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1. Define marketing and identify the requirements for marketing to occur.

Marketing is an organizational function and a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders.
2. List and describe the marketing mix elements.
The marketing mix elements, also known as the 4 P’s are:

· Product – A good, service or idea to satisfy the consumer’s needs.
· Price – What is exchanged for the product.
· Promotion – A means of communication between seller and buyer.
· Place – A means of getting the product into the consumer’s hands.
3. Explain how organizations build strong customer relationships and customer value through marketing.

“Many successful firms have chosen to deliver outstanding customer value with one of three value strategies: best price, best product, or best service.” Relationship marketing is another strategy used to tailor goods or services to an individual’s wants.
4. Describe why business, mission, culture, and goals are important in organizations.
Organizations need a reason for their existence and a direction.
An organization must be familiar with the market they exist within, or business that they are competing in.

After knowing where the organization is, the leaders may establish a mission, or a statement of the organization’s scope, to help identify its customers, markets, products, technology, and values.

After establishing a mission, a defined culture may develop that aids the organization in focusing their collective energies.

Focusing energies helps, but they must be aimed at organizational goals. “Goals or objectives, convert the mission into targeted levels of performance to be achieved, often by a specific time.”

5. Describe the strategic marketing process and its three key phases: planning, implementation, and control.

The Planning Stage consists of 3 steps:

- Situation analysis (SWOT)


- Market-product focus (market segmentation) and goal setting


- Marketing program (strategies)

The Implementation Stage puts into action the plans put forth by the Planning Stage.

- obtaining resources

- designing the marketing organization


- developing schedules


- execution of marketing program

(continued…)

Finally, the Control Phase seeks to keep the marketing program moving in the direction set for it. The marketing manager must:
- compare the results of the marketing program with the goals in the written plan


- find deviations from the plan and act upon them; correct negatives / exploit positives

6. Explain how environmental scanning provides information about social, economic, technological, competitive, and regulatory forces regarding regulatory forces.
Environmental scanning is the constant search for factors that may have an effect on the current marketplace for an organization’s product. Identification and Interpretation of trends is an on-going process in 5 areas:
· Social - demographics
· Economic – income, expenditures, and financial resources
· Technological – invention and innovation
· Competitive – alternatives that provide a product to satisfy market’s needs
· Regulatory – restrictions by state and federal law
7. Explain the differences between legal and ethical behavior in marketing.
Legal behavior is that which falls within the law and is not punishable under regulations of society. Ethical behavior is behavior which is relative to societal norms and understandings. Ethics for many individuals is situational, yet unwavering for others. Many justify their actions by asking whether the action is legal – rationalizing that if it were unethical, it would be illegal.
8. Describe the different concepts of social responsibility.

Organizations must realize the accountability it has to the society in which is exists. There are several forms of social responsibility, all of which vary depending on a number of factors.

· Profit Responsibility - this may seem as the most selfish of the options listed here, but is probably the most Capitalist of the three. It is loyalty to the bottom-dollar, with the notion that a business exists solely to make money.
· Stakeholder Responsibility – this outlook focuses on the loyalty to those who can affect business operations financially and politically.
· Societal Responsibility – this outlook refers to the obligations that an organization has to preservation of the environment and to the general public’s welfare.
9. Recognize unethical and socially irresponsible consumer behavior.
Many consumers are willing to act unethically or otherwise inappropriately all in the name of “saving money”. In the end, they end up costing the companies they purchase from billions of dollars annually.
It seems as though the majority of consumers are just that, creatures of consumption. Little regard is given, generally speaking, as to the ecological impact of purchasing decisions. Most consumers are unwilling o sacrifice convenience and pay potentially higher prices to protect the environment and/or “lack the knowledge to make informed decisions dealing with the purchase, use and disposition of products.”
10. Describe the stages in the consumer purchase decision process.
When purchasing an item, a consumer will go through the following steps, consciously or subconsciously:

· Problem Recognition – finding inadequacies in current or competing products

· Information Search – suggest criteria for purchase, brand names/models that might meet criteria, define consumer value perceptions

· Alternative Evaluation – evaluation of criterion, “do they meet my needs?”
· Purchase Decision – selection of when to buy, where to buy
· Post-purchase Behavior – satisfaction/dissatisfaction with product purchase
11. Distinguish among 3 variations of the consumer purchase decision process: routine, limited, and extended problem solving.
· Extended – a shopper will judge a decision based on all 5 stages of the consumer purchase decision. Gathering information, weighing out options, looking at potential purchases, seeking best item to suit needs, etc.
· Limited – a shopper will rely on personal experience or advice from a friend. Less time is spent gathering information; decision is made on informal recommendations from friends or relatives.

