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Common terms in marketing: Arabic-English
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Actual product

A product's parts, quality level, features, design, brand
name, packaging and other attributes that combine to
deliver core product benefits
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Adapted marketing mix
An international marketing strategy for adjusting the
marketing-mix elements to each international target
market, bearing more costs but hoping for a larger
market share and return.
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Administered VMS

A vertical that coordinates

successive stages of production and distribution, not

marketing system

through common ownership or contractual ties, but
through the size and power of one of the parties.
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Adoption process
The mental process through which an individual passes
from first hearing about an innovation to final

adoption.
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Adoption
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The decision by an individual to become a regular user
of the product.
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Advertising objective

A specific communication task to be accomplished with
a specific target audience during a specific period of
time.
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Advertising specialities
Useful articles imprinted with an advertiser's name,
given as gifts to consumers.
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Advertising
Any paid form of non-personal presentation and
promotion of ideas, goods or services by an identified

sponsor.
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Affordable method
Setting the promotion budget at the level management
thinks the company can afford.

5,«“:‘ :‘-ai;"
1) 0L By i ) gl g BRLIL gl Bl s
Aoy Lgde o

Agent
A wholesaler who represents buyers or sellers on a
relatively permanent basis, performs only a few

functions, and does not take title to goods.
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Allowance

(1) Reduction in price on damaged goods.

(2) Promotional money paid by manufacturers to
retailers in return for an agreement to feature the
manufacturer's product in some way.
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Alternative evaluation

The stage of the buyer decision process in which the
consumer uses information to evaluate alternative
brands in the choice set.
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Annual plan

A short-term plan that describes the company's current
the
programme and budgets for the year ahead, and

situation, its objectives, strategy, action

controls.
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Approach

The step in the selling process in which the salesperson
meets and greets the buyer to get the relationship off
to a good start.
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Assessment of overseas markets idle (B gu e
Through: GDP, pest analysis, travel,

government/IMF/World Bank statistics, UN reports etc.
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Aspirational group
A group to which an individual wishes to belong.
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Atmospheres
Designed environments that create or reinforce the
buyer's leanings towards consumption of a product.
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Attitude

A person's consistently favourable or unfavourable
evaluations, feelings and tendencies towards an object
oridea.
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Augmented product
Additional consumer services and benefits built around
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the core and actual products.
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access to a particular product or service. )
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B2B (business-to-business) e-commerce
Using B2B trading networks, auction sites, spot
exchanges, online product catalogues, barter sites and
other online resources to reach new customers, serve
current customers more effectively and obtaining

buying efficiencies and better prices.
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B2C (business-to-consumer) e-commerce
The online selling of goods and services to final
consumers.
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Balance sheet
A financial statement that shows assets, liabilities and
net worth of a company at a given time.
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Basing-point pricing

A geographic pricing strategy in which the seller
designates some city as a basing point and charges all
customers the freight cost from that city to the
customer location, regardless of the city from which
the goods are actually shipped.
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Behavioural segmentation
Dividing a market into groups based on consumer
knowledge, attitude, use or response to a product.
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Belief
A descriptive thought that a person holds about
something.
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Benchmarking

The process of comparing the company's products and
processes to those of competitors or leading firms in
other industries to find ways to improve quality and
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performance.

Benefit segmentation Ll il -
Dividing the market into groups according to the olendl Ly ) adlol il (e logast U] Syl v
different benefits that consumers seek from the i ‘
product. g e e Jgat
Brand equity iglonsd | AaSall dad

The value of a brand, based on the extent to which it
has high brand loyalty, name awareness, perceived
quality, strong brand associations, and other assets
such as patents, trademarks and channel relationships.
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Brand extension
Using a successful brand name to launch a new or
modified product in a new category.
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Brand image
The set of beliefs that consumers hold about a
particular brand.
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Brand

A name, term, sign, symbol or design, or a combination
of these, intended to identify the goods or services of
one seller or group of sellers and to differentiate them
from those of competitors.
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Brand sub-sets

- Evoked set: brands a consumer is willing to consider
further.

- Inert set: brands evaluated neither positively nor
negatively.

- Inept set: brands rejected because of negative feeling
or experience.
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Branding
A set of characteristics, techniques, or methods
employed by an organisation to differentiate its

products/services from competitors.
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consistent quality,
reduces buyer’s level of perceived risk, and offers a

Advantages to customers are:

range of functional and emotional attributes of value
to customer.
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Branding options

- Develop a strong brand such as Nike.

- Differentiated brands for different market segments:
e.g. BMW owns Skoda.

- Brand families: such as Nestle.

- Brand extension: such as Mars company adding an ice
cream product.
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Break-even pricing (target profit pricing)

Setting price to break even on the costs of making and
marketing a product; or setting price to make a target
profit.
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Broker

A wholesaler who does not take title to goods and
whose function is to bring buyers and sellers together
and assist in negotiation.
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Budget planning methods

- Top down planning: higher management sets goals
for lower management.

- Bottom up planning: employees set goals and submit
to higher management.

- Goals down- plans up planning: mixture of the above
methods. Top management set overall goals while
employees formulate plans.
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Business analysis

A review of the sales, costs and profit projections for a
new product to find out whether these factors satisfy
the company's objectives.
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Business buying process

The decision-making process by which business buyers
establish the need for purchased products and
services, and identify, evaluate and choose among

alternative brands and suppliers.
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Business market

All the organisations that buy goods and services to use
in the production of other products and services, or for
the purpose of reselling or renting them to others at a
profit.
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Business portfolio
The collection of businesses and products that make up
the company.

yod! Jles Y Oloe (Aadows)
SN Lol 5 g 0S5 g bl g lnd) JLesY ¢ szt

Business promotion

Sales promotion designed to generate business leads,
stimulate purchase, reward business customers and
motivate the salesforce.
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Buyer

S
The person who makes an actual purchase. . L .
Buyer-readiness stages cﬁ\.,.h Sldezal o140

The stages that consumers normally pass through on

their way to purchase, including awareness,
knowledge, liking, preference, conviction and
purchase.
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Buying centre slyb Sy
All the individuals and units that participate in the L 5 S 3 Bl iyl >‘f>“¢=ﬁ*
business buying-decision process. .

Buying process & dkes
comprises the following phases: A o padl st

- Problem (need) recognition.
() AUy asCaly ) -1

- Search for info.

- Evaluation of alternatives. cbeglas e -2

- Purchase decision. ) s -3

- Post- purchase evaluation. L -4
Lol )2 —

)t b -5

Buzz marketing (qed! & Dol 9) §UY Gijb 8 Gigmd

Cultivating opinion leaders and getting them to spread Lo e g aglall 2 ey sl 536 o
information about a product or service to others in

their communities. Bzt 3 Y )

By-product pricing Le @ Olnis pand

Setting a price for by-products in order to make the PR o )
main product's price more competitive.

By-products is b Slws

Items produced as a result of the main factory process, Sy Ul e )l ) Sllae e Azl O

(L) saazal)

such as waste and reject items.

C
C2B (consumer-to-business) e-commerce (@4 ) Mg (0) S Y e Byl

Online exchanges in which consumers search out . o & 0sSdgims s ook IV e S35 olles

sellers, learn about their offers, and initiate purchases, P ) . .
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sometimes even driving transaction terms.

C2C (consumer-to-consumer) e-commerce (T S g o : e Shgtenadl ) S SY) 8 Byl
Online exchanges of goods and information between Sl o aglall Y b e Jol e

sl

final consumers.

Capital items FR e
Industrial goods that partly enter the finished product, S5 3 4 el C“l' e - s gl sl CL‘J‘
coblzand) wlial) 5 (S olles

including installations and accessory equipment.
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Captive-product pricing

Setting a price for products that must be used along
with a main product, such as blades for a razor and film
for a camera.
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Cash cows

Low-growth, high-share businesses or products;
established and successful units that generate cash
that the company uses to pay its bills and support

other business units that need investment.
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Cash discount
A price reduction to buyers who pay their bills
promptly.
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Cash refund offers (rebates)

Offers to refund part of the purchase price of a product
to consumers who send a ‘proof of purchase' to the
manufacturer.
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Catalogue marketing

Direct marketing through print, video or electronic
catalogues that are mailed to select customers, made
available in stores or presented online.
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Category killers

A modern ‘breed' of exceptionally aggressive ‘off-price'
retailers that offer branded merchandise in clearly
defined product categories at heavily discounted
prices.
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Causal research
Marketing research to test hypotheses about cause-
and-effect relationships.
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Channel conflict

Disagreement among marketing channel members on
goals and roles — who should do what and for what
rewards.
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Channel level

A layer of intermediaries that performs some work in
bringing the product and its ownership closer to the
final buyer.

Conventional Channels of distribution

- Administered vertical marketing system: large
producer exercises pressure on sale outlets.

- Contractual vertical marketing system: i.e. franchise.

- Corporate vertical marketing system: large corporate

buying another e.g. Pepsi bought Pizza Hut.
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Characteristics of services’ marketing

- Intangible: services are not tangible products.

- Inseparable: services are produced at the same time
as they are delivered.

- Perishable: unused capacity cannot be stored for
future use.

- Variable: services involve people, and people have
different attitudes.
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Click-and-mortar companies
Traditional brick-and-mortar companies that have

added e-marketing to their operations.
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Click-only companies
The so-called dotcoms which operate only online
without any brick-and-mortar market presence.
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Closed-end questions iikae el
Questions that include all the possible answers and ¢ .
Lol pgele las b g 2 2 V) Loz alew]

allow subjects to make choices among them. ’ o S e - .
g Y G s

Closing & ddos alod!

The step in the selling process in which the salesperson
asks the customer for an order.

Co-brand
The practice of using the established brand names of
two different companies on the same product.
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Cognitive dissonance Lo I pulay yns
Buyer discomfort caused by post-purchase conflict. el e g O s 2l s NEIN e
Collective buying S clyb

An increasing number of customers agree to buy as
prices are lowered to the final bargain price.
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Commercialisation
Introducing a new product into the market.
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Communication adaptation
A global communication strategy of fully adapting
advertising messages to local markets.
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Communication model
Basically a promotional strategy. Usually abbreviated
as (AIDA) i.e. Attention, Interest, Desire, and Action.
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Comparison advertising (knocking copy)
Advertising that compares one brand directly or
indirectly to one or more other brands.
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Competitions, sweepstakes, lotteries and games
Promotions that offer customers the chance to win
something — cash, goods or trips — by luck or extra
effort.
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Competitive advantage
An
consumers,

advantage over competitors provided to

examples include: reduced prices,
improved quality, enhanced features, better delivery
terms and time, customer service, free technical
advice, better trained staff, advanced product return

policy, branding etc.
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Competitive strategies

Strategies that strongly position the company against
competitors and that give the company the strongest
possible strategic advantage.
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Competitive-parity method
Setting the promotion budget to match competitors'
outlays.
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Competitor analysis

The process of identifying key competitors; assessing
their objectives, strategies, strengths and weaknesses,
and reaction patterns; and selecting which competitors
to attack or avoid.
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Competitor-centred company

A company whose moves are mainly based on
competitors' actions and reactions; it spends most of
its time tracking competitors' moves and market shares
and trying to find strategies to counter them.
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Competitor intelligence
Information gathered that informs on what the

competition is doing or is about to do.
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Complex buying behaviour

Consumer buying behaviour in situations characterised
by high consumer involvement in a purchase and
significant perceived differences among brands.
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Concentrated marketing
A market-coverage strategy in which a firm goes after a
large share of one or a few submarkets.

