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MONDAY - CHAPTER 1 - PRE-LEARNING


INTRODUCTION


In increasingly competitive national and international markets, Marketing may become a key to business profitability, growth and survival.


Managers throughout a company may well need some "special motivator" to encourage them to give a higher priority to becoming a "market-driven" company.


This intensive training programme is designed to motivate managers and to inspire "MI's" (Marketing Initiatives) within an organization, by using CAI (Computer Assisted Instruction) as part of a planned multi‑media learning system.


By taking only an hour daily for one week, either individually, with a partner, or in a small group, this training can be highly:



cost effective
‑ opportunity cost of management time



efficient

‑ doing things right



effective

‑ doing the right things


The training is a development from AGL two day courses which have been provided to over 100,000 managers in 30 countries, in six languages since 1970.


The cost of this programme (CAI and text) is ECU 750, which includes the right to make five more copies for internal use in the company, customizing the CAI for special client needs, and training client staff in using the materials efficiently and effectively.


Similar programmes are being developed in English, French and German, covering basic finance, planning and budgetary control, capital investment analysis, financial management of working capital, marketing, environmental issues etc.


Client support services are available in all EEC countries.


MONDAY - CHAPTER 1 - PRE-LEARNING


CONTENTS


Item
Page No.


Preface  
    4


Sect. 1 - Objectives
    6


Sect. 2 - Progress reporting
    6


Sect. 3 - Feedback
    6


Sect. 4 - Language 
    7


Sect. 5 - Review
    9


Appendix A - Glossary
   10 


Appendix B - Feedback
   27


Appendix C - Progress Worksheet
   44


PREFACE

1.
Welcome to the programme in which your teach yourself the basic concepts of Marketing in one week, either working individually or better still, with a partner or with a small group.

2.
For the whole programme (Chapters 1‑6) the specific learning    objectives are:


a.
To recognize and use the language and concepts of marketing, in striving to become a more market‑driven company.


b.
To exploit the full potential of the new marketing mix (positioning, product, price, people, place and promotion) when dealing with current marketing issues.


c.
To introduce new concepts of strategic marketing, vision and service marketing for the year 2000.


d.
To identify "MI's" (Marketing Initiatives) in the current operations of the organization.


e.
To motivate further study in the future.

3.
The study may be done with the CAI (Computer assisted instruction) or with the printed text (for variety) for each day as follows:



Monday
‑ Ch. 1 ‑  Pre-learning



Tuesday
‑ Ch. 2 ‑  Basics



Wednesday‑ Ch. 3 ‑  Positioning, product and price



Thursday
‑ Ch. 4 ‑  People, place and promotion



Friday
‑ Ch. 5 ‑  Strategy



Saturday
‑ Ch. 6 ‑  Learning maintenance

4.
To operate the CAI (Computer Assisted Instruction) programme:

    

Insert the diskette and type the day of week (e.g.Monday)

    

Focus the cursor on the item required

    

Press "Continue" to proceed

    

Press "Help" for help

    

Press "Highlight" for further data on words or exhibits.

    

Press "Pageback" to page back

    

Press "Quit" to stop



Press "Print screen" to print any frame of special interest

5.
The text supports the CAI by providing everything in written format as a variety and reinforcement to the learning. The other chapters (Tuesday - Saturday are on the same CAI diskette, and may be printed out using WP51 in any format. Times Italic or Univers font with a HP Laser III printer, gives a good presentation.

PREFACE

6.
Use the programme carefully for one hour each day, to teach yourself the language and basic concepts of Marketing in one week.

7.
In the front of each section of programmed instruction is a summary of the technical terms and ideas to be learned from the set. Study it carefully. If you already  fully understand all of the summary, do not complete the section, pass on to the next one. If you do not completely understand every technical term and idea in the summary, do the section. And so on we go to Section 1. - Objectives of Chapter 1.


CH.1 SECTION 1 - OBJECTIVES

1.
This chapter deals with: objectives, progress reporting, feedback, marketing language and review. 

2.
The specific learning objectives are:


a.
To gain confidence in using the computer programme instructions.


b.
To locate and use different materials in the WORKPACK including the: glossary, progress worksheet and quiz answer sheet.


c.
To begin to use marketing language.


d.
To do the feedback (100) alternative choice questions) as a pre‑test of learning, and as a first exposure to the technical vocabulary of marketing.

2.    The key objective is of course to motivate further study in the

      future.


CH.1 SECTION 2 - PROGRESS REPORTING

1. 
Progress reporting is essential as part of the "Learning Maintenance   Function" to ensure that what you learn is MAINTAINED and RETAINED.

2.
Plan your week on the Progress Worksheet and then mark it with the start/finish times of your study each day.

3.
Make a one page Learning Summary Sheet for each day to record your reactions and ideas about key points learned and problems arising.

4.
After the week we will suggest some special activities as part of Learning Maintenance.



CH.1 SECTION 3  -  FEEDBACK

1.
First locate the FEEDBACK ANSWER SHEET in the text.

2.
From the quiz of 100 alternative choice questions, choose about 50-100 questions (all or every other question as you wish).

3.
Work very quickly (so as not to be bored). For each question, choose only the one "most correct" answer.

4.
At the end check answers with the solution given and record your score on the PROGRESS WORKSHEET.



CH.1 SECTION 4 - LANGUAGE

1.
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. 

2.
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.

3.
Consumer Market Characteristics


Narrow consumer markets for a particular group of cusromers who have a specific characteristics in common, are known as "niche" markets.


By contrast "general" comsumer markets involve goods and services for all potential customers. The industrial equivalent is vertical markets.

4.
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.

4.
New 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". 



CH.1 SECTION 4 - LANGUAGE

5.
Marketing Management Concept


The concept is to be "customer-oriented" (consumer-oriented) constumer 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!

6.
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. 

7.
Technical Terms


In the programme we have used a simple set of standard words in place of highly technical terms.


The glossary of defines each word used in the programme and other words used in practice.


CH.1 SECTION 5 - REVIEW

1.
Now is the time to quickly review Chapter I - Pre-learning.

2.
Record the time taken on the Progress Worksheet and then complete the a one sheet Learning Summary for Chapter I, with as much detail to cover: what you have learned, what difficulties you are beginning to experience and above all, how you "feel about the learning" at this particular moment.

3.
And so ends Chapter I. On Tuesday, we go to Chapter II

     BASICS which you can call up by quitting Chapter I, getting

     to the DOS prompt and by typing "Tuesday" (without" ").

4.
Bye for now ...


Note: The headings for your daily Learning Summary are:


1. Day


2. Chapter completed - number and title


3. Key points learned


4. Questions to resolve


5. Personal reactions and feelings about the study


6. MI's for future action



 APPENDIX C - PROGRESS WORKSHEET

Chapter
Estimate
Actual
Number


Time

 Time
Correct

Ch. 1
-
Pre-learning (Monday)       60  

Ch. 2
-
Basics (Tuesday)
  60

Ch. 3
-
Positioning, Product & Price



(Wednesday)
  60 

Ch. 4
-
People, Place & Promotion



(Thursday)
  60

Ch. 5
-
Strategic Marketing (Friday)  60

Ch. 6
-
Learning Maintenance



(Saturday)
  60


 

 ---

---
---

 Total time (minutes)
 360



 

 ---
 
--- 
---

Feedback scores: 

Pre-learning


/100

End of programme


/100

End of the LMR (learning maintenance routine)
/100


QUIZ ANSWER SHEET


 1‑
21‑ 
41‑  
61‑ 
 81-

 
 2‑  
22‑ 
42‑  
62‑ 
 82-


 3‑  
23‑ 
43‑  
63‑ 
 83-


 4‑  
24‑ 
44‑  
64‑ 
 84-


 5‑  
25‑ 
45‑  
65‑ 
 85-


 6‑  
26‑ 
46‑  
66‑ 
 86-


 7‑  
27‑ 
47‑  
67‑ 
 87-


 8‑  
28‑ 
48‑  
68‑ 
 88-


 9‑  
29‑ 
49‑  
69‑ 
 89-


10‑  
30‑ 
50‑  
70‑ 
 90-


11‑  
31‑ 
51‑  
71‑ 
 91-


12‑  
32‑ 
52‑  
72‑ 
 92-


13‑  
33‑ 
53‑  
73‑ 
 93-


14‑  
34‑ 
54‑  
74‑ 
 94-


15‑  
35‑ 
55‑  
75‑ 
 95-


16‑  
36‑ 
56‑  
76‑ 
 96-


17‑  
37‑ 
57‑  
77‑ 
 97-


18‑  
38‑ 
58‑  
78‑ 
 98-


19‑  
39‑ 
59‑  
79‑ 
 99-


20‑  
40‑ 
60‑  
80‑
100-


Note:  ... one or two answers may be wrong...

GRADING

 70‑80/100
Excellent

 60‑70/100
Good

 Under 60/100
Fair, repeat the programme at a later date
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TUESDAY - CHAPTER 2 - BASICS


CONTENTS
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Page No.
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Sect. 4 - Buyers and Markets
 14 
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 18


CH.2 SECTION 1 - OBJECTIVES


1.
This chapter deals with: basics of marketing, the new marketing concept, product types and demand and special characteristics of buyers and markets.


2.
The specific learning objectives are:



a.
To introduce the new marketing mix (positioning, product, price, people, place and promotion).



b.
To relate the marketing to product types and demand.



c.
To identify buyers and markets.


3.
The key objective is of course to motivate further study in the future.


CH.2 ‑ SECTION 2 ‑ MARKETING CONCEPT


Summary


(15 minutes)


Marketing is determining the target market and satisfying its needs.


Consumer marketing is directed to the public. Industrial marketing is directed to industrial customers who, in turn, market to the public.


The marketing concept is that every executive member of a company must be trained to consider every business decision primarily as to how it affects the ultimate consumer of the company's products.  It is to be the consumer‑and‑profit‑ orientated.


The new marketing mix involves the 6 P's ‑ Positioning, Product, Price, People, Place (distribution), and Promotion.


A critical marketing function is "Customer Analysis" which involves three sets of strategic questions:


1. 
Segmentation



Who are the buyers and users of the product or service?



Who are the largest buyers?



What potential customers can be identified who are not buying from us?



How does the market segment?



How should the market be segmented?


2.
Customer Motivation



What motivates customers to buy and use the product or services?



What product attributes are important?



What objectives do the customers seek?



What changes in customer motivation are occurring or are likely to occur?


3.
Unmet customer needs



Are the customers satisfied with the product and services they are now buying?



Do the customers experience problems?



What objectives do the customers seek?



Are there unmet needs of which customers may not be aware?



The principle task of marketing is not to  make the customer do what suits us ‑ it's being skillful in conceiving and then making the business do what suits the interests of the customer.


CH.2 ‑ SECTION 2 ‑ MARKETING CONCEPT

1.
Firstly let's decide that the marketing concept covers those business activities which direct the flow of goods and services from the producer to the consumer or user. The aim of marketing policy is to achieve optimum profitable sales. Marketing means the directing of all company activity towards ... (one/several) common goal(s).


one

2.
Marketing involves discovering a need and ... it.  Well, would you try to market food‑freezers in Iceland? ...


satisfying, perhaps ...

3.
The general public provide the market for consumer goods. Consumer marketing is concerned with satisfying the needs of the ultimate consumer, which is the general ...


public

4.
The industial customer provides the market for industrial goods. Industrial marketing satisfies the needs of the ... customer.


Industrial

5.
Consumer‑marketing strategies are directed to the private consumer: the general public.  Industrial marketing strategies are directed to the industrial consumer, the type of customer we're concerned with in this book.  One of the differences, therefore, between industrial and consumer marketing is the type of ...


consumer

6.
Products and services bought by industrial customers are not bought for their own sake, but for use in the production of consumer products. Which of the following involve industrial marketing: 



(a) corn flakes?



(b) chocolate?



(c) trucks?



(d) computer services?


(c), (d)

7.
In general, a particular product is needed by only a small part of the total market, whether industrial or consumer. Not everyone needs nail‑varnish, and not all industrial concerns need a bulldozer.  That section of the total consumer or industrial market which needs particular product is known as the target market.  To market effectively, we must first determine the needs of the target ...


market

8.
That section of the industrial market in which there exists a need for a particular product is the industrial target market for that product.Industrial marketing, satisfies the ... of an industrial customer in an industrial ... market.


needs, target

9.
One of the key problems of industrial marketing is to identify the industrial customer, and therefore to determine exactly what is the ... market.


target

10.
Now we'll talk about the "marketing concept"; we know what industrial and consumer marketing are ‑ they deal with finding a need and ... it.


satisfying

11.
In supplying a product, we are satisfying the customer's need.  The need to be satisfied is the ...'s need.


customer

12.
The needs of the customer are all‑important.  Accordingly part of the marketing concept is to be not product ‑ but ... orientated.


customer

13.
Survival and growth of the firm depend largely upon how well the customer's needs are ...


satisfied

14.
Survival may also involve growth;  to get bigger, and to enjoy bigger sales volume.  Customer‑ or market‑orientation is concerned with the survival and .. of the firm.


growth

15.
The marketing concept also requires that the firm be profit‑orientated.  A firm which is both customer‑ and ... orientated can always devise a strategy for its survival and ....


profit‑growth

16.
Profit orientation is concerned with achieving a profitable sales volume; this means not just sales but also ....


profit

17.
Therefore we say that customer‑ and profit‑orientation form part of the marketing ....


concept

18.
We must devise a suitable marketing strategy in accordance with the ... concept.


marketing

19.
Strategy involves plans to achieve goals; in developing marketing strategy we try to coordinate marketing activities by formulating coordinated strategies directed towards achieving common ....


goals

20.
Customer‑orientation, profit‑orientation, and marketing strategy development all form part of the marketing ....


concept

21.
Get the idea?  Then let's move on to introduce the concepts which make up the "marketing mix".  The 6 P's ‑ Positioning, Product, Price, People (segmentation), Place (distribution), and Promotion ‑ make up the"marketing ...".


mix

22.
Different marketing strategies involve varying emphasis on EACH of those "6 P's", but any marketing mix involves ALL of them.  Which of the following are NOT part of the marketing mix:



(a)  profit?



