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The Purchase Decision 

The purchase decision making process comes in four stages. Different products have 

varying degrees of emphasis in each stage as they are products which require different levels 

of financial commitment. Some products are purchase out of habit and have very little 

consideration of their attributes when purchasing them, like toothpaste. Branding works on 

products like this by promotion that keeps the name of brand as part of the consumer “evoked 

set.” These are the brand names that will come to mind when a consumer decides to fill the 

need for the type of product. Much of peoples purchases are repeated over and over so 

advertisers try to maintain brand loyalty to the 60% of their purchases which are habitual. 

Other purchases are infrequent, like the purchase of a house or a car. These will take 

more consideration and research before any commitment to the purchase is made. Normally 

in the first stage of decision making, a need is identified. Virtually all sales are made to 

satisfy some need the consumer feels, whether actual or perceived. Some products are chosen 

for their functional benefits such as reliability, durability, convenience and performance. 

Other times products are purchased to satisfy emotional or intangible needs like prestige, 

pleasure, pride or conformity. Products and brand names in particular can instill a sense of 

emotional satisfaction that makes the product worth the sale.  

A person’s socio-economic status may have a lot to do with the choices they make for 

products, but may not always dictate the type of purchase a person will make. Maslow’s 

Hierarchy of needs says that people will tend to satisfy basic physiological needs before they 

try to satisfy emotional needs like prestige. However, in the consumer culture we live in 
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brand recognition is a source of status to those rich and poor. A need arises when one’s actual 

state of affairs differs from their desired state of affairs. People sometimes seek brands to 

alter their feelings about their state of affairs. The purchase of a car to many is a status 

symbol to be used as a source of pride and self-esteem. When someone is purchasing a used 

car, they may still look to fulfill this status requirement or look to fulfill the functional need 

of getting back and forth to work.  

At the point of need recognition, a person will draw on their on personal knowledge 

about the products to start analyzing a way to solve their problem. The internal search is the 

beginning of step two in the purchase process. They will be used their evoked set of products 

they have already heard of to try and make a match with their current need. They will rely on 

their attitudes about products they like as well as ones they wish to avoid. From there, they 

might do more external searching to find out more of what’s available. They can use 

consumer reports, advice from friends, and information from retailers to generate a set of 

evaluative criteria. The list might include the price, service history, available warranties, 

color, class rating or similar features to judge one product from the other.  

The next step is to make the purchase. The retailer can make this step easier by offering 

alternate methods of payment or extended payment options and rebates. After the purchase is 

made, a feeling of satisfaction or it’s opposite, cognitive dissonance will arise in the mind of 

the consumer. The advertiser can help the feelings of satisfaction by being involved in the 

post-purchase process with their consumers. The advertiser can send thank you messages, 

welcome letters and promotional offers which are only available to customers. Since most 
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purchases of small items are repeated, it is in the interest of the retailer to concentrate on the 

post-purchase process.  

When buying food, which is a habitual purchase, the advertisement of certain brands can 

be informative and yet, still have no effect. In a store I frequent, Aldi’s supermarket, there are 

no commercials or advertisements for their products. The company is based overseas and 

consequently doesn’t promote in my area at all. However because of prices and familiar 

packaging that is always similar to the widely-promoted American brands, Aldi’s does a 

good job capitalizing on the promotion of others. Long ago, off-brands learned the technique 

of creating a similar product with similar packaging which they didn’t have to promote 

because the imagery was being promoted for them by the name brand product. But for so 

many people who only half-pay attention to these commercials, close is good enough. With 

food, I do tend to scruntinize the label for nutrition information on processed products and 

look for good prices as well as nutrition and freshness. The name brand of the product is 

mostly inconsequential. I do tend to try other products just for the heck of it though, mostly 

because of what’s on sale. The best post-purchase satisfaction in buying food is eating it. 
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Strategies in Marketing 

What are the disadvantages of the heavy-user strategy?  

Heavy users will eventually die out. Every brand has a life of use for a consumer. We 

know that products have a life cycle which goes from introduction, to growth, to maturity 

and finally decline. Up until the decline stage, a products use will increase. Then in the end 

the product will decline and maybe fade out of use unless it’s repositioned in the marketplace 

to a new audience. The product life cycle mimics the life cycle of a person from birth to 

decline and finally death. Because every consumer will eventually die, their use of a product 

is finite. When that person stops using the product because of a change in lifestyle or 

ultimately death, they will no longer be a customer. This is the eventuality for all consumers 

including heavy-users.  

Heavy-users of a product may contribute to more than 40% of a company’s sales by some 

measures, but they will need to be replaced by new users if the company is to continue 

beyond its current state. In order to continue indefinitely, a company must constantly build 

on its customer base. Even heavy-users may experience life changes economically, 

geographically or attitude-wise that may change their buying habits. New users must be 

influenced to take their place.  

Heavy-users may be brand loyal so, it may be hard to convince them to switch brands. If 

all of the promotion a company does focuses on only those who are heavy-users, it may be 

speaking to a limited audience. Among heavy-users, brand names and habitual patterns may 

be important factors in their choice of product. They will come to expect a certain quality and 
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buying experience that means something significant. Intense competitive positioning may not 

be enough to counteract engrained attitudes developed over years of use. 

 The emergent market is made up of consumers who might become possible customers in 

the future.  

What are the advantages of targeting this new segment?  

 “Their brand preferences are still under development.”
1
 These consumers can one day 

become heavy-users if they are encouraged to try the brand. Marketing the brand directly to this 

new segment can show profit in the future. Companies look at this segment as a business 

opportunity. These new users will be a faithful source of revenue if the company can make them 

brand loyal. College-age consumers of coffee may just be entering the workforce soon and enjoy 

a good cup of coffee to start their day. Starting a marketing campaign to seek out this segment 

would prove beneficial once some have transitioned into the heavy-user category. Marketers will 

use various advertising techniques to attract this new audience by addressing them directly in 

promotional campaigns. This is referred to as point-of-entry marketing.  

Reference 
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STP Marketing 

A marketing strategy is broken up into three main parts. These stages are called the STP 

marketing method, which is used as, “…a sound basis for generating effective advertising.”
1
 The 

activities an advertiser follows are Segmenting, Targeting, and Positioning. Within each of these 

activities are different methods one could use to achieve the same goals. Still, the man objective 

will always be to define a consumer market, find out how to communicate effectively with that 

market and then define a promotional campaign that attracts that market. 

Segmenting is breaking down the overall market into its component groups. Different 

types of consumers will consume the same product for different reasons. These groups must be 

identified to find out their various strengths and weaknesses toward purchasing the brand.  

Within a large heterogeneous group of consumers will be smaller homogeneous groups of 

consumers who all purchase for the same basic reasons. Before that can be done, these segments 

can be identified by demographics like age, gender, ethnicity, marital status, income, education 

and occupation. They can also be identified by usage level; whether they are a heavy-user or an 

emergent consumer, or variety-seeker. Different kinds of promotion will affect their choice to 

buy the brand. Some users will even be brand-loyal to the company or one of its competitors.  

Geographic indicators that identify a region, climate or living condition can indicate how 

a person will buy, too. Because of the climate, certain products will be viable for the area, like 

surf-board sales near the beach or snowboard sales in the mountains.  

Psychographic and lifestyle indicators are also useful in breaking down a market. Some 

professionals define different consumer groups by activities, interests and opinions. This 
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approach provides insights into why a particular consumer makes a specific purchase decision. 

The values and lifestyle system characterizes consumers according to their income, education 

and motivations. Consumers are divided among higher resource individuals and lower resource 

individuals, and between innovators and survivors. By defining these categories with others, 

advertisers can predict behavior patterns which is the next important step in the STP process, 

targeting. 

 Because there are a variety of consumers that make up different market segments, 

advertisers must discover the strengths and weaknesses their product has to intended buyer. They 

must use this information to select the most beneficial market(s) to focus their advertising 

campaign on. This is the targeting process. A prospective market must be assessed to find out 

how the product suits their needs and if the company can successfully meet them. Part of the 

consideration for the new market will be the competitive field in which the company operates. 

They will need to determine which competitive advantages they have over rival brands and 

whether or not it would be a viable option to compete for consumers. Many time advertisers will 

be able to identify a niche market which is a smaller group that will “…pay a premium price to 

the firm that specializes in meeting (their) needs.”1 Because of social media feedback and 

internet accessibility, marketers can communicate with consumers defined by their specific likes, 

dislikes, attitudes and behaviors.  

 After a company decides which market they will be able to serve effectively, it is time to 

communicate their message. During the targeting phase the firm will have discovered the key 

factors needed to gain the prospective audience’s attention. The positioning phase will utilize 

these factors to determine which advertising medium to use and what messages to convey. 
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Positioning will be maximized by providing real benefits based on the product itself. These real 

benefits are part of the criteria needed to gain the market segment and must be consistent over 

time. The them should be simple and focused for clarity and highlight at least one typical 

strategy. Positioning can be gained by emphasizing the benefits of the product, the benefits the 

product has over its closest competition or something intrinsic to the user. A focus on one of the 

three will ensure that the target market is aware of the promotion. Though each product may 

offer different functional, emotional or self-expressive benefits, the value proposition method 

encourages advertising professionals to showcase a product based on how well it’s benefits can 

be made clear to the intended consumer segment.  
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ZMET and focus groups 

 What aspects of ZMET and focus groups are similar? How do they differ?  

Both techniques use small groups of 6 to 10 people in a controlled atmosphere. Both try 

to elicit the original thoughts from a person rather than pre-determined answers like on a 

multiple choice survey. Focus groups try to gather key word or reaction responses while 

the Zaltman Metaphor Elicitation Technique only seeks metaphors to describe the 

subject. 

