General Business Notes

Market segmentation occurs when the total market is subdivided into groups of people who share one or more common characteristics.

MARKET SEGMENTATION 
Demographic –
1. Age
2. Gender
3. Occupation
Geographic – 
1. Urban 
2. Suburban
3. Rural
Behavioral – 
1. Brand loyalty 
2. Regular user
3. Price sensitivity
Psychographic –
1. Personality
2. Lifestyles
3. Motives

MARKETING STRATEGIES
Product –
1. Positioning
2. Branding
3. Packaging
Price –
1. Price skimming
2. Price penetration
3. Loss leader
Promotion –
1. Advertising
2. Personal selling
3. Below the line promotions
Place –
1. Transport
2. Warehousing
3. Inventory

Monitoring – checking and observing the actual progress of the marketing plan
Implementation – is where the marketing plans are put into operation
Controlling – involves the comparison of planned performance against actual performance.

SWOT analysis enables the business to determine the internal and external challenges and possibilities.





BUSINESS LIFE CYCLE
Intro  sales grow slowly
Negative profits

Growth  sales grow rapidly
      Highly profitable

Maturity  sales level off
        Occasional advertising

Decline  sales fall

TYPES OF MARKETS
• Resource – business buyers

who purchase the factors or production in order to make products (land, labour, capital, enterprise)
• Industrial – products needed to manufacture other products
• Intermediate – consists of goods purchased for re-sale
• Consumer – personal buyers who purchase goods and services for personal user
• Mass – customers who want to buy standard products
• Niche – buyers with specialized needs

Primary date – are the facts and figures collected form original sources for the purpose of the specific research problem. This info can be collected by the business itself, a process which may be time consuming and expensive.

Secondary data – are facts and figures already collected by some other person or organization.

TYPES OF CUSTOMERS
1. People
2. Households
3. Individuals
4. Organizations
5. Institutional
6. Government
7. Firms
8. Educational institutions
9. Clubs and societies

Buyer behavior – are the decisions and actions of people involved in buying and using the product.

MARKETING OBJECTIVES
1. Expanding product range – variation of product
2. Increase marker share – increase market image and/or lower price
3. Expanding existing markets – globalize
4. Expanding through export – open new outlets
5. Maximizing the customer – satisfying

the customer

Planned Obsolescence – is constant changes in products often encourages consumers to repeat purchases. This means that the features of a product will often become outdated although being available within the market for only a short period of time. When businesses intend this to occur, it is referred to as ‘planned obsolescence’. Electrical equipment, cars, computers, computers and mobile phones are examples of an area where planned obsolescence is commonly used.

SUGging – Selling Under the Guise of a survey, is a sales technique disguised as market research.

Fine print – important conditions are written in a small sized print and are, therefore difficult to read.

Country of origin – accuracy in labeling is important; for example ‘made in Australia’ and ‘product of Australia’ have two distinctive meanings.

Bait and Switch –involves advertising a few products at reduced and therefore enticing prices to attract customers. When the advertised products quickly run out, the customers are directed to higher priced items.

Below the Line Promotions – ‘out of the ordinary’ promotions

CASE STUDIES
Billabong
Coca Cola
Windsor Smith Shoes
VEA
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