(b)  promotion?



(c)  sales?



(d)  place?



(e)  product?



(f)  positioning?



(g)  price?



(h)  people (segmentation)


(a), (c)

23.
The 6 P's are Positioning, ..., ..., People, Place and Promotion.


product, price

24.
Marketing strategy involves a balanced marketing mix which will satisfy the ... of the customer in the ... ...


needs, target, market

25.
When we refer to the marketing mix, we mean marketing in terms of the ... ...


6 P's (some experts have 8 P's, but we are more modest ...)  

26.
Now read again the summary of the section.  Count up the number of your correct answers.  If you have more than 20 correct, carry on to the next section: organization and objectives.


CH.2 ‑ SECTION 3 ‑ INDUSTRIAL PRODUCT TYPES & DEMAND


Summary


(15 minutes)


Industrial marketing is the marketing of industrial goods and services to industrial customers.  Industrial goods produce or become part of other goods, or facilitate the operation of an enterprise.


Industrial goods may classified as major equipment, minor or accessory equipment, component parts, raw materials, or operating supplies.


Distribution and promotion of products depend upon their industrial product classification.


Demand for industrial goods is derived from demand for consumer goods and services.


Demand for industrial goods fluctuates more widely than demand for consumer goods, because of inventory policy and long life of capital equipment.  


Initial elasticity of demand for industrial goods can run counter to normal, but in the long run elasticity is normal.  
             CH.2 ‑ SECTION 3 ‑ INDUSTRIAL PRODUCT TYPES & DEMAND
1.
Now we are going to discuss product types and the difference between demand for industrial goods and for consumer goods. Did you study again the learning‑patterns for the chapter? Major (or capital) equipment comprises those items of a high unit‑price regarded as capital assets.  A turbine engine could be a capital asset and therefore a piece of ... 


equipment.


major (capital)

2.
Major equipment of a significant size, such as a blast furnace, is referred to as an "installation".  An installation is a capital asset, and is thus classified as major ...


equipment

3.
The characteristics of major equipment are ... cost and ... product‑life.


high, long

4.
Due to high cost and long product‑life, major equipment is infrequently purchased.  This justifies a direct marketing approach, so that in most cases, major equipment is marketed ... to the customer


directly

5.
Minor or accessory equipment is lower in unit‑price, and can be charged as a current expense.  Would you expect product‑life to be longer than for major equipment? ...(Yes/No)


no

6.
Demand for minor or accessory equipment is usually wide‑spread, and requires a broader market.  Would you recommend a direct marketing approach? ...     (Yes/No)


no

7.
Quite correct.  We use an indirect marketing approach for accessory equipment, distributing it by every possible marketing channel.  Therefore, consumer/manufacturer relationships ... (are/are not) normally direct.


are not

8.
Industrial goods produce or become part of other goods, or facilitate the operation of an enterprise.  Major and minor equipment need not necessarily become part of the final product; they can facilitate the operation of an enterprise,or be used to ... other goods.


produce

9.
Component parts are products which perform a specific function, and do not require further modifications to be installed as ... of the final product.


part

10.
Ball‑bearings retain their identity in the final product of the wheel; these ball‑bearings are the ... parts which have become part of the ... product.


component, final

11.
Component parts usually have a ... (longer/shorter) product‑life than major equipment.


shorter

12.
Like component parts, raw materials form part of the final product.  Sources of raw materials include mines, oil‑wells,forests, fisheries, and farms.  Products from these sources are unprocessed goods or ... ... 


raw materials

13.
Tobacco is a ... material essential for the manufacture of cigars, which are the ... product.


raw, final (finished)

14.
Supplies are goods that exhaust their utility, or are used up in the production process or the operation of any enterprise.


Which of the following could not normally be classified


as supplies:




(a) abrasives?




(b) cotton?




(c) fuels?




(d) lubricants?


(b)

15.
Industrial goods which are categorized as operating supplies may become incorporated as part of the final... .


product

16.
Distribution depends upon product classification.  Would you expect different channels to be used in the marketing of major equipment and operating supplies? ... .(Yes/No)


yes

17.
Classify the following as either major equipment, minor or accessory equipment, component parts, raw materials, or operating supplies: 




(a)  bulldozer




(b)  steel




(c)  oil




(d)  steering wheel




(e)  tool kit


(a) major equipment, (b) raw material, (c) operating supplies (d) component parts, (e) Minor or accessory equipment

18.
Now let's discuss the demand for goods.  A manufacturer of consumer product buys industrial goods to sustain his operation only if his product is selling.  His demand for industrial goods is derived from the demand for his product by the ... . Is it direct demand? ... .(Yes/No)


consumer, no

19.
Thus, when we talk of derived demand in industrial marketing, we mean demand derived from demand for ... goods and services.


consumer

20.
Demand for industrial goods is ... from demand for consumer goods and services.


derived

21.
The demand for industrial goods and services is highly sensitive to customer inventory‑policy; it fluctuates because of this and the ... nature of demand.


derived

22.
Elasticity is "sensitivity of demand to changes in price". In the consumer market, as the price is lowered, demand increases; and, conversely, as the price rises, demand declines.  This is the normal response of demand to changes in price, or normal ... .


elasticity

23.
On the other hand, purchasers of industrial goods usually see a price increase as the beginning of further movement in that direction, and thus the demand for the product may increase initially.  As price rises, so demand ... .(increases/decreases)


increases

24.
If the price is cut, purchasers might presume it wall fall lower, and not buy for a while.  In this case, a price decrease brings about an initial decline in ... .


demand

25.
Initial response, or ... of demand, for industrial goods can run counter to normal, but in the long run elasticity ... (is/is not) normal.


elasticity, is

26.
An industrial marketer wishing to stimulate sales has decided to cut the price of his product.  What will be the probable immediate reaction of the market ‑




(a) sales increase or




(b) demand decline?


probably (b) (initial elasticity runs counter to normal)

28.
Now study the summary again and add up your number of correct answers.  If you got twenty or more right, and then go on to section 3.  If you got less than twenty right, back to the beginning of the set again!


CH. 2 SECTION 4 - BUYERS & MARKETS


Summary


(15 minutes)


The industrial buyer is motivated by profit considerations, and has rational buying‑motives.  He is often influenced by others in the buying decision, and employs value and vendor analysis.


Quality, performance, technical assistance and service are often considered more important than price. 


Reciprocal trading (extending purchasing preference to those suppliers who are also customers) is common between buyer and seller.


There are two market types:


a)
vertical market ‑ covers only one or a few industries, but is deep in these industries


b)
horizontal market ‑ covers all kinds of firms in many industries


CH. 2 SECTION 4 - BUYERS & MARKETS

1.
Now, let's think about an industrial buyer's motive for buying goods.  Is he, do you think, easily swayed by emotional considerations? ...(Yes/No)


no

2.
He tends to be rational, and uses "value analysis" (evaluating the product's function and quality in relation to his needs) to get economical and reliable performance.  In the purchasing decisions, ... analysis plays an important role.


value

3.
Value analysis is employed by the industrial ... to assess suitability of the ... .


buyer, product

4.
However, the industrial buyer is also motivated by profit considerations, and must take price into account.  Primary considerations in selecting a product may be ... and quality.


price

5.
Price and quality are indeed key features of value ... .


analysis

6.
However, performance factors such as reliability, accuracy, and maintainability often determine the selection of one machine rather than another ‑ in which case, ... may not be the most important factor.


price

7.
The buyer buys benefits as well as goods from vendors. Suppliers are subjected to "vendor analysis" to determine their capabilities and qualities.  In the industrial‑purchasing process, vital roles are played by ... analysis and ... analysis.


vendor, value

8.
Extending purchasing preference to those suppliers who are also customers ... (is/is not) ethical.  It is known as reciprocal trading, and can also be a general policy in supplier selection.


is

9.
"Trade relations", "mutual arrangement", and "I'll scratch your back if you scratch mine" are all different ways of expressing ... .


reciprocal trading

10.
Industrial‑purchasing decisions are often influenced by more than one person.  Try to arrange the following list of actions involved in the purchasing task in the order in which they should appear:


a)  develop specifications or standards,


b)  establish need for product type,


c)  evaluate supplier's product for performance and reliability,


d)  locate potential suppliers,


e)  select and specify brand,


f)  place the purchase order.


(b), (a), (d), (c), (e), (f)

11.
Now we know how the industrial buyer operates, let's examine markets.  Generally speaking, there are two types of industrial markets:  vertical and ... .


horizontal

12.
Narrow markets which cover a particular trade or industry, but are deep in all firms in that limited field, are referred to as ... .  Which of the following industries might have vertical markets:




(a)  oil‑refining?




(b) industrial lighting?




(c) aircraft?


vertical, (c)

13.
A vertical market has a small number of prospective customers. Each customer is a large part of the market.  Bearing this in mind, what is likely to happen to a supplier's sales if a customer changes his purchasing policy:




a)  a big change in sales volume?




b)  no change, since the market is not widespread?




c)  no significant change?


(a)

14.
Markets which involve those goods and services whose use extends to many firms in many different industries are ... markets.  Multi‑purpose machinery and operating supplies are products in ... markets.


horizontal. horizontal

15.
In view of the above, would you say that a vertical market depended upon a more extensive distribution system than the horizontal market? ...


(Yes/No)


No

16.
Now back to the summary at the beginning of this set, and, if you got twelve or more answers correct, on we go to Chapter 3.  If you didn't make twelve right answers, you know what to do? (No marks


for answering this one correctly!)


CH. 2 SECTION 5 - REVIEW


1.
Now is the time to quickly review Chapter 2 - Basics.


2.
Record the time taken on the Progress Worksheet and then complete the "Learning Summary for Chapter 2", with as much detail to cover: what you have learned, what difficulties you are beginning to experience and above all, how you "feel about the learning" at this particular moment.


3.
And so ends Chapter 2. On Wednesday, we go to Chapter 3 ‑ Positioning, product and price. In the computer program, you can call up Chapter 3, by getting to the DOS prompt and by typing: Wednesday.


4.
Bye for now ...


Note: The headings for your daily Learning Summary are:


1. Day


2. Chapter completed - number and title


3. Key points learned


4. Questions to resolve


5. Personal reactions and feelings about the study


6. MI's for future action
WednesdayPRIVATE 
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CH.3 SECTION 1 - OBJECTIVES

1.
This chapter deals with: positioning, product and price. 

2.
The specific learning objectives are:


a.
To analyze the new marketing mix  in terms of: positioning, product and price.


b.
To relate the marketing to product development and price.

3.
The key objective is of course to motivate further study in the future.


CH.3 ‑ SECTION 2 ‑ POSITIONING AND PRODUCT DEVELOPMENT


Summary


(15 minutes)


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 market place


It is based on a "vision" of what the company wants to be and how it wants to be perceived by its stake holders


It thus guides the development and execution of the total marketing strategy


Product development has a great influence on sales volume and profit, and is vital for the growth of the firm.


Products move through a cycle in their popularity and profitability, introduction, growth, maturity, saturation and decline


A continuing flow of new products is needed to perpetuate profits, with a sound product policy planned several years in advance.


Anticipating future market demands is a vitally important aspect of product development.


Product policy involves attention to: market segmentation product differentiation, product‑line simplification, product‑line diversification, planned obsolescence, forecasting market trends, new‑product introduction.


CH.3 ‑ SECTION 2 ‑ POSITIONING AND PRODUCT DEVELOPMENT





Exhibit A


NOTES ON POSITIONING


Positioning is what is in the minds of customers; it is based on perception.


The position a corporation "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 that company.


Successful positioning is:



Unique and distinctive



Relevant to a given target audience



Profitable relative to objectives

 

Credible because it's executable

 

Transferable globally


The challenge is to keep on positioning your company  (and its products) in such a way that they always hold in your target customers' minds, there where they expect the ideal to be.


The ultimate object of positioning is to make your market feel no one else can be a completely satisfactory substitute for them.