 What particular features of ZMET could foster a richer understanding of 

consumers’ motives than is typically achieved with focus groups?  

The technique used to elicit metaphors limits the respondent to selecting from other 

sources of stimuli like magazine clippings to generate the response. Unlike focus groups 

merely describing the subject with words eliminates the ability of one person in the group 

to dominate others. It also eliminates the ability for a respondent to tell a researcher what 

they think the researcher wants to hear. With the metaphor technique a respondent will 

;have to search their feelings about a product to capture an accurate metaphor that 

describes the subject. Metaphors are thought to be one of the “most powerful and useful 

organizing and expressive structures of the human mind” 

 Explain how focus group research could lead to inappropriate generalizations about 

the preferences of the target audience.  
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Since focus groups are so small their finding may not be indicative of a much larger 

audience. Focus group studies will have to be consolidated from multiple trials to reveal a 

general picture. Other group biases can also occur also arise as mentioned earlier.  
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Budget Analysis 

There are two areas of thought when it comes to budgeting for advertising; there is the 

passive analysis approach and the response analysis approach. The ‘passive’ analysis approach 

uses two methods discussed in the text by O’Guinn/Allen/Semenik; the percentage-of-sales 

method and the share of voice method. Both methods rely on an analysis of data to dictate the 

size of the budget. Percentage-of-sales use the sales from a prior or projected year to calculate a 

set percentage to spend for advertising. This is the first logical method a person would choose. It 

is a simple calculation based on how much income the company makes. A business figures that 

if they make x amount of dollars they will spend a % of x to make more income. However, 

advertising doesn’t work like that. Advertising is not a dollar for dollar transition of funds.  

The other method discussed is the share of voice method which uses the analysis of 

competitor’s to determine the size of the company budget. Exact numbers of a competitor’s 

advertising budget will not be easy to come by however and again won’t show how the dollar for 

dollar transition of advertising expenses translates to sales revenue. These two analysis methods 

are almost random in their allocation. A response analysis method uses more accurate correlation 

examination. 

A response method tries to more accurately match dollars spent on advertising methods 

with sales generated. These methods use marginal;3 analysis to discover which particular ad 

choices generate which results in response. The response may be sales, awareness, social media 

buzz etc. These responses are tracked most accurately in an objective-and-task budgeting 

method. After determining the objectives for an advertising effort, “goals related to production 

costs, target audience reach, message effects, behavioral effects, media placement duration of the 

effort, and the like are specified.”(O’Guinn/Allen/Semenik) With this method a company can 
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identify any techniques which can help it meet its objectives.  Since it is the “only budgeting 

method that specifically relates spending to the objectives being pursued,”
1
 it would be the 

option most likely used by a major corporation like American Express.  
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Advertising Techniques 

 Years ago advertisers realized that over time, patterns could be seen in the way brands 

promote to their customers and how those messages are usually received by their target audience. 

There are at least 10 different marketing strategies which, when defined by their objectives and 

goals, can be implemented to produce similar results. With this information in mind, marketers 

can plan campaigns to strategically target a specific audience. The message strategy may contain 

various objectives for different products or audiences, and subsequently, some methods work 

more effectively on specific audiences. In many ads of today, you will see multiple techniques 

on display simultaneously.  

This ad uses slogan technique to promote brand 

recal. The slogan “The ravioli smile” is meant to be 

associated with the brand Chef Boy-ar-dee Ravioli. 

It also tries to instill brand preference by creating 

this feel good ad of the smiling boy satisfied 

thouroughly by the heaping plate of raviolis. The ad 

hits the mark on both attempts especially if they 

followed up with other “Ravioli Smile” ads.  
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This ad by Lego uses fear appeal to 

persuade their audience to buy the 

product for their kids or they may 

watch things like this on TV or 

become the person in the ad from 

watching too much TV. The ad is 

almost offensive and quite 

disturbing. I think it may have gone a bit too far. 

 

The most upfront element of the ad is the humor of 

using the inflammatory statement “bite me” as the 

headline. It is sarcastic because it really refers to Pop 

Chips and not the more vulgar meaning. Just as 

important is the testimonial on display by singer Katy 

Perry who acts as a spokeswoman in the ad. The ad is 

very effective because it is clean straight forward and 

helps to create an image for the brand.  
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This ad for Nike Meteors is used mainly as way 

to define the brand image with a stunning visual. 

It uses visual metaphors to illicit feelings about 

their product. The ad implies speed uniqueness, 

force, power and energy. All these are good ideas 

for a running shoe.  

 

 

 

This ad uses anxiety to create a sense of shame in 

the person wearing the sweatshirt for being over-

weight. They also make the ad look like an 

editorial or what is called an advertorial where an 

argument is made thru the story while the picture 

draws in the attention of the reader. The anxiety 

technique has been used very successfully to 

generate consumer response and the weight-loss 

arena is just one of those areas.  
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Components of ad copy 

 The process of preparing an ad is crucial in communicating the correct message to the 

consumer. Good ad copy consists of three main components; the headline, the subhead and the 

body copy. In addition, there are things like the visual which speak to the target audience as well.  

The following images are evaluated to point out these elements. 

Coca-Cola Santa 

Headline: Coca-Cola or Drink 

Coca-Cola 

Subhead: Delicious and 

refreshing 

Body copy: The context of 

Christmas, good feelings, 

holiday cheer and the icon of 

Santa Claus’ endorsement.  

The ad elicits good feelings with the visual in the style of a Norman Rockwell painting. The 

headline reinforces the brand name as does the sub-head with the boast about quality. By hiding 

the ‘D’ in delicious, the ad engages the audience by making them contemplate what word is 

being spelled. The sense of satisfaction in solving that little puzzle can act as a positive 

reinforcement during the engagement of the ad. The absence of the letter also makes one recite 

the phrase multiple times in their mind. 
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Lucky Strike Santa 

Headline: Luckies – a light smoke 

Subhead: Of rich, ripe-bodied tobacco – “It’s 

toasted” 

Body copy: The letter about “A gift of pleasure” 

The ad shows the icon Santa, endorsing the product 

in the visual just like the Coca-Cola ad. The brand 

name is accentuated in the headline by calling out 

their nick-name, Luckies. The brand name itself is 

repeated in proper form as a mockup of a cigarette 

pack. Showing the pack is an important tool to use 

so that the consumer can look for the visual display of the item instead of just the name. The use 

of the color red is also important to note as an attention grabbing technique.  

7-Up Baby 

Headline: Nothing does it like Seven-Up! 

Subhead: Why we have the youngest customers in the 

business 

Body copy: The information which tries to convince you 

soda-pop is good for an 11-month old baby. 

This ad may have been effective back in the day of low-

information consumers, but would never find traction in the 

modern World. However, ads like this and ones for smoking 

are acceptable for minors in some cultures where the information about products is low. 
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Pop Chips Boob Ad 

Headline: Nothing fake 

about em 

Subhead: Think popped. 

Never fried. Never baked. 

Body copy: Katy Perry’s 

testimonial for the product. 

The ad is effective because 

it uses ‘tongue-in-cheek’ 

humor that is a little 

salacious and risqué. The 

visual shows the brand over 

Katy’s boobs in a comedic 

way to invoke an innocent 

sex appeal that helps define 

the brand image. The ad is clean, simple and solid while showing 1950’s pin-up girl innocence 

with cutting-edge boldness in the insinuation. 

Diesel: Bad Not Boring 

Headline: Bad not boring 

Subhead: Diesel 

Body copy: The ad uses sex appeal and irreverence to 

create a sexy yet deviant visual to act as the context of 

the ad. The picture engages the viewer by its rash and revealing imagery of the topless woman 
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displaying her middle finger to the viewer. It is effective because it catches attention and stands 

out by making you remember the ad. If the model was topless without exposing her fingers, you 

wouldn’t remember it as much. Again this ad as the previous one shows how irreverent behavior 

has an appeal too.  

Nike Air 

Headline: none 

Subhead: none 

Body copy: none 

This is an example of how certain brands 

can evoke metaphors strictly with 

visuals. Even the word Nike does not 

appear on the ad because the swoosh speaks for itself. Here they are showing that the symbol for 

Nike has been converted into the word for Nike.  
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Long Form Commercials  

Long form commercials can be very engaging to the audience and work as a means to 

communicate the brand message as well as entertain or inform. The most prevalent form of long-

form advertisement is the movie trailer. The best movie trailers last longer than 30 seconds and 

give the viewer never-before-seen content of an upcoming movie. These previews have the 

ability to generate just enough interest in a movie without giving too much away. The 

unfortunate reality of these ads is that they can show a person in a short time if the movie will 

not interest them. When less is revealed to this crowd, they might be one of those who purchase a 

ticket but were disappointed by the film. An extended trailer can be enough to discourage them 

to go. That is the typical type of advertisement to be in long form.  

 Other ads found on YouTube before videos are also much more engaging in their long-

form version. Some ads use humor to act out long jokes that entertain and communicate the 

brand message at the same time. One such ad is for the Sienna SE minivan called “Swagger 

Wagon” which features a 

suburban couple and their 

children in a rap video parody, 

rapping about the benefits of a 

minivan. The ad is well-

produced and full of double entendre punch-line jokes about the benefits of the suburban 

minivan lifestyle. The video gets the point across well and has over 12 million views. The 

hipness of the rap ads several cool points to the Toyota car which normally shares the boring 

image of soccer-moms along with all other minivans.  
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The ad reminds me of a humorous video a friend of mine named DJ Dave did called “Whole 

Foods Parking Lot”. The video was meant to be a joke and made just to show off DJ Dave’s 

production skills, but ending up being a YouTube sensation that garnered millions of views.  

