribution,
which is made up of all the individual unit contributions, 
will increase with increased volume and decrease with
decreased volume.

Contribution is a contribution to fixed costs and profit, so:

              profit = contribution less fixed costs. 

For profit, unit contribution must be positive (i.e. unit selling 
price must be greater than unit variable cost), and total 
contribution must be greater than total fixed costs.
Major Determinants of Price

EXHIBIT !




Product A

Unit selling price

2.00


Less: Unit variable cost
0.68
1.98


Unit fixed cost
1.30


Profit
            0. 02


Contribution

   ?

EXHIBIT 2




Product Z

Selling price

  0.50

Less: Variable cost
             0.68


Contribution (positive or negative?)

?

                                          EXHIBIT 3


Volume      Unit
Unit
Unit
              Total

     selling
variable
contribution
contribution

     price
cost

100,000
    2.00  
0.68
         ?
                 ?


150,000
    2-00
0.68
         ?
                 ?

                                           EXHIBIT 4


Volume

    

1,000

10,000

Unit selling price

2.00

        2.00

              Unit variable cost

0.68
           ?

Unit contribution

?
                ?

Total contribution

  1,320
     13,200

Total fixed costs

 2,000
       2,000

Total profit

              ?
                 ?
         

LU 33   Detailed Exercises


Correct answers
1. How are you going? Take a deep breath and grit

 your teeth.  Did you study the learning-patterns again? 

Right, now we discuss pricing policy. The basic aim 

of pricing policy  is maximum long-term profitability. 

...... is de​pendent on profitability.

See below
2.   Specifically, pricing policy may be directed towards main​taining or

improving market share, obtaining a target return on investment,

 pricing to meet or follow competi​tion, or pricing to discourage

entry of potential competition. The basic aim is maximum

long-term ......





survival

3. Costs are an important factor in pricing policy, but we must determine which ...... are relevant to ...... decisions.    

                                                                                                  PROFITABILITY
4. Costs can be divided into fixed costs and ...... costs.    COST/PRICING

5. Total fixed costs (overheads) do not change with volume of

 production. But when we consider these total fixed costs

 spread  over all the production units, fixed cost per unit......

(increase/decrease) … with increased production  volume.                

                                                                                                     VARIABLE  

6. Total cost does not change with changes in the pro​duction

 volume of a given product, but fixed cost per unit decreases
 with ...... (increased/decreased) production volume. 





DECREASE
7. Variable costs are the same for each unit of product. 

The greater the number of units, the...... (greater/smaller)

the total variable costs, but the share of variable costs per

unit remains constant. They are  thus always relevant

 INCREASED
to … … …

LU 33   Detailed Exercises


Correct answers
8. Contribution = selling price less variable costs. Since selling price per unit and variable costs per unit remain  constant despite changes in volume, unit contribution also remains constant   with changes in ......

GREATER

                                                                                                            PRICING   

                                                                                                            POLICY
9. If selling price is greater than variable costs, contribution will be positive. If selling price is less than variable costs, contribution  will be ......

VOLUME
10. Look at exhibit i. What is the contribution of product A?

Is it positive or negative?                           
                                     negative
11. Look at exhibit 2. Is the contribution of product Z

 positive or negative?                      





                                               POSITIVE
12. In order to achieve a profit, contribution must  be

positive. Is it possible to make a profit with product Z 

in exhibit with the existing pricing policy?


                

           negative
13. Contribution =  selling price less variable costs. For
profit, contribution must be ...... (positive/negative).
          
no
14. Unit contribution  remains   constant  with changes in
volume. Total contribution ...... with increase in volume.  
  positive
15. Look at exhibit 3, and fill in the blanks. Is unit contribu​tion

 the same in each case? ...... (Yes/No). Is total contri​bution

 the same in each case? ...... (Yes/No).
                    Increases
16. Unit contribution ...... (changes/does not change) with  change in volume. Total contribution ...... (changes/does not change).
                               

                                                                                             YES

17.  For profit, contribution must be ......  Getting on all right?                                                        

                                                                                    DOES NOT CHANGE





LU 3.3   Detailed Exercises


Correct answers
18. In pricing policy, we must ensure that unit selling price is greater than unit variable ......  


positive

  

                                                                                                                               (yes !)
19. Profit   =   contribution   less   fixed   costs.   

Unit   fixed cost decreases as production volume  ...... 

(increases/decreases)                                                                      






cost
20. For profit, total contribution must be greater than total fixed ......                                         

                                                                        INCREASES
21. Contribution = selling price less variable costs. 

Profit equals contribution less fixed cost. In exhibit 4, is contribution positive on a volume of (a) 1000? (b) 10000?

                 

                                                                            costs
22. In exhibit 4, is there a profit on a volume of (a) YES 1000? 10,000?                                                                         (b)  YES

LU 3.3   Detailed Exercises


Correct answers
 23. For profit, pricing policy must ensure that

(a) contribu​tion is ....... (b)  total contribution is

(b)  greater than total fixed …     



NO- loss of 680




                      

YES - profit of 11200                                                                                                

24. However, pricing policy objectives include not only contri​bution

 and long-term profit, but also ...... share, com​petitive reaction, and

 ...... leadership. Price must balance these conflicting objectives ......

 (True/False).


positive




costs
25. Marketing objectives determine the marketing mix, which   
market
consists of Product, ....... Place, and ......


price
                                                                                                                           


TRUE

26. The marketing mix establishes what should be emphasized
in marketing strategy. Thus, by specifying the role of
price in strategy, marketing objectives exert influence on  

 price
...... decisions.

    

promotion
27. Price communicates to the market the company’s 

intended … positioning.


                              

                    true
28. Price must be LU in conjunction with the marketing

…  ..                                                                                 VALUE

29. … is the easiest marketing mix variable, to 

adjust 


.MIX

30. A firm must determine its position based on quality

and …


PRICE.

LU 3.3   Detailed Exercises
Correct answers
31. A company must LU its price based on value …


PRICE.

32.. But it is commonly a little price-sensitive! Now read

again the summary for this LU, and let's look at your marks. 

If  you got twenty-one or more right, you're doing fine. Review 

the learning-patterns quickly before tackling LU 3.4  with 

vigour and enthusiasm - you're more than half-way through

now. If you didn't make twenty-one correct answers, don't 

be despondent - this was a tough section. Take a coffee 

break and then try it again.                                      RECEIVED


LU 3.4   Pricing Policy
Estimated time: 20 minutes
KEY  LEARNING  POINTS
Pricing depends mainly on what the market will pay, but it also depends upon:
a)   leadership
b)   competition
c)   the position in the product life-cycle
d)   the length of the life-cycle
e)   the distribution network
f)   costs and contribution
g)   the patent position
h)    company marketing objectives
Important determinants of price are costs, the state of the market, the con​tribution concept, marketing objectives, geographical conditions, and  govern​ment and legal regulations.
In effective pricing, we seek primarily contribution rather than profit. Total contribution depends upon volume, selling price, and variable costs. A high contribution is possible at different volumes.
Skimming pricing is a high-price policy for introduction of a new product to get the largest possible recovery of new-product investment.
Penetration pricing is a low-price strategy designed to gain as much of the potential market as possible within a short time after the introduction of a new product.

LU 3.4   Detailed Exercises






Correct answers
1.  Knowledge has worth, but it is bestowed only upon

those who can gather it to themselves, retain it, and use

it appropriately (Sufi) . ...... (True/False).


 see below
2. The ultimate aim of a pricing policy is to achieve high
...... (satisfaction/profit).



true
3. A key factor in pricing is what the ...... (retailer/market)
will pay.



profit
4. The position of a product in its life-cycle and the length of
this life-cycle are also determinants of ...... policy.


market
5. Who has market leadership and what competition we face
...... (are/are not) very important for pricing.



PRICING
6. Pricing policy must be consistent with the firm's

 marketing objectives ...... (True/False).                             
are
7. The key factor in pricing policy is (a) what the market will
pay? or (b) the cost of the product?



true
8. Leadership, competition, product life-cycle, consumer
image, and the distribution network are all influences on
the .....  .......



(a)
LU 3.4   Detailed Exercises                                              

Correct answers

9. One product has a major market share and the

strongly influences the market. This usually 

im​plies ...... leadership.


 PRICING POLICY

10. If we have price leadership, then generally competitors
(a) make the pricing decisions or  (b) follow our pricing?    
PRICE (market)
11. During the life-cycle we may, in the introductory phase

be able to use skimming or penetration pricing. Skimming

is the high-price  position used to maximize the

cost-recovery rate of a new .....
  

b
.



12, A high-price policy for a new product to get the largest 

cost recovery rate is called …  



PRODUCT

13. By contrast, penetration pricing is used to get as much of the 

potential market as possible, and generally means ......
(high/low)  pricing.



SKIMMING
14. Penetration is used in the introductory phase (when there

 are no patent considerations) in order to ...... the market.












                                                                                          LOW

15. During the growth phase, if the previous strategy was

skimming,  the price must be lower. If it was penetration

the position in the market must now be consolidated

at the …  (lowest/highest) price level.


 SATURATE

LU 3.4   Detailed Exercises



Correct answers

16. Maturity-phase pricing should be at the minimum in
order to be ...... (profitable/competitive).



highest
17. In the maturity phase, profitability begins to ...... (rise/
decline).



competitive
18. In the saturation and decline phases there is a fall in sales
and therefore in ......



decline
19. Before the last phase, the possibility of introducing ......
products must be investigated and explored.


profit
20. If the life-cycle is long, prices should be high in the ......
(introductory/decline) phase.



new
21. In a short cycle there is rapid obsolescence, so the price
should generally be ...... (high/low).



introductory
22. When the customer is willing and able to pay whatever
price the seller fixes, then the cost becomes ......   

(irrelevant/important).



high
23. If a product has patent protection, can we set a higher
price? ...... (Yes/No).



irrelevant
24. This is because the product (a) is safe from competition?
(b) has a longer life? (c) a patent is a necessary evil?


yes
LU 3.4   Detailed Exercises
                          Correct answers            

25. Price control is another factor to be considered. When

government regulations insist on retail-price maintenance,
then the price is ......



(a)
26. Cost fixes the lower limit of the price range, but is not the
only important factor. It is important therefore to deter​mine
which elements of the cost pattern are relevant to the
… decision.



