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Introduction


In this document you will be informed about two non-controllable variables. First we will discuss the competitive variable. It will explain how to create demand and talk about niche marketing. Secondly we will discuss the political/legal/ethical variable. It will explain what truth in advertising is and the controversial fields in marketing.
Competitive Variable
Creating Demand

Everyone wants to make sure that there is demand for the product they are marketing. The Washington Business Journal has identified five rules for creating demand. The rules they have found these rules worked for companies of diverse industries such as architecture, financial services, distribution, contracting, and consulting, printing and even services as such personal training.

- Rule 1: Know your customers better than they know themselves. The biggest mistake made by more than 90 percent of the companies is they don’t understand their customers well enough. You can’t know your customers too well.

-- Rule 2: Consider the critical results your clients are striving for. 

Identify the problems they have not identified yet or don’t understand, which are preventing them from achieving those results or holding them back from even better results.

-- Rule 3: Educate clients on their problems by focusing on results and creating value in your selling and marketing processes.

The first two rules create the white space your company needs to develop a unique value proposition. They put you in the position where you understand your customers’ problems better than they do.

The mistake companies make here is that they focus on the “solution,” rather than on the “problem.” Your job is to educate your market on how to identify the “problems” of which they are not aware.

Focus your efforts on the symptoms, or indicators, which reveal that there may be a problem.

-- Rule 4: Stop telling clients about what you do and start building the bridge.

Building the bridge means that you begin your sales conversations from the perspective of your clients, and you work with them to better understand their problems, the causes of their problems and the consequences of not solving their problems.

When you and your potential buyer clearly understand this, your value proposition and the benefits of that proposition become clear — and the need to sell disappears.

-- Rule 5: Monetize the value of your solutions/offerings.

In “Eager Sellers, Stony Buyers” (Harvard Business Review, June 1996), John Gourville observed, “Many [offerings] fail because [buyers] overvalue the old and [sellers] overvalue the new.”

He describes the relationship between what “innovators think customers want and what they actually desire.” This is caused by the pain and fear associated with change.

When you monetize the value of your offering, you and your potential buyer become clear about the costs of changing — and the costs of not changing.

With that clarity comes confidence, and decision reluctance disappears.

Creating demand is more difficult than fulfilling it, and puts more pressure on companies to truly stake out a unique position.

However, the nature of today’s market makes the costs of failing to create demand far more dangerous.

Niche Marketing


To start we need to define what Niche Marketing is. According to the Business Dictionary.com niche marketing is concentrating all marketing efforts on a small but specific and well defined segment of the population. Niches do not ‘exist’ but are ‘created’ by identifying needs, wants, and requirements that are being addressed poorly or not at all by other companies, and developing and delivering good or services to satisfy them. As a strategy, niche marketing is aimed at being a big fish in a small pond instead of being a small fish in a big pond. There are three rules that Entrepreneur.com mention were important to niche marketing. 


First meet their unique needs. The benefits you promise must have special appeal to the market niche. What can you provide that's new and compelling? Identify the unique needs of your potential audience, and look for ways to tailor your product or service to meet them. Start by considering all the product or service variations you might offer. When it comes to marketing soap, for example, not much has changed over the years. But suppose you were a soap maker and you invented a new brand to gently remove chlorine from swimmers' hair. You'd have something uniquely compelling to offer a niche market--from members of your neighborhood pool to the Olympic swim team.


Secondly say the right thing. When approaching a new market niche, it's imperative to speak their language. In other words, you should understand the market's "hot buttons" and be prepared to communicate with the target group as an understanding member--not an outsider. In addition to launching a unique campaign for the new niche, you may need to alter other, more basic elements, such as your company slogan if it translates poorly to another language, for example. In instances where taking on a new niche market is not impacted by a change in language or customs, it's still vital to understand its members' key issues and how they prefer to communicate with companies like yours. For example, suppose a business that markets leather goods primarily to men through a Web site decides to target working women. Like men, working women appreciate the convenience of shopping on the Web, but they expect more content so that they can comprehensively evaluate the products and the company behind them. To successfully increase sales from the new niche, the Web marketer would need to change the way it communicates with them by expanding its site along with revising its marketing message.