The video was so well-produced that Dave 

was able to get a deal to do a 30 second ad for 

Hyundai similar to the Whole Foods video. 

Although the Whole Foods video was not 

technically a commercial, it worked just the 

same. It was more of a fan video common to YouTube, where consumers express their opinions 

about popular brands. It was so well produced that people thought Whole Foods paid for it even 

though they didn’t. Whole Foods did use it as promotion on their website however because it 

was so entertaining. That was a win-win for Dave, who got the Hyundai commercial and Whole 

Foods who didn’t have to pay for the 

production yet still reaped its 

benefits.  
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Advertising future tech 

 Why is it difficult to talk about the future of digital/interactive media in advertising?  

 Although it is impossible to know for sure, which two types of technology are likely to be 

big players in the near future?  

 What advances do you hope to see?  

It’s hard to predict the future of IBP because it is changing so fast in the world of digital 

media. New technology applications are being discovered all the time and ways to track 

feedback is getting more intricate as well. Each new avenue also has the ability to combine with 

older technology to form still more applications that are unforeseen. Only when the technology 

slows down in its constant advancement will people be able to study all of its uses and economic 

functions. 

In the future as phones replace computers for many people, mobile technology will be very 

important in remaining in contact with consumers. As people steer away from traditional live 

media and turn to content on-line, they will need to experience new ways to come across 

advertisement. Platforms such as YouTube will likely be a fertile market for advertising as it 

becomes more content and niche oriented. The distribution platforms like YouTube offer is 

broad and inexpensive compared to other sources. Paid searches advertising seems to be another 

strong technique to look out for. By paying for space at the top of keyword searches on sites like 

Google, advertisers can generate billions of dollars in click-thru revenue.  

I would like to see more programs that define and link niche markets together by key 

characteristics. A program that was able to combine groups on multiple networks together with 

purchasing applications that sent and received product recommendations to your social network 

would be good. It would be useful to know what products you network purchased for all sorts of 

reasons. Most of all it would enhance the power of the consumer to see what products they 

influence.  
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Marketing campaign strategies 

To promote the new Zoom vehicle I might look into a push and pull strategy of sales promotion. 

To engage the consumer to try the new model, Zoom should offer a generous rebate in the form of cross 

promotion with local business. For instance, the campaign could offer x amount of dollars toward gas at 

any local gas station who accepts the new Zoom Gas Card, possibly sponsored in part by a fuel company 

or gas station chain. The rebate could also cover the first tune-up, oil change or x amount of dollars on 

their first “winterizing”; when the vehicle owner preps their engine for colder weather. It could also be a 

rebate toward car washing and detailing to maintain the appearance of the car. This promotional rebate 

would help brand the vehicle as one where the brand rides with you, at least for a short-period of time. A 

rebate card for gas money would be reminding the person of how a constant need is being filled beyond 

the normal owning of the vehicle.  

 In addition to the consumer, I would push a campaign toward the distributor and offer some of the 

same incentives given to the customer. The sales person will get x amount of dollars covered by a unique 

and convenient Zoom Auto Card which may later on be used to get special discounts for repairs and gas. 

The promotion could be sponsored by local businesses who could match discounts after a certain amount 

to continue the patronage.  

Discounts can have a negative effect also by damaging the reputation of a brand, but in the form of a 

rebate instead of a discount this approach may be better. Customers can abandon a brand after the sale is 

retracted only to wait for the next time such a discount is offered. In the purchase of a car however, 

people are going to be more discerning and buy off of impulse. Here, an introductory promotion is needed 

to gain any kind of headway in the cluttered car market. This type of rebate could work to be a support 

campaign for the brand image. Zoom is the friend to the local business. Zoom helps you get to where you 

need to be (i.e. the gas card).  
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Direct Marketing 

The main purposes of direct marketing are three-fold. Direct Marketing is defined as “An interactive 

system of marketing, which uses one or more advertising media to affect a measurable response and/or 

transaction at any location.”  DM campaigns are meant first to be interactive. The consumers feedback is 

part of an on-going dialogue that the marketer wishes to engage in with the consumer. Next DM tries to 

generate an immediate response in the form of a sale or response to a questionnaire to test the 

effectiveness of the campaign. The last part of DM is that a response can be generated anywhere the 

person has connection to the company, like the internet. Through mobile devices or home computers, 

consumers can purchase products or respond to surveys without ever having to go to the store. The 

increase in on-line sales has made it possible for people to purchase products from Amazon without 

having to visit an actual physical location. This direct marketing allows companies to forego the cost of 

property and expenses.  

The products that epitomize direct marketing to me, are FaceBook promotional tools. These tools 

allow you to promote your various pages or shared content to more users by paying for advertising. The 

system generates immediate response and interactivity by petitioning for your use when you upload new 

content to a page. It will inquire with messages like ‘do you want to get more promotion for this page?’ If 

your answer is yes, it will take you to the one step process to allow you to choose an amount you wish to 

pay for daily promotion. The first time I used the service, I was just answering the questions it asked me 

and ended up spending around $10 before I realized that it was an on-going service. Since FaceBook is 

available on mobile devices and does not actually exist a physical store, it’s ability to be accessed 

anywhere is only matched by Amazon.com or Google. Because of Twitter, Instagram and other services, 

FaceBook has experienced new competition, but seems to have regained some footing after poor initial 

stock prices in 2012.  
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Reactive vs proactive PR 

Consider the BP oil spill that spawned a heavy public relations campaign after beaches 

were closed and wildlife was affected. 

 Did BP use a proactive or reactive strategy? Explain why. 

 Was the strategy effective? Why or why not? 

According to a former BP executive of over 30 years, Glen DaGian, who also grew up in Louisiana, 

BP handled the 2010 oil spill terribly at first. In an article on npr.org called, “BP: A textbook example of 

how not to handle PR”, DaGian recalls how he sought to help BP recover its image after a disastrous 

performance by its CEO Tony Hayward. DaGian says that because BP had previously slashed its PR 

department budgets to cut costs, it was relying on outside firms and rookies. These rookies allowed 

Hayward to walk along the beach in a freshly pressed shirt while oil spilled into the ocean threatening the 

environment and livelihood of those in the area. This was not good imagery during such a crisis because it 

implied that BP was getting through the crisis unscathed and clean. He was also allowed to make 

insensitive comments like, “There's no one who wants this thing over more than I do. You know, 

I'd like my life back.”  

;DaGian responded to the press soon after BP rehired him to do damage control that, “The 

only time Tony Hayward opens his mouth was to change feet.” DaGian, who used to live in the 

area, was able to communicate in the dialect of the local community and empathize with their 

fear over what the spill would do to the coastline. DaGian says that BP should have come across 

as more humble rather than trying to appear as though they had everything under control while 

thousands of gallons of oil spilled into the sea. Clarke Caywood, director of Northwestern 

University's graduate public relations department, said that, “They were either uncomfortable 

with telling the truth or unable to tell the truth…They should have been prepared to admit that 

they didn't have it under control, because they didn't have it under control.” 
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BP was able to gain positive traction on social media after they replaced Hayward and took 

the initiative to set up a $20 billion fund and created ads featuring Gulf Coast residents. During 

the time they actively engaged concerned citizens on FaceBook and Twitter so that people could 

air their grievances and feel like BP was interested in responding. This was a reactive PR 

strategy but in the end it seems to have worked to soften memories as we get further and further 

away from the incident. They even seem to be maintaining very competitive prices at the gas 

pump to where I find myself frequenting their stations while knowing the damage they caused. I 

still think of the incident every time I see their logo and it would not take much for distrust of the 

corporation to creep back in. 
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Public Relations 

Public relations are tools used by companies to increase positive feelings about the brand that may not 

at first seem like advertising. Public relations, achieves recognition for the brand or its products by 

building and image or providing damage control to a company suffering from image problems. Because 

of this, a business will take either a proactive or reactive stance toward public relations. Proactive 

marketing tools will be used to garner goodwill from its potential customer base or create buzz for the 

brand. Reactive strategies will seek to focus on problem solving techniques as a result of negative 

publicity. 

Sometimes companies will encounter problems of negative publicity when a product they sell 

becomes ineffective, malfunctions or causes harm to a customer. Negative instances like these can create 

a negative buzz around the company’s products. This may affect the sales to individuals not harmed or 

potentially harmed by the product. Counteracting the negative publicity being generated is called reactive 

public relations strategy. This can be done by preemptively pulling similar products from shelves for a 

certain period to show the problem is under control or even by sponsoring local events to demonstrate 

goodwill in the community. Proactive strategies seek to demonstrate this goodwill prior to any events 

which may cause negative attitudes. 

Promoting goodwill is a way that companies can associate the good feelings people have with 

supporting worthy causes with the brands that sponsor them. When people in the community see causes 

that must be acted on, the companies which go outside their capacity to sell products or services to 

support the cause can be seen in a positive light. One way to this is by sponsoring local events that the 

community cares about, whether it is with parades, youth sports teams, or fundraising events. Another 

way to generate this type of publicity is with press releases.  
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Press releases are articles written by the company and sent to local news outlets to be covered in 

stories for their publications. These stories can relate to the beneficial details of a new product or service 

and seek to inform the audience. They may warn of a potential problem, a breakthrough in technology 

that will satisfy a need or even about internal company structure. Sometimes these releases can be used to 

inform staff inside the company through internal communications. These communications can detail new 

company procedures, personnel, or shareholder meetings and schedules. They may also list the charitable 

efforts of the company all as way of informing the target audience about the benefits of the firm.  