CONTROLLED
27. Costs that are relevant to the pricing decision should be
...... (predicted/accurately assessed).



pricing
28. Fixed costs are allocated and ...... (do/do not) vary in
total with volume.



accurately



assessed
29. Costs that vary directly with the sales volume are ......
costs.



do not
30. Total contribution depends upon volume, selling price,

 and variable costs. The greater the volume, the ......
(higher/lower) the contribution.



variable
31. Since total profits = total contribution less total fixed costs,

and total fixed costs do not increase with increased volume

total profits will increase with ...... (increased/
decreased) volume, provided contribution is positive.


higher
LU 3.4   Detailed Exercises


Correct answers
32. Pricing policy is also influenced by the geographical area

 when transportation charges have an impact upon ......


INCREASED
33. Match the following:

    a) f.o.b. pricing

    b) delivered pricing
c) postage-stamp pricing
d) base-point pricing
e) zone or grid pricing

with :

 1) buyer pays charges from fixed base point
 2) each zone has a different price
 3) price includes transpor​tation costs
 4) buyer pays actual freight costs
 5) uniform delivered price to all



price
34. Another factor in pricing policy is “concessions”

given to special customers.  Discounts can be 


(a) 4 (b), 3
non-cumulative or cumulative.  Non-cumulative


(c, 5  (d) 1

discounts are based on the size of the individual


(e) 2
order. If this is small it can be ...... (costly/cheap),




35. Cumulative discounts are based on the total amount

purchased over a period. Assuming continued patronage,

the purchaser is not penalized for a ......(small/large) 

shipment                                                                          

COSTLY
36. Trade discounts are discounts to the distributor on

the...... (list/wholesale) price.



small
37. Discounts  which  encourage  immediate  payment  and

avoid credit costs are ...... discounts.


LIST
LU 3.4   Detailed Exercises 



Correct answers

38. Finally, we must note the importance of overall

marketing  objectives in determining the level of......

relative to sales











CASH

39. Now look at the summary for this LU again.

With thirty one correct, pass on to Chapter 4, after a 

Quick review of KLP AND VLD.
             PRICES
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 CHAPTER 4 – PLACE AND PROMOTION

LU 4.1    Distribution Channels

Estimated time: 10 minutes

KEY LEARNING POINTS
Channels of distribution are 'direct' or 'indirect' paths for the distribution of goods to the ultimate consumer. Management of the channels of distribution calls for:

a)   selection
b)   assistance
c)   coordination
d)   control

In the selection of channels, 'market coverage' may be:

a)    limited

b)    selective

c)   mass

Direct channels go direct to the ultimate consumer, and indirect channels go via various kinds of middlemen. Both have many advantages and disad​vantages.

Channels - people are the final customers and not buildings. 

KEY NOTE: Study the KLP and VLD at the beginning of the LU, complete the exercise, and then study them again.
LU 4.1 Detailed Exercises




Correct answers
1. The first two of the 4 P's are Product and Price. The third
is ....... referring to where and how we ...... the product,  
 

                                                                   see below
2. Channels of distribution are direct or indirect paths for   getting goods to the ......
place





distribute
3. It is easy to give things away; the problem is to sell them!
To achieve the desired market coverage, we decide on
appropriate channels, assistance, and control before the
specific ...... can be identified.




consumer
4. ......  channels are chosen to achieve marketing goals
through market coverage.




outlets
5. Market coverage may be limited,  selected, or mass. 

    Coverage with one outlet per trading area is ...... (limited/
     eclectic) coverage.




distribution
6. Limited coverage (restricting the number of outlets to one or very few) envisages ...... (exclusive/mass) distribution.  
                                                   limited
7. Limited coverage is usually best suited to (a) shopping
goods or (b) convenience goods?




exclusive
8.  Distribution of goods using selective coverage restricts the number to those ...... which can function profitably.

  (a)

LU 4.1   Detailed Exercises





                                      Correct  answers
9. Selective coverage provides better control of, and assist​ance to, outlets, and so gives better consumer ...... (value/ service)                                                                 










                                                                                              outlets
10. When the demand for a product is very widespread and   immediate, easy availability is achieved by creating ...... distribution.                                              





                                                                                            service
II. However, selective coverage facilitates the establishment f a product brand name, and is therefore suitable to thedistribution of...... goods as well as shopping goods.
           

mass
12. Mass distribution (a) minimizes the loss of sales through inconvenience, (b) stabilizes the level of sales, and (c) helps create mass ......




         speciality
13. Mass  distribution is  most suited to  ......  (specialty/
shopping/convenience) goods.
         




markets
14. Suitable market coverage for: (a) baked beans would be .... coverage, (b) shoes would be ...... coverage, (c)
boats would be ...... coverage.




         convenience
15. Market coverage may be limited or ...... or ......

                                                                                    MASS 

                                                                                    SELECTIVE

                                                                                   LIMITED
16. Following the decision on market coverage, the selection f the channels of distribution will depend upon whether  the product is marketed directly or ......                                                                                                  

                                                                    selective /mass
LU 4.1   Detailed Exercises





                                  Correct  answers

17. With direct-channel marketing, goods go direct to the

ultimate consumer, with no middleman. The advantages are  that the firm is in direct contact with the ....... and
therefore with the   ...... trends.                                      




 

                                                                          INDIRECTLY
18. Direct-channel coverage involves a costly commitment

of funds. The extent of the firm's ...... resources may

well determine whether ...... or ...... channels are used           


                                                                          consumer

     
market
19. When direct selling is not advisable or possible, various types of agent or middlemen are used to create … channels of distribution.                                  financial
     

    direct
                                                                                indirect
20. Indirect channels avoid large, long-term financial 

com​mitments, and put marketing in the hands of people

who usually have considerable knowledge and experience

in the consumer ...... Such people will be ...... or ......

(agents/representatives/risk takers/middlemen).





                             

                                                                       INDIRECT 

LU 4.1   Detailed Exercises




                              Correct answers

21.  Disadvantages of using indirect channels are:

a)   not as much push for the product?
b)   long-term commitment of funds?
                 



market
c)    loss of contact with the consumer?




                 agents
d)   time needed to build the distribution system? 
     middlemen
22.  Advantages of using indirect channels:

a)   more marketing push?
b)    close contact with market trends?
c)    easy access to new markets?
~)   avoidance of large financial commitments?


             a   c 
23. Now look at the summary for this LU again.

With 18 or more exercises right, pass on to LU 4.2 
                                                                     
 
            c   d    

LU 4.2 Outlets and Distribution Control
Estimated time: 10  minutes

KEY LEARNING POINTS

We select outlets to meet consumer needs to achieve our market share.  Middlemen must be convinced about our product, our services, and profitability.  Comprehensive formal agreements are essential.

Outlet assistance consists of credit, billing and pricing, product advice and sales aids, inventory backup and warehousing, sales-staff training, management guidance and advice, and, of course, promotion.

Overall control of distribution requires continual reappraisal of consumer needs and buying patterns, prediction of marketing trends, evaluation of competitors, setting of efficiency targets, the establishment of timely and pertinent reports, and the creation of a feeling of partnership between the manufacturers and the outlets.

KEY NOTE: Read the KLP above, look at the VLD patterns at the beginning of this chapter, complete the LU, and then study them again.

LU 4.2   Detailed Exercises                 

                           Correct answers
I.
We need only one bad sale to go broke (Rolls-Royce).

To match the distribution outlet to consumer needs,

we must (a) know the and (b) understand his

buying                                            




see below
2.
After deciding about distribution channels, we try to

select which are compatible with the product image            CONSUMER

and which are frequented by consumers of the market.        MOTIVES

3  And to achieve market share, we must select the

 appropriate  number of with an appropriate potential

 volume of sales.                                                                  OUTLETS
       

                                                                                            TARGET

2. Having selected outlets, we must ensure that our products 

are acceptable to the middlemen.  Do we have to 'sell' 

our products to them by making them attractive and keeping

product promises? (Yes/Not really).                                  OUTLETS

3. When the middleman agrees to market our product, we set 

formal agreements to cover various important matters.  

Which of the following should be covered by such an 

agreement: (a) price? (b) territory to be covered?

(c)  financial assistance? (d) termination of the agreement?

(e) all of these? (f) none of these?                       


YES

6.
Remember, the key purpose of outlet selection is to match

our outlets with consumer and to achieve our … share objective..                                       




                                                             (e)
LU 4.2 Detailed Exercises                   

                    Correct answers

7. We give outlet assistance in order to help the selected

 outlet fulfill its role in the marketing           
                      \MARKET

8.
'A tree freshly rooted may be pulled up by one man on his own. 
 Give it time and it will not be moved even with a

crane' (Sufl).                                                   




Outlets follow the same pattern (True/False)\.                    CHANNEL

9.
Which of the following can be described as forms of outlet

assistance:

a)
credit billing and pricing?

b)
sales aids and product advice?

c)
information about competitors?

d)
training of sales staff?

e)
management guidance and advice?

f)    promotion of product?                                                          TRUE

10. 
Overall distribution control requires constant reappraisal


of consumer and his buying                                   ALL OF THEM

11.  Distribution control calls for:

a)
predicting market …

b)
evaluating the strength of competitors

c)
devising timely, effective, and useful control …

d) creating a feeling of partnership between the …

       and the … (patterns).





         NEEDS 

LU 4.2- Detailed Exercises                                      

Correct answers

12. Distribution control also requires the setting of efficiency   TRENDS

      targets in terms of  … volume,  … , costs, and
 … share.      REPORTS

13. Timely, concise, relevant, useful, and sound reports are      SALES

vital for effective distribution control......   (True/False).  
       DISTRIBUTION











      MARKET

i4.
Market coverage involves the choice of channels and

selection of the specific distribution outlets, which must be

consistent with the other aspects of the marketing......             TRUE

15. That was short enough wasn't it?  Now read the KLP

for this LU again and, with 12 ore more right – on to LU 4.3       MIX

LU 4.3 Advertising and Sales Promotion
Estimated time: 10 minutes

KEY LEARNING POINTS

Promotion involves advertising, sales aids, and the education of both the consumer and the salesman.

Sales staff build confidence and motivation wit: good consumer and product knowledge, target budgets to achieve, and with recognition and reward for achievement.

Advertising and sales promotion are two elements of the promotion mix. Direct marketing and public relations are also part of the mix. Advertising is effective when the ad meets the objective of making a sale. Advertising can be for awareness, for information, to help make a choice, and to ultimately buy the offer. Advertising uses the ”hierarchy of effects” model to build awareness, to build conviction, and to trigger a sale.

Sales Promotion motivates consumers to try your product at the point of sales or through coupons.

Advertising and sales promotion creates selective demand for a product by informing consumers of product benefits, stimulating their buying, introducing new products to new markets, and setting up special promotions.