To qualify as having a position, a brand, product or service must therefore have three characteristics.  It must be widely recognized by people who use it.  It must be preferred by a significant target group over competing products.  It must have a sense of uniqueness so that it is difficult to copy


Your position in the minds of your customers is strong if they:



Understand what makes your product or service special 



Understand your product or service well enough to describe it clearly



Value your brand so much that they are willing to pay more for whatever makes it special



Feel so strongly about your brand that they will defend it ‑ even at a higher price ‑ when it comes under attack


Product complexities make it easier to make products different.But if the difference doesn't exist in the customers mind it doesn't exist.


CH.3 ‑ SECTION 2 ‑ POSITIONING AND PRODUCT DEVELOPMENT





Exhibit A



NOTES ON POSITIONING


(continued)


Differentiation goes hand in hand with positioning.


Differentiating a product, service or brand is making it different.


Positioning is ensuring that a product, service or brand "owns" a specific spot in the market.


What happens when positioning is poor:



Pushed into position with head on competition



Pushed into position no one else wanted



Position becomes outdated



Position out of line with strategy



Position is fuzzy ‑ uncertainty



No position:  no one heard of it



Position is ambiguous


CH.3 ‑ SECTION 2 ‑ POSITIONING AND PRODUCT DEVELOPMENT





Exhibit B


NOTES ON 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.


1.
Introduction Phase: 



Market     
Minimum awareness, expensive R & D, advertising, testing.



Innovation 
Consistently launches new innovations



Marketing
Enter



Emphasis   
Create market primary demand



Diffusion  
Innovators



R & D      
Advanced research patents


2.
Growth Phase:



Market
Customer take‑off, profit, expansion, real growth, competition



Innovation
Wait, follow, improve



Marketing
Penetrate



Emphasis
Grow demand, create market share



Diffusion
Early adopters



R & D
Product development


3.
Maturity Phase 



Market
Buyers decreased or static market share, profitability down, competition discounts, more advertising, introduction substitutes



Innovation
Find niche emerged or untouched. Improve price and performance



Marketing
Maintain



Emphasis
Differentiate, segmentation, revitalize, maintain market & share



Diffusion
Early acceptors



R & D
Technical service


CH.3 ‑ SECTION 2 ‑ POSITIONING AND PRODUCT DEVELOPMENT





Exhibit B


NOTES ON PRODUCT LIFE CYCLES


    (continued)  


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


4. 
Saturation Phase



Market
Profitability low, replacements, older market, substitutes, eroding market



Innovation
Substitute available



Marketing
Harvest



Emphasis 
nil



Diffusion
Late acceptors



R & D
Technical services


5.
Decline Phase



Market
Market disappears



Innovation
nil



Marketing
Divest



Emphasis
nil



Diffusion
Laggard



R & D
nil


CH.3 ‑ SECTION 2 ‑ POSITIONING AND PRODUCT DEVELOPMENT

1.
In this set we take a look at the product, the first of the 6 P's in the marketing mix.  Firms must institute changes to improve their product‑line.  A properly planned programme of product development provides continuity in these ... .


changes

2.
The whole range of products offered makes up the "product mix".  Additions to or deletions from the product‑line, modifications to existing products, or major revisions in pricing policies are all forms of ... in the ... mix.


changes, product

3.
Product planning is necessary in the development of ...products, without which a firm cannot grow, or even ... .


new, survive

4.
For a manufacturing company, products are essential for profits.  New products have a great influence on sales volume and ... .


profits

5.
Products move through a series of phases in relation to their marketing environment.  These phases constitute the "product life‑cycle".  To understand how new products affect sales volume and profits, let's have a closer look at the product ... cycle.


life

6.
Sales and profit changes can be related to phases in the ... ... .... 


Product life‑cycle

7.
Looking at the learning‑pattern of the product life‑cycle, we trace ... volume and ... in relation to the ... life‑cycle.


sales, profit, product

8.
At what phase in the cycle are profits highest?


maturity

9.
At what phase is sales volume highest?


saturation

10.
During saturation, despite high sales volume, profits decline, because costs and competition increase.  To maintain profits, there is a need to control ... .  When this is impossible, the last phase of the cycle is ... .


costs, decline

11.
Successful growth is planned around profits rather than sales; a continuing flow of new products is needed to perpetuate ... .


profit

12.
For the survival and growth of the firm, a well‑planned product policy is required to ensure that a steady stream of new ... should join the product‑... .


products, line

13.
A well‑planned ... policy will ensure that the product‑line contains products at all stages of the product ... .... .


product, life‑style

14.
"Market segmentation" and "product differentiation" are fundamental strategies basic to ... policy.


product

15.
"Market segmentation" and "product differentiation" are fundamental strategies basic to ... policy.


product

16.
In segmentation, we direct our efforts to individual market segments.  We differentiate between not products but ... .


markets

17.
In product differentiation, we try to emphasize the ... between our product and competing products.  Difference in ... is involved, rather than difference in market.


difference, product

18.
By establishing distinguishing qualities in our products as opposed to competing products, we employ ... ... .


product, differentiation

19.
Bearing in mind that the industrial buyer has rational buying‑motives, would product differentiation be better suited to industrial or to consumer markets?


consumer

20.
Another product strategy is "product‑line simplification", where we try to eliminate weak products.  This is usually the case when a firm produces more than one ... .


product

21.
A firm with several products may face a cost problem unless, through ... ... ..., they are able to eliminate weak products.


product‑line simplification

22.
Alternatively, we exploit new markets by introducing some variety in the product‑line.  In other words we ... .


diversify

23.
Product‑line diversifications is a strategy in ... policy.


product

24.
Product durability and changing technology lead to obsolescence.  When a product is not longer useful,it becomes ... .


obsolete

25.
We must determine when a product's usefulness will terminate,or to put it another way ‑ when ... will take place.


obsolescence

26.
In this way, we plan at which point in its life the product will become ... .


obsolete

27.
In an environment where technology is constantly changing,obsolescence is inevitable.  We must foresee this, and ensure that obsolescence does not catch us unawares, but is ... ... .


planned obsolescence

28.
Thus, product policy involves ... segmentation, ... ... diversification, ... ... simplification, or ... differentiation ‑ all part of product policy or product planning.


market, product‑line, product‑line, product

29.
If we are to stay one jump ahead of our competitors, it is essential to see ... market demands well in advance.


future

30.
The alert industrial marketer will not be content just to be aware of present market needs, he will be constantly on the lookout for developing ... trends.


market

31.
The successful introduction of new products to take full advantage over competitors in the introductory and ... phases depends on the correct assessment of future market demands.


growth

31.
Now, read again the summary of the section. Count your correct answers and if you have more than 24 correct, take a "deep breath" and then continue to the next section.

            CH.3 ‑ SECTION 3 ‑ PRICE DETERMINANTS

                             Summary

                           (15 minutes)


We need to relate price to the company's marketing objectives.


Pricing decisions involve consideration of:


market share
market leadership and influence


competitive reaction
working capital required


price leadership
contribution of profit


Costs of production determine the minimum selling price of a product, but we must be clear about the way in which costs are relevant to the pricing decision.


Costs can be (roughly) 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 increase in production volume (up to the total maximum production capacity the firm can achieve with 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, and therefore remains constant despite changes in volume.


Profit = contribution ‑ 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.


According to the geographical location of consumers, we may decide to use:


f.o.b. pricing
postage‑stamp pricing


basing‑point pricing
zone pricing

            CH.3 ‑ SECTION 3 ‑ PRICE DETERMINANTS


EXHIBIT 1


Product A



ECU
ECU

      Unit selling price

2.00

      Less:


 Unit variable cost
0.68


 Unit fixed cost
1.30



____
1.98




____




0.02




----                  


EXHIBIT 2


Product Z



ECU



Selling Price
0.50


Less: Variable Cost
0.68


Contribution
0.18 minus (negative)


EXHIBIT 3

 
 Contribution


Volume
  Unit
 Unit
Unit
Total



selling
variable
contrib.
contrib.



 price
 cost



  ECU
 ECU
 ECU
  ECU


100,000 
 2.00
0.68 
 ___?
 ___?


150,000
 2.00
0.68
 ___?
 ___?

            CH.3 ‑ SECTION 3 ‑ PRICE DETERMINANTS


EXHIBIT 4


 Contribution


Volume
 
1,000
 10,000



  
  ECU
    ECU

Unit selling price
 
 2.00
   2.00

Unit variable cost
 
 0.68
   0.68  

Unit contribution

 1.32
   1.32

Total contribution

1,320
 13,200

Total fixed costs
 
2,000
  2,000

Total profit

_____?
  _____?

            CH.3 ‑ SECTION 3 ‑ PRICE DETERMINANTS

1.
Let us look at pricing policy.  The basic aim of pricing policy is maximum long‑term profitability.  Survival is dependent on ... .


profitability

2.
Specifically, pricing policy may be directed towards maintaining market share, obtaining a target return on investment, pricing to meet or follow competition, or pricing to discourage entry of potential competition. The basis aim is maximum long‑term ... .


profitability

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


costs, pricing

4.
Costs can be divided into fixed costs and ... costs.


variable

5.
Total fixed cost (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 ... (increases/decreases) with increased production volume.


decreases

6.
Total fixed cost does not change with changes in production volume of a given product, but fixed cost per unit decreases with ... (increased/decreased) production volume.


increased

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 to pricing ... .


greater, policy

8.
Contribution = selling price ‑ 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 ... .


volume

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


negative

10.
Look at exhibit 1.  What is the contribution of product A? Is it positive or negative?


ECU 1.32, positive

11.
In the initial stages of production, when production volume is ..., unit fixed costs (share of overheads) may exceed unit selling price.


low

12.
Eventually, however, for profitability, a sufficient production volume must be attained for unit fixed costs (which ...(increase/decrease) with increased production volume) to fall below selling price. Not like the little old lady who made her living selling packets of mustard ‑ she lost money on each one, but made up for it by the quantity she sold!


decrease

13.
With initially low production runs, unit fixed costs may exceed unit selling price for a while; but, in order to achieve a profit, contribution must always be ..., i.e. selling price per unit must always be greater than unit variable costs.


positive

14.
If contribution is negative, no matter how small it is ... to achieve a profit.  Remember, Confucius say "Two raindrops and two raindrops make a puddle".  If contribution is negative, increased production can result only in ... (increased/decreased) total loss.


impossible, increased

15.
Look at exhibit 2.  Is the contribution of product Z positive or negative?  ...


negative (0.18)

16.
In order to achieve a profit, contribution must be positive. Is it possible to make a profit with product Z in exhibit 2 with the existing pricing policy?


no

17.
Contribution = selling price ‑ variable costs.  For profit, contribution must be ... (positive/negative)


positive

18.
Unit contribution remains constant with changes in volume. Total contribution ... with increase in volume.


increases

19.
Look at exhibit 3, and fill in the blanks.  Is unit contribution the same in each case?  ... (Yes/No). Is total contribution the same in each case? ... (Yes/No).


yes, no (132,000, 198,000)

20.
Unit contribution ... (changes/does not change) with changes in volume.  Total contribution ... (changes/does not change) with volume.


does not change, changes

21.
For profit, contribution must be ... .


positive

22.
In pricing policy, we must ensure that unit selling price is greater than unit variable ... .


cost

23.
Profit = contribution ‑ fixed costs.  Unit fixed cost decreases as production volume ... (increases/decreases).


increases

24.
For profit, total contribution must be greater than total fixed ... .


costs

25.
Contribution ‑ selling price ‑ variable cost.  Profit = contribution ‑ fixed cost.  In exhibit 4, is contribution positive on a volume of (a) 1000? (b) 10,000?


(a)yes, (b)yes)

26.
In exhibit 4, is there a profit on a volume of (a) 1000?


(b) 10,000?


(a)no (loss of ECU680), (b) yes (profit of ECU11,200)

27.
For profit, pricing policy must ensure that (a) contribution is ..., (b) total contribution is greater than total fixed ... .


positive, costs

28.
However pricing‑policy objectives included not only contribution and long‑term profit, but also ... share, ... reaction, and ... leadership.  Price must balance these conflicting objectives. ... (True/False)


market, competitive, price, true

29.
Getting tired?  Of course not! you're nearly half‑way through the book now ‑ keep at it!  Marketing objectives determine the marketing mix, which consists of product, Positioning ,..., , People, Place and ...


price, promotion

30.
Marketing mix establishes what should be emphasized in marketing strategy.  Thus, by specifying the role of price in strategy, marketing objectives exert influence on ... decisions.


pricing

31.
Transportation charges may also have significant effect on price.  Therefore the geographical location of customers will influence ... policy.


pricing

32.
In f.o.b. pricing, the buyer pays the transportation costs in addition to the price of the ... .


product

33.
By contrast, delivered pricing ... (includes/excludes) transportation costs.


includes

34.
There are three types of delivered‑pricing systems. Postage‑stamp, basing‑point, and zone pricing are all types of ... pricing.


delivered

35.
In postage‑stamp pricing, delivered product price is the same to all customers, regardless of their geographical location.  All ... costs are included in the product price.


transportation

36.
In basing‑point ..., product price includes transportation costs from a certain fixed point, no matter where the actual supply‑point may be.


pricing

37.
In ... pricing, the whole country is divided up into specified areas or zones, each with a different delivered price.


zone

38.
Postage‑stamp, basing‑point, and zone pricing are all examples of ... pricing.


delivered

39.
In delivered pricing, transportation costs are included in product price.  By contrast, in f.o.b. pricing, transportation costs are paid by the ... .


buyer

40.
In this set we have discussed pricing policy, which has multiple objectives.  Price, together with product, place,and promotion, makes up the ... mix.


marketing

41.
Now read again the summary of the set. Count up the number of your correct answers. If you have more than 34 correct, stop for coffee and then start the next set.