Company newsletters are a direct way of informing employees of positive information about the 

company. In this manner, the employee becomes well-versed in how to promote the interests of the 

business during their peer interactions. For large companies, this group can be a valuable tool in providing 

positive word-of-mouth promotion to their cluster of associates. Community officials, suppliers and 

business peers can also become informed of the innovations and goodwill projects the firm provides as 

well. This may help them chose to do business with the company in the future. 

Getting feature stories written by trade publications is another way to provide good public relations. 

These stories can highlight positive information and showcase the company from the perspective of the 

publication itself. Unlike a press conference, only one publication will be used to conduct the interview. 

Group interviews can be conducted in press conferences where the information is not exclusive but 

instead part of the buzz of a common news story. These are general stories everyone is talking about and 

selected for their connection to a relevant topic of the day. These types of interviews also serve to work 

when a company experiences a crisis of negative publicity. Providing access to company leaders is a good 

way to proliferate positive information to news outlets, concerned organizations and the community with 

effective public relations. 
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Sample Marketing Strategy  

Prince Sports Background 

Prince Sports, a manufacturer of tennis rackets and related equipment and apparel, wants to 

increase its market share of customers in specific markets. The target markets they want to reach 

more efficiently are the recreation market and the junior market. They’ve found that the 

recreation market is influenced by game performance, while the junior market may be 

experiencing the game of tennis for the first time. To affect their market penetration of retail 

outlets, they would have to acquire more mass merchant accounts like Wal-Mart and Target or 

specialty tennis shops around the country.  

 

Strategy 

To address the marketing problem of how to access a broader audience among 

recreational and junior users, we must first look at the differences in these groups. Recreational 

buyers are looking for a competitive edge at what they consider a reasonable price. They know 

there are more quality brands, but what distinguishes them from the strictly performance-driven 

Performance Buyer Higher price 

Recreational Buyer Lower price 

competitive 
edge 
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buyer, is how they are willing to spend for that performance. To attract higher-end consumers, 

Prince Sports introduced O
3
 technology into its tennis rackets. 

1 
One strategy would to bring this 

technology to a mass market at a lower cost to consumers.  

 

Prince Sports would advertise this benefit in store circulars, which have proven to be a 

valuable method of promotion. They would also address their point of purchase promotion by 

highlighting sponsored athletes who promote their brand. These types of sponsorships are geared 

toward a mass market of tennis fans that recognize the players. Placing these advertisements in 

popular outlets like Wal-Mart, will work to increase the brand identity and thereby influence a 

purchase. In-store displays could be accentuated with images of the players sponsored by the 

company. 
 

Reaching a recreational market with a specialty store may involve a similar use of 

sponsored athletes. Special displays or events like an in-store promotion may increase the traffic 

to a specialty shop. Promotion of local athletes in a specialty store will also attract more junior 

customers who will be encouraged to use the same products as successful athletes from the 

community. Sponsorship of youth camps and recreational facilities will familiarize young 

• effective 

• low cost 

Store 
Circulars 

• sponsored atheletes 

• mass market 
POP 

• in-store display 

• high traffic areas 

Brand 
Identity 
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consumers with the brand also. Those who grow up with the brand may be future consumers of 

the recreational products or the performance products because of that familiarity. For junior 

markets, social media can also be used to increase awareness about Prince Sports for the mass 

merchant suppliers. 

Changes to the grass-roots promotion, point of purchase programs, general advertising 

and player sponsorships will allow Prince Sports to increase market penetration for specifically 

targeted markets in mass merchant outlets and specialty stores.  
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The Case of Mary Kay – Positioning Statements 

 Any well-crafted positioning statement will have certain general characteristics.
1
 

1. It should identify important brand attributes that consumers find valuable.  

2. The company should discover how those attributes are ranked by consumers toward its 

competitors. 

3. The brand should discover where they fit in the minds of consumers. 

4. Reposition the brand for a new market. 

Kerin, Hartley, Rudelius, in Marketing the Core, state that a positioning statement, “refers to the place 

a product occupies in consumers’ minds based on important attributes relative to competitive products.”
1
 

Here, not just attributes of the brand matter, but how consumers see those attributes in other products. 

Marketing a brand is sometimes like making an assumption that the market is finite or fixed, and there are 

only so many consumers to go around. The authors also make the point that usually people buy the same 

150 type of products over and over and rarely try something new. Mary Kay should also consider this 

when moving their operation to a new country like India.  

By approaching a new market, Mary Kay is able to expand its sales and increase its brand equity. 

Mary Kay should keep the goals of its founding in mind as well. Founder Mark Kay Ash relied on a 

certain vision to propel her company this far. Her focus was on female empowerment and enriching 

women’s lives by helping them reach their potential. She also made steady use of the Golden Rule, which 

says, “Do unto others…” and her mantra of, “God first, family second, career third.” By releasing the 

product line in Asian countries since 1995, Mary Kay has found that skin care products and whitening 

creams sell better than concealing make-up. In the business of selling make-up and skin care products, the 

goal is to sell a perception of need; the need to have something that you don’t have. For women with 

blotched skin, it is the concealing make-up which makes it appear as though she doesn’t have blotched 

skin. For the older woman, the product is youth, in anti-aging creams. For the darker-skinned woman, it’s 
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whitening cream. For the pale woman, it’s make-up, to give the appearance of “color” or tanned skin. 

Although I don’t agree with the idea of selling women in other countries the illusion of looking or feeling 

American in a make-up bottle, I do see many similarities.  

Movies, music, books, clothes, perfume all sell the same illusions as make-up. The particular problem 

I have with the skin whitening cream is that they must promote the idea that lighter skin is somehow more 

luxurious, thus causing some of the disempowerment they should be seeking to overcome. Internally, 

Mary Kay must realize that the nature of their business creates more customers by instilling a sense of 

imperfection in the woman who does not use the product line. Rather than feeding an already existing 

need, they capitalize off of creating a demand or stimulating insecurity and esteem issues. The article 

specifically noted how sales are lower in countries were women tend to go about their day with their 

natural face. In these countries, the company switched to skin creams, lotions, anti-aging creams and the 

whiteners because women associated the skin tone with a higher echelon. The Golden Rule would seem 

to deter such practices, but as I already stated, Mary Kay does the same to the American woman. They 

empower with the ability for women to become entrepreneurs yet almost have a patriarchal attitude with 

the idea that business should come after motherly or wifely duties.  

Even with these contradictions and personal objections noted, Mary Kay is in line with the reality of 

the marketplace. There are not just a set number of markets and consumers. There are new markets which 

must be created, nurtured, enhanced, developed and explored for new branding opportunities. Mary Kay 

is not a global brand because it cannot sell the same products across the globe. Women in different 

cultures have various needs for make-up. The company must tailor its product line to fit the market 

opportunities. A true global company would sell the same basic product throughout its distribution 

network, like McDonald’s French fries which are standard around the globe. 

Mary Kay first entered the Indian market by creating brand awareness with the 2008 Miss India 

Worldwide Pageant and the Mary Kay Miss Beautiful Skin Award. By 2009 they had increased their 
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brand imagery and performance by managing 4,000 sales representatives in 200 cities. The consumer 

feelings and judgments about the brand were not stated nor was any evidence of the consumer brand 

connection. If the company manages to take care of culturally relevant factors which affect the image of 

their brand they will continue to grow just as they did in China in 1995. 

A formal positioning statement might consist of the following.  

Mary Kay cosmetics are quality beauty and skin care products that enrich a woman’s sense of 

empowerment to fulfill the duties of modern life.  
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The Importance of Place  

 

(definition) anchor store - A large store, such as a department store or supermarket, that is prominently 
located in a shopping mall to attract customers who are then expected to patronize the other shops in 
the mall. 

 

Why The Mall of America is a successful enterprise and what can they do to attract visitors 

from the local area and outside it in the future 

 The Mall of America is located in the heart of the mid-western United States in suburban 

Minneapolis, Minnesota. It is a 4.2 million square-foot, rectangular building with 12,550 parking 

ramp spaces and another 7000 nearby parking spaces, just 3 miles from Minneapolis/St. Paul 

International Airport. From the airport, as well as the metropolitan Minneapolis downtown area, 

there is light-rail service connected to the mall. These physical characteristics have made the 

destination convenient and accessible to local travelers as well as vacationing tourists which 

make up the 100,000 daily visitors.  

 The mall is also a retail mix of anchor stores such as Nordstrom, Macy’s, Bloomindales 

and Sears which are located at the four corners of the building, a Nickelodeon Theme Park in the 

center and various entertainment, dining and shopping options. The retail options include a 

mixture of anchor stores and specialty stores including 165 apparel stores, 14 jewelry stores, 26 

shoe stores, a wedding chapel, a college and a high school. The dining options can fit most taste 

preferences with 27 restaurants in the two food courts and 20 additional restaurants located 

throughout the facility. Entertainment amenities include a 14 screen movie theater, the Sea Life 

Minnesota aquarium, the Amazing Mirror Maze, mini-golf, The House of Comedy and over 30 

attractions and rides like rollercoasters and Ferris wheels at the Nickelodeon amusement park. 

All these options work together to attract returning customers and new ones every day. The 

variety of entertainment and dining choices are reasons why corporations choose to make their 

presentations and hold events at the mall too. The anchoring of other entertainments like book 

signings, celebrity appearances, Cirque de Soleil performances and fashion shows help expose 

patrons to the mall for future return trips. 
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 In the future to attract more people they will build an additional 5.6 million square-foot 

facility to house hotel accommodations, a spa and 20,000 more square feet of event space. The 

growing number of entertainment choices will be the draw for local residents, of which there are 

30 million within a day’s drive or 150 miles. An increasing number of tourists from farther away 

and even outside the U.S. come to enjoy the atmosphere of the huge indoor complex and the 

savings they receive on goods. Just like the local consumer, entertainment and dining choices 

will draw the consumer to the mall even if they do not intend on purchasing retail goods. The 

convenience of the indoor facility makes it possible to acquaint people with the many businesses 

the mall supports. 