() $555 Big=d
ST i e Jgand) 3720 Ladsiind Gondl) Loty sl

i) Blew) amy ol Sl e

Concept testing

Testing new-product concepts with a group of target
consumers to find out whether the concepts have
strong consumer appeal.

oot oSl s isges e L b s el L
el dis (598 L Wb OSTI3) Le 35 ek

Confused positioning
A positioning error that leaves consumers with a
confused image of the company, its product or a brand.
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Consumer buying behaviour

The buying behaviour of final consumers — individuals
and households who buy goods and services for
personal consumption.
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Consumer goods

four types:

- Convenience: e.g. tea, sugar, milk etc.
- Shopping: clothes, shoes etc.

- Specialty: Speedboats etc.

-Unsought: roof, bathroom fittings etc.

e e

CEe

by Sedly Ll L Jle (e Sl ple) Edeme fl
e o)

T L (PR INEE I T W

DOI: https://dx.doi.org/10.17605/0sf.io/gk678

2018 (galall (oo pal) Candi Y | (oroe (sl (e lallass anas | Al o


https://dx.doi.org/10.17605/osf.io/gk678

12

Arabic Science Archive (arabixiv) 2018

arabixiv.or
16 E
ELbﬁ
t=Yy
N
)

d g SISSY el

Arf."»j g;’)"‘“ cUa-.a.oJ\

g Ao Ll o jled R WP ch -
S PSS NV (g | W R P R SR R S W
LAy A:)Lﬁ\.o.;“\j

Consumer market
All the individuals and households who buy or acquire
goods and services for personal consumption.

955&@:.»‘ Sgw
Slaadly bl sty Ogesis cpddl HU sl olsa§) Bl
QPR PERN Jl o e Jsads

Consumer product
A product bought by final consumers for personal
consumption.
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Consumer promotion

Sales promotion designed to stimulate consumer
purchasing, including samples, coupons, rebates,
prices-off, premiums, patronage rewards, displays, and

contests and sweepstakes.
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Consumer-oriented marketing

A principle of enlightened marketing which holds that a
company should view and organise its marketing
activities from the consumers' point of view.
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Consumer relationship-building promotions

that the product's
positioning and include a selling message along with
the deal.

Sales promotions promote

lgraod! a0 B sld Ay g 235
A o ol o 5 g P o) Sl o3

Consumerism

An organised movement of citizens and government
agencies to improve the rights and power of buyers in
relation to sellers.
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Continuity
Scheduling ads evenly within a given period.
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Contract manufacturing

A joint venture in which a company contracts with
manufacturers in a foreign market to produce the
product.

Gsdl 3 dniall DLkl ao Wl o 32N ool Srta gyt
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Contractual VMS

A vertical marketing system in which independent
firms at different levels of production and distribution
join together through contracts to obtain more
economies or sales impact than they could achieve
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Convenience product

A consumer product that the customer usually buys
frequently, immediately, and with a minimum of
comparison and buying effort.
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Conventional distribution channel

A channel consisting of one or more independent
producers, wholesalers and retailers, each a separate
business seeking to maximise its own profits, even at
the expense of profits for the system as a whole.
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Copy testing

3 gien M| Bl

Measuring the communication effect of an S ey el am 15 ooy ot Sl Il b s
advertisement before or after it is printed or .

broadcast. o
Core product SR g

The problem-solving services or core benefits that
consumers are really buying when they obtain a
product.
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Core strategy

The identification of a group of customers for whom
the firm has a differential advantage, and then
positioning itself in that market.
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Corporate brand licensing

A form of licensing whereby a firm rents a corporate
trademark or logo made famous in one product or
service category and uses it in a related category.
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Corporate branding strategy

A brand strategy whereby the firm makes its company
name the dominant brand identity across all of its
products.
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Corporate VMS

A vertical marketing system that combines successive
stages of production and distribution under single
ownership — channel leadership is established through
common ownership.
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Corporate website

A site set up by a company on the Web, which carries
information and other features designed to answer
customer questions, build customer relationships and
generate excitement about the company, rather than
to sell the company's products or services directly. The
site handles interactive communication initiated by the
consumer.
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Cost-plus pricing
Adding a standard mark-up to the cost of the product.

Lol AUSH) ol e 83lnun!
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Countertrade

International trade involving the direct or indirect
exchange of goods for other goods instead of cash.
Forms include barter compensation (buyback) and
counter purchase.
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Coupons
Certificates that give buyers a saving when they
purchase a product.

(S5 L3

Culture

The set of basic values, perceptions, wants and
behaviours learned by a member of society from family
and other important institutions.

(7S Lyylam by B
(oW il lgl) 5l st 513

Cultural environment

A Ay
Institutions andI other forces that affect so.ciety‘s basic LY S s o sty bl gl
values, perceptions, preferences and behaviours. i
45\.“5)1.\.4 9 4.5):.& K Pr{BVI29N jc«.ﬁz;«.u
Current marketing situation L )1 Ggmdl C"’”ﬁi
The section of a marketing plan that describes the .
& plan fhat des SR oy 5 gl Gyl i ) Rl ALl e s
target market and the company's position in it. -
ksl
Customer-centred company sShaall dgrge 1,0

A company that focuses on customer developments in
designing its marketing strategies and on delivering
superior value to its target customers.
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Customer database

An organised collection of comprehensive data about
individual customers or prospects, including
geographic, demographic, psychographic and buying

behaviour data.
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Customer delivered value

The difference between total customer value and total
customer cost of a marketing offer — ‘profit' to the
customer.
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Customerisation
Leaving it to the individual customers to design the
marketing offering — allowing customers to be

prosumers rather than only consumers.
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Customer lifetime value
The amount by which revenues from a given customer
time will

over exceed the company's costs of

attracting, selling and servicing that customer.
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Customer sales force structure

A sales force organisation under which salespeople
specialise in selling only to certain customers or
industries.
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Customer satisfaction

The extent to which a product's perceived performance
matches a buyer's expectations. If the product's
performance falls short of expectations, the buyer is
dissatisfied.

expectations, the buyer is satisfied or delighted.

If performance matches or exceeds

Jeoddl L)
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Customer value analysis

Analysis conducted to determine what benefits target
customers value and how they rate the relative value
of various competitors' offers.

Lemsre 9 codenll Bad Ogans ) Wlsdll dale i g2 LIS
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Customer value delivery system

The system made up of the value chains of the
company and its suppliers, distributors and ultimately
customers, who work together to deliver value to
customers.
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Customer value
The consumer's assessment of the product's overall
capacity to satisfy his or her needs.
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Cycle

The medium-term wavelike movement of sales
resulting from changes in general economic and
competitive activity.
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D

Decider

The person who ultimately makes a buying decision or
any part of it — whether to buy, what to buy, how to
buy, or where to buy.
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Deciders

People in the organisation's buying centre who have
formal or informal powers to select or approve the
final suppliers.
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Decision-and-reward systems
Formal and informal operating procedures that guide

QE@\) O\)\,ﬁ\ Loks
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planning, budgeting, compensation and other ]
activities. B e Land gy Gaspadl g 2560
Decision-making unit (DMU) A Bl Uy
All the individuals who participate in, and influence, . . .

. partiep Slhiie Dbl dles 3 058 5 Ol o) DY o
the consumer buying-decision process.

. asdl

Decline stage JUPREIINA

The product life-cycle stage at which a product's sales
decline.
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Deficient products
Products that have neither immediate appeal nor long-
term benefits.
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Demands
Human wants that are backed by buying power i.e. the
ability to pay.
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Demarketing

Marketing to reduce demand temporarily or

permanently — the aim is not to destroy demand, but
only to reduce or shift it.

.ljs‘ .“‘:~.~
sda BUE Y 5 (o o wdpe Sy | (mdsd Bdsed Wb
i aygd o an bl Gl e sladll ) aa L)l

Demographic segmentation

Dividing the market into groups based on demographic
variables such as age, sex, family size, family life cycle,
income, occupation, education, religion, race and
nationality.
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Demography

The study of human populations in terms of size,
density, location, age, sex, race, occupation and other
statistics.

1315 goull
g o3k g @Sl dl o e IS Slaend) Al

clelas Y1 e ek Goall g ik g (ol

DOI: https://dx.doi.org/10.17605/0sf.io/gk678

2018 (galall (oo pal) Candi Y | (oroe (sl (e lallass anas | Al o


https://dx.doi.org/10.17605/osf.io/gk678

17

Arabic Science Archive (arabixiv) 2018

arabixiv.or
E s
»

d g SISSY el

Arf."»j g;’)"‘“ cUa-.a.oJ\

Department store

A retail organisation that carries a wide variety of
product lines — typically clothing, home furnishings and
household goods; each line is operated as a separate
managed by specialist
merchandisers.

department buyers or
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Derived demand
Business demand that ultimately comes (derives) from
the demand for consumer goods.
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Descriptive research

Marketing research to better describe marketing
problems, situations or markets, such as the market
potential for a product or the demographics and
attitudes of consumers.
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Desirable products Tge e Olowsie
Products that give both high immediate satisfaction i L ) ) .
) : T S o T e
and high long-run benefits. )
J=Y
Differentiated marketing £ 558 Bigd

A market-coverage strategy in which a firm decides to
target several market segments and designs separate
offers for each.
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Direct investment
Entering a foreign market by developing foreign-based
assembly or manufacturing facilities.

rile el

e 152 g ol ed Bl sl e B W) Gl S

Direct marketing
with
individual customers to obtain an immediate response.

Direct communications carefully targeted

Pt
éﬁ« JJMU Agt.x.g \,,.@J\.l@.&ﬂ\ f: wu;'w ;M Cﬁ offaL,ﬁ &:)YL.‘G_‘;\
gy Bzl

Direct-mail marketing

Direct marketing through single mailings that include
letters, ads, samples, fold-outs and other ‘salespeople
on wings' sent to prospects on mailing lists.
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Direct-marketing channel
A marketing channel that has no intermediary levels.
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Direct-response television marketing (DRTV)

The marketing of products or services via television
which
responsive element, typically the use of a freephone

commercials and programmes involve a

number that allows consumers to phone for more
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information or to place an order for the goods ) o e o lall
advertised.
Discount store Cladsd e

A retail institution that sells standard merchandise at
lower prices by accepting lower margins and selling at
higher volume.
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Discount
A straight reduction in price on purchases during a
stated period of time.
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Disintermediation

The elimination of a layer of intermediaries from a
marketing channel or the displacement of traditional
resellers by radically new types of intermediaries.
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Dissonance-reducing buying behaviour

Consumer buying behaviour in situations characterised
by high involvement but few perceived differences
among brands.
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Distribution centre

A large, highly automated warehouse designed to
receive goods from various plants and suppliers, take
orders, fill them efficiently, and deliver goods to
customers as quickly as possible.
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Dogs

Low-growth, low-share businesses and products that
may generate enough cash to maintain themselves, but
do not promise to be large sources of cash.
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Durable product

A consumer product that is usually used over an
extended period of time and that normally survives
many uses.
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Dutch auction
Prices start high and are lowered successively until
someone buys.
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Dynamic pricing (Stlsd) S ptand
Charging different prices depending on individual ) )

customers and situations.
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E-business or electronic business ERPRERHE;
The use of electronic platforms — intranets, extranets ji_of .,y 2l cspy oK e 257 SN ol plaszd
and the Internet —to conduct a company's business. 2
Economic environment 3lad) isy

Factors that affect consumer buying power and
spending patterns.
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Electronic commerce
A general term for a buying and selling process that is
supported by electronic means.
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Electronic Data Interchange (EDI)

Custom-built systems that link the computer systems
of major buyers to their suppliers to enable them to
coordinate their activities more closely.
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Electronic marketing

The marketing side of e-commerce — company efforts
to communicate about, promote and sell products and
services over the Internet.
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Embargo
A ban on the import of a certain product.