You have now completed the most difficult part of the programme. Now it is "downhill" all the way home.


CH.3 ‑ SECTION 4 ‑ PRICING DIFFERENTIALS


Summary


 (15 minutes)


The two quantity differentials are:



non‑cumulative‑based on the size of the individual order (overcome the high cost of small orders)



cumulative‑based on the total amount purchased over a period (maintains continued patronage)


Trade discounts cover the distributor's operating expenses and profits.


Cash discounts encourage immediate payment, which results in more efficient use of working capital.


Price is related to the position of the product in its life‑cycle:



introductory stage ‑ skim or penetrate?



maturity ‑ competitive pricing?



decline ‑ alternative pricing before product elimination


CH.3 ‑ SECTION 4 ‑ PRICING DIFFERENTIALS

1.
Now take a look at other points involved in determining a pricing policy.  Establishing quantity differentials (discounts) is a problem encountered by the ... in product‑line pricing.


seller

2.
Quantity ... may be either cumulative or non‑cumulative.


differentials

3.
Cumulative discounts are given on total purchases over a period of time.  Thus, if a buyer receives a reduction on goods purchased over a year, we may say he has been given a rebate or ... discount.


cumulative

4.
Cumulative discounts can be treated as deductions or rebates?... (Yes/No)


yes

5.
Non‑cumulative discounts are based on the quantity purchased at one time.  ... discounts apply to goods purchased over an extended period of time.


cumulative

6.
Trade discounts are granted from the list price to the distributor to cover operating expenses and profit. Trade discounts are a means of controlling ... prices.


resale

7.
Cash discounts are given to encourage ... (easy/immediate) payment for goods.


immediate

8.
With immediate payment, we can avoid high investment in receivables (debtors), which is one good reason to give ... discounts.


cash

9.
As we established earlier, the product moves through a life‑cycle.  Determination of price is related to the position of the product in its ... ... .


life‑cycle

10.
During the first or ... stage, if we wish to recover costs as quickly as possible, and to maximize return before competitors counteract, we may use a "skimming" policy. This is a ... (high/low) price position.


introductory, high

11.
At the other extreme, we can use "penetration pricing". This is a ... (high/low) price position, designed to saturate the potential market soon after the ... stage.


low, introductory

12.
There are really only two positions a marketer can take in pricing a new product: ... or ... .


skimming, penetration

13.
The maturity phase is characterized by rising sales in the face of mounting competition.  Pricing must be at a (minimum/maximum) to be competitive.


minimum

14.
If we were previously skimming, we must now introduce a ... (low/high) price position.


low

15.
We must reduce our price in order to be ... .


competitive

16.
Would you say that, generally, we ask a higher price in the introductory stage than in maturity or decline? ...(Yes/No)


yes

17.
What do you think happens when the product life‑cycle shortens, and rapid obsolescence occurs;



a)  the price becomes higher?



b)  the price becomes lower?



c)  the price remains the same?


(b)

18.
Now read again the summary of the set. Count up the number of your correct answers. If you have more than 24 correct, continue to the next set. (But if you still feel a little unsure, do the set again anyway).


CHAPTER 3 ‑ POSITIONING PRODUCT & PRICE


CH.3 Section 5 - Review


1.
Now is the time to quickly review Chapter 3.


2.
Record the time taken on the Progress Worksheet and then complete the "Learning Summary for Chapter 3", with as much detail to cover: what you have learned, what difficulties you are beginning to experience and above all, how you "feel about the learning" at this particular moment.


3.
Now begin to your list of possible MI's (Marketing Initiatives) that have come to mind as practical opportunities in your organization.


4. 
And so ends Chapter 3. On Thursday, we go to Chapter 4 ‑ People. Place & Promotion.


5.
Bye for now ...


Note: The headings for your daily Learning Summary are:


1. Day


2. Chapter completed - number and title


3. Key points learned


4. Questions to resolve


5. Personal reactions and feelings about the study


6. MI's for future action
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CH.4 SECTION 1 - OBJECTIVES

1.    The specific learning objectives of chapter 5 are:

      1.    To analyze the new marketing mix in terms of: people,

            distribution and promotion.

      2.    To explore in depth the concept of market segregation.

      3.    To motivate "market‑driven" managers.

2.    The key objective is, of course, to motivate further study in the

      future.


CH.4 ‑ SECTION 2 ‑ MARKET COVERAGE, SEGMENTATION & CHANNELS


Summary


(15 minutes)


In selecting marketing channels, the key factor is market coverage required for our market‑penetration goal.  Coverage may be limited, selective, or mass.  Channels are direct or indirect distribution lines.


People (segmentation) is the process of dividing a market up on the basis of similar characteristics so that investment can be made where it will be most effective in establishing a competitive advantage


The object of market segmentation is to select the target market whose needs you intend to satisfy. Steps in market segmentation:


1.
Identify basis for segmenting the market for that product or service


2.
Develop profile of the various segment clusters


3.
Match segments to your needs, objectives, visions, resources


Segmentation is fundamental for effective marketing:


1.
Consumers can be grouped into different market segments depending on their needs and wants.


2.
The consumers in any market segment will favor the offer that comes closest to satisfying their particular needs and wants.


3.
The organization's task is to research and choose target markets and develop effective offers to satisfy them.


Segmentation is necessary when:


1.
Groups of customers are looking for different things in a product or service


2.
There are sufficient numbers of these customers


3.
These customers can be identified and reached


4.
We can offer what they want


5.
The customer group is likely to be profitable


6.
There is significant competition


7.
The market needs to be grown


CH.4 ‑ SECTION 2 ‑ MARKET COVERAGE, SEGMENTATION & CHANNELS

                                   
EXHIBIT A


FURTHER NOTES ON SEGMENTATION (PEOPLE)

1.
Segmentation in markets:



Have a profound understanding of customers needs MARKET ANALYSIS



Divide up the market accordingly MARKET SEGMENTATION



Select groups of customers segment(s) TARGET SELECTION



Redesign the marketing program MARKETING MIX

2.
Segmentation in industrial markets:  geography, size, industry, application etc.

3.
Distinct advantages at segmentation:



Allows a company to exploit its resources better by selecting compatible customers.



Allows more sharply focused strategies.



Segmentation is more apt to develop customer loyalty since the firms offering is more geared to that market.

4.
Four segmentation variables for consumer markets:



Geographic - Region, country, city, area



Demographic - Age, sex, family size, family life cycle, income, occupation, education, religion, nationality



Psychographic - Social class, personality, interests, attitudes, values, lifestyles, opinions, orientations



Behaviouristic - Purchase occasion, benefit sought, use status, use rate, loyalty status, attitude to product.


CH.4 ‑ SECTION 2 ‑ MARKET COVERAGE, SEGMENTATION & CHANNELS

1.
Now  ‑  a marketing channel refers to the method or system by which goods and services are distributed.  Distribution is through ... to specific outlets which handle the final sale to the customer.


channels

2.
A marketing channel can be visualized as a set of marketing units, each acting as a link between manufacturer and customer.  Direct channels have one link ‑ the manufacturer directly to the ... .


customer ...

3.
In a direct channel, the manufacturer assumes all the marketing responsibility; in indirect channels, however, there may be several middlemen or agents interposed between the ... and the ... .


manufacturer, customer

4.
In direct channels there may be more than one marketing unit or ... between the manufacturer and the customer.


link

5.
The links in an indirect ... may be middlemen or agents.


channel

6.
Management of marketing channels entails selection, assistance, coordination, and control.  In this set, we are going to concentrate on selection.  The key consideration in selecting both channels and outlets is the desired market coverage.  Once this has been determined, we can proceed to select the market ... and then the specific ... .


channels, outlet

7.
This process places emphasis on long‑term market penetration goals.  In selecting marketing channels, the key factor is the market coverage required for our own ... ... goal.


market‑penetration

8.
Market coverage may be limited, selective, or mass. Market coverage which implies only one outlet per trading area is known as ... coverage.


limited

9.
The size of the trading area depends on the sales and service requirements of the product and the density of customers.  How many customers a middleman can adequately deal with affects the number of ... .


outlets

10.
Distribution is referred to as "exclusive" when sales can be made only through ... middlemen.  Is this limited or selective? ... .


authorized, selective

11.
If we adopt a plan of selective coverage, we wish to restrict the number of ... to those which can serve us


... .


outlets, profitably

12.
We might say that selective coverage differs from ... coverage in the number of ... allocated.


limited, outlets

13.
When it is not desirable from a marketing standpoint to use limited coverage, and it is uneconomical to sell to everyone, we use ... coverage.


selective

14.
If demand for our product is widespread, we like to make sure that the product is readily available; we cater to a ... market.


mass

15.
Widespread demand is usually for standardized products such as supplies;  mass‑distribution is frequently used for standardized products sold to a ... (horizontal/vertical) market.


horizontal

16.
Now we know that market coverage may be limited , or ... , or ... .


selective, mass

17.
Once we have determined our market coverage, we can select a major channel.  Remember, the management of marketing channels entails selection, assistance, coordination and control.  We're dealing with ... .


selection

18.
The decision on major channels revolves around the question of marketing directly or ... .


indirectly

19.
Direct selling has many advantages which favor it. However, the building up of a sales‑force requires time and funds.  Thus one of the biggest obstacles for many manufacturers is their lack of funds to support ... selling.


direct

20.
In a direct channel, the manufacturer assumes all the marketing responsibility.  He comes into direct contact with the ...; therefore his financial resources will determine the size of his sales‑force, which in turn will depend on what market ... he has chosen.


customer, coverage

21.
An important determinant in deciding upon the major ... is therefore the manufacturer's ... resources.


channels, financial

22.
Where direct selling is impractical, we can, use middlemen or agents.  The middleman channel is dominant notably in the distribution of operating supplies and accessory equipment.  Coverage in this case is likely to be ... (limited/selective/mass).


mass

23.
We have already established that the market for these goods is widespread, and the ... (direct/indirect) approach is recommended.


indirect

24.
If a manufacturer adopted a plan of mass coverage, he might still consider using ... (direct/indirect) channels if his ... resources permitted.


direct, financial

25.
Where direct channels are uneconomic, we may use ... or agents.


middlemen

26.
The general tendency is to sell directly, whenever permitted by financial resources, to as much of the market as possible ... .


(True/False)


true

27.
If mass coverage is planned, the manufacturer first attacks the area with the ... (greatest/medium/least) market potential, then the next, etc., until he runs out of available ... resources.


greatest, financial

28.
Even with limited funds, a manufacturer may still find it possible to sell directly if he is located near the market ... (True/False)


true

29.
We must select the marketing channel and the major type of outlet, and finally we locate a specific outlet. ... (True/False)


true

30.
Outlet selection is a marketing decision?  ... (True/False).


true

31.
Now to the summary for this set and the exhibit. If you have at least twenty‑four answers right, go on to Section 3.


CH.4 ‑ SECTION 3 ‑ OUTLETS & DISTRIBUTION CONTROL


Summary


(15 minutes)


If marketing is to be direct, outlets will include the home office or a sales branch with or without inventory (stock).


The choice of outlets in indirect marketing is between the industrial distributor, the merchant middleman, and the functional middleman (representative or agent).


Eventually a specific outlet is selected.  With the right assistance, it should fulfil its role effectively in the marketing channel.


Assistance can be in the form of credit, technical advice training etc.


Control of marketing channels is necessary because of changing environment, and because the market is intolerant of waste in distribution.


Devising timely, effective, and useful report aids effective control.