Advertising media must be chosen or their effectiveness in reaching specific market segments and consumer groups. In choosing the media to be used in putting a campaign strategy into action, we must ensure that the medium meets specific predetermined objectives in terms of ‘reach’, ‘frequency’, and ‘cost’. It is also important to ensure that the media image matches with the desired advertising image. Advertising budgets may be determined by a percentage of sales, competitive parity, or the objective and task method.

LU 4.3 Detailed Exercises                                           Correct answers
I. The objective of all advertising and sales promotion 

is to support and supplement a profitable sales growth for

our  …

                                             

 see below
2.
To create or stimulate demand for a product, it must be

brought to the attention of the public by it. The

promotion mix consists of advertising, sales aids, and

education.                                                                      PRODUCTS

3.
We promote through the press, TV, the cinema,

magazines, signs, hoardings, banners, etc.  

This is    … 
 




           PROMOTING

4.
We also promote directly at the point of sale 

through display units, dispensing units, product bins,

shelf stickers, pamphlets, price list, and catalogues.  

These are  … aids.    




           ADVERTISING

5 -
Sales staff are  trained and given confidence in

 their selling ability by offering them (a) product

 knowledge, (b) consumer knowledge, (c) controller

 budgets, (d) recognition and reward for achievement

 (e) a twenty-hour week.      



 
  SALES

6.
A product is promoted through advertising, sales aid, 
and education.  These constitute the promotion  (package/

mix).                                                                         
  (a), (b), (c), (d)
7. In promoting products, we are creating selective, 

not general …                                              

 MIX

LU 4.3 Detailed Exercises                      


Correct answers

8. Selective demand may be created by informing the 

selected target customers of the product benefits which

stimulate consumer                               


DEMAND

9. Selective demand is also created by introducing

products to new market segments,  and by special

introductory  …                                             

BUYING

10. With a good promotion mix, and stimulation and training

 of our sales staff, we promote both the product and its

 ...... (benefits/image/future).      



PROMOTIONS

11.  Magazines, newspapers, radio, TV, cinema, etc. are all

..... media.                             




IMAGE

12.
The media chosen present the sales message to the 

consumer in the market.        



ADVERTISING

I3.
Media must be chosen for their efficiency in

getting through to selected market segments and selected 

specific ...... groups, not merely for their information

carrying capacity.                                                
TARGET

14. Good presentation of a sales message calls for the 

effective presentation of the campaign strategy, which 

involves meeting specific media objectives in terms of 

'reach', 'frequency', and 'cost'.  In selecting media, it is

important to ensure that the media and the desired image

coincide.                                




CONSUMER

LU 4.3 Detailed Exercises                                 Correct answers

15.  The candle is not there to illuminate itself (Sufi) 

Neither is the company!  In practice, the size of 

the advertising budget is best determined by

an arbitrary flat sum  (True/False).         

IMAGE












ADVERTISING

16. Other methods of deciding how much to spend

on advertising are: (a) percentage of sales past


or present, which makes advertising follow the 

sales level, and (b) competitive parity, which 

means spending the same as competitors, even 

though market status will differ.  Which

is the better?                                                        FALSE

17.
However, the 'objective-and-task method' is the best

method of fixing the advertising budget, because it (a)
encourages planning, (b) sets objectives, (c) sets

measurement standards for …  the effectiveness of 

advertising, and (d) … waste. 
        

DEPENDS UPON 











MARKET (+ & -)


 






18.  The percentage-of-sales method makes advertising 

dependent upon sales levels, whereas advertising 





should …(lead to/follow) sales.
EVALUATING




DISCOURAGES

19.  If we plan our promotion budget so as to spend the 

same as competitors, we use the … parity method.  

        





LEAD TO

20. The best method of determining the advertising budget

is the objective-and-task method.  This means that the 

budget is directly determined by the objectives of the sales-

...... policy.                  




COMPETITIVE

21. Place and Promotion are part of the… mix.                  





                                                                             PROMOTION

LU  4.3 Detailed Exercises                      

Correct answers

22.  Promotion involves sales aids, and the education of

both consumers and salesmen.              

 MARKETING

23.   
Place (distribution) involves market coverage by direct and 

indirect distribution channels, outlet selection, and assist-

assistance and control (True/False).                  ADVERTISING

24.  The marketing mix consists of … … … and … 

All these must be consistent.                  

TRUE

25.  
 Selling, advertising, and sales promotion

are part of the......mix, and together they work
PRODUCT

they work to achieve sales volume
  PRICE

 and  …
   

 PLACE


   

 PROMOTION

26.
Specific advertising objectives are concern

with building ...... (general/selective) demand and 

introducing products to new …of the market. 
PROMOTION

                                            



PROFIT

27.   'If a gem falls into mud it still has value, but if dust 

ascends to heaven it remains valueless' (Sufi).

Commercial value is, however, derived from demand  …                    

… (True/False).                                                 SELECTIVE

                                                                            SEGMENTS

28. Advertising and sales promotion are elements

 of the promotion ….
TRUE

29. An … ad is when the consumer makes a purchase. 


MIX

LU  4.3 Detailed Exercises                               Correct answers

30. Sales … is a successful promotion when we

motivate consumers to try our product. 
   EFFECTIVE

31.Now read again the summary for the LU.  If you

got twenty two or more answers right, review the KLP

and VLD this chapter before going to the next chapter.

You've nearly made it!  Again!!!


   PROMOTION

CHAPTER 5  - MARKETING  MANAGEMENT 

VISUAL LEARNING DIAGRAMS
DESIGN AND INSERT  FOR THE FOLOWING KEY POINTS

Concepts and Strategy 

Planning

Control

Customer Relationship Management
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CHAPTER 5 - MARKETING MANAGEMENT

LU 5.1 - Concept and Strategy

Estimated time: 15 minutes

KEY LEARNING POINTS

The old marketing concept was to develop a new product and then find a customer. This approach demands too much risk and is more of a “hit or miss” approach.

The new marketing-management concept is to be consumer-oriented where everything evolves around the customer. 

Marketing management requires understanding customer needs is at the key to market strategy. The “offer” is developed once customer needs, desires, and wants are understood and known. 

Marketing management requires assessment of marketing opportunities involves a broad but deep understanding of the strengths and weaknesses of the company and its relationship to its total environment. 

Marketing management involves market research into consumers, competitors, and markets; and clear identification of corporate objectives. 

Marketing management is a continuous assessment to ensure that the firm knows its customers, is dynamic in marketing and production, identifies challenges and problems, and seizes marketing opportunities. 

Marketing management is vital to the survival of the firm.

KEY NOTE: Read the KLP above, look at the VLD at the beginning of this chapter, complete the LU, and then study 

them again.

LU 5.1 Detailed Exercises                                         
 Correct answers
I.
The unfortunate one is he who averts his head from this

door, for he will not find another door (Sufi) (True/False).     
see below
2. The marketing-management concept is both … and 

TRUE

......  oriented, and focuses on development of sound

opportunities and strategies to meet company objectives. 

 












(seize opportunities)

3.
Consumer-orientation means the discovery of the actual                               

… and potential of customers in the … market.         

       CONSUMER



                                                                                    PROFIT

4. 
We must always market consumer benefits (not product
NEEDS

features) to … consumer needs.                                          
TARGET

5.
Profit-orientation means being concerned to achieve a

profitable sales …                                                    

        SATISFY

6. In our marketing strategy, we encourage consumer

oriented planning which meets the need of the changing

market.  It is always (definite/creative).                      

      VOLUME

7. We also seek to coordinate all marketing activities with 

goal-directed strategies which work well together because

they are                                                              

   CREATIVE

8. Marketing strategy must be creative.  We try to create an

...... organizational climate.                               
                   CONSISTENT

5-1 Detailed Exercises                                          
      Correct answers

9.
Marketing strategy operates in three areas: product,

market, and                                                 


INNOVATIVE

10..   Let us first deal with product strategy, which involves

product-mix, new-product  development, consumer benefits, 

and product differentiation (True/False).  



SELLING

11.
And then market strategy, which requires market

know-ledge and skills to decide the extent of competitor

strengths and weaknesses and consumer attitudes. 

This will lead us to break down the market into … 

            TRUE                                            

                                                   (product must give consumer benefits)

I2. And finally the selling strategy, to determine what mixture 

of marketing tools are to be used to actually sell to 

consumers and achieve our   …              


 SEGMENTS

I3.  Selling strategy also determines the extent of push or pull

promotion, selling methods (direct or ), discount

policies, and the reaction to consumer motivation and

purchasing patterns.                                                           
 OBJECTIVES

I4. But to develop marketing strategy, we must continually 

assess market opportunities: we must really understand

our strengths and … in the …                                 I

INDIRECT

I5.
Assessment of marketing opportunities requires

knowledge of the resources and capabilities of both our

company and … 






         WEAKNESSES                                                           













MARKET

LU 5.1 Detailed Exercises                                     Correct answers

16. Information really is the key to effective marketing.  

To get this, we need market research.  By measuring

the markets, analyzing the sales, and making forecasts,

market research will give data on … competitors, products, 

and markets.                     



   
        COMPETITORS

17. However, our corporate objectives should be, not only 

based on valid data, but should also be consistent and

attainable, and focused on both present and…

opportunities.                                     



CUSTOMERS

18.   This means continuous assessment, so that the firm:

a)
knows its consumers,

b)
is dynamic in marketing and production,

c) can identify challenges and problems,

d) an respond to changing market opportunities,

e) considers the seizing of market opportunities as the 



focal point of its activities,

f)
will survive if it can.

Which one is out of place?



                     FUTURE

19.  The marketing-management concept leads to the 

development of  marketing …



            f - SURVIVAL






                 IS PLANNED!!

20. Marketing strategies involve planning to achieve the

company's marketing …                        


 
STRATEGIES

2I.  Marketing objectives can be met only if the marketing

..... (plans/opportunities) are identified and properly

assessed.                 




  
                                                          
OBJECTIVES

LU 5-1 Detailed Exercises                                      
Correct answers

22.
Marketing strategies are concerned with maintaining a

market … for established products and securing …

markets for … products.                       


OPPORTUNITIES

23.
The marketing concept encourages management to focus           

on the needs of the … market.   



SHARE

                                                                                   NEW

24.
Market research seeks mainly to provide management

 with useful data.  Should such data be quantitative?  Why?  

   





    

        TARGET

25. The new marketing concept puts … first, and 

 then develops the appropriate “offer”  to meet … 
     YES – clear data!

26.  Understanding customer ___ is at the key to

marketing strategy. 