S

Emotional appeals

Message appeals that attempt to stir up negative or
that
examples are fear, guilt, shame, love, humour, pride

positive emotions will motivate purchase;

and joy appeals.
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Emotional selling proposition (ESP)
A non-functional attribute that has unique associations
for consumers.
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Engel's laws

Differences noted over a century ago by Ernst Engel in
how people shift their spending across food, housing,
transportation, health care, and other goods and
services categories as family income rises.
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English auction
Price is raised successively until only one bidder
remains.
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Enlightened marketing
A marketing philosophy holding that a company's

marketing should support the best long-run
performance of the marketing system; its five
principles are consumer-oriented marketing,
innovative marketing, value marketing, sense-of-

mission marketing and societal marketing.
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Environmental management perspective

A management perspective in which the firm takes
aggressive actions to affect the publics and forces in its
marketing environment rather than simply watching it
and reacting to it.
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Environmental sustainability

A third environmentalism wave in which companies
seek to produce profits for the company while
sustaining the environment.
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Environmentalism
An organised movement of concerned citizens and
government agencies to protect and improve people's
living environment.
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Ethnic segmentation
Offering products or marketing approaches that
recognise the special strengths or needs of an ethnic

community.
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Events

Occurrences staged to communicate messages to
target audiences; examples are news conferences and
grand openings.
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Exchange controls

Government limits on the amount of its country's
foreign exchange with other countries and on its
exchange rate against other currencies.
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Exchange
The act of obtaining a desired object from someone by
offering something in return.
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Exclusive distribution

Giving a limited number of dealers the exclusive right
to distribute the
territories.

company's products in their

S fF
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eibles

Experience curve (learning curve)
The drop in the average per-unit production cost that
comes with accumulated production experience.
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Experimental research

The gathering of primary data by selecting matched
groups of subjects, giving them different treatments,
controlling related factors and checking for differences
in group responses.
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Exploratory research

Marketing research to gather preliminary information
that will help to better define problems and suggest
hypotheses.
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Export department

A form of international marketing organisation that
comprises a sales manager and a few assistants whose
job is to organise the shipping out of the company's

k) 8y13)
3 g Ol ple e 0SS Bl Ay Slaladll o K
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goods to foreign markets. RSN
External audit ) 5B
A d.etailed examinatiorf of th.e markets,. com?etition, e ipLasYl syl 25y il 1y eais
business and economic environment in which the i ]

organisation operates. A2 Jlesd &
Externalities iyl Oblis

Activities or facilities that are external to an

organisation but affect its performance.
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Factory outlet
Off-price retailing operation that is owned and
operated by a manufacturer and that normally carries
the manufacturer's surplus, discontinued or irregular

goods.
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Fads
Fashions that enter quickly, are adopted with great
zeal, peak early and decline very fast.
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Family life-cycle
The stages through which families might pass as they
mature over time.
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Fashion
A current accepted or popular style in a given field.
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Financial intermediaries

Banks, credit companies, insurance companies and
other businesses that help finance transactions or
insure against the risks associated with the buying and
selling of goods.
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First-price sealed-bid pricing
Potential buyers submit sealed bids, and the item is
awarded to the buyer who offers the best price.

n e Gyl 3 Bolls el Oyl 03l bk
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Five ‘rights’ of distribution
- Right product.
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- At the right time. S ol

- At the right place. e Tt I

- At the right quantity. el ol g -

- For the right price. Lol .Sy -
el -

Fixed costs Al LSS

Costs that do not vary with production or sales level.

o) ol gV St o el il Y g IS

FOB-origin pricing

(Free On Board): A geographic pricing strategy in which
goods are placed free on board a carrier; the customer
pays the freight from the factory to the destination.
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Focus group

A small sample of typical consumers under the
direction of a group leader who elicits their reaction to
a stimulus such as an ad or product concept.
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Follow-up

The last step in the selling process, in which the
salesperson follows up after the sale to ensure
customer satisfaction and repeat business.
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Forecasting
The art of estimating future demand by anticipating
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what buyers are likely to do under a given set of YA I
conditions.
Fragmented industry Upone dsliwe

An industry characterised by many opportunities to
create competitive advantages, but each advantage is
small.
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Franchise

A contractual association between a manufacturer,
wholesaler or service organisation (a franchiser) and
independent businesspeople (franchisees) who buy the
right to own and operate one or more units in the
franchise system.
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Freight-absorption pricing

A geographic pricing strategy in which the company
absorbs all or part of the actual freight charges in order
to get the business.
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Frequency

The number of times the average person in the target
market is exposed to an advertising message during a
given period.
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Full-service retailers
Retailers that provide a full range of services to
shoppers.
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Functional discount (trade discount)

A price reduction offered by the seller to trade channel
members that perform certain functions, such as
selling, storing and record keeping.
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G
Gatekeepers People in the organisation's buying

centre who control the flow of information to others.
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Gender segmentation
Dividing a market into different groups based on sex.

o) el e W
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General need description
The stage in the business buying process in which the
company describes the general characteristics and
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guantity of a needed item.

Geodemographics
The study of the relationship between geographical
location and demographics.
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Geographic segmentation
Dividing a market into different geographical units such

as nations, states, regions, counties, cities or

neighbourhoods.
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Geographical pricing

Pricing based on where customers are located. Sl Al OIS e 5Ly gt
Global firm g3 IS

A firm that, by operating in more than one country,

& optrlsll pedlzall Lol aogll pses b g &) aelial

gains R&D, production, marketing and financial )
advantages that are not available to purely domestic b s iV peny (e &R 2 Sl
competitors. RN
Global marketing &51}, LW
Marketing that is concerned with integrating or iyl s iyl Sl A JA—<:J. e iy
standardising marketing actions across different ’

geographic markets. Al a8l h
Global industry i islis

An
competitors in given geographic or national markets

industry in which the strategic positions of

are affected by their overall global positions.

2 Blewl ol dilaie 3 pudliall domdlieY) STA L Slo aslio
Al eyl o5 ¢

Global organisation

A form of international organisation whereby top
corporate management and staff plan worldwide
manufacturing or operational facilities, marketing
policies, financial flows and logistical systems. The
global operating unit reports directly to the chief

executive, not to an international divisional head.
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Going-rate pricing
Setting price based largely on following competitors'
prices rather than on company costs or demand.
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Government market
— that
purchase or rent goods and services for carrying out

Governmental units — national and local

the main functions of government.
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Growth stage
The product life-cycle stage at which a product's sales
start climbing quickly.
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Habitual buying behaviour

Consumer buying behaviour in situations characterised
by low consumer involvement and few significant
perceived brand differences.
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Handling objections

The step in the selling process in which the salesperson
seeks out, clarifies and overcomes customer objections
to buying.
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Horizontal marketing system

A channel arrangement in which two or more

companies at one level join together to follow a new
marketing opportunity.
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Human need
A state of felt deprivation.

Human want
The form that a human need takes as shaped by
culture and individual personality.
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Hybrid marketing channels

Multi-channel distribution, as when a single firm sets
up two or more marketing channels to reach one or
more customer segments. A variety of direct and
indirect approaches are used to deliver the firm's
goods to its customers.
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Hypermarkets

Huge stores that combine supermarket, discount and
warehouse retailing; in addition to food, they carry
clothing and many other

furniture, appliances,

products.
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Idea generation
The systematic search for new-product ideas.
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Implausible positioning
Making claims that stretch the perception of the
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buyers too far to be believed.

Income segmentation Jodl g
Dividing a market into different income groups. ol e B gz ) Gyl o
Im.iivi.dual marketing . G5B Bge
Tailoring products and marketing programmes to the el Sy Sl el i) il 5 e
needs and preferences of individual customers.

Lozl
Industrial product oo g

A product bought by individuals and organisations for
further processing or for use in conducting a business.

o ol Ol 5 oldisanY olawsll NI —
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Industry

A group of firms which offer a product or class of
products that are close substitutes for each other. The
set of all sellers of a product or service.
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Inelastic demand Op b b

Total.demand for a pro‘duct. that is not much affected Gl e Togan ol iy il ¥ e o ) Qo
by price changes, especially in the short run. i

s

Influencer A

A person whose views or advice carries some weight in
making a final buying decision; they often help define
information for

specifications and also provide

evaluating alternatives.
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Information search

The stage of the buyer decision process in which the
consumer is aroused to search for more information;
the consumer may simply have heightened attention
or may go into active information search.
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Informative advertising
Advertising used to inform consumers about a new
product or feature and to build primary demand.
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Initiator
The person who first suggests or thinks of the idea of
buying a particular product or service.
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Innovation

An idea, service, product or technology that has been
developed and marketed to customers who perceive it
as novel or new. It is a process of identifying, creating
and delivering new-product or service values that did
not exist before in the marketplace.
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Innovative marketing

A principle of enlightened marketing which requires
that a company seek real product and marketing
improvements.
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Inside sales force

Salespeople who service the company's customers and
prospect from their offices via telephone or visits from
prospective customers.
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Institutional market

Schools, hospitals, nursing homes, prisons and other
institutions that provide goods and services to people
in their care.
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Integrated direct marketing

Direct marketing campaigns that use multiple vehicles
and multiple stages to improve response rates and
profits.
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Integrated logistics management

A physical distribution concept that recognises the
need for a firm to integrate its logistics system with
those of its suppliers and customers. The aim is to
maximise the performance of the entire distribution
system.
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Integrated marketing communications
The concept under which a company carefully
integrates and coordinates its many communications

channels to deliver a clear, consistent, and compelling
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message about the organisation and its products. LBz o dalaill
Intensive distribution 25 Y
Stocking the product in as many outlets as possible. ., . o "
Interactive marketing Ao Gy

Marketing by a service firm that recognises that
perceived service quality depends heavily on the
quality of buyer—seller interaction.
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Intermediaries
Distribution channel firms that help the company find

customers or make sales to them, including

wholesalers and retailers that buy and resell goods.
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Internal audit B Ry
An evaluation of the firm's entire value chain. . 1, 52l 2l o
Internal marketing 1S g

Marketing by a service firm to train and effectively
motivate its customer-contact employees and all the
supporting service people to work as a team to provide
customer satisfaction.
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Internal records information
the
company to evaluate marketing performance and to

Information gathered from sources within

detect marketing problems and opportunities.
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International division

A form of international marketing organisation in
which the division handles all of the firm's international
activities. research,

Marketing,  manufacturing,

planning and specialist staff are organised into
operating units according to geography or product
groups, or as an international subsidiary responsible

for its own sales and profitability.
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Internet (the Net)

A vast public web of computer networks connecting
users of all types all around the world to each other
and to a large ‘information repository'. The Internet
makes up one big ‘information highway' that can
dispatch bits at incredible speeds from one location to
another.
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Internet exchanges

Web-based bazaars, often shared by buyers, where
suppliers bid against requirements posted on the
Internet.
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Introduction stage
The product life-cycle stage when the new product is
first distributed and made available for purchase.
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Invention

f 5|
A new technology or product that may or may not be & Sl W o of L o o S5 s - ji:
commercialised and may or may not deliver benefitsto ~ )
customers. -Jg¥l plal
J
Joint ownership S pie 450

A joint venture in which a company joins investors in a
foreign market to create a local business in which the
company shares joint ownership and control.
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Joint venturing
Entering foreign markets by joining with foreign
companies to produce or market a product or service.
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Keep-Out Pricing (Umbrella Pricing)

A pricing practice, common in oligopolistic market
situations, in which the large companies maintain very
low prices to discourage smaller competitors and thus
protect their own market shares.
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Key Influence People - KIPS

Opinion leaders, consultants, experts, etc., whose early
and enthusiastic endorsement of a new product is
sought by salespeople.
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Kickback

A bribe or illegal payment offered to an organizational
buyer in order to obtain the business; commonly, the
kickback
commission on the sale or an item of merchandise.