CH.4 ‑ SECTION 3 ‑ OUTLETS & DISTRIBUTION CONTROL

1.
Now the task of selecting outlets, which involves determining the major type of ... .  Once the outlet type is established, then the ... outlets have to be located.


outlet, specific

2.
In the selection  of major outlets, the manufacturer must match them with the demands of the ... in the ... market.


customer, target

3.
Knowledge of the purchasing habits of customer for the product is essential to match ... with the purchasing ... of the customer.


outlets, demand

4.
The manufacturer must know everything about the product, because outlets must be compatible with the customer's purchasing habits. ...(True/False)


true

5.
If marketing is to be direct, outlets will include the office; markets which do not require continuous customer‑contact would probably be approached through the ..., which is a ... outlet.


home office, direct

6.
Other alternatives in the choice of direct outlets lie between sales‑branches with and without stock (inventory). Whether or not a sales‑branch holds an inventory depends upon customer purchasing requirements and the financial resources of the ... (increases/decreases) the financial burden.


manufacturer, increases

7.
The choice of indirect outlets is between the industrial distributor, the merchant middleman, and the functional middleman.  In choosing indirect outlets, we have to consider which type of ... can best serve us now and in the ... .


middleman, future

8.
After studying the various types of ..., we compare the resulting descriptions with the purchasing requirements of the ... in the target market.


middlemen, customers

9.
When we have decided upon major outlets, our final selection task is locating ... outlets.


specific

10.
Basic to all selection programmes is the collection of information about the ... middleman in question and the purchasing habits of the ... .


type, customer

11.
Which of the following would you say were good information‑sources:



a)  customers?



b)  competitors?



c)  non‑competing manufacturers?



d)  middlemen themselves?


all

12.
We must then induce desirable middlemen to represent us by (a) providing information on the product, (b) setting up contracts stating territory, responsibilities, terms etc., assistance arrangements, termination arrangements, and "exclusiveness", if possible. ... (True/False)


true

13.
The purpose of outlet assistance is to help the selected ... fulfil its assigned role as a marketing ... .


selective

14.
Coordination is greater if the outlet is regarded as a full partner rather than a customer ... .(True/False)


mass

15.
We should give basic assistance to all outlets and also individualized assistance to specific outlets. ... (True/False)


true

16.
Which of these types of assistance are not feasible:



a)  credit‑billing and pricing?



b)  technical advice?



c)  monetary back‑up?



d)  training?



e)  management consultation?



f)  promotion (especially advertising)?


none (all are feasible

17.
The last step in the management of marketing channels is control.  Because of the ever‑changing market, and the fact that waste in distribution is not tolerated, control must cover four areas (see learning‑pattern): ..., ..., market ..., and market ... .


performance, cost, potential, objectives

18.
Now read again the summary for this set.  Did you make twelve right answers?  If not, better look at the set again.  If you did, on to Section 4.


CH.4 ‑ SECTION 4 ‑  PROMOTION, ADVERTISING & PERSONAL SELLING


Summary


(15 minutes)


Promotion involves advertising, sales‑promotion techniques, publicity and personal selling.


Advertising and sales promotion see to promote the product, build a favorable image, create and maintain communication channels, support distribution elements, and reduce the overall cost of selling.


We can promote through:


catalogues, either mailed or distributed by the


sales‑force


outlet introduction back‑up through selected media


direct mailing in advance of the salesman


publicity in a published medium or over the radio or TV without payment.


Advertising media chosen must present the sales message in perspective to buyers in the target market.


The size and the composition of the advertising budget may be determined by:


flat sum


percentage of sales, either past or future


competitive parity


the object and task method


CH.4 ‑ SECTION 4 ‑  PROMOTION, ADVERTISING & PERSONAL SELLING





Exhibit A


NOTE ON PERSONAL SELLING

1.
Personal selling is the most EXPENSIVE way to approach customers: it is usually the most EFFECTIVE.

2.
Sales staff fulfill different roles in the marketing process:


a.
Delivering the product/service e.g. milk, bread, fuel,oil advice etc.


b.
Taking product/service orders from customers.


c.
Visiting the customer to build goodwill or to educate the actual or potential customer.


d.
Helping the customer with technical know-how.


e.
Creating an awareness in the customer's mind of the need for a specific product/service and then showing that his/her product/service can satisfy this need best.

3.
Sales staff can usually do one or more of the following tasks for their company:


a.
Prospect - find and develop new customers


b.
Communicate - about the company's products and services


c.
Sell - to customers


d.
Service - customer needs for help on technical questions, product use, improved delivery etc.


e.
Get information  - about the target market and about competitors.

4.
Sales staff can be compensated in several different ways:


a.
Salary


b.
Commission on sales - this can remain constant or change by product-line or sales volume


c.
Combination of salary and commission


d.
Bonus when certain sales figures are achieved.

6.
Indeed, personal selling is the most EXPENSIVE way to approach customers. Yes, personal selling is usually the most EFFECTIVE.


CH.4 ‑ SECTION 4 ‑  PROMOTION, ADVERTISING & PERSONAL SELLING

1.
Now to the fundamental objective of all sales promotion: to support and supplement the sales‑force in achieving a desirable rate of profitable sales growth.  Let's examine how exactly we go about this, or just what the specific ... are.


objectives

2.
What is it we seek to do in promotion, advertising and personal selling?  First we'd like to promote our ... .


product

3.
We know that the marketing deals with finding a ... and ... it.


need, satisfying

4.
Demand is synonymous with ..., therefore we could say that marketing also deals with supply and ... .


industrial

5.
But when there is little or not demand then we must ... it.


create

6.
To do this, the chosen market segment must be made aware of our product.  By stimulating the public into inquiring about our product, or even buying it, we ... the product.


promote

7.
We'd also like to promote the company, and so we build a favorable company ... by communication.


image

8.
Any remote or isolated area in the world might lose touch with, or fall behind, modern times, due probably to lack of ... .


communication

9.
This applies to the marketer too; he must establish and maintain ... with the ... of today.


communication, market

10.
Our new products and sales‑force are both affected by a ...  system.


communication

11.
Communications should be effective and, most of all, continuous.  Thus the key to success in marketing operations is ... of communication.


continuity

12.
All industrial marketers try to direct efforts towards the target market through advertising; the customer can thus become aware of the channels used to distribute the ... .


product

13.
Advertising has a lower cost per customer‑contact than personal visits by salesmen.  Through ... we can reduce overall selling ... .


advertising costs

14.
To promote the product, build a favorable company image, create and maintain communication channels, support distribution units, and reduce overall selling costs are all specific ... of ... and sales ... .


objectives, advertising, promotion

15.
We promote through:


catalogues, either mailed or distributed by the sales‑force;


outlet introduction back‑up through selected media (advertising the outlet with the product); direct mailing in advance of the salesman; publicity in various media.


These are ... techniques.


promotional

16.
The advertising media chosen must present the sales message in perspective to buyers in the target market. Which of the following would really be most suitable for the industrial marketer:



a)  trade journals?



b)  T.V.?



c)  mass‑circulation



d)  Trade shows


(a), (d)

17.
Direct mail is the most selective of all media. ... (True/False)


true

18.
It allows the advertiser to ... his own audience and also to individualize the sales ... .


select, message

19.
Advertising and sales promotion must be controlled by a budget.  The size and composition of the ... may be determined in any of four ways:



a)  flat sum,



b)  percentage of sales (past of future),



c)  competitive parity,



d)  objective‑and‑task method


budget

20.
In flat‑sum allocation, a fixed sum is allocated by top management for the sales‑... budget.


promotion

21.
An alternative method of determining the size of the sales‑promotion budget is to calculate it as a percentage of past or expected future ... .


sales

22.
In the competitive‑parity method, the sales‑promotion budget is set at the same size as that of his major ... .


competitor

23.
The most desirable method of determining the size of the sales‑promotion budget is the objective‑and‑task method.  Here the size of the budget is determined by the ... of the sales‑promotion policy.


objectives

24.
All promotional efforts must transmit the ... message to the target market.


same

25.
So now study carefully, Exhibit A - Note on Personal Selling. Do you agree that for approaching customers, Personal Selling is the most ... and ...?


expensive, effective

25.
Now to the summary for this set. If you got nineteen or more answers right, congratulations!  On to Section 5.   Now, it's downhill all the way.


CH.4 SECTION 5 - REVIEW


1.
Now is the time to quickly review Chapter 4.


2.
Record the time taken on the Progress Worksheet and then complete the "Learning Summary for Chapter 4", with as much detail to cover: what you have learned, what difficulties you are beginning to experience and above all, how you "feel about the learning" at this particular moment, and your IMI's.


3.
And so ends Chapter 4. On Friday, we go on to Chapter 5.


4.
Bye for now ...


Note: The headings for your daily Learning Summary are:


1. Day


2. Chapter completed - number and title


3. Key points learned


4. Questions to resolve


5. Personal reactions and feelings about the study


6. MI's for future action

MARKETING IN A WEEK


A Multi-media Learning Programme


for Individual and Small Group Study


FRIDAY - CHAPTER 5 - STRATEGIC MARKETING


R.G.A. Boland, Andre van de Merwe and E. Frawley


CH. 5 - STRATEGIC MARKETING


Item
Page No.


Sect. 1 - Objectives
   4


Sect. 2 - Mission
   5


Sect. 3 - Planning
   9


Sect. 4 - Control
  13


Sect. 5 - Strategy
  15


Sect. 6 - Review
  23



CH.5 SECTION 1 -  OBJECTIVES

1.
The specific learning objectives of chapter 5 are:


a.
To review the structure of strategic marketing, including mission, planning and control.


b.
To address the issue of marketing to the year 2000 with the concepts of: vision, strategy and marketing operations.


c.
To motivate "market‑driven" managers.

2.
The key objective is, of course, to motivate further study in the future.

3.
And so ends Section 1.  Now on to Section 2 ‑ Mission which starts with a summary of the key issues.


CH. 5 ‑ SECTION 2 ‑ MISSION


Summary


(15 minutes)


Part of the marketing concept is to develop a suitable strategy to achieve the "mission" of the company.


Marketing strategies are concerned with keeping the market share, despite competition, and they involve consideration of product, marketing and selling.


Marketing opportunities are ever‑changing, and must therefore be continually assessed.  To do this, we need a broad understanding of the company in terms of the market position, competitors, strengths and weaknesses, resources and capabilities;  we need extensive market research and to identify corporate objectives clearly.


How to become a more market‑driven company:


1.
Identify fast changing customer needs and wants.


2.
Determine the impact of these changes on how satisfied customers are.


3.
Increase the range of product/service innovations in your business strategies.


4.
Focus on developing strategies that will exploit your competitive advantages.


CH. 5 ‑ SECTION 2 ‑ MISSION

1.
Before we discuss the "mission", try to remember what we have previously said about the marketing‑management concept.  The firm must be customer/profit orientated in devising a strategy for its survival and growth.


Customer‑orientation means determining the actual and potential ... of our customers in the target market and ... them.


needs, satisfying

2.
Profit‑orientation means seeking a level of sales which is ... .


profitable

3.
Customer‑ and profit‑orientation form part of the marketing‑management concept.  We must devise a suitable strategy in accordance with this ... 


concept

4.
In devising a marketing strategy, we try to coordinate marketing activities and to direct them towards goals.Strategy involves plans to achieve the marketing goal or ... .


mission

5.
Part of the firm's mission is to keep its share in the face of ... .


competition

6.
To retain our market share, we must make customers aware of our product; so we use ... and sales ... .


advertising, promotion

7.
Advertising and promotion programmes are ways of informing the ... about our ... .


consumer, product

8.
Advertising and promotion programmes are tools used in marketing ... to achieve the marketing ... .


strategy, mission

9.
Devising a suitable strategy is another aspect of the marketing‑... concept.


management

10.
Marketing‑strategy areas embrace the product, the market, selling, and all parts of the ... mix.


marketing

11.
When we consider how deeply we should cultivate a particular market, we devise a ... strategy.


marketing

12.
In order to bring our product and market together, we determine what mixture of marketing tools should be used. In other words, we sell our ... to the desired ... .


product, market

13.
The market is constantly changing, and must be appraised regularly.  In this way we continually assess the market ... .


opportunities

14.
Assessment of market opportunities enables us to review the company in terms of its strengths and weaknesses.  We can thus determine its position in the ... .


market

15.
Information is the key to effective marketing.  Thus, market research is a key marketing ... for measuring our markets and gathering information about our customer.  Research should be ... (occasional/continuous)


tool, continuous

16.
Market research helps us to assess the market ... .


opportunities

17.
Part of the selling strategy is to bring our products and markets together, to gain desired objectives.  Try to develop a consistent and attainable marketing ... .


mission, goal

18.
To sum up we, can say that the "marketing mission" essentially involves implementing the marketing‑management ... .


concept

19.
Part of the concept is devising marketing ... .


strategies

20.
Strategies involve plans to achieve the firm's marketing ... .


mission

21.
Now read again the summary for this set.  Count up the number of your correct answers.  If you have more than sixteen correct, review the learning‑patterns for this chapter, and then go on to section 3.


CH.5 ‑ SECTION 3 ‑ PLANNING


Summary


(15 minutes)


Marketing planning is necessary for efficient functioning of the entire enterprise.  It coordinates effort, aids in financial planning, promotes sounder decisions, distributes responsibility, and facilitates control.


Plans may be long‑range, short‑range, or individual projects.


The marketer must seek to determine the objectives of a plan, examine and assess alternative courses of action, select a course of action, and then implement the plan.


Other considerations include the "characteristics" of a sound plan, future planning commitments, and organizational relationships.