  

                                                       CUSTOMERS












                                                                                       NEEDS

27. Now read again the KLP for the LU.  If you got twenty

two or more answers right, review the VLD for

this chapter before going to the next LU  You've nearly

made it!                                                      


                     PROMOTION

LU 5.2  Planning
Estimated time: l0 minutes

                             KEY LEARNING POINTS

Planning the marketing effort is necessary for efficient functioning of the entire enterprise.  Plans may be long- or short-term, or strategic.  

The plan should be prepared in terms of objectives, creative alternatives, evaluation, and implementation.  

The sound plan should be assessed in terms o: unity, continuity, flexibility, relevance, and measurability.

KEY NOTE: Read the KLP above, look at the VLD at the beginning of this chapter, complete the LU, and then study them again.

LU 5.2 Detailed Exercises                         
Correct answers
I.  With only two more LUs to go, we turn our attention to planning.

Planning the marketing effort means planning to achieve

desired    …                                           


see below
2. Plans may be long- or short-range.  Long-range plans are 

generally coincident with the company's objectives.  

Short range plans are more detailed and operational.  Strategic

plans are designed to achieve medium- or short-range  …










                    OBJECTIVES

3.  We begin planning by stating our objectives and outlining 

 
creative alternative courses of action.  We then proceed to:

a)
implement the plan,

b)
select a course of action,

c)
evaluate alternatives,

d)
formulate a plan.

Place the above in the proper order.                  

                                                                                                                                                                                                                 

                                                                                    OBJECTIVES

4.  In our plan, the marketing and the marketing mix

should be complementary.                                      
  (c), (b), (d), (a)
5.
We must be sure that our plan is sound.  

Unity, continuity, flexibility, relevance, measurability, and  


commitment are all features of a  … plan.  
         STRATEGY

6.
Unity is necessary so that there is no conflict with other                                                  …








    SOUND

LU 5.2 Detailed Exercises                                        
Correct answers

7.
To go from one strategy to another, there must

be  …                                                   


PLANS

8. 
To adjust to unforeseen circumstances, we need  …           

                                                                                    CONTINUITY

9.
Results of a plan must be controlled, therefore we

need                                               



FLEXIBILITY

10. Lastly, a plan must have all the support of all 

the participants, which means (compulsion/'co-operation/

commitment).                                


MEASURABILITY

11. Thus we must make sure that our plan is sound, and remember that planning involves commitment.  In other words, how far ahead should a plan … the company? (Remember, that in 

I956 an astronomer dismissed all this moon-travel talk as a

load of bunk!)     





COMMITMENT

I2.
Points always to be considered are:

a)  changing consumer …

b)  future … prospects,

c)  the product life …                        


COMMIT

I3.  Marketing  is necessary for the efficient functioning NEEDS

of the entire marketing enterprise.                                   MARKET






     CYCLE

LU 5.2 Detailed Exercises                                         
Correct answers

14.
Planning encourages consumer-orientation, emphasizes 

the future, coordinates effort, aids in corporate planning, 

pomotes sounder decisions distributes responsibility, and

facilitates control......  (True/False).                           
PLANNINC,

15.
A marketing planner should be familiar with all areas of 

the marketing Organization.  He must have a creative 

imagination, keep in touch with top management, and be 

opposed to change......    (True/False).                      
    TRUE

16.
 The successful voyager.  I have never seen a man lost who

was on a determined path' (Sufl). Plan well!

Now read the KLP for this LU again, and review the 

VLD for the chapter before going on to the next  LU. 

That is, of course, if you got thirteen or more answer

 right. If not, back to the beginning of this LU … please.










TRUE

                                                                                   (NO NO … .FALSE!!!)

LU 5.3 Control
Estimated time: 5 minutes

KEY LEARNING POINTS

Control is the method of keeping an operation going according to plan.  Stages of control are:

set standards for performance measurement 

create tools for recording performance 

take remedial action

maintain overall management and assessment of 

  results

Control standards for marketing performance are in terms of:

market share

marketing plans

marketing budget

past performance

market potential

marketing cost potential

marketing cost analysis

productivity

competition performance

KEY NOTE: Read the KLP above, look at the VLD at the beginning of this chapter, complete the LU, and then study them again.

LU 5.3 Detailed Exercises                              
Correct answers
I.
Whoever gives advice to a heedless man is himself in need

of advice(Sufi) … (True/False).                   
see below
2.
'Control' means keeping the operation going according

to   …                                      




TRUE

3.
There are three stages of control.  The first stage sets 


standards for performance measurement.  This is the first

step towards …                               



PLAN

4.
Once standards are LU, the next step in control is to create 


tools for recording the performance and comparing

them with the LU.                    



      CONTROL

 5.
After measuring actual performance and comparing it

with the standards, we can then take corrective …  STANDARDS

6.
The final stage is overall management and assessment of


the … 





              ACTION

7.  So, control has three steps. We set
 … record and

     measure the performance, take corrective …

     and   … results. 

           RESULTS

8. 
Remember, more people are flattered into virtue

      than are ever bullied out of vice.  Control should be

      constructive  rather than  …                                      STANDARDS


  
                                                                                ACTION


   






                                         ASSESS
5.3 Detailed Exercises                                        Correct answers

9.
Control standards for marketing performance can be set in

 
terms of: market share, plans, budgets, performance, cost 


analysis, productivity, and potential.  These are areas in

which control … can be applied.   

              PUNITIVE

10. Control is vitally important because it is often difficult to


 equate the marketing effort with accountants' profit

 (True/False).                                                
           STANDARDS

11  Control is also important because marketing mistakes are

...... (costly/sound).                            


TRUE

I2. 
Control in marketing seeks to improve decision-making

and planning by a constant feedback of   …  
COSTLY

13.
'For him who has perception, a mere sigh is enough.  

For him who does not really heed - a thousand explanations 

are not enough' (Sufi).

So  read the KLP for this LU again.  No wrong answers 

were there?  Good!!! Take one last look at the VLD

for this chapter, and   then relax a bit before the 

LAST LU!







RESULTS

LU 5.4 –  Customer Relationship Management (CRM) 
Estimated time: 10 Minutes

KEY LEARNING POINTS

Customer Relationship Management (CRM) or Relationship Marketing means putting customers first. It is a business philosophy for managing profitable relationships with customers with the objective of building long-term loyalty. Thus, CRM is building customer loyalty. 

The longer a customer stays with a brand, the more profitable that customer becomes. On average, it costs six times more to acquire a new customer than to retain an existing customer. 

Acquiring new customers means spending more money on marketing, advertising, sales promotion, distribution, etc.

Companies are looking more at customer lifetime value as a way to evaluate a customer’s potential worth. All customers are not created equal, thus customers should be treated differently based on their value and profitability. 

Customers who are high value are given extra services, invited to special events, and more marketing money is spent on them to ensure retention and satisfaction. Lower value customers are charged for extra services and are not given personal attention.
KEY NOTE: Read the KLP above, look at the VLD,  complete the LU, and then study them again.

LU 5.4 –  Customer Relationship Management (CRM) 
                           INSERT VISUAL LEARNING DIAGRAMS 

LU 5.4 Detailed Exercises                

       Correct answers
1. Customer Relationship Management is building 

     customer …                                                       See below

2.  The longer a customer stays with a brand, the

      more … that customer becomes.                       LOYALTY

3. Companies are looking more at customer … value as

    a way to evaluate a customer’s potential worth.  PROFITABLE

4. Acquiring new customers means spending more money 

    on  …,  marketing, advertising, sales promotion and …             

                                                                                LIFETIME

5. All customers are not created equal, thus customers 

    on their value and should be treated …based profitability.     

                                                                              DISTRIBUTION

6. Customers who have high …are given extra services,

    invited to special events, and more marketing money is

    spent on them to ensure retention and satisfaction. 
         

                                                                               DIFFERENTLY

7. Lower … customers are charged for extra services 

 and are not given personal attention.                     VALUE

8. So ends the program.  Now read the KLP for 

this LU again.  No wrong answer!  Now relax. Then

study again ALL the VLP and VLD, before you challenge

yourself with the Feedback.

.                                                                               VALUE
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      Estimated time: 60 minutes   Choose ONE “most correct”  answer.

        .

I.   Any business has the following basic functions:

         a) to put technological know-how into practice?

         b) to survive by satisfying consumer needs?

         c) to market and innovate to satisfy consumer needs?

         d) to produce correct consumer products?

        2. Products are classified as consumer or industrial according to their

         a) nature - type of product?

         b) technology?

         c) price?

         d) seller?

 3.  The difference between the marketing concept and the product 

       concept is: 

a) product concept only looks at products

b) marketing concept is concerned with positioning

c) the marketing concept understands marketing needs first and 

    then produces a product

d) promotion is not included in the product concept.

4.   One to one marketing is concerned with:

a)  mass marketing

b) selective marketing

c) individual marketing

d) differentiated marketing

5.   What are the three areas of marketing strategy:

a) analysis, segmentation and positioning

b) segmentation, targeting and positioning

c) competitive analysis, targeting and positioning

d) market research, segmentation, and targeting

6.   Market Positioning is:

a) how strong a product is

b) place of product in consumers’ minds

c) image

d) understanding of product benefits

7.    Consumers received value when:

a) they are satisfied with the product

b) they did not pay much for the product

c) perceived benefits outweigh costs

d) expectations are met

        8.    All brands have:

a) personalities

b) image

c) equity

d) all of the above

9.    Companies get a competitive advantage when they:

a) sell more than competitors

b)  produce better quality products

c) give customers more for less

d)  have more resources than competitors

10. The elements of the promotion mix are all but one of the following:

a)  public relations

b)  advertising

c)  sales

d)  one to one marketing

11.  When one sets pricing based on demand and customers’ perceived value

a) profit margin pricing

b) market skimming pricing

c) value pricing

d) market penetration pricing

12.  The marketing-mix emphasis for convenience goods differs from the


        mix for shopping goods mainly in

a) promotion?

b) price?

c) sales and service needs?

d) distribution channels?

4   The market for groceries differs from the market for high-fashion


             goods mainly in:

             a) not being limited to one distribution channel?

             b) product life?

             c) promotion?

             d) product planning?

5   Economical production runs of bicycles is important because of:


             a) need to have stocks on hand?

             b) cost of production affects cost of finished article?

             c) problems in moving bulk loads?

             d) people getting tired?

6   To make consumers aware of a fabricated plastics material used in

             men's clothing, manufacturers often use:

             a) trade magazines?

             b) excessive guarantees?

             c) advertising directed at the consumers?

             d) trade fairs?  

