Learning objectives
Part 1: The Marketing Concept
When you have read this chapter, you should be able to understand:

· The theoretical and ideological foundations of the marketing concept

· The difference between "strategic" and "operational" marketing

· The differences between "response" and "creative" strategic marketing

· The difference between transactional and relationship operational marketing

· The limitations of the marketing concept

· The marketing mix paradigm

 

Chapter 2: The Market Orientation Concept
When you have read this chapter, you should be able to understand:

· The MO concept

· The role performed by the different market actors

· The misconception in customer orientations

· The costs of a weak MO

· Shortcomings of the traditional marketing organization

· Characteristics of a market-driven organization

 

Chapter 3: The Impact of Globalization
When you have read this chapter, you should be able to understand:

· the benefits and pitfalls of free trade

· the industry globalization drivers

· the different international environments

· the difference between and customization and standardization

· the benefits and drawbacks of globalization

· the benefits of localism

· the challenges of marketing to the poor

 

Chapter 4: Emerging Values and Issues
When you have read this chapter, you should be able to understand:

· the benefits and pitfalls of free trade

· the industry globalization drivers

· the different international environments

· the difference between and customization and standardization

· the benefits and drawbacks of globalization

· the benefits of localism

· the challenges of marketing to the poor

 

Chapter 5: Customers’ Needs Analysis
When you have read this chapter, you should be able to understand:

· The difference between generic and derived needs

· The importance of unarticulated or latent needs

· The determinants of well-being

· The multi-dimensional structure of customers' needs

· The motivation of the B2B customer

· The concept of industrial decision centre

 

Chapter 6: The Customer Purchase Behaviour
When you have read this chapter, you should be able to understand:

· The different customer roles in B2C markets

· The customer problem-solving approach in B2C and B2B markets

· The concept of industrial supply chain

· The product viewed as a bundle of attributes

· The concept of CRM

· The customer behaviour after usage or consumption

· The measures of satisfaction/dissatisfaction

 

Chapter 7: Measuring Customers’ Response
When you have read this chapter, you should be able to understand:

· The importance of market information in a market-driven company

· The structure of an MIS

· Why marketing research must be scientifically conducted

· The differences between exploratory, descriptive and causal research

· The characteristics of the main primary data collection methods

· The potential of the new methods of causal research

Chapter 8: Needs Analysis Through Market Segmentation
When you have read this chapter, you should be able to understand:

· The concept of reference market

· The objectives of market segmentation

· The advantages and disadvantages of different segmentation methods

· The requirements for effective segmentation

 

Chapter 9: Market Attractiveness Analysis
When you have read this chapter, you should be able to understand:

· Describe the major concepts of demand analysis

· Understand the concepts of virtual and meta-markets

· Explain the structure of demand for consumer and industrial goods, for durable and nondurable goods and for services

· Explain how to detect growth opportunities in a given market through gap analysis

· Describe the PLC model and its strategic implications

· Understand the financial implications of the PLC

 

Chapter 10: Company Competitiveness Analysis
When you have read this chapter, you should be able to understand:

· Define a competitive advantage that is sustainable in a target market

· Describe the nature and strengths of the competitive forces at play in an industry

· Assess the impact of the competitive situation on the strategic and operational marketing objectives

· Predict the type of competitive behaviour to expect given the competitive environment

· Explain the importance of differentiation as a source of competitive advantage

· Use the experience curve to measure the extent of a cost advantage or disadvantage over direct competitors

· Understand the concept of international competitive advantage

 

Chapter 11: Market Targeting and Positioning Decisions
When you have read this chapter, you should be able to understand:

· The market targeting options to be considered

· The objectives and tools of strategic positioning

· The conditions for a successful differentiation strategy

· The usefulness of the value chain in the search for differentiation

· The different approaches in international market targeting

 

Chapter 12: Formulating a Marketing Strategy
When you have read this chapter, you should be able to understand:

· Conduct a product portfolio analysis, using the Boston Consulting Group's (BCG) growthâ€“share matrix, the multi-factor portfolio matrix or the SWOT analysis

· Discuss the merits and limitations of these two product portfolio analysis methods

· Understand the different views of strategy

· Describe the objectives and risks associated with the choice of a specific generic strategy

· Define the different strategic options a firm can contemplate in designing a development or growth strategy

· Describe the different competitive strategies a firm can consider vis-Ã -vis its rivals and their conditions of application

· Discuss the objectives and the various forms of international development

 

Chapter 13: New Product Decisions
When you have read this chapter, you should be able to understand:

· The components of innovation

· The distinction between market-pull and technology-push innovation

· The organizational procedures of the new product development process

· The methods of idea generation

· The methods of idea screening

· The analysis of the customer's adoption process

· The concept of portfolio of projects

 

Chapter 14: Brand Management
When you have read this chapter, you should be able to understand:

· The growing importance of brands for consumers and companies

· The functions of brands for both the customer and the manufacturer

· The concepts of brand identity, brand image and brand equity

· The advantages and risks of brand extension and of co-branding

· The usefulness of brand portfolio management

· The methods of brand evaluation

 

Chapter 15: Distribution Channel Decisions
When you have read this chapter, you should be able to understand:

· Understand the role and the functions performed by distribution channels in a market economy

· Understand why companies use distribution channels and the tasks performed by the different actors in these channels

· Identify the main configurations of a distribution channel and analyse the distribution cost structure of each possible channel

· Explain the different market coverage and communication strategies open to the manufacturer

· Understand the emerging role of private labels in B2C markets

· Describe the alternative entry strategies in foreign markets open to the international firm

 

Chapter 16: The Battle of the Brands in B2C Markets
When you have read this chapter, you should be able to understand:

· Understand the emerging role of private labels in B2C markets

· Describe the alternative entry strategies in foreign markets open to the international firm

· Understand the strategic options for brand manufacturers

 

Chapter 17: Pricing Decisions
When you have read this chapter, you should be able to understand:

· Understand the buyer's perception of price and its significance for the firm

· Analyse the cost and profit implications of different pricing alternatives

· List and explain the factors affecting the customer's price sensitivity

· Describe and compare different methods of pricing in a market-oriented perspective

· Discuss the impact of the competitive structure on the firm's pricing strategy

· Describe the way to approach the problem of setting the price for a set of related products

· Explain the pricing issues facing a firm operating in foreign markets

 

Chapter 18: Marketing Communication Decisions
When you have read this chapter, you should be able to understand:

· The concept of integrated marketing communication

· The nature of the different modes of marketing communication

· The steps in designing an effective communication programme

· The tasks and objectives of relationship selling

· The different objectives of advertising communication

· The roles and impact of sales promotions

· The objectives of public relations and of sponsoring

 

Chapter 19: Advertising Offline and Online Decisions
When you have read this chapter, you should be able to understand:

· The steps in designing an effective communication programme

· The different objectives of advertising communication

· The different advertising platforms

· The objectives and methods of media planning

· The methods of advertising budgeting

· The roles and impact of sales promotions

· The objectives of public relations and of sponsoring

 

Chapter 20: Measuring Marketing Performance
When you have read this chapter, you should be able to understand:

· The necessity to develop measures of marketing performance

· To understand the concept of brand equity

· To be able to select the appropriate measure of customer response

· To compute a marketing ROI

· To monitor the short and long terms effects of marketing outlays

· To understand the usefulness and limits of marketing models

· To estimate the impact of marketing on stock returns

 

Chapter 21: The Strategic and Operational Marketing Plan
When you have read this chapter, you should be able to understand:

· Understand the usefulness of formal strategic planning

· Define the structure and content of a strategic plan

· Conduct an external and internal audit (SWOT analysis)

· Define operational objectives and action programmes

· Prepare a projected profit and loss statement

· Test the robustness of a strategic plan