 The mall has also been a testing ground for new store ideas and even an inventor’s fair. 

The mall also encourages entrepreneurship with a special program which launches new 

businesses with kiosks, wall displays and limited time leases for startup companies. These 

innovations will prove useful in attracting more clientele in the coming years. Executive vice-

president of the Mall of America, Maureen Cahill says of the facility, “We’re more than a mall, 

we’re a destination.” (Marketing the Core) 
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Personal Selling Process 

These reports are compiled from research conducted as part of graded and accredited curriculum in 
Business Marketing. Information contained herein, was prepared by Target Media Group, LLC. and made 
available for use as a study aid for students and business owners. 

 

The following research will discuss aspects of the personal selling process by examining 

the company Xerox. First, the growth of Xerox in recent years can be attributed to its CEO Anne 

Mulcahy’s experience as a sales representative. Her experience taught her to change the 

approach of the company to one centered on consultative selling. This sales model focuses on 

helping customers solve business problems instead of “just placing more equipment in their 

office.” (Marketing the Core) Rather than selling machines, Xerox has concentrated on selling, 

“digital, network-based information management solutions.”
1
 This emphasis addresses the needs 

of the business Xerox hopes to close deals with, not just selling machines. 

This aspect of the personal selling process, allows Xerox to research and train its sales 

force on the particular needs of each group it services. Each company may have specific needs or 

problems to be solved. Xerox will tailor their presentations to address these needs. This requires 

them to utilize the personal selling process to their advantage over competitors. In the pre-

approach stage they will train employees on things relating to the industry or company they wish 

to get meetings with. Before they even present a Xerox product, they will know what a company 

needs to perform. This technique is crucial, because they are not looking at how to sell their 

machines more than they are trying to find machines which fulfill a company’s individual 

operation needs. Xerox will not usually go to a company and offer products like copiers, fax 

machines and printers. They will use the presentation to offer suggestions on how certain 

machines can aid the growth of the buyer’s business. 

The understanding of a company’s needs helps to build a bridge toward relationship-

selling. This is a process where customers become long-term clients because of the attention the 

seller pays to the customer and the needs of their business over time. Xerox is not interested in 

just the one-time sale with this type of approach. Customer value is created when Xerox finds 

ways to tailor solutions to customer problems and create long-term relationships. 
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Sales manager Allison Capossela, provides these customer solutions by devoting 50% of 

her time to presentations where she listens to the client and offers ways to integrate Xerox 

technology into an existing business model. She must maintain these relationships and therefore 

dedicates another 25% percent of her time to doing follow-up with the company to evaluate how 

the products are working. This follow-up provides Xerox with the proper template to use when 

training its sales force. The sales team is the link between Xerox and its customers. These 

representatives are the face of the company and it is important for continued growth over their 

competition, to properly train them. Xerox’s mission is to “help people find better ways to do 

great work by constantly leading in document technologies, products and services that improve 

customers’ work processes and business results.” (Marketing the Core). Training for the Xerox 

sales representative takes eight weeks in the field and at the Xerox Corporate University. There, 

they learn with the aid of mentors and advisors who help accelerate their development. Providing 

a beneficial compensation plan, which can include both salary and the ability to earn 

commissions or bonuses, coupled with the example of their CEO, make Xerox a leader in its 

field. 
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Diaspora Marketing 

These reports are compiled from research conducted as part of graded and accredited 
curriculum in Business Marketing. Information contained herein, was prepared by Target Media 
Group, LLC. and made available for use as a study aid for students and business owners. 

 

“A diaspora is defined as any, body of people living outside their traditional homeland.” (Global 

Marketing) 

1. How and why might diasporans’ ability to buy differ from that of individuals of a similar 

age who remained in their country of origin or homeland? 

 There are about 150 million people living abroad who have migrated to other countries who still 

have ties to their homeland. Many of these people migrated from a developing country to a developed 

country. Therefore, in an effort to find a better means of support, these people tend to be more successful 

than their counterparts at home. In developed countries, the opportunities for economic growth, are 

usually what motivates an individual to establish new roots.  

2. How do companies satisfy needs for diasporans according to Maslow’s theory? 

Businesses can satisfy basic physiological needs for the families of diasporans who have attained a 

higher status than the one from whence they came. Thamel.com allows diasporans to easily purchase 

goods and services online for family members in the homeland. This is an easy way for them to provide 

for the safety, food and shelter needs of those they are trying to support. This is also a way of satisfying 

the social needs of the diasporans themselves who have a desire to connect with friends and family while 

they are abroad. Convenient, cheap airline service also fulfills that need to remain socially connected to 

their native country. By making traditional products found in the homeland, a business can help a 

consumer abroad maintain an emotional sense of well-being. They can still feel connected to familiar 

items which restores a sense of pride in where they came from and sometimes respect from others who 

have “not forgotten where they came from,” a problem discussed amongst immigrant cultures. The 

products may act as ways for the person to identify with groups who they have to come to feel a part of. 

These characteristics satisfy the needs for respect and self-actualization. 
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3. Are companies targeting a global market with diasporans? 

The intended consumer base is most directly, the native-born consumers who now live abroad. 

This is not entirely a foreign market because the people may have first been exposed to the brand 

while at home in their country of origin. However, there is some spill-over effect of the 

advertisement. Because diasporans use the products abroad, their use spreads information out from 

the ones who consume them. Non-users will become exposed to the products by their proximity to the 

diasporans themselves. Perhaps most importantly, they will sometimes create new-users when they 

expose their children to these products for the first time abroad. Therefore, the firm is not just 

promoting to diasporans but the broader community around them via word of mouth referrals. 
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Emerging Global Markets 

Understanding the idea that global markets present the possibility of new customers has been 

addressed by many of the most successful companies. Companies like Proctor & Gamble have pursued 

relevant strategies which are introduced here 

 

Targeting emerging markets in business has a set of inherent pros and cons. Marketers know that 

emerging markets can mean increased sales because of access to a new customer base. This new income 

can sometimes help to make up the difference from losses domestically. Finding new markets abroad can 

also stem the influence of competitors in unchallenged market areas. Finances abroad can replace the 

income needed for developing other areas or stabilize a shrinking domestic market. Some of these lessons 

can be seen in the example of Proctor and Gamble’s venture into emerging markets. 

For Proctor and Gamble (P&G) one of the largest consumer goods manufacturers in the World, 

transition to new markets was necessary. Before their move, less than 25% of the sales came from 

developing countries with transitional economies. Their market was catering to the wealthy end of the 

consumer market, but within six years of the change in strategy, 50% of P&G’s total sales were from 

emerging markets. (Global Marketing)  

Almost immediately however, P&G also began to experience some of the drawbacks of dealing with 

emerging markets. Sometimes market strategies did not translate to separate regions. Marketing strategies 

in rural China were not the same as for urban China. In addition, both these strategies may be different 

from the strategies used domestically as well. P&G also had to deal with a banned chemical problem in 

one of the consumer lines in China that may have been more of a political retaliation scheme between 

China and Japan than anything else. P&G’s product SK-II may have just been caught in the middle of the 

back and forth of the two countries. While acquiring the company Gillette, P&G also confronted an 

economic downturn of the Russian market that caused a loss of 80% of their market in one month.  
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In India, P&G ran into a slightly different problem after acquiring Gillette. There, the overlapping 

consumer market, possibly due to a huge number of “switchers”, consumers who are not loyal to one 

brand but switch back and forth between competing products as prices change, caused distribution 

methods to be restructured. This restructuring caused a disruption in distribution to some customers.  

Unlike Unilever, Proctor and Gamble had a less diverse product line which catered to fewer market 

segments. Unilever benefitted by concentrating only half of its products in consumer goods like soaps, 

razorblades and cosmetics and the other half in packaged goods like foods and condiments. This diversity 

of product lines and market segments from low to high income gave Unilever an edge over P&G in 

several countries. To bulk up their domestic markets, both companies could make more use of the same 

strategy at home. More diversified products suited to transitioning economies in America after the Great 

Recession could provide new opportunities as well.  
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Drawbacks to corporate acquisition 

These reports are compiled from research conducted as part of graded and accredited curriculum in 
Business Marketing. Information contained herein, was prepared by Target Media Group, LLC. and made 
available for use as a study aid for students and business owners. 

 

In 1993, Anheuser-Busch held 45 percent of the U.S. beer market and was able to purchase over 

17 percent of the Mexican company Modelo for $477 million. (Gillespie/Hennessey) Their goal was 

to eventually own the tenth largest producer of beer in the World, Modelo, by acquiring 50.2 percent 

of the company at a later time. Anheuser-Busch thought it would be a profitable move to gain brands 

like Corona, a Modelo product, and enter the Mexican market quickly with higher brand equity. 

Sometimes companies use the strategy of the joint-venture to enter a market quickly by utilizing the 

local companies contacts, marketing research and knowledge of the local environment.  

Modelo was wise to allow the investment because they gained needed capital to increase their 

own local production as well as exports. While Anheuser-Busch was busy trying to acquire their 

company, more money was being spent on marketing the Modelo brands locally and abroad. Modelo 

was able to increase from a 50 percent share of the Mexican market to 55 percent. In America, 

Corona’s popularity grew beyond that of Heineken to become the number one imported beer. This 40 

percent jump in market share in the U.S. even caused competition with the domestic U.S. brand 

produced by Anheuser-Busch, Budweiser.  It was because of this success that Modelo realized they 

didn’t need Anheuser-Busch anymore. Because of Anheuser-Busch’s investment, they were able to 

compete with U.S. brands like Budweiser, locally and internationally.  