is a percentage of the salesperson's

85%)
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Kinesic Communication (Nonverbal Communication; (bl ) Sy Jlast
Proxemic Communication; Tactile Communication) s S sy 2,3 Sk 5 e ol s i
Body language; communication by body movement - . .
posture, stance, hand movements, winking, head tl-w‘)‘ PRI
nodding, etc. See

Kinked Demand Curve Qgine b ouie

The shape of a demand curve when any rise in price
above the customary level will result in a sharp decline
in demand.
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KISS Principle
Acronym for "Keep It Simple and Straightforward"

Kiss faw
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Leading indicators

Time series that change in the same direction but in
advance of company sales.
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Learning
Changes in an individual's behaviour arising from
experience.
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Licensed brand

A product or service using a brand name offered by the
brand owner to the licensee for an agreed fee or
royalty.
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Licensing

A method of entering a foreign market in which the
company enters into an agreement with a licensee in
the foreign market, offering the right to use a
trade

manufacturing process, trademark, patent,

secret or other item of value for a fee or royalty.
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Life-cycle segmentation
Offering products or marketing approaches that
recognise the consumer's changing needs at different

stages of their life.
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Limited-service retailers
Retailers that provide only a limited number of services
to shoppers.
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Line extension

Using a successful brand name to introduce additional
items in a given product category under the same
brand name, such as new flavours, forms, colours,
added ingredients or package sizes.
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Long-range plan

A plan that describes the principal factors and forces
affecting the organisation during the next several
the chief
marketing strategies used to attain them and the

years, including long-term objectives,

resources required.
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Macro environment

The larger societal forces that affect the whole
microenvironment — demographic, economic, natural,
technological, political and cultural forces.
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Management contracting

A joint venture in which the domestic firm supplies the
management know-how to a foreign company that
supplies the capital; the domestic firm exports

management services rather than products.
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Manufacturer's brand (national brand) (by sy dniles igad dyyls Ldle
A brand created and owned by the producer of a J sl Y ol ekt LSy i B Aok
product or service.

colead
Market Gy

The set of all actual and potential buyers of a product
or service.

b o all chesl of dadl o ad) 8IS g a2

Mark-up/mark-down
The difference between selling price and cost as a
percentage of selling price or cost.

(&3 o/ A ol Blizalt RS A
S o ) e g BenS BAUS g ) e G

Market challenger 3 gl dydons iS5

A runner-up firm in an industry that is fighting hard to o &{5 ity by cleleall i) (3 saslos 1S4
increase its market share. i .

Ay

Market follower 3 godd Ay dS5

A runner-up firm in an industry that wants to hold its Ds5 Lmam e 13 Of 1y wleleall i) 3 sels 35
share without rocking the boat. .

Gl 3 Sl Slas

Market leader A gl B0 iS5

The firm in an industry with the largest market share; it
usually leads other firms in price changes, new product
introductions, distribution coverage and promotion
spending.

385 L B3le g Bl 3 opS Bam SliE wleliall (sus] 3 358
Cw:ﬁ\ Lhay g sl Ol Qlaj Gol Wlpas & w\S2) a4
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Market nicher
A firm in an industry that serves small segments that
the other firms overlook or ignore.
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Market positioning

Arranging for a product to occupy a clear, distinctive
and desirable place relative to competing products in
the
competitive positioning for a product and a detailed

minds of target consumers. Formulating

marketing mix.
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Market saturation
A product reaches its peak distribution rate, and
expansion of sales ceases to exist.
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Market segment ™ C\Jaé
A group of consumers who respond in a similar way to . )

a given set of marketing stimuli.

Market segmentation By &

Dividing a market into distinct groups of buyers with
different needs, characteristics or behaviour, who
might require separate products or marketing mixes.
Or

Identification of sub-sets of buyers within a market
who share similar needs and have similar buying
processes.
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Market targeting

The process of evaluating each market segment's
attractiveness and selecting one or more segments to
enter.

3 gl B!
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Market-penetration pricing
Setting a low price for a new product in order to attract
large numbers of buyers and a large market share.

Gpdl (B Jakad) ol Jo pans
sl e 8pS ha> o Sy

Market-skimming pricing
Setting a high price for a new product to skim
maximum revenues layer by layer from the segments
willing to pay the high price; the company makes fewer
but more profitable sales.

Gomdl L2iS bl Jo pans
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Marketing

A social and managerial process by which individuals
and groups obtain what they need and want through
creating and exchanging products and value with
others.
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Marketing audit g 3D
A comprehensive, systematic, independent and )

periodic examination of a company's environment,
objectives, strategies and activities to determine
problem areas and opportunities, and to recommend a
plan of action to improve the company's marketing

performance.
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Marketing channel (distribution channel)

A set of interdependent organisations involved in the
process of making a product or service available for use
or consumption by the consumer or industrial user.
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Marketing concept

The marketing management philosophy which holds
goals
determining the needs and wants of target markets
the
effectively and efficiently than competitors do.

that achieving organisational depends on

and delivering desired satisfactions more

(g poghs
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Marketing control

The process of measuring and evaluating the results of
marketing strategies and plans, and taking corrective
action to ensure that marketing objectives are
attained.

E-IPWN L)
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Marketing environment

The actors and forces outside marketing that affect
marketing management's ability to develop and
maintain successful relationships with its target
customers.

Components of marketing environment are:

- Micro-environment: all organizations/individuals who
directly/indirectly affect the activities of a company.

- Macro-environment: external forces and trends that
affect a company.

- Internal environment: other internal functions such as

finance, operations, personnel etc.
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Marketing implementation

The process that turns marketing strategies and plans
into marketing actions in order to accomplish strategic
marketing objectives.
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Marketing information system (MIS)

People, equipment and procedures to gather, sort,
analyse, evaluate and distribute needed, timely and
accurate information to marketing decision makers.
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Marketing intelligence

Everyday information about developments in the
marketing environment that helps managers prepare
and adjust marketing plans.
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Marketing intermediaries

Firms that help the company to promote, sell and
distribute its goods to final buyers; they include
physical distribution firms, marketing-service agencies
and financial intermediaries.
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Marketing management
The art and science of choosing target markets and
building profitable relationships with them.
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Marketing mix

The set of controllable tactical marketing tools —
product, price, place and promotion — that the firm
blends to produce the response it wants in the target
market.
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Marketing network

Company and all supporting stakeholders: customers,
intermediaries, employees, dealers, distributors,
suppliers, wholesalers, retailers, advertising agencies

etc.
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Marketing offer

Some combination of products, services, information,
or experiences offered to a market to satisfy a need or
want.

(Sged 2
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Marketing orientation has three components:
- Customer orientation.
- Competitor orientation.

(g 47§

AJ\J}gA)

- Inter-functional coordination. Jeodl 4 -
R
6.‘5\ ggbg\ Gged) -

Marketing process &by g ddos

The process of (1) analysing marketing opportunities;
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(2) selecting target markets; (3) developing the

marketing mix; and (4) managing the marketing effort.

Hihes 2
At ol W -1
gl Blen) el =2
Sl b slasl -3
L Sesed) A 3l) —4

Marketing research

The function that links the consumer, customer and
public to the marketer through information that is used
to identify and define marketing opportunities and
problems, to generate, refine and evaluate marketing
actions, to monitor marketing performance, and to
improve understanding of the marketing process.
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Marketing services agencies

Marketing research firms, advertising agencies, media
firms, marketing consulting firms and other service
providers that help a company to target and promote
its products to the right markets.
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Marketing strategy statement

A statement of the planned strategy for a new product
that outlines the intended target market, the planned
product positioning, and the sales, market share and

Aoy gond) Bl s Ol
Sugand) Bondl nug sds L C:J. Ao ol A dlany) Ol
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profit goals for the first few years. BPAPNRCHRWNIE VLAY
Marketing strategy iy ot Ao 2oe)
The m.arkejcmg logic .by Wh.ICh .the business unit hopes S e o g gt JeY) sy ) ) gl
to achieve its marketing objectives. i i .
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Marketing website g gjfg\ 3o

A site on the Web created by a company to interact
with consumers for the purpose of moving them closer
to a purchase or other marketing outcome. The site is
designed to handle interactive communication initiated
by the company.
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Maslow’s hierarchy of needs

A site on the Web created by a company to interact
with.

1- Psychological needs: food and shelter.

2- Safety needs: security, order, freedom from threat.
3- Love/social needs: for relationships, belonging, and

Slrbe ) Cid T phuls” 00
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affiliation.

4- Esteem needs: independence, recognition, status,
and respect.

5- Self- actualization: fulfilment of personal potential.

iy By il D) el a4
el Ol fLs] tol gad -5

1 & 2 are essential for survival, 3 & 4 are essential for el Sypee () 5 Q) il Sl @) b
psychological well-being, while 5 is essential to MU gl daad) (g5 28 (D) Ll A

maximize personal development.

Mass customisation Jols o

Preparing individually designed products and

communication on a large scale.

oy Gl e Jams s eeal) SVLaYly bzl sl

Mass marketing
Using almost the same product, promotion and

distribution for all consumers.
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Materials and parts

Industrial products that enter the manufacturer's
product completely,
manufactured materials and parts.

including raw materials and

(c‘:}) 9‘J?i 9 3ge
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Maturity stage
The stage in the product life-cycle where sales growth
slows or levels off.

TS osb
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Measurability L L6
The degree to which the size, purchasing power and

) el gl gl glad)l L e - Sg g as, Al
profits of a market segment can be measured. 5 WA Gl o A s )‘
Media S it

Non-personal communications channels including print
media (newspapers, magazines, direct mail), broadcast
media (radio, television), and display media (billboards,
signs, posters).

ciall) gadall MY eks g el i5 JLaiYl wlgs
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Media impact
The qualitative value of an exposure through a given
medium.

el
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Media vehicles
Specific media within each general media type, such as

specific magazines, television shows or radio

programmes.
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Membership groups
Groups that have a direct influence on a person's
behaviour and to which a person belongs.
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Merchant wholesaler Aemdl o e
Independently owned business that takes title to the JRENURER) Sl s Uy s 250 o B A
merchandise it handles. i

Message source Pl jeas

The company, the brand name, the salesperson of the
brand, or the actor in the ad who endorses the
product.

el O s Ll

Microenvironment

The forces close to the company that affect its ability
to serve its customers — the company, market channel
firms, customer markets, competitors and publics,
which combine to make up the firm's value delivery
system.
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Micromarketing
A form of target marketing in which companies tailor
their marketing programmes to the needs and wants of

(Aeh) F7r Gugd
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narrowly defined geographic, demographic,
psychographic or behavioural segments. Jos 83902 4S5k
Mission statement Bl 1y degadl Oy

A statement of the organisation's purpose — what it
wants to accomplish in the wider environment.

S i) 3 gl L s aaad) Cous 0L

Modified rebuy A business buying situation in which
the buyer wants to modify product specifications,
prices, terms or suppliers.
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Monopolistic competition
A market in which many buyers and sellers trade over a
range of prices rather than a single market price.

AR Sy ) Sl Andlin
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Moral appeals
Message appeals that are directed to the audience's
sense of what is right and proper.

L3V duste

ekl s sl oV Bae 3 et jsas CLIE Susle AL,

Motive (drive)
A need that is sufficiently pressing to direct the person
to seek satisfaction of the need.
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Multibrand strategy Lylonadl Ol Suad Gl o)
A brand strategy under which a seller develops two or o rld cmedle sl st U pyd iyl el dml i

more brands in the same product category.

Multiple niching davsuddl ool saa

Adopting a strategy of having several independent S gty i e e S5 Al il 5 57
offerings that appeal to several different subsegments
of customer. ceSaall e Aol 4o d)) oleladl e )

N
Natural environment Ll dny

Natural resources that are needed as inputs by ;i .;§, Sl o S Ogiend) Ll g dmdall 51l
marketers or that are affected by marketing activities. ) ) sy
LAy X

Need recognition (bl i) Aoy ygasd)
The first stage of the buyer decision process in which s s & el S ades - LA A

the consumer recognises a problem or need. )
L il j\ Lo i Sgorg

Needs Sl
Th(ej I:;]asllc physical needs for food, clothing, warmth, ole 5 633y ey R Y ol bl
and shelter. il

Net profit A Sl

The difference between the income from goods sold S LS o Bl s e G
and all expenses incurred.