· Routine – a shopper spends little time/energy seeking information or judging alternatives

12. Identify major psychological influences on consumer behavior.
· Perception – the process by which an individual selects, organizes, and interprets information
· Perceived Risk – “represents the anxieties felt because the consumer cannot anticipate the outcomes of a purchase but believes that there may be negative consequences.”
· Learning (conditioning) - 2 main types of learning:
- behavioral - response built up by repeated exposure

- cognitive -  response built by thinking, reasoning and problem solving

· Attitude/Beliefs – “learned predisposition to respond to an object or class of objects in a consistently favorable or unfavorable way.”
· Lifestyle – mode of living that is identified by how people spend their time and resources, what they consider important in their environment and what they think of themselves and the world around them. (worldview)
13. Identify the major sociocultural influences on consumer behavior.
· Personal Influence – broken down into opinion leadership and word-of-mouth. Opinion leadership is the trusted (or perceived as ‘trusted’, sic) opinion of others who “ought to know”.
· Reference Groups – group perception influences individual actions/decisions
· Family Influence – family structure/role influence decisions
· Social Class – upper/middle/lower classes all have different tastes/attitudes

· Culture/Subculture -  general buying patterns can be observed based on the racial/ethnic subculture the consumer is a part of
14. Distinguish among industrial, reseller, and government organizational markets.
· Industiral – purchase a good from a supplier, reprocess the good, then resell to a buyer.

· Reseller – purchase a good from a supplier, then resell to a buyer without ever performing any actual reprocessing.

· Government – purchase goods from suppliers for the people served by the institution

15. Describe key characteristics of organizational buying that make it different from consumer buying. 151-156
Organization buying is similar to consumer buying but with a few major differences. Rather than identifying a need or want based on personal criteria, organizational buying looks at what is needed by the retail front or the buyer’s market. Rather than the consumer asking “what do I need?” organizational buying asks the question “what is best, given the amount of buyers?” Typically the purchases made are much larger purchases than individual consumers make. Also, rather than looking at when to buy and where to shop, org. shopping also looks at the ability of the supplier to meet delivery schedules, quality checks and policies against poor performance of the goods to be purchased.
16. Explain how buying centers and buying situations influence organizational purchasing.
Organization buying, since the decision affects more than one person, is performed by a buying center, or a purchasing committee. The group consists of users, influencers, buyers, deciders, and gatekeepers. Each plays a role in the decision to purchase a good or service from outside the firm. The manner in which the team is involved is based on the type of purchase being made, also known as the buying situation.
Buying situations have 3 main types:

· Straight rebuy – repurchasing of a previously purchased good/service. No review is needed to resupply the firm.

· Modified rebuy – essentially the same good or service will be purchased, only with a mofied delivery schedule, quantity or some other alteration to the normal flow of the order.

· New buy – the most investigated and time-consuming situation. The team comes together to purchase the best/cheapest/most appropriate good for the given time/purpose after reviewing several options and alternatives.

The buying center will go through a more expansive version of the consumer purchasing decision schedule, analyzing each step along the way.

17. Identify the major trends that have influenced the landscape of global marketing in the past decade.
In the past decade globalization has become a key factor in the supply-chain of almost every single market in the world. Organizations now trade internationally in order to exploit lower opportunity costs elsewhere in the world which means greater profits for shareholders or lower prices for consumers. International trade agreements help assist this international shift of goods and currency.
The evolution of the internet has also changed the manner in which products reach the target audience. Potential buyers are now able to investigate many more specific items than they otherwise may find at a typical “brick-and-mortar” store.
18. Identify the environmental factors that shape global marketing efforts.
Many new political efforts among nations have altered the economic landscape. The European Union has allowed independent nations to join economic forces to better themselves and the quality of live of their citizens.

International trade agreements between Asian countries all of whom are the world’s chief exporters, have allowed businesses to flourish all throughout the East.

19. Explain the distinction between standardization and customization when companies craft worldwide marketing programs. 

Standardization – the ability to create a single unit, take-it-or-leave-it, created en masse at a low cost to the producer.

Customization – crafting a good or service (usually in smaller numbers) to the exact customer specifications.