CH.5 ‑ SECTION 3 ‑ PLANNING

1.
Now we plan, in order to achieve desired ... at a future date.


objectives

2.
By defining goals, aims, results, or targets of the firm, these ... help the planner.


objectives

3.
Objectives provide direction to the ... .


planner

4.
Plans may be long‑term or short‑term.  Tactical plans achieve short‑term goals;  whereas strategies are courses of action planned to achieve ... ... objectives.


long‑term

5.
Remember that marketing strategy areas embrace ..., markets, and selling.


products

6.
Tactics are courses of action directed towards achieving ... ... objectives.


short‑range

7.
When the dimension of time is considered, short‑term ... and long‑term ... emerge as planning concepts.


tactics, strategies

8.
The first step in planning is therefore to make a statement of ... .


objectives

9.
Next we decide what ... or tactic to employ; in other words, alternative courses of action must be evaluated.


strategy

10.
We then select and plan a course of ... .


action

11.
Now all that remains to be done is to implement the ... .


plan

12.
There are, of course, other planning considerations to be taken into account, such as making sure that our plan is sound.  Unity, continuity, flexibility, relevance, measurability, and participation are all characteristics of a ... ... 


sound plan

13.
Let's make certain that we're clear as to what these words mean.


Unity is desirable since we don't wish there to be any conflict between our plan and ... .


others

14.
A plan has continuity when we can devise one strategy from ... .


another

15.
To adjust to unforeseen circumstances, it is necessary to have ... .


flexibility

16.
If a plan relates to matters at hand, it is ... .


relevant

17.
Results of plans are quantified.  To control effectively, a plan must be ... .


measurable (quantifiable)

18.
Finally, a plan must have the support of everyone involved ‑ it requires ... .


participation

19.
Apart from making sure that the plan is sound, remember the planning involves commitment.  The key question to ask is, "How far into the future should a plan ... the firm."


commit

20.
Two basic problems associated with planning are who should do the strategic planning and what their organizational status will be.  This probably depends a great deal on the ... itself.


organization

21.
One solution is to appoint someone solely responsible for ... .


planning

22.
Now read the summary for this set again. If you got sixteen or more questions right, you're all set to tackle section 4 ‑ getting towards the end now ...

 
CH.5 ‑ SECTION 4 ‑ CONTROL


Summary


(15 minutes)


Control is the means of keeping an actual operation going according to plan by:‑


a)
informing planners of actual conditions


b)
the identification, correction, and prevention of mistakes


Stages of control are:


a)
setting standards for performance measurement


b)
creating tools for recording performance


c)
taking action upon results


Control must be constructive, never punitive (well ... almost never because sometimes a KITA (Kick in the ...) is most effective ... and ... well aprecizated by both sides ..).


CH.5 ‑ SECTION 4 ‑ CONTROL

1.
The function of control is to keep the actual operation going according to ...


plan

2.
Control is thought of as a three‑step process.  We must first set standards for performance measurement; this is the first step towards ... .        


control

3.
The standards are set to ... performance.


measure

4.
The yardsticks or ... may be based on past performance, market potential, productivity, marketing plans, etc. ... (True/False)


standards, true

5.
Once standards are established, the next task in control is to ... actual performance.


measure

6.
This task is accomplished by providing management with information necessary to make comparisons between the actual ... and the ... .


performance, standard

7.
Thus the third step in control is, after measuring actual performance and comparing it with the standards, to take corrective ... .


action

8.
Roughly speaking then, control has three steps: setting ..., ... performance, and taking corrective ... .


standards, measuring, action

9.
And, of course, control should be constructive rather than ... .


punitive

10.
Now read again the summary for this set.  You didn't get any wrong answers this time, did you?  Well done! On to Section 5 ... the last section ... almost ...


CH.5 ‑ SECTION 5 ‑ STRATEGY


Summary


(15 minutes)


STRATEGIC MARKETING is part of CORPORATE STRATEGY, which depends upon a VISION and has three inter-acting components: corporate mission, product/market strategy. 


VISIONS that awake extraordinary performance have three things in common: a noble purpose, a sense of urgency, and clear boundaries.


The CORPORATE MISSION depends upon a "Vision" for the company which concentrates energies on a common goal, and yet lets opportunities emerge. 


The PRODUCT/MARKET STRATEGY defines markets, products and services, and the means to develop them.


The COMPETITIVE STRATEGY shows how the company intends to achieve a sustainable competitive advantage in its chosen product/markets. 


CH.5 ‑ SECTION 5 ‑ STRATEGY





Exhibit A



NOTES ON VISION


1.
Formulating a vision which is some idealized goal of what the chief executive wants the organization to achieve in the future. He/she must be effectively communicate to the followers:



a.
The nature of the present situation and its shortcomings




b.
The future vision




c.
How, when realized, this will remove existing shortcomings and provide fulfillment of the followers' hopes




d.
The plans of action for realizing the vision



2.
Formulating a Vision for the Company can concentrate energies on a common goal, and yet let opportunities emerge. Flexible companies also have:




a.
Very strong skills in environmental scanning in order to react more quickly to signals of change and to grasp new opportunities




b.
Participative strategic management to reduce distance between "thinkers" and "doers"



3.
Effective Visions must:




a.
Be simple and clear




b.
Make sense in the marketplace




c.
Be stable, but constantly challenged




d.
Be preached again and again




e.
Be the result of a long process of reshaping and clarification



4.
Visions that awake extraordinary performance have three things in common: a noble purpose, a sense of urgency, clear boundaries.




A noble purpose transcends performance targets. It is a purpose that appeals to people's desire to: excel, be useful, be proud of what they do, and have importance.


CH.5 ‑ SECTION 5 ‑ STRATEGY







Exhibit B


NOTES ON CORPORATE STRATEGY

1.

Corporate strategy has three components: corporate mission, product market strategy and competitive strategy, which interact all the time. Together they make the business strategy of the firm.  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.

2.

In developing 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 corporate MISSION,  from which POSITIONING can enable a COMPETITIVE strategy and a PRODUCT/MARKET strategy. Rough explanations of these terms follows.



VISION - An energizing picture, based on a view of the future, of what top management wants the company to become.



VIEW OF WHAT THE FUTURE HOLDS - What are the anticipated regulatory, competitive, economic and geo-political environments in which the company must compete.



COMPETITIVE ARENAS - What will the business and geographic arenas be like where the company will compete in the future. What are ou sources of competitive advantage?



CORPORATE MISSION - A 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.



POSITIONING -  What is the minds of the customers.  This 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.



COMPETITIVE STRATEGY - How does the company intend to achieve a sustainable competitive advantage?  Overall cost leadership, differentiation, focus, defensive.



PRODUCT/MARKET STRATEGIES -  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.


CH.5 ‑ SECTION 5 ‑ STRATEGY






Exhibit C


NOTES ON CORPORATE MISSION


1.
Corporate mission development starts with analysis of the business from narrow to broader lines:



Narrow lines
Broader lines



Oil

Energy



Banking
Financial Services



Locks
Security & access systems



Movie theater
Entertainment



Airlines
Communications



Carpets
Floor coverings


2.
Only when we ask "what business are we in?" can we figure out who our customers and competitors are. The question of what business are we in forces the business to consider:



a.
The customers it wants to serve



b.
The competitors it must confront



c.
The resources it needs to master in order to ensure excellence


3.
In achieving customer satisfaction, remember that:



a.
We have to satisfy the needs and wants of all participants in the entire distribution chain



b.
Any conflicts in the chain create hurdles to customer satisfaction



c.
We must also identify future needs



d.
We must compare all our findings with: previous performance, key competitors' performance, and  industry benchmarks.


CH.5 ‑ SECTION 5 ‑ STRATEGY






Exhibit D


NOTES ON PRODUCT/MARKET STRATEGY


1.
Product/market strategy may be by: internal growth or acquisition growth.


2.
Internal growth strategies use current competencies to achieve low risk steady growth, by:



a.
Concentration - on current business with single market/technology activity. 



Comment:  Lowest risk; slow growth; narrow range of investment options; normal profit.



b.
Market development - provide products with only cosmetic modifications, to customers in related market areas, with new distribution channels or a changed marketing mix.



Comment: Low risk; slow growth; normal profit.



c.
Product development - modify existing products or create new related products; market to current customers through established distribution channels.



Comment: Moderate risk; slow growth; improved profit.



d.
Innovation - respond by evolution or revolution, to customer/market expectations with highly improved or new products/services; achieve high customer acceptance; on impending product maturity, move to new product/services and thus make the older products obsolete.



Comment: High risk for R&D and pre-marketing cost; very high initial profits; difficult to achieve long-term success.



e.
Joint ventures - cooperate with another company to obtain competitive advantage in a particular environment or to acquire a special skills or resources currently lacking.



Comment: Moderate risk; faster growth; improved profitability; successful long-term cooperation may well result in a merger.


CH.5 ‑ SECTION 5 ‑ STRATEGY






Exhibit D


NOTES ON PRODUCT/MARKET STRATEGY


(continued)    


3.
Acquisition growth strategies achieve control of other existing businesses by:



a.
Horizontal integration - buying competitors with product/services in the same stage of the production/marketing chain.



Comment: growth in areas of proven competence; elimination of competitors; higher market share; improved economics of scale; improved profit and ROI.



b.
Vertical integration - buying suppliers or customers



Comment: increased dependability of supply and production volumes; broad management risk; higher financial risk from restriction to one industry.



c.
Concentric diversification - buying companies similar with products/markets or different product/markets, in order to achieve some other form of synergy and competitive advantage.



Comment: Provides new technology, markets, products and resources; high, growth profitability and risk. 



d.
Conglomerate diversification - buying businesses for investment attractiveness and other financial criteria; product/market synergies not planned.



Comment: Provides high growth, profitability and risk. 



e.
Retrenchment/turn-around - concentrated effort is crisis period of company decline (evidenced by cash shortage), to gain time and retain and strengthen basic market competencies.



Comment: Top management changes; cost reduction; asset reduction; product/market synergies less significant that immediate survival of the organization.


CH.5 ‑ SECTION 5 ‑ STRATEGY






Exhibit E



NOTES ON COMPETITIVE STRATEGY


1.
Competitive strategy involves how the company intends to achieve a sustainable competitive advantage in its chosen product markets, with a variety of strategic thrusts, such as: focus, low cost, and product differentiation.


2.
Focus:



Special product line



Target to a special market segment



Limit to a specific geographical area


3.
Low cost:



Experience curve payoffs  



No‑frills product



Product special design  



Raw‑material souring



Low‑cost distribution    



Lowering labour costs



Government subsidies  



Location changes



Production innovations 



Buying competitors



Automation          



Reducing overheads etc.


4.
Product differentiation:



Product quality, i.e., performance, durability, conformance, features, name, reliability, serviceability, fit and finish



Service quality, i.e., tangibles, reliability, responsiveness, competence, credibility, empathy, courtesy, communication


CH. 5 - Section 6 - Review


1.
Now is the time to quickly review Chapter 5 - Strategic Marketing. 


2.
Record the time taken on the Progress Worksheet and then complete the "Learning Summary for Chapter 5", with as much detail to cover: what you have learned, what difficulties you are beginning to experience and above all, how you "feel about the learning" at this particular moment, and your IMI's.


3.
And so ends Chapter 5. On Saturday, we go to Chapter 6 ‑ LEARNING MAINTENANCE. 


4.
If you are working with a partner or small group, you may care to organize a short celebration lunch, after the last session tomorrow ... after all you have all done well to complete the program ... with one prize for the one who scores highest in the feedback, and another prize, for the one who made the most feedback improvement since Monday ...? 


5.
Bye for now ...


Note: The headings for your daily Learning Summary are:


1. Day


2. Chapter completed - number and title


3. Key points learned


4. Questions to resolve


5. Personal reactions and feelings about the study


6. MI's for future action
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CH. 6  SECTION 1 - OBJECTIVES


1.
This chapter deals with: revision, feedback, learning recall and learning maintenance for the future.  


2.
The specific learning objectives are:



a.
To revise the learning from chapters 1‑5.



b.
To measure the learning achieved with the feedback test of 100 questions, and to review errors.



c.
To identify MI's (Marketing Initiatives) in the current operations of the enterprise



d.
To schedule time for learning maintenance.



e.
To plan further study in other areas of marketing.


3.
The key objective is of course to motivate further study in the future.



CH.6  SECTION 2 - REVISION

1.
First revise all the work achieved in chapters 1‑5;  review very carefully, your daily learning summary sheets Monday to Friday; try to re‑live your difficulties and to understand how you overcame them; get to know just how you learn.

2.
Then review each section with the Exhibit R which follows. Note any further MI's that come to mind.

3.
Try to develop an overall "conceptual scheme" of what you have learned; make it all reasonable, logical, obvious, practical and almost an "instinctive" reaction to what is right and what is rubbish.

4.
Then you will be ready for the feedback of 100 alternative choice questions, which follows in the next section.


CH.6  SECTION 2 - REVISION


EXHIBIT R ‑ REVISION

Think deeply about the each section and try to relate it to your reality, your organization, your practical experience, your other studies. Thus you will "hook" the learning into your mind. Improve your list of "MI's" to be explored in your organization. 

STOP  ‑ every time you review this material, then for effective LEARNING MAINTENANCE of each section:

1.  Read the title of the section

2.  Relate it to previous sections

3.  Try to recall the five key points in the section

4.  Then read the section

5.  Then relate it to some new personal experience

6.  Identify potential MI's.


CH.6  SECTION 3 - FEEDBACK

1.
Now you are ready for the feedback of 100 alternative choice questions: attempt 50-100 (your choice) either automatically or manually with the text.