New product NREY o

A good, service or idea that is perceived by some . .
& .' P y .Q&;ﬁg@}\;y@\dé&wéf@)‘bb)\w
potential customers as new. The sequence is the -

following: Pt e 20y
- Original concept: the primary idea. EAPN ] :g}i.ai[\ poeddl -
- Screening of ideas. S i -
- Business analysis: look at firm’s resources and market .
.5yl boL -
to evaluate business risks. = s
- Concept definition: definition of the criteria necessary Bl 535 slse Je Bl -
to meet market need. bl s -
- Product development: building prototypes and psgill iy

dummy runs.

) OVSLEL pLlly A5V L el i sle) -

- Marketing mix issues: evaluation of the 4 Ps.

- Market testing: obtain info about customers’ reaction
to product in selected areas. el Vo) b 1 Rl il sl -
- P||Ot |aUI’1Ch. J‘” JjJJ J}’_ Q\J}l&ﬁ le} J | LE}AM—“ )L.i;-‘ -

- Roll-out: full launch
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New task
A business buying situation in which the buyer

purchases a product or service for the first time.

el (Jof) dags
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New-product development
The development of original products, product
improvements, product modifications and new brands

through the firm's own R&D efforts.
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Niche market

A relatively small and exclusive market characterised
by slow sales, high profit margin and expensive
products affordable only by the top 5% of society.
Alternatively,

in the market (through
that totally

dominated by the company, exploiting that gap, and

Identification of a gap

improved/new product features) is

creating a company’s own market.
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Niche marketing

Adapting a company's offerings to more closely match
the needs of one or more sub-segments where there is
often little competition.
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Non-durable product
A consumer product that is normally consumed in one
or a few uses.
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Non-personal communication channels
Channels that carry messages without personal contact
or feedback, including media, atmospheres and events.
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Non-tariff trade barriers

Non-monetary barriers to foreign products, such as
biases against a foreign company's bids or product
standards that go against a foreign company's product
features.
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Objective-and-task method

Developing the promotion budget by (1) defining
specific objectives, (2) determining the tasks that must
be performed to achieve these objectives, and (3)
estimating the costs of performing these tasks. The
sum of these costs is the proposed promotion budget.
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Observational research
The gathering of primary data by observing relevant
people, actions and situations.
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Occasion segmentation

Dividing the market into groups according to occasions
when buyers get the idea to buy, actually make their
purchase, or use the purchased item.
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Off-price retailer
Retailer that buys at less-than-regular wholesale prices
and sells at less than retail.
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Oligopolistic competition

A market in which there are a few sellers that are
highly sensitive to each other's pricing and marketing
strategies.
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Online advertising

Advertising that appears while consumers are surfing
the Web, including banner and ticker ads, interstitials,
skyscrapers and other forms.
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Open trading networks
Huge e-marketspaces in which B2B buyers and sellers
find each other online, share information and complete
transactions efficiently.

I gde 8ylns CJ\g.-.»,‘
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Open-end questions i gada Aol
Questions that allow respondents to answer in their . A .
AW oSy ety lede WYl plea e aled

own words. L e > &
Lol

Operating control Checking ongoing performance

Jeid) 4314
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against annual plans and taking corrective action.
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Operating statement (profit-and-loss statement or
income statement)

A financial statement that shows company sales, cost
of goods sold and expenses during a given period of
time.

(Jr'.U\ i8 ﬁ ;\.w'd\j C\q)iﬁ\ 4By Cilheall ULy
IV Ciglall 5 el wiladl dad 5 4580 Slase (15 e 2036

i 050

Opinion leaders People within a reference group who,
because of special skills, knowledge, personality or
other characteristics, exert influence on others.

(Ogaghé 09 350) 5T, 338
Sl T Lasl3l e b by o dnm s Gegod Ogazy ol
coliall e i gl (e Blaasisy galdy Roldd

Optional-product pricing
The pricing of optional or accessory products along
with a main product.

iyl ) Sloms prad

e )l Szt als) o dylat] lrtia

Order-routine specification

The stage of the business buying process in which the
buyer writes the final order with the chosen
supplier(s), listing the technical specifications, quantity
needed, expected time of delivery, return policies and

warranties.

Ol 49y Cliol g
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Outside sales force
Outside salespeople (or field sales force) who travel to
call on customers.

oyl a (598
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Overpositioning

A positioning error referring to too narrow a picture of
the
communicated to target customers.

company, its product or a brand being

Xty 5503
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P
Packaging

The activities of designing and producing the physical
container or wrapper for a product. Packaging serves

oty Lo e i degl ol Gl Sl iy et dadl

, sty B Ll
three functions:
- Handling & Transport. ey adkll -
- Promotion. .@”ﬂ. _
- Storage. el -
Packaging concept il 5 dxad) pggde

What the package should be or do for the product.
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Patronage rewards
Cash or other awards for the regular use of a certain
company's products or services.

Sy Jloaza¥l B
jf Sl Slbie Jlanin) oy GBI o gt jf Lus LI
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Penetrated market
The set of consumers who have already bought a
particular product or service.

s Gy
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Percentage-of-sales method

Setting the promotion budget at a certain percentage
of current or forecast sales or as a percentage of the
sales price.
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Perception
The process by which people select, organise and
interpret information to form a meaningful picture of
the world.

.ﬂb}:ﬂ\
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Perceptual marketing

Mental image/impression taken by an individual upon
hearing about a certain product/company based on
price and perceived quality.

13! Gigd
of e oo el ERURSI I CLJ@\) Lnd b5
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e

Performance review

The stage of the business buying process in which the
buyer rates its satisfaction with suppliers, deciding
whether to continue, modify or drop them.

$15Y1 dar yo
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Personal communication channels

Channels through which two or more people

communicate directly with each other, including face
to face, person to audience, over the telephone, or

sard Jlasl gd
abe Jand) vgan JLaVU ST o s b ek oyl
o UL S el pe e Sud o deasiad) WL s

through the mail. Al Ay,

Personal influence P

The effect of stat ts made b - ) g

e e ?C ? statements .r'r.1ae y one person on de o AT e e L i e bl ol b
another's attitude or probability of purchase.

.;bﬁJ\ 3l

Personal selling B g

Personal presentation by the firm's sales force for the
purpose of making sales and building customer
relationships.

.;M\cﬁ B el 9 ol

Personality

A person's distinguishing psychological characteristics
that lead to relatively consistent and lasting responses
to his or her own environment.
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Persuasive advertising

Advertising used to build selective demand for a brand
by persuading consumers that it offers the best quality
for their money.

(&l O3S
Shia b Jlis o0 Juadl e hoam Olyg oSl Jlonzal 30

b e

PEST analysis —

The analysis of the political, economic, social, and
technological factors that may have effect on an
organisation’s performance.

The objective is the assessment of external elements
beyond the organisation’s control.
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Physical distribution (marketing logistics)

The tasks involved in planning, implementing and
controlling the physical flow of materials and final
goods from points of origin to points of use to meet
the needs of customers at a profit.

(dygud 13Nl (3L 9l) B aiss
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Physical distribution firms
Warehouse, transportation and other firms that help a
company to stock and move goods from their points of
origin to their destinations.

faall) s IS5
A sl gl SIS e Lty i) Slemy Ojlll

Place
All the company activities that make the product or
service available to target customers.

0
g Slaal) et of = e Al daisf =

Planned obsolescence
A strategy of causing products to become obsolete
before they actually need replacement.

d babseadl eligdl 5 aldlh
Ak - L Sl 5 Al Sl ad da)il

PSR

Pleasing products
Products that give high immediate satisfaction but may
hurt consumers in the long run.

(Arws) 8w Dlowue
el e oSl s 18 Sy 1S (698 plael A ol
s

Point-of-purchase (POP) promotions
Displays and demonstrations that take place at the
point of purchase or sale.

slppdl dai (B Aoy g5
) o o) adl ks B 3 aF 20

Political environment
Laws, government agencies and pressure groups that

influence and limit various organisations and

individuals in a given society.
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Portfolio analysis dadreall Johow
A tool by which management identifies and evaluates 0,55 3 iy el s 5 o) 515y Ly sf
the various businesses that make up the company. -

ASa) g
Post-purchase behaviour o) pidl day Lo gl

The stage of the buyer decision process in which
consumers take further action after purchase based on
their satisfaction or dissatisfaction.

a5l Ol ot 08 grad) doy o sl )3 ddas e Al e

Potential market
The set of consumers who profess some level of
interest in a particular product or service.

(Joswe ((AlS) e By
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Pre-approach

The step in the selling process in which the salesperson
learns as much as possible about a prospective
customer before making a sales call.

(ABlal dyjlls) Gt piazed gl
PRUSL A VCIRT IPENRUE WHRE Led WU oo o) Bkee (3 Bslan
e o JLa) L S

Premiums
Goods offered either free or at low cost as an incentive
to buy a product.

£

P

Presentation

The step in the selling process in which the salesperson
tells the product ‘story' to the buyer, showing how the
product will make or save money for the buyer.

P
Siiadl gl o 500 s U ek ey md) Bhes (3 Bskas
il 358 a oy O (Se Loy il 20 20

Price elasticity
A measure of the sensitivity of demand to changes in
price.

) By 0
el S ol Al b 8 ey sl )

Price packs
Reduced prices that are marked by the producer
directly on the label or package.

Sl 298 48 gezes
5 ble el ol alll e ol Al ais 2nit e

Price

The amount of money charged for a product or service,
or the sum of the values that consumers exchange for
the benefits of having or using the product or service

J.n..J\
Legilyy oo lsdl) o aeadl of i e Jgad) blis O
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Pricing policy

Set according to company’s objectives. Moreover,
pricing policies are influenced by company’s
operational costs, affordability of raw materials etc.,

and ability to finance product.
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Pricing strategies:

Include penetration, skimming, competition, product

line, bundle, psychological, premium, and optional

pricing.

Penetration: low price to increase sales and market

share.

Skimming: an initial high price and then gradually
lowered to attract customers
and to skim profits from multi
market segments.

Competition: setting a price in comparison with

competitors.

Product line: pricing different products within the

same product range at
different prices e.g. Video
manufacturer offering
different VCRs with different
features.

Bundle:
a reduced price.

bundle a group of products at

Psychological: e.g. 99p instead of £1.

Premium: high price to reflect the

exclusiveness of a product.

Optional: sale of optional extras along with the
product to maximise turnover

e.g. the car industry.
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Primary data gl o glas
Information collected for the specific purpose at hand. U s 58 bt e C“‘ lashes
Primary demand el b

The level of total demand for all brands of a given
product or service — for example, the total demand for
motor cycles.

A Sl e el et JU e e

Private brand (middleman, distributor or store brand)
A brand created and owned by a reseller of a product
or service.
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Private trading networks (PTNs) B2B trading ol 5k O

netvyorks that link a particular seller with its own ) S g yma g s B2B) ol
trading partners.

Problem recognition (b Ui e 31 yladizsl) USCid) 390 59230
The first stage of the business buying process in which S0 gy ot PRSI T W VT Jsl

LAl

someone in the company recognises a problem or need
that can be met by acquiring a good or a service.