A lesson to learn from this case is the idea that when shopping for an acquisition, a company 

must be careful not to enter partial deals with firms that are already established. Modelo in the end 

was too strong to be acquired. Their position in market share increased because of the capital 

Anheuser-Busch invested and they grew even stronger. Since the acquisition wasn’t finalized or a 
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larger percentage, Modelo was able to reap more benefit than Anheuser-Busch who actually funded 

their competition. At one point, Anheuser-Busch found itself marketing negative information about 

Corona, a brand they held investments in, because the competition was damaging the sales of their 

own product line.  

 

Reference 

1. Gillespie/Hennessey, Global Marketing, 3
rd
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Microsoft and Piracy 

Piracy of software is viewed differently in different cultures. In countries like China, 

some view Microsoft’s stance against piracy as a violation of privacy and a push toward 

monopolization of the industry. Other countries which are less developed see the fees associated 

with Microsoft products as a limiting factor in allowing businesses to compete in a global 

market.  

 To combat excessive piracy, Microsoft has implemented several approaches to regaining 

control over their products distribution. In some countries Microsoft used CDs imprinted with a 

hologram to verify authenticity of the product. In places like Bulgaria and China, they offered 

software packages at discounted rates, up to 60%. The have also used programs to educate 

schools and businesses on the illegality of piracy. In other situations Microsoft has implemented 

a toll-free phone number to accept information about companies who pirate software.  

 Microsoft is at odd with those who pirate software mainly due to pricing and 

convenience. When companies purchase software to use it is generally not for one computer 

system which is how Microsoft attempts to increase its profits. Forcing companies to make 

multiple purchases for the same software decreases the company’s profits and therefore puts 

them at odds with Microsoft. The best programs to combat piracy seem to be dealing with this 

excessive cost. When Microsoft gives discounts on multiple system use, it can decrease the 

incidence of piracy. Charging companies based on per system use must be addressed in order to 

attack the main impetus for piracy which is cost. 

Reference 
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Understanding Hypermarkets 

These reports are compiled from research conducted as part of graded and accredited curriculum in 
Business Marketing. Information contained herein, was prepared by Target Media Group, LLC. and made 
available for use as a study aid for students and business owners. 

 

Three main factors are key in the increase of hypermarkets. The presence of cars in an area 

indicates consumer’s ability to travel farther for goods. They also have the capacity to transport bulk 

items unlike on foot or by bicycle. The ability to store items in bulk like in refrigerators or larger 

apartments or homes is another factor. If a person has nowhere to store items they will tend to buy 

smaller quantities. Also, the shopping experience itself can be a factor. If time is limited, like when a 

woman and man both work, leaving little time to shop, the presence of hypermarkets are increased. 

Hypermarkets provide shopping experiences where people can purchase many types of goods in the 

same place at low costs due to economies of scale (ie. Wal-Mart).  

 The competitive advantage stores like Wal-Mart and Carrefour have, is in their ability to offer 

decreased prices and more variety of products. They are also able to implement management models that 

have been tested on a larger scale which transition a smaller economy into a bigger one as it becomes 

more developed. Some regions in Asia don’t have the factors described above. Those areas are rural or 

cater to a population that uses smaller modes of transport and live in smaller apartments. To these people, 

buying for discounts in bulk is not very appealing. These advantages can be transferred to places where 

the culture is similar.  

 Governments sometimes feel the need to protect the interest of local business because large 

companies can disrupt the local business economy. They may also have an impact on the local 

environment because of the size of their facilities and it may be necessary for them to go before 

community review boards. Governments may feel that foreign companies gain too much from their 

citizens if they don’t protect their own interests.  
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Advertising to children 

These reports are compiled from research conducted as part of graded and accredited curriculum in 
Business Marketing. Information contained herein, was prepared by Target Media Group, LLC. and made 
available for use as a study aid for students and business owners. 

 

Advertising to children has always been a sensitive subject. People worry that children can be 

exposed to material that will influence them to practice detrimental behaviors. Namely, there are 

certain products that children cannot purchase like alcohol and tobacco, that should not be promoted 

to them. By the same token, there are foods which are not nutritious for growing kids which some say 

should be restricted as well. Then there is the question that products are being promoted to a class of 

people who are not the purchasers of products. Most times, the parent or guardian will be the one who 

purchases the product, so the question of whether these products should be directed at them is 

addressed by restrictions in some countries.  

The variation in application of standards varies by culture. In “free-speech” areas like the United 

States, there are less legal restrictions than in places like Greece where toy advertising is banned 

during the hours when children would watch it (7am – 10pm). This restricts the product choice to 

parents and children are not allowed to become proxy-spokespeople for the toy manufacturers. Not all 

countries use laws to restrict behavior. Some use shaming and public policy to discourage advertisers 

from harmful practices. In places like Indonesia however, the penalties for targeting children for 

certain ads is jail time and fines.  

It would be difficult to implement common standards of advertisement in broadcast mediums as 

the number of people who get their entertainment on-line grow. Locally, it is much more easily 

regulated. Billboards and local newspapers for instance, are much easier systems to control. Still, the 

right to free speech will always be a factor in restricting legal rights.  It doesn’t take much 

consideration to exclude the promotion of cigarettes or alcohol to minors but their influence from 
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bleed-over marketing aimed at adults is still enormous. Studies show that although beer is not 

promoted to minors, “99 percent of students in grades 7 through 12 could identify Budweiser as a 

brand of beer.” This type of cross-promotion cannot be avoided. 

Advertising that uses cartoon characters or entices children with toy giveaways in conjunction 

with meals is more able to be regulated. This kind of promotion should have restrictions that favor 

overall health over the profit of global corporations. Even the idea that toy marketing is restricted to 

promotion geared towards adults should also be considered in places like the U.S.  

Reference 

7. Gillespie/Hennessey, Global Marketing, 3
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How local is Coca-Cola? 

There are certain pros and cons to Coke switching from a centralized headquarters in 

Atlanta, U.S. to ten regional European groups. First, Coke could take advantage of different 

cultural and economic markets. The consumption of Coke products and the percentage 

change in consumption is not the same in each country. Each region would be able to tailor 

the promotion to fit the emerging consumers in that region. In addition, regional managers 

could be hired locally to signify the investment Coke was making in the local area as a means 

of public relations. Also different versions of the fruit flavored drink may vary in different 

countries. The negatives could be to the home market where around 2500 jobs were lost in 

Atlanta. 

If the German executive was only guilty of this one offense, it doesn’t seem worthy 

enough to fire him for. The incident may have caused enough local outrage that as a reactive 

damage control, Coke saw this as a symbolic response to the incident. An alternative may 

have been to reassign the executive to another location or position.  

Since the health drink market is 1/60
th

 of what it is in America, a better proposition may 

be to emphasize locally developed fruit drinks. The trend in Europe may be toward more 

natural flavors and ingredients rather than exercise drinks. Their berry and pear flavored 

brands of Fanta seemed to do well in certain countries which may warrant further 

exploration. 

The benefit of having regionally expanded communications branches allows much 

quicker access between news media and the PR department. The speed in producing a 

website locally was also mentioned as an example of how the work which would have taken 
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8 months to prepare in the central office only took a few weeks locally. These are both 

reasons why I would push for local management of resources in separate regional offices 

instead on one centralized branch in America.  

Reference 

8. Gillespie/Hennessey, Global Marketing, 3
rd
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Cisco vs Nortel 

The look of the websites for both Cisco and Nortel are managed for global markets. 

However, it is in slightly different ways. As far as an international presence, I don’t see a huge 

market where Nortel competes with Cisco. A company like Juniper or Alcatel comes up in closer 

competition than Nortel. Although Nortel started as a Canada-based mechanical shop for Bell 

Telephone Company 100 years before Cisco came into existence, they seem to be providing very 

little competition to Cisco Systems Worldwide. Cisco operates in North America, Africa, Asia 

Pacific, Latin America and Europe. Nortel’s main markets are the U.S., Canada but seem to be in 

the midst of announcing multiple trade closures or cease trade orders. Brief inspection of the 

press releases seems to indicate they were forced by regulations of the Canadian government, to 

cease certain activities. 

Nortel’s website uses their entrance portal to transfer visitors to their Canadian site, U.S 

site or international site. All of the features are the same and all seem to be in English with only 

the font changing from site to site. On Cisco’s websites, the format is the same but each has its 

own languages and images to represent the country. The sites are distinctly corporate in their 

outlook by providing financial investment information as a priority as well as market share 

analysis. However, Cisco does have an extensive customer based approach with the on-line store 

features you can easily access. Possibly because of their EMEA restructuring, Nortel’s website is 

primarily focused on providing press release updates and news about the closures.  

Reference: 

http://www.nortel.com/ http://www.cisco.com/web/siteassets/locator/index.html 

http://www.nortel.com/
http://www.cisco.com/web/siteassets/locator/index.html
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Amazon.com Review 

 Is the site easy to navigate? Why or Why not? 

 If you were the owner of Amazon.com, what would be important to you in terms of 

efficiency and effectiveness of the site? 

 How does the site need to change, to be a more effective marketing tool? 

To be quite honest, my interactions with the Amazon website have been pretty self-

serving. I mainly use the site to post things I want to sell like self-published books or digital 

downloads. This is an aspect in which Amazon is by far the easiest site to use. For the 

entrepreneur, Amazon is pretty easy to navigate. For the shopper however, I get a different 

impression. 