2.
When you have finished, check out the answers with the solution given, and pay special attention to errors; try to find out why you got something wrong, and make notes about it; thus you bring your learning up to 100%. Finally record your score on the Progress Worksheet.

3.
How did it go?  Better than the last time? Please record your score.

4.
That ends section 3. On we go to Section 4 ‑ Learning


CH.6  SECTION 4 - LEARNING

This learning system is designed to stimulate Managers who want to learn. We have analysed in detail the knowledge and skills that we want him/her to learn and what behavior we may expect, on completion of the programme. Always try to work with a small group or partner, as a better alternative to working alone; and thus achieve a "higher quality" of learning ...

The advantages of the programme are:

1.
Each manager can learn at a most suitable pace.

2.
The manager studies advanced material only after mastering the elementary material.

3.
The programme prompts correct answers, with the aim of rewarding the manager as much as possible. If rewarded, the manager will be highly motivated to continue paying attention.

4.
The manager cannot daydream. He/she is continuously active and receives immediate and continuous confirmation of success in learning the material.

5.
Frames are designed to bring the critical point to the attention of the manager, and to establish understanding of each critical point.

6.
Learning patterns seek to reinforce the programme  symbolically.

The record of responses made by the manager highlights areas where the programme might well be reconsidered.  No programme is perfect, and consistent errors in any one frame by many managers may indicate that the frame should be redesigned.


IMPORTANT NOTE

In the light of the authors' practical experience in using the programme with many managers, the following advice is offered to Instructors who plan to use it, as part of a longer training activity:


1.
The programme does not eliminate the instructor, it changes the role; the instructor does not transfer information but creates the environment which motivates the manager to enjoy learning, and discusses problem areas with the manager.

                                                   continuing ...


CH.6  SECTION 4 - LEARNING


2.
For effective use of the programme with groups, the instructor should:



(a)
integrate the programme into the course design



(b)
require managers to write during the programme (for review)



(c)
set a definite test on the programme content



(d)
discuss the programme in relation the rest of the course


3.
The programme is not usually as effective if used casually without writing or test, or without "environmental motivation"... always try to work with a small group or partner, as a better alternative to working alone; and thus achieve a "higher quality" of learning ...


Please feel to contact the authors for further information.


CH.6  SECTION 5 ‑ REVIEW AND LMR
1.
Now is the time to quickly review Chapter 6 ‑ Learning Maintenance.

2.
Record the time taken on the Progress Worksheet and then complete the "Learning Summary for Chapter 6", with as much detail to cover: what you have learned, what difficulties you are beginning to experience and above all, how you "feel about the learning" at this particular moment, and some plans for future action.

3.
NOW TO ENSURE LONG‑TERM LEARNING MAINTENANCE, WE SUGGEST A ROUTINE (LMR) WHICH REQUIRES YOU TO USE THE COMPUTER PROGRAM, TO REPEAT CHAPTER 6 FOR ABOUT 20 MINUTES ON DAYS 3, 6, 12 AND 24 AFTER TODAY. 


SPEND ONLY 20 MINUTES ON EACH DAY AND INCLUDE ABOUT 10 QUIZ QUESTIONS EACH TIME.


YOU WILL FIND THAT THE QUESTIONS CHANGE AUTOMATICALLY, AND YOU WILL REMEMBER EVERYTHING ... TRY THIS "LMR" (LEARNING MAINTENANCE ROUTINE) AND SEE ... FOR YOURSELF ...

4.
Set out a formal list of MI's developed during the week, for discussion with senior management.

5.
And so ends Chapter 6.  Bye for now ... oh just one more thing...


CH.6  SECTION 5 ‑ REVIEW AND LMR

... one more thing ...

Almost farewell to the programme in which you taught yourself the basic concepts of marketing in one week, either working individually or better still, with a partner or with a small group. Do you remember the objectives ... way back ....?

2.
For the whole programme (Chapters 1‑6) the specific learning objectives were:


a.
To recognize and use the language and concepts of marketing, in striving to become a more market‑driven company.


b.
To exploit the full potential of the new marketing mix (positioning, product, price, people, place and promotion) when dealing with current marketing issues.


c.
To introduce new concepts of strategic marketing, vision and service marketing for the year 2000.


d.
To identify "MI's" (Marketing Initiatives) in the current operations of the organization.


e.
To motivate further study in the future.


... are you achieving them? ... and maintaining them ...?                                                               

3.
Thank you for working so well on the programme ... it is always encouraging to have the feedback from you (fax‑33‑50‑40‑89‑82), with reactions and new ideas, as we prepare other training programmes for managers in the future.

4.
... so really ... almost bye for now ... RGAB, AVM and EF ... 

 
FINAL NOTE

We hope that you have enjoyed this programme and that you have finally solved (to your satisfaction) the many puzzles that we have presented to you. We believe that the learning of industrial marketing can be both intriguing and entertaining.

You will retain and expand the knowledge that you have acquired from the programme, if you do the suggested "Learning Maintenance Routine" and also seek out every opportunity to use it in your day-to-day work. 

A list of current (2005) books, courses and articles for further reading on specialized aspects of marketing, is available on request to the authors by fax or telephone (France 33-450-40-89-82).

APPENDIX A - GLOSSARY

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 requred performance. May be a total operating budget (sales, costs, and profit) or a mor limted 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 dependant 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


Planning, direction, and control of the entire marketing activity of a firm or division of a firm.  Includes formulation of marketing objectives, policies, programmes, 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.

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 


Part of the marketing mix. 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 programmes 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.


APPENDIX B – QUIZ FEEDBACK


Mark only the "most correct" answer

1.
Products are classified as consumer or industrial according to their:


a)
nature ‑ type of product?


b)
technology?

 
c)
price?

  
d)
seller?

2.
The market for multi‑purpose as opposed to special‑purpose machinery differs mainly in:

  
a)
not being limited to one industry?

  
b)
product‑life?

  
c)
price?

  
d)
repair services?

3.
Segmentation of an industrial market, tends to develop more customer loyalty, because it the company can:


a.
Offer services more geared to that market.


b.
Develop more sharply focused strategies


c.
Develop broader strategies 


d.
Exploit its resources by better selecting compatible customers

4.
The difficulty of measuring the size of the industrial market (e.g. for automobile parts) arises from:

  
a)
demand being derived rather than direct?

 
b)
lack of government statistics?

  
c)
lack of agreement on its definition?

  
d)
obscure demand?

5.
Cutbacks by consumer‑goods manufacturers affect the industrial‑equipment manufacturer because:

  
a)
he then fears for the future?

  
b)
it must mean that business is bad?

  
c)
his salesmen will lose initiative?

  
d)
they are his final market?

6.
A vertical market is:

  
a)
an honest one?

  
b)
an in‑depth market in a few industries?

  
c)
a limited market?

  
d)
a horizontal market?

7.
A manufacturer of jet‑aircraft instruments normally has:

  
a)
a vertical market?

  
b)
a horizontal market?

  
c)
a purely government market?

  
d)
a foreign market?

8.
Industrial manufacturers of specialized equipment such as water valves do not normally follow the geographic decent‑ realization of their customers, because of:

  
a)
economics and practicality?

  
b)
high transportation costs relative to selling price?

  
c)
the number of customers?

  
d)
material‑transportation costs?

9.
Emotional motives are important in industrial purchasing when:

  
a)
prices are equal?

  
b)
the seller knows the buyer personally?

  
c)
all rational considerations are equal?

  
d)
the amount of purchase is small?

10.
 Market segmentation enables the industrial marketer to:

  
a)
use only specialist salesmen?

  
b)
find the most suitable market for his product?

  
c)
limit sales and keep up price?

  
d)
"divide and conquer"?

11.
The four major segmentation variables for consumer markets include all of the following, except:


a.
Demographic/geographic


b.
Psychographic


c.
Psycho-somatic


d.
Behaviouristic

12.
Market strategy always involves:

  
a)
creation of new products?

  
b)
selection of market segment and mix?

  
c)
selection of promotion and distribution mix?

  
d)
selection of market segment only?

13.
An idealized energizing picture of the company's future, is known in marketing jargon as the:

 
a.
Vision


b.
Marketing mission


c.
Image


d.
Mission

14.
If you pay too much attention to current industrial‑ 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 being weakened?

15.
A serious problem that top management faces in initiating sound industrial‑marketing planning is

  
a)
lack of communication about marketing objectives?

  
b)
product obsolescence?

  
c)
lack of enthusiasm?

  
d)
excessive competition?

16.
Marketing management depends upon what order of analysis:


a.
Vision, positioning, corporate mission, product/market strategy


b.
Corporate mission, vision, product/market strategy, corporate mission


c.
Positioning, vision, corporate mission, product/market strategy


d.
Vision, corporate mission, positioning, product/market strategy

17
A statement of what role the company will seek to play to achieve its vision, what needs to satisfy, which markets, with what products/services, against which competitors and how it will measure success, relates to:


a.
Product/market strategies


b.
Competitive strategy


c.
Corporate mission


d.
Marketing mission

18.
Industrial demand is usually widespread and requires a broader market normally concerns:

  
a)
minor or accessory equipment?

  
b)
major equipment?

  
c)
component parts which retain their identity?

  
d)
installations?

19.
The demand for industrial production is:

  
a)
direct from manufacturers?

  
b)
direct from engineers?

  
c)
derived from manufacturers?

  
d)
derived from consumer‑goods demand?

20.
A statement of how the company intends to achieve a sustainable competitive advantage in its chosen product markets is:


a.
Marketing mix


b.
Product/market strategy


c.
Mission


d.
Competitive strategy

21.
In the market strategy for an industrial product, "price" is:

  
a)
always the key factor?

  
b)
generally the key factor?

  
c)
never the key factor?

  
d)
seldom the key factor?

22.
Strategies for concentrating on existing products, existing markets, new market development, innovation based on existing resources, buying direct competitors, joint ventures, vertical integration, and buying synergistic businesses, are all part of:


a.
Marketing mix


b.
Competitive strategy


c.
Mission


d.
Product/market strategy

23.
Under price leadership, the advantage of being a follower is mainly:

  
a)
economy or administrative costs?

  
b)
undercutting?

  
c)
assured market share by knowing how to price?

  
d)
assured profit?

24.
In a market with a limited number of buyers, pricing policy is very dependent on:

  
a)
the demand for his buyer's products?

  
b)
the buyer's cost‑structure?

  
c)
flexible pricing?

  
d)
stable pricing?

25.
The interacting corporate mission, product/market strategy and competitive strategy all components of:


a.
Corporate strategy


b.
Competitive strategy


c.
Mission


d.
Marketing mix

26.
All of the following are normally functions of pricing policy except:

  
a)
achieving target return on investment?

  
b)
helping salesmen sell with no difficulty?

  
c)
maintaining or improving market share?

  
d)
avoiding competition?

27.
To keep away from competition, the firm could:

  
a)
lower price below total cost?

  
b)
set up long‑term arrangements with major customers?

  
c)
limit market to specific segments?

  
d)
any of these?

28.
If a product takes an irreversible downward trend in sales, and one is not recovering variable costs:

  
a)
aggressive selling should be applied?

  
b)
eliminate product for a better alternative?

  
c)
the product should not be eliminated too quickly?

  
d)
the price should be cut?

29.
The product‑development budget is best justified in terms of:

  
a)
product sales?

  
b)
product developments for long‑term company survival?

  
c)
product net profit?

  
d)
product contribution?

30.
When sales volume and profits are increasing, this is the period of:

  
a)
growth?

  
b)
maturity?

  
c)
saturation?

  
d)
abandonment?

31.
When sales volume is rising very slowly, and profits are falling, this is the period of:

  
a)
growth?

  
b)
decline?

  
c)
maturity?

  
d)
saturation?

32.
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?

33.
Marketing segmentation is:


a)
the same as product differentiation?

  
b)
similar to product differentiation?

  
c)
dividing the market by customer?

  
d)
aimed at dividing the market by product?

34.
We can justify retaining a product in the short run if it:

  
a)
has involved large research and development?

  
b)
contributes to and aids the product line?

  
c)
does not earn a contribution?

  
d)
satisfies customers?

35.
Planned obsolescence is:

  
a)
justified if the customer will stand for it?

  
b)
always profitable?

  
c)
a necessary part of technological change?

  
d)
generally profitable?

36.
The main reason for product diversification is to:

  
a)
boost company morale?

  
b)
achieve greater rate of growth of sales and profits?

  
c)
follow competitive companies?

  
d)
use available company funds and know‑how most effectively?

37.
Product policy is concerned with?

  
a)
product deletion?

  
b)
the character and number of product‑lines?

  
c)
product, quality, and guarantees?

  
d)
all of these?

38.
Product planning involves all of the following except:

  
a)
developing competitive weapons?

  
b)
requiring adjustment to shifting market opportunities?

  
c)
avoiding risk?

  
d)
taking cognisance of environmental changes?

39.
Product mix is mainly broadened to:

  
a)
utilize by‑products?

  
b)
meet competition?

  
c)
make salesmen more effective?

  
d)
fit customer requirements?

40.
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)
adequate channels of distribution?