Product adaptation C“‘J‘ daglge

Adapting a product to meet local conditions or wants ol 3 A ole o Oyl bl sl anl S

in foreign markets. i i .
oY) Glan Y

Product o

Anything that can be offered to a market for attention, . . . .
ything o asliszn ol Sl ol plezaV) Qdd Godl & om s 8 IS

acquisition, use or consumption that might satisfy a ) .
Sl g sl cLaV¥ feiys (b il ol 28] 3l aSSlgn

want or need. It includes physical objects, services,
persons, places, organisations and ideas. OGN g lelady o ST 5 ol

Product-bundle pricing Slall ai ol o pans

Combining several products and offering the bundle at B .
g ) p g ﬂﬁwbﬁﬂ%ﬁ}@%b&@aﬁ
a reduced price.

Product classification (Consumer) (Shgnd) ) c__d\ R

- Convenience goods: groceries. L
AN ol el (gl sLA idons -
- Shopping goods: more durable items such as A e &) &

furniture, clothes, shoes etc. Joo ST G Sl (Y ) s we -
- Specialty goods: such as jewelry, expensive clothing (@M 1,1y WS g BV
ete. Lo Aaal Sy Slasdl e tmanne ol -

-Unsought goods: goods you did not realise you

oy ) amle assll B ¥ G e talege de -

needed! Typical examples are items found in
3 sl DLV el e asdead) alzd)

catalogues.

.Qb.-j,\l.&}!
Product classification (Industrial) (Asaall il -
- Installations: e.g. major items of a plant, assembly line t‘ o oy S syl J U -
etc.
- Accessories: PCs. P el okl -
- Raw materials. cosm ) led 23SV 336 M1y L) malias 1S

- Components: headlights of a car, microchip in a PC.
- Supplies: office stationery, cleaning materials etc.
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Product concept
A detailed version of the new-product idea stated in
meaningful consumer terms.

gl asgds
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Product concept

The idea that consumers will favour products that offer
the most quality, performance and features, and that
the organisation should therefore devote its energy to
making continuous product improvements.
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Product development

Developing the product concept into a physical product
in order to ensure that the product idea can be turned
into a workable product.

c‘&d\ﬁjh}'
e dl el 356 hsf Oled) oo e ) gl pagde s
el Al

Product idea
An idea for a possible product that the company can
see itself offering to the market.

el 3,58
el 3w b Waypiis al 35001 (65 Jas il 355

Product image
The way consumers perceive an actual or potential
product.

c"_g.“ﬁ)}..ﬁ
cipe ol b gk omyens g Senl S g

Product innovation charter (PIC)

A new-product strategy statement formalising
management's reasons or rationale behind the firm's
the

product/market and technology to focus upon, and the

search for innovation opportunities,

goals and objectives to be achieved.

gl St oy
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Product invention

Creati d ices for forei k T
reating new products or services for foreign markets. oion 81 1yl sptor bt 5] lontie S
Product life-cycle (PLC) C""J‘ Bl 8y93) s

The course of a product's sales and profits over its

lifetime. It involves five distinct stages: product

development, introduction, growth, maturity and

decline.

e 3 sl il B9 Izl Uy Slaes B9
o9 g amgal g cogf g camby il ket 18t fole

Product line filling
Increasing the product line by adding more items
within the present range of the line.

G\:‘J'j\ s S-Jﬁ
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o

Product line pricing
Setting the price steps between various products in a
product line based on cost differences between the

E\:‘J’ﬂ\ b o]
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products, customer evaluations of different features,
and competitors' prices.

IO PRV IR PHUREN PERPOW:JRCHER UV H U RO

il

Product line stretching
Increasing the product line by lengthening it beyond its
current range.

A S s s e 2 Y) Lo S5l

Product line

A group of products that are closely related because
they function in a similar manner, are sold to the same
customer groups, are marketed through the same
types of outlet, or fall within given price ranges.

Sl b
o casline diphy Jew ST Tl alall 228y lomtl) (0 dsgast
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Product mix (product assortment)
The set of all product lines and items that a particular
seller offers for sale to buyers.

(Slriin gy58) Oloms bads
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Product position

The way the product is defined by consumers on
important attributes — the place the product occupies
in consumers' minds relative to competing products.

wall S
S B o Wl aaslax e 2L el oSdgmnd) wud as b
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Product quality
The ability of a product to perform its functions; it
includes the product's overall durability, reliability,

c*-’ud\ 834

L g oOloY) o LM G5 Loty cadilby 230 e mull 5,08

precision, ease of operation and repair, and other el 2ilad) .
valued attributes.
Product sales force structure - fy & <5 BSa

A sales force organisation under which salespeople
specialise in selling only a portion of the company's
products or lines.

o @ Osabsll aasn At ad) (bse) 8 by
i i) bl jT e

Product specification

The stage of the business buying process in which the
buying organisation decides on and specifies the best
technical product characteristics for a needed item.

c“.’.d\ Q\.ﬂ..a\y
Jygllal) Gl aal) WY Jastax

Product-support services
Services that augment actual products.

gl o5 Sl
ehadll Sl (535 of vels gl Lo

Production concept

The philosophy that consumers will favour products
that are available and highly affordable, and that
management should therefore focus on improving
production and distribution efficiency.
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Profitable customer

A person, household or company whose revenues over
time exceed, by an acceptable amount, the company's
costs of attracting, selling and servicing that customer.
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Promotional mix

The specific mix of advertising, personal selling, sales
promotion and public relations that a company uses to
pursue its advertising and marketing objectives.

SIS T
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Promotional strategy

The strategies employed by a company to promote
sales. There are two techniques of promotional
strategies: Push and Pull strategies.

domyg i doonnd i)
s e e ol baad aull L ol

Promotion 9P
Activities that communicate the product or service and y cdendl s L) Wty aeid f C““ Jlasy if
its merits to target customers and persuade them to

Promotional allowance donyg i S5

A payment or price reduction to reward dealers for

participating in advertising and sales-support

programmes.
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Promotional pricing
Temporarily pricing products below the list price, and
sometimes even below cost, to increase short-run

RIS
i) sl Je olandh 5ol sy aalS e BT el

sales.
Proposal solicitation P95 Ty
The stage of the business buying process in which the
2se - [VINE Proces el Cnhaglh o)l Bseds (il sk o o)) Bdos e Al
buyer invites qualified suppliers to submit proposals.
-2
Prospecting s o oy
The step in the selling process in which the salesperson . . .
BN Sl Loz U Wb pgh ol Rdes (3 dls
identifies qualified potential customers. ? A ¢ el s
.onkagl
Psychographic segmentation i) 6 &

Dividing a market into different groups based on social
class, lifestyle or personality characteristics.
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Psychographics

The technique of measuring lifestyles and developing
lifestyle classifications; it involves measuring the chief
AlO dimensions (activities, interests, opinions).
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Psychological pricing

A pricing approach that considers the psychology of
prices and not simply the economics; the price is used
to say something about the product.
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e Bl o e adsuiy ) Ol o (et lslasY)

Public relations

Building good relations with the company's various
publics by obtaining favourable publicity, building up a
good ‘corporate image', and handling or heading off
unfavourable rumours, stories and events. Major PR
product
corporate communications, lobbying and counselling.

tools include press relations, publicity,
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Public

2580
Any group that has an actual or potential interest in or . . e .
Any group act PO SSINOT a2 o nlad 55 e e of e 0 40 plossl Wasyen
impact on an organisation's ability to achieve its . i .
objectives. Ledlal
Pull strategy P W PP

A promotion strategy that calls for spending a lot on
advertising and consumer promotion to build up
consumer demand. If the strategy is successful,
consumers will ask their retailers for the product, the
retailers will ask the wholesalers, and the wholesalers

will ask the producers.

g 5 Y e JW o S a5 it ol
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Pulsing

Scheduling ads unevenly, in bursts, over a certain time . . .
) & Y 3 ab dnkodze ¢lior] le.c &) Gyl e Jﬁ.ﬂ; Uy Z‘Jj.x:.-
period. i
332 ey 378
Purchase decision g3 3

The stage of the buyer decision process in which the
consumer actually buys the product.

b el sl Mgzl sk o sl 15 B & Al

Pure competition

A market in which many buyers and sellers trade in a
uniform commodity — no single buyer or seller has
much effect on the going market price.

b Ludls
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Pure monopoly

A market in which there is a single seller — it may be a
government monopoly, a private regulated monopoly
or a private non-regulated monopoly.

eU J\g::r\
o S S SV 00 Wy ce3jit @b 4 Ay Gge

Push strategy

A promotion strategy that calls for using the sales force
and trade promotion to push the product through
channels. The producer promotes the product to
wholesalers, the wholesalers promote to retailers, and

o X\ ¥ 3 JE
BV Sl mailly w6 pllsinl (35 Ay Eemdliul
ot U e gl g il Al dgd) oo colgadl) SN el

Eofy ok ek 5 Bpndl Blnd adeiy Osesk pd

the retailers promote to consumers. R
Q
Qualified available market o 9 e Ggm
The set of consumers who have interest, income, gy Syl 1S 5 Lordlly sleza¥l (553 onSgrd) degast
access and qualifications for a particular product or o

igme dadst o) e Jgel)
service. S
Qualitative research S

Exploratory research used to uncover consumers'

motivations, attitudes and behaviour. Focus-group
interviewing, elicitation interviews and repertory grid
techniques are typical methods used in this type of

research.

2y S gel) DSl 5 @lys a7 8 pasay BLAS) 22
Slegez s g Al oML 5 aliad adl oMl
o) Ma (3 o) 2o 3ol LVl Sl e Sl LS

RUSS

Quality

The totality of features and characteristics of a product
or service that bear on its ability to satisfy stated or
implied needs.

03¢
¢l 58 e g ) o il sl 5 Ol peas
dpanlly i ol Ol L1 4l

Quantitative research
Research which involves data collection by mail or
personal interviews from a sufficient volume of

customers to allow statistical analysis.

L)) MG ji Ll gk e UL & e gsky &2
gﬂaa.’-\[\ J.:la:J\ e EM3 9 e el o @wa

Quantity discount oS v
A price reduction to buyers who buy large volumes. S S Oyslg s il iy el (3 i
Quantity premium LSl e B0

A surcharge paid by buyers who purchase high volumes
of a product.
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Question marks

Low-share business units in high-growth markets that
require a lot of cash in order to hold their share or
become stars.

plgdin! Ol

A et gaddl dniie Blaw) 15 Ruadl dziss 1l Sldy
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Quota

A limit on the amount of goods that an importing
country will accept in certain product categories; it is
designed to conserve on foreign exchange and to
protect local industry and employment.

S)J.aﬁ Lo
2y 83l O aT Lkt ) wiladl 2aS” e mop A3
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R

Range branding strategy

A brand strategy whereby the firm develops separate
product range names for different families of product.

Rational appeals

Message appeals that relate to the audience's self-
interest and show that the product will produce the
claimed benefits; examples are appeals of product
quality, economy, value or performance.

L (Wls) ) ey
O bl O g 5 jsgeoml] a2l Slleza¥) CbIE Bl
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Reach
The percentage of people in the target market exposed
to an ad campaign during a given period.

(Jgeo o) Jlast
0 WS PRSP U B NSO URE VR R P PR PN Wi
Jigme 375 S AOey)

Reference groups
Groups that have a direct (face-to-face) or indirect
influence on the person's attitudes or behaviour.

(s D 0omn) K.pfa Ve T
Do o p3le p 56 o (o) Lmg) il BB U Slopas

ozl wlb iy
Reference prices iy yland
Prices that buyers carry in their minds and refer to . , .
e o wgih e gl Ogamy sl 3 Ogpall g el

when they look at a given product. & e - =
Relationship marketing B! 33

The process of creating, maintaining and enhancing
strong, value-laden relationships with customers and
other stakeholders.

MEJ\&;WQ}QBW#jJL;LuA\jc\W\W
Y izl g Slasl) e

Reminder advertising
Advertising used to keep consumers thinking about a
product.
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Resellers & dske] yow

The individuals and organisations that buy goods and '@J\ e L 551 Lol CL"J‘ e ps i s
services to resell at a profit.