7.      Component parts increase the value of the final product if they:

       a) make advertising easier?



b) are technically feasible?

                 c) are a nice colour?

                 d) provide consumer user benefits?

           8   Marketing of manufacturing supplies and of hardware goods for the

                 general public are similar because of:

                 a) price?

                 b) widespread markets?

                 c) similar salesmen?

                 d) advertising?

             9   A market segment is:

                 a) a percentage share of the market?

                 b) a group of consumers with similar characteristics?

                 c) a limited market?

                 d) a horizontal market?

10.  A manufacturer of food products in a strong financial position with       

       a wide line of high-price, low-bulk products may:

       a) sell directly to retailers?

       b) control the market?

      c) start a price war?

                d) go on long vacations?

           I I . A retail marketer can conduct his business:

                 a) in a store?

                 b) through the mail?

                 c) in his customers' homes?

                 d) all of these?

I2   Consumer marketers for peanut butter, when deciding on  the type of  distribution channel, have to consider:

                 a) all of the below?

                 b) number and type of consumers?

                 c) location of consumers?

                 d) buying habits of consumers?

13    Emotional motives are important in consumer purchasing of      whisky  when:

                 a) prices are grossly unequal?

                 b) the seller does not know the buyer personally?

                 c) all rational considerations are equal?

                 d) the amount of the purchase is small?

        I4    Market segmentation enables the consumer marketer to:


                  a) use only specialist salesmen?

                  b) find the most suitable market for his product?

                  c) limit sales and keep up prices?

                  d) 'divide and conquer'?

15 Sales volume of men's clothing is achieved under the marketing 

concept by:


                  a) sexy advertising?

                  b) aggressive selling?

                  c) appropriate marketing mix?

                  d) new-product development?

16     Under the marketing concept for soap products, the following 

         are all part of new-product development except:


                  a) exploration?

                  b) screening?

                  c) market research?

                  d) sales training?


         I7      Market strategy always involves:

                  a) selection of new advertising media?

                  b) selection of the appropriate marketing mix?

                  c) revision of the advertising mix?

                  d) selection of a large market segment?

          18  To achieve lower costs, we cannot increase production of 

       children's toys indefinitely without:

       a) running out of raw material?

       b) needing excessive engineering staff?

       c) having lower profits?

                d) having to expand production facilities, thus increasing fixed 

                      costs)


          19   If you pay too much attention to current consumer-market 

        problems it often leads to:


                  a) foreign competition coming in?

                  b) your missing out on potentially very worthwhile markets@

                  c) complexity of market segments?

                  d) your finances becoming weak?

          20   A serious problem that top management faces in implementing 

sound consumer-marketing planning is:


                  a) insufficient knowledge about the consumer?

                  b) product obsolescence?

                  c) lack of enthusiasm?

                  d) excessive competition?

21  Under the marketing-management concept, consumer-orientation means all of the following except:

a)
customer needs determine the firm's survival and growth?

b)
determining the actual and potential needs of customers and    

   satisfying them?

c)
continuously reshaping marketing efforts to meet opportunities 

   and demands more effectively?

d)
producing the best-engineered products possible?

22
Marketing-strategy development for confectionery products means all of the following except:

a)
recognizing departmental implications?

b)
coordinating all marketing strategies towards a goal?

c)
emphasizing the need for an innovative climate?

d)
emphasizing consumer benefits rather than product features?

23
The marketing mix is, by definition, concerned with:

      a) volume?

      b) profit?

c)
the 4 P's?

d)
achieving top-management objectives?

24
Demand which is usually widespread and requires a broader market normally concerns:

a)
convenience goods?

b)
heroin and similar products?

c)
basic essentials?

d)
shopping goods?

25
The demand for consumer goods is:

a)
direct from housewives?

b)
direct from engineers?

c)
derived from manufacturers?

d)
derived from consumer needs?

26
'In a consumer market, products not fulfilling the market's needs have little chance of success.' This statement is:

a)
always true?

b)
sometimes true?

c)
half true?

d) false?

27
In the marketing strategy for a consumer product, 'price' is:

a)
always the key factor?

b)
generally the key factor?

      c) never the sole factor?

     d) seldom the key factor?

         28     When many products are manufactured, product costs are best

                 classified for pricing purposes as:

                 a) correct or incorrect?

                 b) variable or fixed?

                 c) too damned high?

                 d) true or false?

         29   A pricing policy designed to have the same price to customers in 

               a  specific area is:

                 a) zone pricing?

                 b) competitive pricing?

                 c) unethical pricing?

                 d) fob. pricing?

          30  All of the following are normally functions of pricing policy except:

                 a) achieving target return on investment?

                 b) helping salesmen sell without trying?

                 c) maintaining or improving market share?

                 d) combating competition?

          3I   When a line of consumer products with different grades is 

                marketed price is generally related to:

                 a) the company's past history?

                 b) Cost Plus 20%?

                 c) what the market will pay?

                 d) agents' commission?

           32 To avoid competition, the firm could:

                 a) lower the price?

                 b) limit the market to specific segments?

                 c) set up long-term arrangements with major retailers?

                 d) any of these?

           33  If a product takes an irreversible downward trend in sales and the

                 seller is not recovering variable costs:

                 a)  aggressive selling should be applied?

                 b)  the product should be eliminated as soon as a better 

                       alternative can be found so quickly'>

                 c)  the product should not be eliminated to

                 d)  sellers must get together to 'fix' the market?

              34  The product-development department budget is best justified 

                     in terms of:

                     a) product sales?

                     b) necessity of product developments for long-term company 

                         survival?

                     c) product net profit?

                     d) personal needs of the development manager?

             35   When sales volume of a food product is increasing and profits 

                    are increasing, this is the period of:

                     a) growth?

                     b) maturity?

                     c) saturation?

                     d) heavenly blue?

            36      When sales volume and profits are falling, this is the period of:

                     a) growth?

                     b) maturity?

                     c) decline?

                     d) sadness?

            37     A marketing-orientated executive views product development 

                     as:

                     a) mainly research?

                     b) taking an intelligent chance on new products?

                     c) a company-wide activity under the direction of marketing?

                     d) a company-wide activity under the direction of engineering?

           38      Marketing segmentation is:

                     a) the same as product differentiation?

                     b) similar to product differentiation?

                     c) the division of the market by consumer type?

                     d) aimed at dividing the market by products?

           39       We can justify retaining a product in the short-run if it:

                     a) has involved considerable research and development?

                     b) contributes and aids the product line?

                     c) does not earn a contribution?

                     d) satisfies customers?

          40        Planned obsolescence is:

                     a) justified if the customer will stand for it?

                     b) always profitable?

                     c) a necessary aspect of consumer-orientation?

4i   The main reason for product diversification is to:

a)
employ the Chairman's relations?

b)
use excess company funds effectively?

c)
follow competitive companies?

d)
achieve greater rates of growth of sales and profits?

42
Product policy is concerned with:



a)
product obsolescence?



b)
product-line extension?



c)
consumer needs?


d)     all of these?

43
Product planning involves all of the following except:

a)
developing competitive strategies?

b)
adjustment to shifting market needs?

c)
avoiding risk?

d)
taking cognisance of environmental changes?

44
Product mix is mainly broadened to:

a)
utilise by-products?

b)
make company expansion possible?

c)
make salesmen more effective?

d)
customer requirements?

45
The key feature in new-product development is:

a)
new product ideas?

b)
co-operation in setting target dates?

c)
commitment to substantial investment?

d)
already having adequate channels of distribution?

46
'In the long-run, the price of a successful product must cover total cost.' This statement is:

a)
sometimes true?

b) false?

c)  true?

d)
not relevant to marketing?

47
Market coverage or the number of outlets in a trading area is determined by:

a)
consumer purchasing patterns?

b)
distribution costs?

c)
competition?

d)
all of these?

48. The basic idea of mass coverage is


a)  stabilizing sales volume
b)
standardization of product?

c)
that consumer demand is widespread?

d)
achieving higher company prestige?

49.  There is a general tendency to market directly because middlemen, 

       among other things:

a)
all of the below?

b)
fail to seek out new customers?

c)
do not devote enough time to manufacturers' products or customers?

d)
do not 'sell' - just take orders?

50
Manufacturers market indirectly:
a)
to avoid a large financial investment on a long-term basis?

b)
to lessen selling expenses?

c)
to gain access to market segments from which they are otherwise barred?

d)
all of these?

5I
In selecting the major type of outlet to be used, a manufacturer should consider, in the first instance:

a)
outlets used by competitors?

b)
the needs of his target market?

c)
relationship with his sales-force?

d)
product price?

52
It is risky to disrupt the continuity of the advertising effort:

a)
because advertising is a continuous process?

b)
because advertising is expensive?

c)
because the budget has already been set?

d)
because customers expect you to advertise?

53
All of the following are specific advertising objectives except:

a)
building primary and selective demand?

b)
, decreasing the work-load of the sales-force?

c)
introducing products to new segments of the market?-

d)
introducing new special offers?

54
A consumer marketer, in developing a favourable marketing image, is trying to establish:

a)
that the firm's products fulfil the marketing needs best?

b)
that the firm is large enough to handle customer orders?

      c)  that the firm is  growing?

d)
that he has an attractive personality?

55
'Successful advertising reduces the overall cost of selling.' This statement is:

a) true?

b) false?

c)
sometimes true?

d)
irrelevant to marketing?

56
Deciding which advertising media to use involves all the following

except:

a)
media reach in the target market?

b)
media frequency of exposure?

c)
the media we prefer?

d)
media cost per thousand?

57
The advantage of direct-mail selling is:

a)
flexibility in territorial coverage?

b)
control over timing?

c)
audience selectivity?

d)
all of these?

58
In practice, the key function of an advertising agency is:

a)
advising us on how to develop new products?

b)
competence in copy, layout, and media selection?

c)
advising on sales training?

d)
liaison with other specialists?

59
It is dangerous for a marketer to rely too heavily on past experience in making marketing decisions because:

a)
the customers are changing?

b)
the products are changing?

c)
each new decision requires a fresh evaluation of all the factors involved?

d)
the external environment is changing?

60  Planning for consumer marketing involves:

a)
statement of objectives?

b)
definition of assumptions?

c)
a whole series of steps including the three mentioned here?

d)
evaluation of alternatives?

6i   New-product research-and-development strategy seeks to:

a) direct R & D efforts towards consumer needs?

b) take into account possible advertising difficulties?

c) measure he productivity of marketing?

d) disorganise the R & D function?