41.
The customers to be served, the competitors to confront and the resources needed to ensure excellence, are all part of:


a.
Marketing mix


b.
Competitive strategy


c.
Corporate strategy


d.
Mission

42.
Market coverage, or the number of outlets in a trading area, is determined by:

  
a)
consumer buying practices?

  
b)
distribution costs?

  
c)
competition?

  
d)
all of these?

43.
To achieve customer satisfaction requires all of the following, except:


a.
Satisfying all participants in the entire distribution chain


b.
Identifying future needs


c.
Continuing profitability


d.
Comparing findings with past performance, key competitors performance, industry benchmarks

44.
There is a general tendency to market directly, because middlemen, among other things:

  
a)
do not "sell" ‑ just take orders?

  
b)
fail to seek out new customers?

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


d)
all of the above

45.
Manufacturers market indirectly:

  
a)
to avoid large financial commitment on a long‑term basis?

  
b)
to lessen selling expenses?

  
c)
to access market segments which are otherwise barred?

  
d)
all of these?

46.
A manufacturer would use a sales‑branch without stock rather than with stock:

  
a)
to avoid additional financial burden?

  
b)
if customer service is not performed at branch‑level?

  
c)
if customers do not buy often and/or in small quantities?

  
d)
all of these?

47.
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?

48.
The manufacturer can achieve the greatest success with missionary salesmen by:

  
a)
bible classes

  
b)
paying salesmen well?

  
c)
joint calls to enhance the prestige of the normal salesman?

  
d)
using them to prepare the way for the regular salesmen?

49.
It is risky to disrupt the continuity of the advertising effort:

  
a)
because advertising is a continuous process?

  
b)
because advertising agents lose motivation?

  
c)
because the budget has already been set?

  
d)
because customers expect you to advertise?

50.
An industrial marketer, in developing a favorable marketing image, is trying to show:

  
a)
that the firm is worthwhile doing business with?

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

  
c)
that the firm is growing?

  
d)
no concern for corporate personality?

51.
Advertising budgets expressed as a percentage of sales will differ because of:

  
a)
product's position on the life‑cycle?

  
b)
advertising agents?

  
c)
financial constraints?

  
d)
industry characteristics?

52.
In articulating his vision to company management, he chief executive must present all of the following, except;


a.
Participative strategic management that converts all of the "thinkers" into "doers"


b.
His future vision and plans of actio for its realization


c.
Scope for new opportunities to emerge


d.
The nature of the present situation and its shortcomings

53.
The characteristics of effective visions, are all of the following, except:


a.
Simple and clear


b.
Needs preaching only once


c.
Stable but constantly challenged



d.
Makes sense in the market place

54.
The key function of an advertising agency is:

  
a)
advising us on how to market our products?

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

  
c)
advising on insertion timing?

  
d)
liaison with other specialists?

55.
It is dangerous for a marketer to rely too heavily on past experience in making marketing decisions because:

  
a)
the customers are fickle?

  
b)
both products and customer needs are always changing?

  
c)
each new decision is affected by previous decisions?

  
d)
the company's profitability is always changing?

56.
Planning for industrial marketing is:

  
a)
statement of objectives?

  
b)
definition of assumptions?

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

  
d)
evaluation of alternatives?

57.
Research‑and‑development strategy seeks to:

  
a)
direct R & D efforts towards the market?

  
b)
coordinate R & D efforts with production?

  
c)
measure the productivity of marketing?

  
d)
disorganize the R & D function?

58.
Control is essential in marketing because:

  
a)
marketing staff do not work without it?

  
b)
you cannot make money without it?

  
c)
it's a means of keeping an operation going according to plan?

  
d)
inefficiency is normal?

59.
Our target of market share should be automatically adjusted when we note increased competitive actions, because we:

  
a)
want to be conservative?

  
b)
relate it to total industry sales?

  
c)
know it is usually complicated?

  
d)
use it as a performance standard?

60.
Accounting reports are not normally useful for marketing decisions because:

  
a)
they merely follow the existing reporting structure?

  
b)
they fail to recognize loss of profitable opportunities?

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

  
d)
they report only in money?

61.
Marketing normally involves strategies for:

  
a)
price and product?

  
b)
product and marketing?

  
c)
product and selling?

  
d)
product, market, and selling?

62.
Continuous assessment of marketing opportunities assures that a company will be:

  
a)
dynamic in marketing production?

  
b)
better able to survive in changing market conditions?

  
c)
able to develop new products?

  
d)
profitable?

63.
Penetration pricing implies that the wants to:

  
a)
exploit a specific market segment?

  
b)
maximize the recovery‑rate on new product investment?

  
c)
saturate as much of the potential market a.s.a.p?

  
d)
establish a long‑term market position?

64.
Skimming pricing means:

  
a)
setting a high price to maximize initial return?

  
b)
the firm wants to saturate as much of the market asap?

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

  
d)
is a sound strategy when there are high R & D costs?

65.
Cumulative quantity discounts:

  
a)
do not hold the loyalty of buyers?

  
b)
employed when lower distribution cost related to order size?

  
c)
do not penalize big buyers making series of small purchases?

  
d)
probably will eliminate small orders?

66.
Non‑cumulative quantity discounts:

  
a)
will encourage small orders?

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

  
c)
do not penalize big buyers making occasional small purchases?

  
d)
are useful in marketing major equipment?

67.
"Visions" that awaken extraordinary performance have all of the following, except:


a.
Noble purpose


b.
Sense of urgency


c.
Promise of high profitability


d.
Clear boundaries

68.
Price competition is most important during which stage of the product life‑cycle:

  
a)
introduction?

  
b)
growth?

  
c)
saturation?

  
d)
maturity?

69.
All of the following are usually major determinants of price, except:

  
a)
location of customer?

  
b)
the company's profitability?

  
c)
market condition?

  
d)
size of customer?

70.
F.O.B. pricing:

  
a)
may create exclusive trading areas when competition wide?

  
b)
places responsibility for delivery on the seller?

  
c)
quotes delivered price?

  
d)
limits the competitiveness of a firm?

71.
A noble purpose in a "Vision" does NOT appeal to people's desire to:


a.
Excel


b.
Be useful and proud


c.
Have importance


d.
Be well rewarded

72.
Operating supplies for a manufacturer are always:

  
a)
marketed directly by manufacturers?

  
b)
not identifiable in the finished product?

  
c)
marketed by middlemen?

  
d)
major purchasing decisions?

73.
Demand for industrial goods fluctuates more widely than demand for consumer goods because:

  
a)
there are more buyers?

  
b)
price are lower?

  
c)
there are more products?

  
d)
of inventory policies?

74.
Demand for industrial goods is derived because:

  
a)
it is affected by top policies?

  
b)
it is dependent on consumer demand?

  
c)
it depends on the wholesale‑price index?

  
d)
none of these?

75.
A sudden market price rise of an industrial product will probably:

  
a)
bring a growth in total demand?

  
b)
bring a decline in total demand?

  
c)
not affect total demand?

  
d)
cut back supply?

76.
In a vertical market:

  
a)
a large sales‑force is necessary?

  
b)
there are many customers?

  
c)
an extensive distribution system is needed?

  
d)
a change in the buying pattern of a single customer can cause wide variations in sales?  

77.
Vendor analysis:

  
a)
concerns the buyer's characteristics?

  
b)
concerns the seller's characteristics?

  
c)
concerns both buyer's and seller's characteristics?

  
d)
picks the best coffee‑machine?

78.
Value analysis:

  
a)
indicates the worth of a product?

  
b)
shows which products are the lowest in price?

  
c)
enables the firm to choose the most economical means of fulfilling specifications?


d)
is a waste of time?

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 industrial marketing is dependent on:

  
a)
good products?

  
b)
keen prices?

  
c)
sound marketing planning?

  
d)
strong sales‑force? INSERT same style

81.
For customer analysis we must ask strategic questions on segmentation, customer motivation and customer unmet needs. Segmentation questions include all of the following, except:


a.
What objectives do the customers seek


b.
Who are the largest buyers


c.
What potential customers can be identified who are not buying from us now


d.
Who are the buyers and users of the product

82.
For customer analysis we must ask strategic questions on segmentation, customer motivation and customer unmet needs. Customer motivation questions include all of the following, except:


a.
What objectives do the customers seek


b.
What product attributes re important


c.
What changes in customer motivation are occurring or are likely to occur.


d.
What motivates customers to buy and use tech products or services.

83.
For customer analysis we must ask strategic questions on segmentation, customer motivation and customer unmet needs. Customer unmet needs questions include all of the following, except:


a.
Who are the largest buyers


b.
Do customers experience problems


c.
Are there unmet needs of which the customers may not be aware


d.
Are the customers satisfied with the product and services they are buying

84.
The principle task of marketing is to:


a.
Make the customer do what suits us


b.
Be skilful in conceiving what suits the interest of the customer


c.
Achieve profitable sales


d.
Make the business do what suits the customer

85.
The part of the product life cycle when we experience the characteristics of: "profitability low, replacements, older market substitutes, or an eroding market" is usually classified as:


a.
Growth


b.
Maturity


c.
Saturation


d.
Decline

86.
The part of the product life cycle when innovation is: "waiting, following, improving" is usually classified as:


a.
Growth


b.
Maturity


c.
Decline


d.
Saturation

87.
The part of the product life cycle when innovation is: "waiting, following, improving" is usually classified as:


a.
Growth


b.
Maturity


c.
Saturation


d.
Decline

88.
The part of the product life cycle when the market emphasis is: "create market and primary demand" is usually classified as:


a.
Introduction


b.
Saturation


c.
Decline


d.
Growth

89.
The first element of marketing strategy is:


a.
People - customer analysis


b.
Product


c.
Promotion


d.
Positioning

90.
Based upon on a "vision" of what the company wants to be and how it want to be perceived by its stakeholders, is the marketing strategy element of:


a.
People - customer analysis


b.
Product


c.
Promotion


d.
Positioning

91.
Positioning is a perception in the minds of the:


a.
General management


b.
Marketing management


c.
General public


d.
Customers

92.
Successful positioning is all of the following, except:


a.
Unique and distinctive


b.
Profitable relative to objectives



c.
Transferable globally


d.
Relevant to all audiences

93.
The challenge is to keep positioning the company and its products such that they always hold in the target customers' minds, where they expect the ... to be.


a.
Product


b. 
Promotion


c.
Market


d.
Ideal

94.
To qualify as having a position, a brand product or service must have all of the following, except:


a.
Widely recognized


b.
Preferred by a significant target group


c.
Sense of uniqueness, difficult to copy


d.
Continuing profitability

95.
The process of dividing a market on the basis of characteristics, to make effective investment for competitive advantage, is:


a.
Customer analysis


b.
Product differentiation


c.
Market strategy


d.
Segmentation

96.
The objective of segmentation is to satisfy the needs of:


a.
A major part of the general market


b.
Target market customers


c.
A broad range of customers


d.
Marketing managers

97.
Segmentation is necessary when:


a. 
Many customers seek the same product



b.
Market needs to be grown


c.
Competition is low


d.
Customers cannot be identified or reached

98.
In industrial markets, a profound understanding of customers needs, involves:


a.
Market segmentation


b.
Target selection


c.
Marketing mix


d.
Market analysis

99.
In industrial markets, dividing up the market, involves:


a.
Market analysis


b.
Target selection


c.
Marketing mix


d.
Market segmentation

100.
In industrial markets, redesign of the marketing program, involves:


a.
Market analysis


b.
Target selection


c.
Market segmentation


d.
Marketing mix


ANSWERS TO THE QUIZ


 1‑a
21‑d 
41‑c  
61‑d 
 81-a

 
 2‑a  
22‑b 
42‑d  
62‑b 
 82-a


 3‑b  
23‑c 
43‑c  
63‑c 
 83-a


 4‑a  
24‑a 
44‑d  
64‑a 
 84-d


 5‑d  
25‑a 
45‑d  
65‑c 
 85-d


 6‑b  
26‑b 
46‑d  
66‑b 
 86-d


 7‑a  
27‑c 
47‑b  
67‑c 
 87-a


 8‑a  
28‑b 
48‑d  
68‑c 
 88-a


 9‑c  
29‑b 
49‑a  
69‑b 
 89-a


10‑b  
30‑a 
50‑a  
70‑a 
 90-d


11‑c  
31‑d 
51‑a  
71‑d 
 91-d


12‑b  
32‑c 
52‑a  
72‑b 
 92-d


13‑a  
33‑d 
53‑b  
73‑d 
 93-b


14‑b  
34‑b 
54‑b  
74‑b 
 94-b


15‑a  
35‑c 
55‑b  
75‑a 
 95-b


16‑d  
36‑d 
56‑c  
76‑d 
 96-b


17‑c  
37‑d 
57‑a  
77‑b 
 97-b


18‑a  
38‑c 
58‑c  
78‑c 
 98-d


19‑d  
39‑d 
59‑d  
79‑d 
 99-d


20‑b  
40‑a 
60‑b  
80‑c
100-d


Note:  ... one or two answers may be wrong...

GRADING

 70‑80/100
Excellent

 60‑70/100
Good

 Under 60/100
Fair, repeat the programme at a later date
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