The search bar is the most important aspect of the site to visitors. This is where people 

immediately go to search for an item they heard about or saw posted somewhere on-line. To get 

average prices, Amazon is the most recommended site to start. Instead of simpler format 

emphasizing the search bar however, Amazon tries to maximize its add space and clutters up the 

home page with a slew of ads. This window-shopping display of sales and special deals is 

overloaded. Most people probably ignore these ads and primarily focus on the thing they came to 

purchase.  

I tend to become annoyed with the bombardment of colorful pop-ups and trendy items 

with 30-day free trials and such. I don’t start to pay attention until I enter my search. Once I enter 

the search terms and go to the connected page, more relevant information starts to pop up. Only 

then can I pay attention to the side bar ads or related departments. The metadata generated by my 

search helps Amazon find similar items as well as popular items purchased by people who also 

bought the item I am looking for. That is a wonderful feature, because you tend to find items that 

you would have never searched for by name.  



Marketing Basics 1.0 86 
 

To publish a book on-line and have it available for sale, few sites can compare to 

Amazon.com if any. Since Amazon is one that people buy many of their books on-line, they 

have created a subsidiary network called createspace.com that caters to the self-publishing 

market. Here you are able find document templates which aide you in creating your book layout 

and a screening process once you upload your book to make sure everything is set up correctly. 

The process is quick and easy to use and printed proof copies take anywhere up to a few days to 

be delivered. Once the book is given the final OK by the customer it is available for purchase in 

the Amazon.com store. There is also a secondary step to make it available as an ebook. The only 

drawback to this system is that there is no discount for bulk orders. One book costs the same per 

copy as 1000 books. On the bulk distribution end, this is not as cost effective but for short runs it 

is good because their prices are very competitive.  

 

Reference: 

Amazon.com  http://www.amazon.com/ 
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Segmentation and niches 

Understanding segmentation and marketing niches is essential in harnessing the full 

power of internet communication for business. In a sense, the internet can seem like one massive 

communication tool that connects every business and consumer to every other business and 

consumer. The internet is indeed a superhighway of digital traffic moving at light speed, 

connecting to all parts of the globe and certain parts of subspace through satellites. This network 

is almost an infinite sea of possibilities for business enterprise, but only if can harnessed 

properly. 

The internet connects individual consumers and business enterprises like corporations, 

small businesses, government agencies, non-profit organizations, and universities. Within the 

United States, the totality of these internet users may make up what is called the universe of 

internet users for the U.S. This is actually a broad spectrum of heterogeneous groups that have 

different wants and needs. Mainstream promotion may favor marketing to a generic set of trends 

that satisfies the greatest number of this universal market. Popular trends are exploited in mass to 

dissect the most profitable portions of each subgroup to reform into an acceptable line of 

advertising for the group. This form of promotion, leads to a marketing gap between the general 

audience and the individual who feels that their particular needs are not being satisfied. 

Constructing marketing niches helps to alleviate that marketing gap by addressing the 

underserved needs of the subgroup. A subgroup is a homogeneous group of individuals who 

exist within the universe of internet users. Their particular attitudes and behaviors may differ 

from other subgroups within the mainstream. It may be necessary to use alternate messages to 

gain their attention and acceptance. Segmenting the market strategy allows a company to address 

the concerns of each subgroup they find profitable. 
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Enterprises that don’t purchase products or services for their own consumption but to 

resell or manufacture into new products have different requirements than end users. Therefore a 

company may need to emphasize vastly different qualities of a product or service to make it 

seem practical and desirable to that segment. A government facility may look for guarantees that 

a product is certified by agencies with authority within a particular industry. Laws may require 

that certain procedures are followed in the manufacture of certain products as well, so companies 

may want to determine their market channels and strategic marketing plan with those features in 

mind. Consumers may need price or status conscious promotion to attract their attention, instead.  

Because of the speed and connectivity of the internet, larger and larger niche markets that 

cater to specialized needs of a group can be serviced. These groups can provide tremendous 

profits to small businesses that learn how to benefit from access to the network just as easily as a 

large corporation. Niche marketing allows individuals to be connected to a greater range of 

products that are specialized to their satisfaction. This can sometimes lead to isolated groups who 

exist in segregated bubble, but that may be of little concern to the average marketer.  

 

 

Reference: 

C. Siegel, Internet Marketing: Foundations and Applications, 2
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 ed., , Cengage Learning, 2006 

  



Marketing Basics 1.0 90 
 

 

 

  

The basics of business marketing are 

discussed in brief reports. 

Marketing 

Basics 1.0 
KurtissJackson_MAR_2320_1

2 

Target Media Group 



Marketing Basics 1.0 91 
 

Walmart, Banks and Welfare 

Mexico plays an integral part in the Walmart story. The first store opened outside of the 

United States, was in Mexico, in 1991. Walmart has been so successful at integrating itself into 

the Mexican society, that it created its own bank in Mexico in 2006. In 2007, it had 16 branches 

throughout Mexico. In 2009, the company expanded its business throughout Central America 

becoming Walmart de Mexico y Centroamerica. Mexico was the template for the scope of ideas 

on how to expand the Walmart brand. By involving itself in the economic daily lives of its 

customers, to the point of handling their banking needs, is an ambitious marketing strategy.  

 Walmart supplies its customers wants and needs on level of everyday consumer goods 

like toothpaste, butter, socks and motor oil, to specialty products like scented candles, cat litter, 

fishing supplies and EU to US AC plug adapters. It satisfies consumer needs from small ticket 

items like nail polish, to a high cost item like a television. Its slogan is “save money, live better.” 

This exemplifies Walmart’s theme of getting the consumer the best prices. With their 2,448 

stores in Mexico, they have pushed their cost saving agenda across the border.  

 The website for the Mexican market resembles that of a dynamic etailer, directing the 

customer to savings on various items. High quality pictures of each sale item are displayed 

prominently on the home page with the option to purchase each one immediately on-line. 

Categories of products to buy are listed clearly on the vertical side bar so the customer can 

access it at any time. The store locations are listed on a separate page and the customer is instead 

encouraged to make a purchase right then on-line. Only an ad for Visa broke up the promotion of 

Walmart-available products. Here, like Walmart of the past in the United States, the impetus of 
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Walmart marketing was consumer goods. It is not at all like that on Walmart’s corporate website. 

Here, it is wall to wall public relations and cause marketing spin. 

 Walmart’s main page on the U.S. website is all about countering the image that has 

begun to settle in about the company. In an article by Josh Eidelson on Salon.com (Oct. 2013) 

called, Democrats blast Wal-Mart “welfare kings”, he reports, “that annual pay for the majority 

of Walmart’s 1.3 million-member U.S. workforce falls below $25,000.” In the article California 

Representative Grace Napolitano implies that the ‘save money, live better’ slogan is being used 

by the Walmart owners in every facet of running their business. She said, “we need to start 

looking at what portion of public assistances dollars are subsidizing the Wal-Mart employees, 

and actually in turn subsidizing Wal-Mart itself.” Many like her, feel that part of Walmart’s 

strategy is to save money on paying its employees low enough wages to force them onto public 

assistance. In-turn, the community tax pool helps to pay for programs that aide families with the 

purchase of food and consumer goods (at Walmart). A report released by Education & the 

Workforce Committee Democrats “estimated that ‘a single 300-person Wal-Mart Supercenter 

store in Wisconsin likely costs taxpayers at least $904,542 per year’ based on Medicaid 

data.”(J.Eidelson) 

 These claims against Walmart are not new. You can go back one year earlier and see the 

same type of article published on the Daily Kos.com by Paddy Ryan in October of 2012 called, 

“Walmart: America’s real ‘Welfare Queen’”. The article makes the point that, “Walmart has 

become the number one driver behind the growing use of food stamps in the United States with 

‘as many as 80 percent of workers in Wal-Mart stores using food stamps.’” This happens while 

http://www.goodjobsfirst.org/corporate-subsidy-watch/hidden-taxpayer-costs
http://www.goodjobsfirst.org/corporate-subsidy-watch/hidden-taxpayer-costs
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“Together, members of the Walton family are worth in excess of $102 billion (dailykos).” This 

takes the idea of “save money, live better” to another level.  

 Over the years, the talking point has only gotten louder. So in response, the Walmart 

corporate website has almost nothing to do with the overt sale of products or the profits the 

company made, or its successes around the World. Instead, the website is one post after another 

about the good deeds Walmart has done for the community. Its marketing seeks to counter each 

message pervasive in the communal zeitgeist starting with the headline, “Walmart celebrates 

associate promotions #movingup”, trying to emphasize employment opportunities. Next is a bold 

all caps headline stating, “WALMART GRANTS $2.5 MILLION TO SHARE OUR 

STRENGTH”. Below that headline is a banner which says PAY FORWARD with a caption line 

that says, “Walmart Associates Generated $18 Million in Local Grants by Volunteering”. Next to 

that is the first panel which emphasizes a product at all. In bold it states GO GREEN, and talks 

about a new cleaning product that has environmental properties. Last, is a panel with a young 

minority child smiling in a classroom setting with the words ‘RISE & SHINE,’ across the 

bottom. Underneath the picture, is a link to a story about breakfast in the classroom and a good 

start to your day. All these stories address the criticism Walmart seeks to proactively and 

reactively counteract.  

Reference: 

1. Walmart de Mexico http://www.walmartmexico.com.mx/ 

2. Walmart Corporate Website http://corporate.walmart.com/ 

3. Democrats blast Wal-Mart “welfare kings” by Josh Eidelson 

http://www.salon.com/2013/10/23/democrats_blast_wal_mart_welfare_kings/ 

4. Dailykos.com Walmart America's real Welfare Queens 

 

http://www.walmartmexico.com.mx/
http://corporate.walmart.com/
http://www.salon.com/2013/10/23/democrats_blast_wal_mart_welfare_kings/
http://www.salon.com/2013/10/23/democrats_blast_wal_mart_welfare_kings/
http://www.dailykos.com/story/2012/10/10/1141724/-Walmart-fuels-inequality-epidemic-taking-advantage-of-our-safety-net
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Coca-Cola Glocal Strategy meets Doctor Who? 