62
Control in marketing seeks to:

a)
balance authority and action?

b)
improve decision-making and planning by a rapid feedback of results?

c)
promote creativity and effectiveness?

d)
limit information-flow to responsible authorities?

63
Control is essential in marketing because:

a)
marketing staff do not work without it?

b)
you cannot make money without it?

c)
it keeps operations going according to plan?

d)
inefficiency is normal?

64
Our target of market share should be adjusted when we note a change in market environment, because we:

a)
want to be conservative?

b)
must then reduce the advertising budget?

c)
know it is usually complicated?

d)
use it as a performance standard?

65
Accounting reports are not normally useful for marketing because:

a)
they are made for tame accountants?

b)
they fail to recognise the 'opportunity' value of marketing-management information?

c)
personal whims play a major role in keeping the reports?

d)
they report only in money?

66
Market research seeks mainly to:

a)
provide management data for marketing decisions?

b)
gather information?

c)
measure markets?

d)
analyse sales results?

67
Continuous assessment of marketing opportunities assures that a company will be:

a)
dynamic in marketing and production?

b)
prepared to meet changing marketing opportunities?

c)
able to identify challenges and problems?

d)
profitable?

68
Penetration pricing implies that the firm:

a)
desires to exploit a specific market segment?

b)
wants to maximize the recovery rate on a new product investment?

c)
wants to saturate as much of the potential market as quickly as possible?

d)
wants to get in quickly?

69
Skimming pricing:

a)
means setting a high price to maximise initial return?

b)
implies that the firm wants to saturate as much of the market as quickly as possible?

c)
is a means to exploit a specific segment of the market?

d)
is a sound strategy for milk products?

70
Cumulative quantity discounts:

a)
tend not to hold the loyalty of buyers?

b)
are unfair to consumers?

c)
do not penalise the large buyer who makes an occasional small purchase?

d)
will probably eliminate small orders?

7i    Non-cumulative quantity discounts:

a)
will encourage small orders?

b)
are useful when lower distribution cost is a function of the size of order?

c)
do not penalize the large buyer who makes an occasional small purchase?

d)
are useful in marketing major equipment?

72
Cash discounts to customers:

a)
encourage immediate payment?

b)
reduce price?

c)
pass on savings to the buyer?

d)
all of these?

73
In pricing, we are mainly concerned with product costs that are:

a)
variable?

b)
fixed?

c)
true?

d)
still too high?

74
The marketing mix involves Product, Price, Place, and:

a) Planning?

b) Principles?

c) Post mortem?

d) Promotion?

75
 Special promotions in the consumer field are usually:

a)
when price-cutting takes place?

b)
activities that support advertising and personal sales presentations?

c)
activities to boost sales in the long run?

d)
done when there is a danger that the sales budgets will not be met?

76
Demand for consumer goods can fluctuate widely because:

a)
of inventory policies?

b)
prices are low?

c)
there are many buyers?

d)
of changing consumer needs?

77
Emotional motivation of consumers to buy a product should be:

a)   ignored?

b)
suffered cheerfully?

c)  expanded?

d)
recognized as a fact?

78
A successful marketer sees to it that he:

a)
pushes the products that make most profit?

b)
satisfies the market's needs?

c)
constantly changes his product range?

d)
only produces what his salesmen can sell?

79
Rational buying motives imply:

a)
concentration on price only?

b)
a high degree of guesswork?

c)
buying in the open market?

d)
consideration of many factors as well as price?

80   Sound consumer marketing is dependent on:

a)
good products?

b)
keen prices?

c)
sound marketing planning?

d)
a strong sales-force?

 Extra: 

Which of the following is not an element of the marketing mix:

a)  promotion

        b) product

c)  place

  d)  people

ADD OTHERS FOR KEY POINTS … 


Our Answers to the Quiz


    I - c
2I - d
4I -d
61 - a

   2 - a
22 - a
42 - d
62 - b

   3 - d
23 - c
43 - c
63 - c


   4 - a
24 - a
44 - d
64 - d

   5 - b
25 - d
45 - a
65 - b

   6 - c
26 - a
46 - c
66 - a

   7 - d
  27 - c
  47 - d
 67 - b

   8 - b
  28 - b
  49 - c
 68 - c

  9 - b
  29 - a
  49 - a
 69 - a

10- a
30 - b
50 - d
70 - c


I I - d
3I - c
51 - b
71 - b

12 - a
32 - d
52 - a
72 - .4


13 - c
33 - b
53 - b
73 - a

14 - b
34 - b
54 - a
74 - d

15 - c
35 - a
55 - a
75 - b

16 -d
36 - c
56 - c
76 - d

I7 - b
37 - c
57 - d
77 - d

18 - d
38 - c
58-b
78 - b

19 - b
39 - b
59 - c
79 - d

20 - a
40 - c
6o - c
80 – c

GRADING - 70-80 Excellent,  60-70 Good, under 60
 Fair, repeat the program at a later date. Note: One or two answers may be wrong … a challenge to you?
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            GLOSSARY OF MARKETING LANGUAGE

(add new words as needed)
Accessory equipment


Equipment needed for operation of major equipment.  Low price, charged as current operating expense.

Advertising


Paid promotion of ideas, goods, or services.  For industrial products may be through trade magazines and papers, direct mailing, etc.  See promotion mix and marketing mix.

Agent


Firm which negotiates purchases or sales, but does not own the goods in which it deals.  Usually paid by commission or fee.

Assembling


Bringing supplies, or assortments of goods, or services together to make sales or purchases easier.

Basing-Point Pricing


Delivered sales price consists of a quoted price at the basing point plus transportation charges from the basing point, regardless of shipping point.

Branch House


See sales‑branch

Branch Office


See sales‑branch without stock

Brand


A name, term, sign, symbol, or design, or combination of these, which is intended to identify the products (or services) of a seller and to differentiate them from those products or services marketed by competitors.

Brand Manager


Responsible to marketing manager for a group of products ‑ usually mainly individual in promotion rather than using the full mix.

Break-Even Analysis


Analysis to determine at the point that total sales revenue equals total cost. Based upon assumptions of: sales volume/ prices and variable/fixed costs at such volumes.  Indicates sensitivity of profit to: sales volume/price/cost. One chart is usually not valid for all volumes, since the variable/fixed costs will change.  Useful tool for understanding sales/costs relationships.

Broker


Agent without physical control of the goods, representing buyer or seller in negotiating deals.

Budget


Plan or target in quantative/financial terms and in non-quantative terms.  Set a target or standard of required performance. May be a total operating budget (sales, costs, and profit) or a more limited departmental budget.  May relate to cost, profit or investment centres. Can be developed by inter-action, as a "creative" (rather than a "defensive") motivator for managers.  Directly related to the organizational culture of the enterprise.  Usually has both formal "rational" effects and informal "psychological" effects on how managers behave throughout the organization.

Buying Power


See purchasing power

Cash and Carry Wholesaler


Wholesaler dealing for cash, without delivery service.

Cash Discount


Discount for retail payment

Channel of Distribution


Structure ‑ internal and external ‑ to market commodity, product, or service.  Includes sales‑representatives, agents, wholesalers, etc.

Commission House


Agent with physical control of sale of goods.  Obeys instructions issued by principal.  Arranges delivery, extends credit, deducts fees, and remits the balance to principal.

Commodity Exchange


Organization owned by members, providing market for specified commodities.  Similar to co‑operative.

Competitive arenas


The business and geographic arenas, where the company will compete in the future. Part of competitive strategy.

Competitive Strategy


How the company intends to achieve a sustainable competitive advantage. One of the three constituents of corporate strategy. There are three major competitive strategies: overall cost leadership, differentiation, and focus. Competitive strategy involves how the company intends to achieve a sustainable competitive advantage in its chosen product markets, with a variety of strategic thrusts.

Component Parts


Products installed as part of the final product.

Consumer Goods


Goods for ultimate consumers (public) or households, and used without commercial processing.

Consumer and Industrial Marketing


Consumer marketing is the marketing of goods and services to the ultimate consumer - the public.


Industrial marketing is the marketing of good and services to industrial consumers, who may in turn manufacture goods and services for the public.

 
Industrial goods and services produce or become part of other goods or facilitate the operation of the enterprise.

Consumer Marketing


Business of directing the flow of goods and services to the ultimate consumer.  Does not service or form part of any subsequent product.  See industrial marketing.

Consumer Research


See marketing research.

Contribution


Excess sales price over variable cost.  Contributes to fixed overhead and profit.  Requires analysis of cost into fixed and variable.  Contribution maximized at various sales volumes dependent upon sales and cost.  Distinguish contribution per unit from total contribution.

Corporate mission


Tool for developing corporate strategy. Statement of what role the company will seek to play in order to achieve its vision:  what needs does it wish to satisfy in which markets with what products/services against which competitors and how will it measure its success.

Corporate strategy


Overall business strategy with three components: corporate mission, product market strategy and competitive strategy, which interact all the time. It is easier to build up a coherent, unified business strategy from a synthesis of these three components, which provide the basis for measuring its internal consistency.


The the strategy must be consistent with the company's "vision", with its resources AND with it's special distinctive competencies or sources of competitive advantage. 


     To develop corporate strategy: a VISION leads to a VIEW of what the future holds, identifying COMPETITIVE arenas, and SOURCES of competitive advantage.  This leads to development of a corporate MISSION, from which POSITIONING can enable a COMPETITIVE strategy and a PRODUCT/MARKET strategy.

Cost



Cost of product.  Vague term!  See manufacture cost, total cost, variable cost, fixed cost, opportunity cost, differential cost, true cost.

Cumulative Discount


Discount given on total purchases over a period of time.

Dealer


Buys and resells merchandise at either retail or wholesale level.

Delivered Priced


Price based on the point of destination ‑ the opposite of f.o.b. pricing.

Derived Demand


Demand for a product not generated directly but as a result of demand for other goods and services of which the product is a basic part.  Demand for industrial goods is derived rather than a direct demand.

Differential Costs


Added costs resulting from a change in business activity.Increased costs.  Costs that change as a result of some decision. Relevant costs.  Usually variable costs.

Direct Marketing Channel


Manufacturer marketing directly to consumer, not using agents or wholesalers.

Direct Selling


Producing firm sells to the user, ultimate consumer, or retailer, without intervening middlemen.

Discount


Allowance reducing sales price.  Percentage of sales price.  May be cash discount, trade discount, or quantity discount.

Distribution


See industrial distributor.

Diversification


Marketing a varied line of products.  Reduces risk.  Large product‑line may be more economic to duplicate.