Retailer cooperatives el oy Oliglas

. . - . G Jor oz Bl U o5k by 205 By e Rleil
retailers organise a new, jointly owned business to

carry on wholesaling and possibly production. FEV 5 el o o Jony i Ao 33 5 A

Contractual vertical marketing systems in which

Retailers L) oy

Businesses whose sales come primarily from retailing. s . . e
L] S Bl U e Bl b 34 Sl

Retailing accordion L pnd) Bylond JUiS1 o1 0

A phenomenon describing how the width of retailers' .
P & ) ] . 3l o8 llasll YeL g G:;L\ 55 gl LaS Caal oalls
product assortment or operations shifts over time:

there tends to be a general-specific—general cycle. Slmtie g ) £ Ble Ol gy o0 M gdn b e (2
However, it is possible that many retailing businesses » 46 Jl= &1 e g cianlsll 5 flal) Slmzall 5358l ¢ dp2ad

evolve along a specific general-specific cycle. cobnzll 35 Tk jshary O B5pmall 314 Slie e kel S
WAL E () st ) el )
Reverse auction Lo s

Customers name the price that they are willing to pay el s Call s Oy il S oY) 3 sk

el U C“U szl L 450

for an item and seek a company willing to sell.

Role (@bl A gy 5l

The activities a person is expected to perform DAL FUR TR o 52 &) s
according to the people around him or her. i

Role of agent in international marketing S Brgmd) @ J.S,S\ 393

Coordinate, organise, promote, market, distribute, and i }
service edd] g a9 Gisedlly g illy 0cladlly g

S

Sales force management Olaneoll (58 8y13)
The analysis, planning, implementation and control of w2y ooy ) 3 Jlasl alasil 80,y iy Ly U4
sales force activities. It includes setting sales force L . i L
objectives; designing sales force strategy; and s (el BT el ‘N":Mmj G s S
recruiting, selecting, training, supervising and pelal oy aglde SN
evaluating the firm's salespeople.

Sales force promotion b‘J‘ S (Lniw) 95
Sales promotion designed to motivate the sales force . . L .

P & G a8 passe Jrmg Oladl (68 b (Blas ugs
CJ\ Mg wlalldly colgdadl $ls

and make sales force selling efforts more effective,
including bonuses, contests and sales rallies.
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Sales promotion
Short-term incentives to encourage purchase or sales
of a product or service.

Olaedt onics
B f gl Slas o) momid Gl G ol

Sales quotas

Standards set for salespeople, stating the amount they
should sell and how sales should be divided among the
company's products.

Olaeed! 22>
4,25y dyallall wle ) ds (nds el CHPIRY 6&} 25 e

Salesperson

An individual acting for a company by performing one
prospecting,
communicating, servicing and information gathering.

or more of the following activities:

RICRNCIC R WY R VSR P ashiy 32l Jag Lasd
QLA}J.:J.\ c?‘ 9 42\.4.33-\ 9 aJL,a.N\ 9 c;M‘

Salutary products
Products that have low appeal but may benefit

consumers in the long run.

(A3U) Bdude Olmae

Gl o b sde LSOy codaall Al 23U dto Slonie

WA
Sample S
A ment of th lation | for mark
segment of the populatio .se ected fo arket o Jidy ) o by slonl 42 S e C‘E
research to represent the population as a whole. i )
o RICON
Samples Sl
Offers to consumers of a trial amount of a product. . .
Seasonal discount Taewga Slagaas
A price reduction to buyers who buy merchandise or i .
services out of season.
e

Seasonality
The recurrent consistent pattern of sales movements
within the year.

(o3 8o 8S ) el g

Second-price sealed bid

Sealed bids are submitted but the contender placing
the best bid pays only the price equal to the second-
best bid.

el S ol sl o pans
c>lo C&)l\ r}?l.g. Lé-:’j g = dalas (QLMJL..,«) Slelles
b G slaal) Aad) (gold) adl iy LadYl sl

Segment marketing
Adapting a company's offerings so they more closely
match the needs of one or more segments.

Olelaill §igud
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Segmentation Bases

four elements:

- Demographic: age, gender, family size, family life
cycle, ethnicity, and household composition.

- Socio-economic: occupation, education, religion, race,
income, and social class.

- Psychographic: lifestyle, attitudes, benefits sought,
loyalty.

- Geodemographic: combines many approaches to
segmentation, and is based on postcode analysis.

Segmentation of businesses
three categories:

(B7edl) o) ool

sl 593 9 Abl) oo (il o el i eegdl -
A 5SS g (G 5 bl

(g el g il tasLanVly delas VI Lilsal) -
Aerbe Y1 ARk g ey (Bl

oy colbadly Gl ol RS sl -
<Yllg (LU e

Bmdl G o ) G ped 0 el -
...... el 1] Talizal 058G

) Ol -

- Size of firm. rols BN e 23,
- Firm’s formality of buying process. S e -
- Industry sector. ECyALP C‘J' Jlsl olais -
sl tLb_a -
. . . (..”_mﬁﬂ\ ﬁ‘w
Segmentation criteria four elements:
- Useful. sl -
- Size. RECR I
- Measurable. Ak -
- Accessible.
dyosl dye -
Segmentation evaluation i)
Market segments need to be evaluated and ranked: )
CUG_LH V» -
- Size of segment.
- Profitability. AN -
- Growth prospect. e S -
- Competitive pressure. il Ll -

- Fit with company objectives.

S Olal ae pleni¥l -

Segmented pricing
Pricing that allows for differences in customers,
products and locations. The differences in prices are

not based on differences in costs.

(SLY 5 ozl g el G Bgd Hlae¥) (3 sl s

LIS Sy ] sites e med] Dby 0SS ady

Selective attention
The tendency of people to screen out most of the
information to which they are exposed.

g\.ﬁ:ﬁ\ e\a:;k\
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Selective demand
The demand for a given brand of a product or service.

‘sﬂ.ﬁ:}\gflb
.bbjiﬁww@\;bw&@u

Selective distortion
The tendency of people to adapt information to
personal meanings.

‘;ﬂ.&}\ dygutd
b izl gl & Sleglal) datleh WL s e

Selective distribution

G g
The use of more than one, but less than all of the .
' 55 @ RN vl o vl el Sy Ly e ST plnl
intermediaries that are willing to carry the company's &P & B e e s e
products. Al ol
Selective retention Sl i

The tendency of people to retain only part of the
information to which they are exposed, usually
information that supports their attitudes or beliefs.

L Uy Wil gl ologlall n Lab m sliza¥ o1 s asy

B iy (Bl ces Bl Sl 0SS

Self-concept
Self-image or the complex mental pictures that people
have of themselves.

k5’5\5 (a}e.m
el o () 1Sy 5aa) Beadll gl of 230U 500l

Self-service retailers

Retailers that provide few or no services to shoppers;
shoppers perform their own locate—compare—select
process.

() dadsy dodsd) 4315 & jond 8yl
&I ‘M:A—l—s 3.1.:13 oleds (’.L;L? )T e (A.U:J N iji c)@:

Selling concept

The idea that consumers will not buy enough of the
organisation's products unless the organisation
undertakes a large-scale selling and promotion effort.

&l pade
Olmzie e B 28U iy ) oSaad) 0L aw 356

Selling methods
Direct (on-site), direct mail, telemarketing, E-
commerce, wholesalers, agents, and retailers.

&b
Blndly (bl dauly wdly Gall wly (Bl @ sl
(BAL) Wl )y DSy (el ) 5 cdg i SIY)

Selling process

The steps that the salesperson follows when selling,
which include prospecting and qualifying, pre-
approach, approach, presentation and demonstration,
handling objections, closing and follow-up.

ot s
5 cJealdly eoSlaall o oty w ) e WU Lgmy sl
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Al Pl

Sense-of-mission marketing

A principle of enlightened marketing which holds that a
company should define its mission in broad social
terms rather than narrow product terms.

e ) a0 s 2k el gsed) (o3l fos
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Sequential product development

A new-product development approach in which one
company department works individually to complete
its stage of the process before passing the new product
along to the next department and stage.

gl CBle gk
e Jendl @l ool s N P o ko e sked ;')}LJ
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Served market (target market)
The part of the qualified available market that the
company decides to pursue.
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Service inseparability

A major characteristic of services — they are produced
and consumed at the same time and cannot be
separated from their providers, whether the providers
are people or machines.

350 8 dadsd! fuad iy puis
Vo w3l wls 3 cllgs s éjb olbudl olis (..AT A
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Service intangibility

A major characteristic of services — they cannot be
seen, tasted, felt, heard or smelt before they are
bought.

Zw}d» ﬂ.ﬁ Oleds>
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Service perishability
A major characteristic of services — they cannot be
stored for later sale or use.

ol Ladsd) A aus
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Service variability

A major characteristic of services — their quality may
vary greatly depending on who provides them and
when, where and how.

Lozl ¢4
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Service

Any activity or benefit that one party can offer to
another which is essentially intangible and does not
result in the ownership of anything.

Lol
3 Rk 52 0y 2 Ob Loty O Sk e of bl

Services
Activities, benefits or satisfactions that are offered for
sale.

Slads

el 2oyl SlelaVl o aslpdll o alassl)

Service mix

In addition to the marketing mix i.e. the 4P’s (product,
place, price, promotion). The service mix elements are:
people, process, physical evidence.
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Shopping product

A consumer product that the customer, in the process
of selection and purchase, characteristically compares
with others on such bases as suitability, quality, price
and style.

(&) Gy e
o ey Sl ddes LT clend) w6yl Szl e
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Simultaneous product development

An approach to developing new products in which
various company departments work closely together,
overlapping the steps in the product development
process to save time and increase effectiveness.

el ool s
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Single-source data systems

Electronic monitoring systems that link consumers'
exposure to television advertising and promotion
(measured using television meters) with what they buy
in stores (measured using store checkout scanners).
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Social classes

Relatively permanent and ordered divisions in a society
whose members share similar values, interests and
behaviours.

Lol Olib
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Societal marketing concept

The idea that the organisation should determine the
needs, wants and interests of target markets and
deliver the desired satisfactions more effectively and
efficiently than competitors in a way that maintains or
improves both the consumer's and society's well-being.

Sllaal 5 oléyy Ol wud wldl Lo 2 aly 2 0 S
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Societal marketing
A principle of enlightened marketing which holds that a

company should make marketing decisions by
considering consumers' wants, the company's
requirements, consumers' long-run interests and

society's long-run interests.
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Specialised industry

An industry where there are many opportunities for
firms to create competitive advantages that are huge
or give a high pay-off.
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Speciality product

A consumer product with unique characteristics or
brand identification for which a significant group of
buyers is willing to make a special purchase effort.

oy S e 53 050 o e patlas By Sl e
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Speciality store
A retail store that carries a narrow product line with a
deep assortment within that line.
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Stalemate industry
An
characterised by a few opportunities to create

industry that produces commodities and s
competitive advantages, with each advantage being

small.
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Standardised marketing mix

An international marketing strategy for using basically
the same product, advertising, distribution channels
and other elements of the marketing mix in all the
company's international markets.
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Stars

High-growth, high-share businesses or products that
often require heavy investment to finance their rapid
growth.
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Statistical demand analysis

A set of statistical procedures used to discover the
most important real factors affecting sales and their
relative influence; the most commonly analysed factors
are prices, income, population and promotion.
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Status
The general esteem given to a role by society.

Clo¥ad

Straight product extension
Marketing a product in a foreign market without any

cu«ﬂfia\.,»c.oj
S 093 gioel G (3 gite ot

change.