Coca-Cola uses a glocal strategy. This means it makes local adaptations to email, local 

taste preferences and special promotions. Simultaneously, Coca-Cola standardizes certain 

features to project a non-specific culture-neutral image. 

 On Coke’s website, things like “Coca-Cola red” are used in some similar manner on all 

the sites to keep it uniform internationally. With over 400 products Coke now does around 70% 

of its business outside of the U.S. The 200 countries it services are enhanced by websites in 30 

countries which are tailored to the local market. Most sites offer native languages with limited 

English text in some areas. They share the commonality of being geared toward the youth market 

through music and graphically intense flash videos.  

 Though Coca-Cola is one of the main competitors on the World stage in business 

marketing, their story is not as amazing a tale of internet marketing as BBC (British 

Broadcasting Corp.) and its TV series Doctor Who. On November 23
rd

 2013, the BBC celebrated 

the 50
th

 anniversary of the TV show which started in November of 1963. The widespread success 

of the classic series lead to the phenomenal success of the Doctor Who ‘reboot’ in 2005. One 

element of the longevity of the series is its intrinsic, plot device to constantly change the lead 

character. So far, since its beginning, 11 actors have played the lead role of the Doctor. Over the 

weekend we were introduced to two more, John Hurt and Peter Capaldi, who were shown side by 

side with all of the other actors who played the Doctor over the years. Because of its global 

marketing success, Doctor Who and the BBC were awarded a Guinness Book of World Records 

title for the largest simulcast of a single program in history. 

 The 50
th

 anniversary program was broadcast to 94 countries to break the record and the 

marketing campaign included a presentation of the award to the show’s current producer, Steven 
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Moffat, who was accompanied by the current cast during the premiere at London’s ExCel 

Centre. Although the program was viewed on ordinary cable services which carry the BBC 

channel, it was also watched by live audiences who purchased over 500,000 tickets in 1,500 

cinemas Worldwide, including the U.K., Canada, the U.S., Scandinavia, Latin America, 

Germany and Russia. The BBC also engaged with fans around the globe with periodic minisodes 

and extras they released exclusively through their website. That wasn’t all they did with their 

marketing however. They engaged with prominent YouTube fans that they filtered exclusive 

content through and partnered with, to host preshow parties on the internet. On their social 

networking sites they released interactive applications that allowed fans to insert their own 

profile pictures into Doctor Who TV show intros which advertised the message #SavetheDay, a 

Twitter reference referring to the date of the anniversary.  

 Their global campaign was all encompassing with internet exposure at the center of their 

up-to-the-minute interaction with fans, which numbered over 10 million in the U.K. alone. To 

accommodate for language barriers, the show was sent to multiple countries and subtitled in 15 

different languages. In addition to the 10.2 million viewers in the U.K., there were an additional 

3.6 million viewers in America not including the theaters. On Tumblr, Doctor Who received 14.5 

million views on Saturday the 23
rd

 which was more views than were recorded for any Super 

Bowl or MTV Music Award show.  

Reference: 

5. C. Siegel, Internet Marketing, 2nd Ed., , Cengage Learning, 2007    

6. Doctor Who breaks simulcast world record, The Telegraph, James  Edgar, PA, Nov. 23, 

2013 http://www.telegraph.co.uk/culture/tvandradio/doctor-who/10470879/Doctor-Who-

breaks-simulcast-world-record.html 

7. Scott Collins, 'Doctor Who' 50th anniversary special sets ratings, Tumblr records 

http://www.latimes.com/entertainment/tv/showtracker/la-et-st-doctor-who-50th-

anniversary-special-sets-ratings-tumblr-records-20131125,0,570659.story#ixzz2liIrMqPC 

http://www.telegraph.co.uk/culture/tvandradio/doctor-who/10470879/Doctor-Who-breaks-simulcast-world-record.html
http://www.telegraph.co.uk/culture/tvandradio/doctor-who/10470879/Doctor-Who-breaks-simulcast-world-record.html
http://www.latimes.com/entertainment/tv/showtracker/la-et-st-doctor-who-50th-anniversary-special-sets-ratings-tumblr-records-20131125,0,570659.story#ixzz2liIrMqPC
http://www.latimes.com/entertainment/tv/showtracker/la-et-st-doctor-who-50th-anniversary-special-sets-ratings-tumblr-records-20131125,0,570659.story#ixzz2liIrMqPC
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On-line survey efficacy 

Market segments are groups of consumers with similar needs. Segmentation variables 

distinguish each segment according to similar benefits or demographics like age, income-level, 

gender etc. In refining the market strategy, a company may want to conduct market research and 

analysis. The basic types of research are; 

 

Primary research which is data collected by the company itself or a consultant hired to perform 

research studies for the enterprise. 

 

Secondary research is the analysis of studies that were already conducted by other companies or 

groups that the firm did not directly hire. 

 

Qualitative research is information on behaviors and opinions usually collected through focus 

groups, brainstorming or interviews. This type of data is exploratory in nature and reflects 

subjective opinions left up to interpretation. 

 

Quantitative research is generalized hard data that describe objective characteristics like 

population size or age of respondents. This type of information needs to no translation to define 

its nature. It may count the number of clicks on a particular website or the amount of time spent 

on a particular page. 

All research is not equal however. There are risks to reliability, validity, and 

projectability of the study due to sample, content, method, bias and result risks. In on-site studies 

the costs for surveying and sampling focus groups can be huge. Internet surveys on the other 

hand can be cheaper, but still involve the same risks. Coupled with that, is the incentive to 

become survey junkies because researchers provide cash and other rewards for consumer 

participation. These incentives will encourage a person to try and pursue survey taking as an 

occupation. False participation is controlled by companies in one way by making the consumer 

purchase goods in some form or another. There are usually deals that you have to sign up for at a 

discounted rate in order to receive certain rewards. This method stops a lot of casual participants 
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and captures a more dedicated group of consumers. This tactic is good because it can generate a 

more accurate response in the future about the product or service.  

 

Reference: 

8. C. Siegel, Internet Marketing, 2nd Ed., , Cengage Learning, 2007    
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Data tools 

To understand why companies use data tools, we must first establish what data is. Data is 

information collected and usually stored electronically. This information consists of numbers and 

text related to various topics, like names, dates, quantities and calculations. In reference to 

customers, this data can identify distinct users and their purchasing habits.  

Relational databases organize data into fields which can be categorized by their common 

attributes. This data can contain purchase records, payment methods, purchase dates and product 

preferences all related to the same customer ID number which identifies a particular person. This 

data gathered from individuals can be used in database marketing to predict or push customers 

toward certain purchases. Purchases can be guided through recommendations and special offers 

for customers who satisfy certain database criteria like when they usually buy a product. This 

data helps to identify good customers and could tell a supplier when to restock particular items 

for the season. 

Companies use database collection methods to track preferences, habits and trends to 

satisfy a customer with goods they want and to recommend things they might be interested in. 

Relational data tracks information associated with a common element like a customer ID number 

to research purchase records, payment methods, product preferences and media habits. This 

information can be used to show customers what goods others who made the same purchases 

also bought. These recommendations will lead to more sales. 

Reference: 

9. C. Siegel, Internet Marketing, 2nd Ed., , Cengage Learning, 2007    
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Amazon.com vs BarnesandNoble.com 

It is said that some compare BarnesandNoble.com to Amazon.com in reference to the 

look and aesthetics of the site. In terms of their product offerings, delivery terms and customer 

centric features there are some similarities but for the most part they are unique. 

They show the most comparison with regard to the prime membership deal that provides 

free shipping on items. For Amazon, this service is limited to certain products whereas B&N 

seems not to make as many exemptions. The companies also have a similar packaging style of a 

plain brown paper box with the name of the company and an oversized logo on the opposing 

side. For Amazon, it is the smile in black ink. For B&N, it is the ‘&’ symbol in green ink. Since 

Amazon’s packaging is so iconic, I would assume that B&N copied their format.  

Although both companies primarily offered books at the beginning, things have changed 

for Amazon quite a bit. The range of products has remained book oriented for B&N, though they 

have added a wide selection of DVD and music to their product mix. Amazon has gone much 

farther in their range of products. Amazon seems to offer anything.  

Unlike B&N, Amazon’s home page does not emphasize books as much. Amazon instead 

showcases the wide variety of products it sells. Its customer analytics also push the most recent 

search inquiries to the front page. This way, all the items related to the searches done by the 

visitor are posted. They always seem to offer the most cost effective product or the top selling 

products to this list of items as well. B&N only offers items related to the most current search for 

its visitors. The data tools used to present marketing options to Amazon’s website visitors are 

much more streamlined and effective. When you go to B&N’s site you feel like you are in an on-
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line bookstore. You perceive right way that their main product is books. On Amazon.com you 

get the feeling that you can buy any type of product you want.  

As someone who purchases camera, video and print items, I rarely need to search through 

books to buy. Amazon is much more useful to me for general products. The websites are not in 

the same categories to me. One is primarily a book seller and the other is clearly invested in 

selling much more than books. Although Amazon may have begun as a way to sell books, they 

have become much more profitable as a general products retailer. One trip to each website will 

reveal an intrinsically different philosophy on product mix and sales techniques. 

Reference: 

10. BarnesandNoble.com 

11. Amazon.com    

 