Drop Shipment


Direct shipment of goods from producer to buyer.

Elasticity


Variation in demand due to change in prices.  Normal elasticity‑low price, high demand.  Industrial goods have abnormal short‑term elasticity but normal long‑term elasticity.

Equipment


Industrial goods which form part of the physical product.  See major equipment, installation, accessory equipment.

Exclusive-Outlet Selling


Sale of products or service confined to one retailer or wholesaler in each area, on a contractual basis.

Fabricated Materials


Goods partly processed which require more work before becoming part of the finished product.

Facilitating Agencies in Marketing


Agencies which perform some marketing functions.  No title to goods.  Negotiate purchases or sales: e.g. banks, railroads, advertising agencies.

Factoring


Specialized financial function whereby producers, wholesalers, and retailers sell their receivables to financial institutions, usually at a high discount.

Fair Trade


Retail resale‑price maintenance imposed by suppliers of branded goods. 

Fixed Cost


Cost affected by reasonable changes in the volume of sales or production but changing only with very substantial changes in sales or production volume.  Cost that does not vary in total with the volume of sales or production.  In the long term, all costs are variable, e.g. rent, office salaries, etc.

F.O.B. (Free On Board) Pricing


Pricing in which buyer pays freight costs.

Focus - strategic thrust


A competitive strategy involving: special product line, target to a special market segment or limitation to a specific geographical area. etc.  

Functional Discount


See distributor discount

Grading


Predetermined standards of product quality.

Gross Profit


See margin.

Horizontal Market


Market of all kinds of firms in many different industries.

Incremental Costs


See differential costs.

Indirect Marketing Channel


Distribution system in which there are intermediaries between the manufacturer and the consumer.

Industrial Distributor


Full service wholesaler selling primarily to the industrial market, performing all, or most, of the marketing functions. Jobber.

Industrial Goods


Goods for use in producing other goods.  Not goods sold to ultimate consumers.  Includes equipment (installed and accessory); component parts; maintenance, repair and operating supplies; raw materials; fabricating materials.

Industrial Market Characteristics


Narrow industrial markets which involve only a particular trade or industry are referred to as "vertical". By contrast, "horizontal" industrial markets involve goods and services for a many different kinds of companies and in many different industries.

Industrial Marketing


Business of directing the flow of goods and services from producer to a user who in turn produces other goods and services, or facilitates the operation of an enterprise.  See consumer marketing.

Inside Salesmen


Salesmen working for industrial distributors and manufacturers in sales‑branches, not field salesmen.

Installation


Major equipment of significant size, closely allied with construction, e.g. blast‑furnace.

Interdependent Pricing


Pricing of products in conjunction with other products in the same product‑line.

Jobber


See industrial distributor.

Limited Market Coverage


Working only one or a limited number of outlets per trading area.

Low cost - strategic thrust


A competitive strategy involving: experience curve payoffs, no‑frills products, product special design, raw‑material sourcing, low‑cost distribution, lowering labour costs, government subsidies, location changes, production innovations, buying competitors, automation, reducing overheads etc.

Mail -Order Wholesalers


Wholesalers who perform the selling service entirely by mail.

Major Equipment


Items of high unit‑price which are capital assets.

Manufacture Cost


The total amount of money spent on direct labour, material, and manufacturing overhead during the production of a product or products.

Manufacturer's Agent


Agent who operates on extended contractual basis, often sells within an exclusive territory, and possesses limited authority with regard to prices and terms of sale.  Authorized to sell a definite portion of his principal's output.

Margin


Percentage of sales price.  Difference between sales price and cost of goods purchased; e.g. cost 100, sales price 125 ‑ margin 20%.  See mark up.

Market


a)  Total of forces or conditions within which buyers  and sellers make decisions that result in the transfer of goods and services.


b)  Total demand of the potential buyers of a commodity or service.  See also vertical market, niche market and horizontal market.

Market Analysis


Sub‑division of marketing research dealing with measurement of market and determination of its characteristics.  See marketing research.

Market Coverage


Number of outlets per designated trading area.

Market Research


See marketing research.

Market Segmentation


Division of the market into smaller homogeneous segments by user type.

Market Share


Sales potential.  Company's sales as a percentage of the total industry sales on either an actual or potential basis.  Often used to designate the part of total‑industry sales a company hopes, or expects, to get.

Market Testing


Testing product in part of target market to see performance under actual market conditions.  Part of new‑product development.  See also market testing.

Marketing Budget


A statement of the planned financial sales and planned marketing costs for a specified future period.

Marketing Channel


See channel of distribution.

Marketing - Cost Accounting


Allocation of marketing costs according to customers, marketing units, products, territories, or marketing activities.  Provides essential quantitative data for marketing decisions.

Marketing - Cost Analysis


Evaluation of the relative profitability or costs of different marketing operations in terms of customers, marketing units, commodities, territories, or marketing activities.

Marketing Function


Major specialized activity in marketing.

Marketing Management


Satisfying customer needs by building profitable customer relationships. The goal is to build customer loyalty. 

          Planning, direction, and control of the entire marketing activity of a firm or division of a firm.  Includes formulation of marketing objectives, policies, programs, and strategy.  Commonly embraces product development, organizing and staffing to carry out plans, supervising marketing operations, and controlling marketing performance.

Marketing Management Concept


The concept is to be consumer-oriented; consumer needs (or perceived needs) are the determinants of the company survival, growth and profitability.


Seek to achieve a profitable level of sales; to be profit oriented.


Coordinate the direction of all marketing activities by formulating consistent inter-related strategies directed to one common goal of: "profitably satisfying the needs of the target consumer".


Customers do not buy a product; they buy what the product can do for them; they buy services!

Marketing


Means directing all company activities towards one common goal. The goal is to discover and satisfy the present and potential needs of a target customer, using company skills and resources. Use company resources to satisfy a target market profitably.  Create and retain profitable customers. Finding out what the target markets' needs (either conscious or subconscious) are, and satisfying them to the best of the company's ability.

Marketing Mix


Marketing is concerned with the selection of a proper marketing mix:


Positioning - how should our target market perceive us?


Product - what kind of goods and services?


Price - how much and on what terms?


People - who should we target and how to segment the market?


Place - where and how to distribute our goods and services?


Promotion - how to get the buyers?


In 2005 the new marketing mix has 6 (not 4) "P's". 

Marketing Planning


Setting objectives for marketing activity, and determining and scheduling the steps necessary to achieve such objectives.

Marketing Research


Systematic gathering, recording, and analyzing of data about marketing problems for goods and services.  Internally or by outside consultants.

Marketing Strategy


Strategy concerned with maintaining or achieving market‑acceptance for established products and designing means for securing markets for products.  Designed to fulfil the customer's needs.

Mark On


See mark up.

Mark Up


Margin expressed as percentage of cost of goods purchased;  e.g. cost 100, sales price 125 ‑ mark up 25%.  See margin.

Mass Distribution


Using maximum number of outlets per trading area.

Media


Means of communication, e.g. newspapers, television, etc.  See advertising.

Merchandising


Choice of channels, the packaging of the product, its pricing, and its presentation and sales promotion.

Merchant


Business that buys, takes title to, and resells merchandise.

Middleman


Business that specializes in operations directly involved in purchases and/or sales between producer and consumer.  Middlemen are of two types: merchants and agents.

Missionary Salesman


Manufacturer's salesman who calls on customers of his distributors.  Develops goodwill.  Stimulates demand.  Promotes sale of employer's goods.  Trains salesmen.  Takes orders for delivery by distributors.

Monopoly


Market with only one seller.

Monopsony


Market with only one buyer.

Motivation Research


Techniques of behavioral scientists used by marketing researchers to discover psychological factors influencing marketing behavior.

M.R.O.


Maintenance, repair, and operating supplier.  See operating supplies.

Multi-Purpose Equipment


Equipment utilized by different industries without modification

National Brands


Manufacturer's or producer's brand, usually enjoying wide territorial distribution.

Net Profit


Sales less costs (including overhead expenses) equals net profit. See gross profit.

New Marketing Mix


6 P's instead of 4 P's. See marketing mix. 

Niche Market


A narrow segment of the overall market, with a common characteristic

         that will make the product or service especially attractive to them.

Non--Cumulative Discount


Discount based on quantity purchased at one given time.

O.E.M.


Original‑equipment manufacturer, as opposed to replacement‑part manufacturer.

Oligopoly


Market with few sellers.  Difficult to enter.

One to One marketing

Satisfying customer needs by building individual relationships with customers using databases to get closer to the customer.

Operating supplies


Goods used up in production process or operations of any enterprise. Sometimes known as M.R.O.

Opportunity cost


Cost or value of an alternative course of action.

Outlet


Unit selling product to consumer.

Penetration pricing


Low‑price strategy designed to gain as much of the potential market as possible within a short time after the introduction of a new product. 

Personal selling


Verbal selling to potential purchasers.

Place


Distribution channel.  See marketing mix.

Planned obsolescence


Policy of determining, during development, how and when a product's usefulness will be terminated.

Point‑of‑origin‑pricing


See f.o.b. pricing.

Positioning 


The picture that the target market has of the company. What is the minds of the customers.  The position that a company owns in the marketplace is the net result of the interaction of all the experiences, beliefs, feelings, knowledge and impressions that the market has accumulated about the company.


Positioning is a strategic issue ‑ it is the first element of any marketing strategy aimed at a target market. Positioning is a strategic statement about how the company/brand wants to be "seen" on the marketplace. It is based on a "vision" of what the company wants to be and how it wants to be perceived by its stakeholders. It thus guides the development and execution of the total marketing strategy

Postage‑stamp pricing


Charging a uniform delivered price to all buyers, regardless of location.

Price


See marketing mix.  Price of product or service.  See skimming and penetration pricing, f.o.b. pricing, basing‑point pricing, zone pricing, postage‑stamp pricing.

Price leader


One or two firms in an industry, or product field, who dominate. Price usually followed by rest of firms in same field.

Pricing policy


Part of marketing mix.  Decision on the price of product related to objectives, market share, contribution, competitive action, product life‑cycle, patentability, etc.

Producers' co‑operative marketing


Involves sale of goods or services of the producers who are members.  May perform only assembly or brokerage function.  May extend into processing and distribution of the members' production.

Product


End result of companies' manufacturing process.  See marketing mix.

Product differentiation - strategic thrust


Emphasizes differences between a product and competing products. A competitive strategy involving:  product quality, performance, durability, conformance, features, name, reliability, serviceability, fit and finish,  service quality, reliability, responsiveness, competence, credibility, empathy, courtesy, communication etc.