Straight re-buy ol o pid) Bale)
A b.usmess buying situation |.n wh|cl.1 the buyer sl 09 5ot b aslely sl ko G s o2 iy
routinely  reorders  something  without any -

modifications. e s
Strapline (@550 SIS ad

A slogan often used in conjunction with a brand's
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name, advertising and other promotions.
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Strategic business unit (SBU)

A unit of the company that has a separate mission and
objectives and that can be planned independently from
other company businesses. An SBU can be a company
division, a product line within a division, or sometimes
a single product or brand.
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Strategic control doed) o) 4418,

Checking whether the company's basic strategy 5 L 5 ol g 52l e Bl s e ST
matches its opportunities and strengths.

e

Strategic group dond) o) A8 gaoma

A'group of firms in an industry following the same or a S il o 5 Al sin] s SIS e Aegast

similar strategy. .

b aglin o]

Strategic plan Lo o) dlas

A plan that describes how a firm will adapt to take
advantage of opportunities in its constantly changing

environment, thereby maintaining a strategic fit

QS Az J.;’-\: upjﬁ\ Iy Z\SJ:J! ‘..555 iaS c.pj; il
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between the firm's goals and capabilities and its Gl By e o 4l
changing market opportunities.
Style skl

A basic and distinctive mode of expression.

Subculture
A group of people with shared value systems based on
common life experiences and situations.

(kB BU) Lol dyyla> oy
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Substantiality
The degree to which a market segment is sufficiently
large or profitable.

Syt gl o oS
Sl Sedl pladl) 2y f el By

Supermarkets

Large, low-cost, low-margin, high-volume, self-service
stores that carry a wide variety of food, laundry and
household products.
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Superstore

A store around twice the size of a regular supermarket
that carries a large assortment of routinely purchased
food and non-food items and offers such services as
dry cleaning, post offices, film developing, photo
finishing, cheque cashing, petrol forecourts and self-
service car-washing facilities.
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Supplier search 3)ge o8 Lol
The stage of the business buying process in which the J«bj el Ut CM L o el iae (3 iloe
buyer tries to find the best vendors. i
.Og})fu
Supplier selection 3y50 Yl

The stage of the business buying process in which the
buyer reviews proposals and selects a supplier or

Olellaal) jamby dnxl s (sridl psh Lgdy ol i) ddes (3 Al

bl ol a5l el

suppliers.
Suppliers O35y80
Firms and individuals that provide the resources ) ¢

Prov : P iy 320 2Bl 3l 093 A1 ST 5 1Sl
needed by the company and its competitors to
produce goods and services. coleddly lodl 7!

Supplies and services
Industrial products that do not enter the finished
product at all.
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Survey research

The gathering of primary data by asking people
their attitudes,
preferences and buying behaviour.

guestions  about knowledge,

(s Cou
P C N I TE [ R A I ADNRCTH MR
(S S5k 5 by (BT,

SWOT analysis

A framework for evaluating and understanding through
internal audits the critical organisational strengths and
weaknesses and matches them against the external
opportunities and threats.

The benefits of a SWOT Analysis are the internal
identification and assessment of the organisation’s
behaviour.
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Systems buying
Buying a packaged solution to a problem and without
all the separate decisions involved.
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Target costing

A technique to support pricing decisions, which starts
with deciding a target cost for a new product and
works back to designing the product.

aé-ke..w u,}\g’i c.'oj
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Target market
A set of
characteristics that the company decides to serve.

buyers sharing common needs or

Culgins By
RUSTNEI RGN

Target marketing

Directing a company's effort towards serving one or
more groups of customers sharing common needs or
characteristics.

Culgions Gignd
Aladly ol 3

Tariff

A tax levied by a government against certain imported
products. Tariffs are designed to raise revenue or to
protect domestic firms.

O
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Team selling

Using teams of people from sales, marketing,
production, finance, technical support, and even upper

management to service large, complex accounts.

welly 5 2BV g Gasedl g wdl el e bl G sl
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Technological environment
Forces that create new technologies, creating new
product and market opportunities.
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Telemarketing
Using the telephone to sell directly to consumers.

SN 5 Gigd
a0 xSt ) C‘“U ) alasn)

Territorial sales force structure
that each

salesperson to an exclusive geographic territory in

A sales force organisation assigns

which that salesperson carries the company's full line.

e ot B () g s

Test marketing

The stage of new-product development where the
product and marketing programme are tested in more
realistic market settings.

g (p27d) !
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Third-party logistics (3PL) provider

An independent logistics provider that performs any or
all of the functions required to get its client's product
to market.
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Three Cs

- The company.

- The customer.

- The competition.

C Op iug A O LIS
company :as.s
CUStOMET : |os

competition :i.ls

Three levels of product

Core product: the basic benefit of a product.

Actual product: physical features of a product.
Augmented product: additional non-tangible benefits
e.g. after-sale services, guarantees etc.
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Time-series analysis
Breaking down past sales into their trend, cycle, season
and erratic components, then recombining these

components to produce a sales forecast.
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Total costs
The sum of the fixed and variable costs for any given
level of production.
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Total customer cost
The total of all the monetary, time, energy and psychic
costs associated with a marketing offer.
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Total customer value

The total of the entire product, services, personnel and
image values that a buyer receives from a marketing
offer.

Jeodld Ller) 43
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LSyl (2l e il Lalily

Total market demand

The total volume of a product or service that would be
bought by a defined consumer group in a defined
geographic area in a defined time period in a defined
marketing environment under a defined level and mix
of industry marketing effort.

ieged 13 e R e Gl R o mall a8 (e
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Total quality management (TQM) aelid) 83421 8y15)
Programmes designed to constantly improve the . .

lbdd g Ol S5 ezl cpesdl |l - N

quality of products, services, and marketing processes. ? ? o o &

-Baedl Oldas
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Trade (or retailer) promotion

Sales promotion designed to gain reseller support and
to improve reseller selling efforts, including discounts,
allowances, free goods, cooperative advertising, push
money, and conventions and trade shows.
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Trade-in allowance
A price reduction given for turning in an old item when
buying a new one.
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Transaction

A trade between two parties that involves at least two
things of value, agreed-upon conditions, a time of
agreement and a place of agreement.
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Trend

The long-term, underlying pattern of sales growth or
decline resulting from basic changes in population,
capital formation and technology.
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Two-part pricing
A strategy for pricing services in which price is broken
into a fixed fee plus a variable usage rate.
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U

Under-positioning

A positioning error referring to failure to position a
company, its product or brand.

el (gl DSy i3 s
o By 3520 S8 @ Led e Joy DYVl Sl (3 e
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Undifferentiated marketing

A market-coverage strategy in which a firm decides to
ignore market segment differences and go after the
whole market with one offer.

g0 g By
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Uniform delivered pricing

A geographic pricing strategy in which the company
charges the same price plus freight to all customers,
regardless of their location.
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Unique selling proposition (USP)

The unique product benefit that a firm aggressively
promotes in a consistent manner to its target market.
The benefit usually reflects functional superiority: best
quality, best services, lowest price, most advanced
technology.
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Unsought product

A consumer product that the consumer either does not
know about or knows about but does not normally
think of buying.
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User
The person who consumes or uses a product or service.

e.\:icw

Users

Members of the organisation who will use the product
or service; users often initiate the buying proposal and
help define product specifications.
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Value analysis

An approach to cost reduction in which components
are studied carefully to determine whether they can be
redesigned, standardised or made by less costly
methods of production.

Lol J o
] i Bl LS dulys o5 Leds Al zad aa b
ST B sl Bla sy nenad) B3]

Value chain dond)) sds
A major tool for identifying ways to create more ool ST s S5 B o i Bl
customer value.

Value delivery network Lol b9 IS

A network made up of the company, suppliers,
distributors and customers who ‘partner' with each
other to improve the performance of the entire
system.
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Value marketing

A principle of enlightened marketing which holds that a
company should put most of its resources into value-
building marketing investments.
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Value positioning
A range of positioning alternatives based on the value
an offering delivers and its price.
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Value pricing
Offering just the right combination of quality and good
service at a fair price.

skl maadly 53kl a0 B 5 Al SR @B 5 20

JJL&N
Value-based pricing el Jo o e
Setting price based on buyers' perceptions of product ‘ . .
g o Y el Lagd) 6yenaiy (sil) sl 1) Tl | a
values rather than on cost. & CML s SR A S - &
A e e
Variable costs 8 pin ST

Costs that vary directly with the level of production.
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Variety-seeking buying behaviour
Consumer buying behaviour in situations characterised

by low consumer involvement, but significant

perceived brand differences.
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Vertical marketing system (VMS)

A distribution channel structure in which producers,
wholesalers and retailers act as a unified system. One
channel member owns the others, has contracts with
them, or has so much power that they all cooperate.
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Viral marketing

The Internet version of word-of-mouth marketing — e-
mail messages or other marketing events that are so
infectious that customers will want to pass them on to
friends.

S9SN Bl 1o e Gigs

Bl 5 CImYl s oo o Bshdl LS e gped) e B
Y] g 5V A gl SV 5 b 5l (39 2 SIY1
oY LB (3 sk p Slasll Jot

Volume industry

An industry characterised by few opportunities to
create competitive advantages, but each advantage is
huge and gives a high pay-off.
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Wants

The form human needs take as they are shaped by
culture and individual personalities.
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Warehouse club (wholesale club, membership

warehouse)

Off-price retailer that sells a limited selection of brand-
name grocery items, appliances, clothing and a
hodgepodge of other goods at deep discounts to

members who pay annual membership fees.
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Web communities
Websites upon which members can congregate online
and exchange views on issues of common interest.

z\g}'},g.ud\ M\ Ol gars
s bW Oslaliy i mY) Jo clasW) L mamsy 239550 s

Hidw plozal ol Erly

Webcasting (push programming)

The automatic downloading of customised information
of interest to recipients' PCs, affording an attractive
channel for delivering Internet advertising or other
information content.

Ll 83 0S5 oy Lk gl el Slaslacld (1Y) ool
A e lsl e b g oYl Jlayy

Wheel of retailing

A concept of retailing which states that new types of
retailer usually begin as low-margin, low-price, low-
status operations, but later evolve into higher-priced,
higher-service operations, eventually becoming like the
conventional retailers they replaced.
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Wholesaler
A firm engaged primarily in selling goods and services
to those buying for resale or business use.
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Wholesaler-sponsored voluntary chains

Voluntary chains of independent retailers organised by
the wholesaler to help them compete with large chain
organisations.
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Wildcat
A business with a high level of opportunity and a high
level of threat.
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Word-of-mouth influence

Personal communication about a product between
target buyers and neighbours, friends, family members
and associates.
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Workload approach

An approach to setting sales force size, whereby the
company groups accounts into different size classes
and then determines how many salespeople are
needed to call on them the desired number of times.

Jodll s gkl
e 34L (' Wl dems o ) 2l olesest Ll

ALVl ol sds sag g o8 JLa onallel) 2l i s

X

DOI: https://dx.doi.org/10.17605/0sf.io/gk678

2018 (galall (oo pal) Candi Y | (oroe (sl (e lallass anas | Al o


https://dx.doi.org/10.17605/osf.io/gk678

arabixiv.or

68 “ui_‘n)ill {7
L (O
L
Arabic Science Archive (arabixiv) 2018

4> o9 gzcﬁlgt:}l\ cua-d.oj\ A i gs’)"‘“ cUa-.a.oj\

Yuppie o
Commonly used term to describe a lifestyle-based il Sleladl ant e gl iy s s

market segment consisting of "young, urban .
professionals". (R gbB) s nige O3 Jlasl Jl" e 13S0
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A geographic pricing strategy in which the company o
sets up two or more zones. All customers within a zone o~ QWL @ Bl ddlad) s Slasll poy o ST
pay the same total price; the more distant the zone, ) 1)) df ailad) Blas 518 LalSy cands

the higher the price.
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generic marketing concept
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