Product life cycles


The product life cycle as a strategic market driven tool with five phases: introduction, growth, maturity, saturation and decline. Each phase has special characteristics.

Product‑line


Group of closely related products satisfying class of need, used together, sold to the same customer groups, marketed through the same outlets, or falling within given price ranges.

Product management


Planning, direction, and control of all phases of the life‑cycle of products, screening of such ideas, coordination of research and physical development of products, packaging and branding, introduction on the market, market development, modification, discovery of new uses, repair and servicing, their deletion.

Product/market strategies


Tool for developing corporate strategy. Strategies to optimize product sales in selected markets. Alternatives include:  concentrate on existing markets, new market development, new product development, innovation based on existing resources, buying direct competitors, joint ventures, vertical integration, buying synergistic businesses etc.

Product mix


Group of products offered for sale by a firm.

Product planning


See merchandising.

Product policy


Part of marketing mix.  Decision on product type, quality, life‑cycle, planned obsolescence, new‑product development etc.

Product strategy


Strategy concerned with the creation of products to meet changing needs of customers, or to attract new customers.  

Promotion


See marketing mix.

Promotion mix


Combination of advertising, personal selling and sales‑promotional techniques used to gain acceptance of the product by the target market.  See marketing mix.

Publicity


Stimulation of demand for a product by news in published media or favorable radio, television, or stage presentations.

Purchasing power


Buying power. Capacity to purchase of individual buyer, or group of buyers, in an area or a market.

Quantity discounts


Discount based on quantity purchased ‑ may be cumulative or non‑cumulative.

Raw materials


Unprocessed goods.

Reciprocal trading


Practice of buying from those suppliers who are also customers.

Resale‑price maintenance


Control by a supplier of selling prices of branded goods at subsequent distribution.  Contractual agreement, under fair‑trade laws or other devices.

Resident buyer


Agent specializing in buying, on a fee or commission basis.

Retailer


Merchant or agent selling directly to the ultimate consumer.

Retailing


Selling directly to ultimate consumers.

Sales‑agent


See selling agent.

Sales analysis


Sub‑division of marketing research.  Systematic study and comparison of sales data.

Sales‑branch


Establishment maintained by manufacturer away from headquarters, used to stock, sell, deliver, and service products.

Sales‑branch without stock


Manufacturer's establishment away from headquarters used to sell products or provide service without carrying stocks.

Sales budget


Part of marketing budget concerned with planned financial sales and planned selling costs during budget period.  Depends upon assumptions.

Sales‑forecast  


Estimate of sales, in money or physical units, for a future period under proposed marketing plan.  Depends upon assumptions.

Sales management


Planning, direction, and control of personal selling activities.

Sales manager


Executive who plans, directs, and controls salesmen.

Sales planning


Part of marketing planning concerned with sales‑forecasting, devising programs to achieve sales target, and making sales budget.

Sales potential


See market share.

Sales promotion


Marketing activities that stimulate consumer purchasing and dealer effectiveness, such as display, shows and exhibitions, demonstrations, and various non‑recurrent selling efforts not in the ordinary routine:  not personal selling, not advertising and publicity.

Sales quota


Projected volume of sales for use in the management sales efforts for a specified period.  Expressed in money or physical units.

Sales research


See marketing research and sales analysis.

Salvage goods


Material extracted from wreckage or destruction.

Selective market coverage


Restriction of outlets, usually to those which can serve the   manufacturer profitably.

Selective selling


Policy of selling to limited number of customers in the market.

Selling


Process of persuading prospective customers to buy goods or a good service.

Selling agent


Agent who operates on a contractual basis, selling all of a specified line of merchandise or the entire output of his principal, with full authority on prices, terms, etc. of sale.

Service wholesaler


Wholesaler who renders all normal services expected in the wholesale trade.

Services


Activities, benefits, or satisfactions offered for sale, or provided with the sale of goods. Customers for a product are really buying the "services" that the product provides. 

Skimming pricing


High‑price policy for introduction of a new product, to get largest possible recovery of new‑product investment.

Special‑purpose equipment


Equipment designed to perform a single‑duty operation.

Standardization


Specifications for manufactured goods on products of agriculture and extractive industries.

Stock or inventory control


System to maintain stocks of goods at desired levels.

Storage


Holding goods between production and final sale.

Strategic Marketing


Strategic marketing is part of corporate strategy, which has three interacting components: the corporate mission, the product/market strategy, and the competitive strategy. 


The corporate mission depends upon a "Vision" for the company which concentrates energies on a common goal, and yet lets opportunities emerge. Visions that awake extraordinary performance have three things in common: a noble purpose, a sense of urgency, and clear boundaries.


Product/market strategy defines markets, products and services, and the means to develop them.


Competitive strategy deals with how the company intends to achieve a sustainable competitive advantage in its chosen product/markets. 

Sunk costs


Costs from decisions already made; they are irreversible.  Not relevant to pricing decisions.

Test marketing


Sale in part of target market to test effectiveness of marketing mix in achieving objectives.  Follows market testing.

Total cost


The total amount of money spent on cost of manufacture, selling expenses, and administrative overheads in the production of a product or group of products.  See manufacture cost.

Trade discount


Discount for sale to another business in the same trade or industry, but not a cash discount.

Trade‑mark


Brand name given legal protection.

Trading area


District determined by the boundaries in which it is economic to sell and/or deliver goods or services from a specific point.

Traffic management


Planning and direction of transportation in marketing.

Truck wholesalers 


Wholesalers who combine selling, delivery, and collection in one operation.

True cost


A charge which is impossible to determine ‑ cost must be defined for a specific purpose.

Ultimate consumer


One who buys and/or uses goods or services for final use, not industrial though.  Usually the public.

Value analysis


System for determining most economical means of producing a product to perform specific functions.

Variable costs


Costs which vary directly with the volume of production or sales. See contribution.  Relevant to pricing.

Vendor analysis


Rating of potential suppliers as to performance and capabilities.

Vertical market


Narrow market for a particular trade or industry. See niche market for the consumer equivalent.

Vision


Tool for developing corporate strategy. An energizing picture, based on a view of the future, of what top management wants the company to become.

View 


Tool for developing corporate strategy. View of what the future holds; what are the anticipated regulatory, competitive, economic and geopolitical environments in which the company must compete.

Wholesaler


Firm which buys and resells merchandise to retailers and other merchants and/or industrial, institutional, and commercial users. Does not sell to public.

Zone pricing


Pricing by specific zones, each with a different delivered price.

FURTHER STUDY IN MARKETING LANGUAGE …
AGL 1
ACCOUNTING REPORTS

AGl 2 
COST MARKETING & CONTROL

AGL 3 
PLANNING & BUDGETARY CONTROL

AGL 4
CAPITAL INVESTMENT ANALYSIS

AGL 5
FINANCIAL MANAGEMENT OF WORKING 
                    CAPITAL

ASS 

DEBIT & CREDIT

… and of course  … The Economist and The Harvard Business Review … and occasionally … professional marketing journals.
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POST-COURSE LEARNING REINFORCEMENT


Select your learning reinforcement from the following … and try to work with a partner …


1.
Challenge – Brief Exercise (Exhibit A)


(20 minutes)

2.
Audio – Play the Learning Reinforcement            (20 minutes)


3.
Powerpoint – Play again the Lecture/case session. (30 minutes)


4.
OTHER  TO BE INSERTED??????

                (240 minutes)

5.
Contact us for any questions arising and for advice on further marketing training: robertboland@wanadoo.fr

EXHIBIT A

CHALLENGE – BRIEF EXERCISE (20 minutes)

INSERT ?????
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             CLE - CREATIVE LEARNING EXERCISE

CLE  22 –  A ONE DAY PROGRAM OF MARKETING

                 LANGUAGE AND PRACTICE
                           “Learn how to communicate confidently    

             with marketing staff!”       

1.  PROGRAM

The program is designed to provide busy managers and students with the confidence to communicate effectively, with marketing staff.  It provides the opportunity to achieve a deeper understanding of marketing language, concepts, practice, techniques and reports, in just one day of efficient and effective training.

This broadening of knowledge, skills and attitudes, will enable them to capitalize on new business opportunities and to accelerate their 

professional development, using USA and UK terminology.. 

2. LEARNINGB  OBJECTIVES:

The specific learning objectives for one day of training, are to:

a.  Use and absorb the language of marketing without effort.

b.  Apply the language to basic marketing concepts.

c.  Relate to the concepts to current marketing practice.

d.  Confidently communicate effectively with marketing staff.

e.  Motivate further study in the future.

3. SYLLABUS:

The syllabus of the program includes: : marketing language, 

marketing mix, product types & distribution, consumer motivation,  product life-cycle,  pricing, outlets and distribution, advertising,

sales  promotion,  and overall marketing strategy, planning, control and customer relationship management.

4. TIME & METHOD:

In a ONE day with pre-course and post-course learning, the CLE method is designed to achieve rapid active individual learning using special materials and the stimulus of individual or group activity with limited formal teaching. The program provides the full cycle of pre-learning, learning and learning maintenance activities. 

CLE can be used for individuals, groups and companies as a stand-alone activity or before any relevant internal management training program or MBA or external Executive Program. 

The program can be adapted to meets the need of a wide variety of business managers, staff, trainees, and students, who need  to acquire rapidly, basic language, knowledge, skills and attitudes of modern marketing language and practice. 

3. PROGRAM STRUCTURE
The creative range of learning materials provides a variety of learning experiences related upon the needs of a course instructor for appropriate learning groups. 
To support the learning there is a Simple USA/UK/IAS Glossary of marketing, cost, budget and finance terminology, for continuous reference. A Learning Reinforcement Audio (20 minutes) is provided and finally there a more advanced post-course Mini-AGL program in Basic Finance (240 minutes)

  Original versions of these learning materials have been used by over 100,000 managers in seven languages in 30 countries around the world. In this new updated collated version we use humour and relaxation to motivate and reinforce the learning, which becomes almost instinctive, without stress! Programs may be freely available to selected clients for testing, evaluation and adaptation for specific needs.   
     

FACULTY:

Dr Patricia Nuq  MBA (Rurgers) 

Dr. R.G.A. Boland , CPA, FCA, DBA, ITP (Harvard Business School) ex professor of INSEAD, Cranfield, IMD, olumbia and ex UN in Geneva.  

Mr. Anthony Harris MBA (Cranfield),  Business  Consultant in Geneva and the EU.

FURTHER INFORMATION: Tel 33-450-40-89-82 Email: robertboland@wanadoo.fr
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