Third rule is to always test-market. Before moving ahead, assess the direct competitors you'll find in the new market niche and determine how you will position against them. For an overview, it's best to conduct a competitive analysis by reviewing competitors' ads, brochures and Web sites, looking for their key selling points, along with pricing, delivery and other service characteristics. But what if there is no existing competition? Believe it or not, this isn't always a good sign. True, it may mean that other companies haven't found the key to providing a product or service this niche will want to buy. However, it's also possible that many companies have tried and failed to penetrate this group. Always test-market carefully to gauge the market's receptiveness to your product or service and message. Move cautiously to keep your risks manageable.

Political/Legal/Ethical Variable
Truth in Advertising


Everyone at some point in their life wonder if what you see on television is true. Wonder if what you are about to buy really does what it says it should do. In the other end of it, businesses have a legal responsibility to make sure that all advertising is truthful and legal. 


According to the United States Small Business Administration the Federal Trade Commission (FTC) oversees and regulates advertising and marketing law in the United States. These laws can potentially impact many areas of your business, including how you label your products, how you conduct email and telemarketing campaigns, any health and environmental claims you may make, as well as how you advertise to children.


The Bureau of Consumer Protection Business Center has some of the rules and warnings businesses should follow. Such as:

Under the Federal Trade Commission Act:

· Advertising must be truthful and non-deceptive;

· Advertisers must have evidence to back up their claims; and

· Advertisements cannot be unfair.

Additional laws apply to ads for specialized products like consumer leases, credit, 900 telephone numbers, and products sold through mail order or telephone sales. And every state has consumer protection laws that govern ads running in that state.

A deceptive advertisement would be:

According to the FTC's Deception Policy Statement, an ad is deceptive if it contains a statement - or omits information - that:

· Is likely to mislead consumers acting reasonably under the circumstances; and

· Is "material" - that is, important to a consumer's decision to buy or use the product.

An unfair advertisement would be:

According to the Federal Trade Commission Act and the FTC's Unfairness Policy Statement, an ad or business practice is unfair if:

· It causes or is likely to cause substantial consumer injury which a consumer could not reasonably avoid; and

· It is not outweighed by the benefit to consumers.

FTC determines if an ad is deceptive by:

A typical inquiry follows these steps:

· The FTC looks at the ad from the point of view of the "reasonable consumer" - the typical person looking at the ad. Rather than focusing on certain words, the FTC looks at the ad in context - words, phrases, and pictures - to determine what it conveys to consumers.

· The FTC looks at both "express" and "implied" claims. An express claim is literally made in the ad. For example, "ABC Mouthwash prevents colds" is an express claim that the product will prevent colds. An implied claim is one made indirectly or by inference. "ABC Mouthwash kills the germs that cause colds" contains an implied claim that the product will prevent colds. Although the ad doesn't literally say that the product prevents colds, it would be reasonable for a consumer to conclude from the statement "kills the germs that cause colds" that the product will prevent colds. Under the law, advertisers must have proof to back up express and implied claims that consumers take from an ad.

· The FTC looks at what the ad does not say - that is, if the failure to include information leaves consumers with a misimpression about the product. For example, if a company advertised a collection of books, the ad would be deceptive if it did not disclose that consumers actually would receive abridged versions of the books.

· The FTC looks at whether the claim would be "material" - that is, important to a consumer's decision to buy or use the product. Examples of material claims are representations about a product's performance, features, safety, price, or effectiveness.

· The FTC looks at whether the advertiser has sufficient evidence to support the claims in the ad. The law requires that advertisers have proof before the ad runs.
Things a company must have to support the claims in its ads:


Before a company runs an ad, it has to have a "reasonable basis" for the claims. A "reasonable basis" means objective evidence that supports the claim. The kind of evidence depends on the claim. At a minimum, an advertiser must have the level of evidence that it says it has. For example, the statement "Two out of three doctors recommend ABC Pain Reliever" must be supported by a reliable survey to that effect. If the ad isn't specific, the FTC looks at several factors to determine what level of proof is necessary; including what experts in the field think is needed to support the claim. In most cases, ads that make health or safety claims must be supported by "competent and reliable scientific evidence" - tests, studies, or other scientific evidence that has been evaluated by people qualified to review it. In addition, any tests or studies must be conducted using methods that experts in the field accept as accurate.

The penalties imposed against a company that runs a false or deceptive ads are:


The penalties depend on the nature of the violation. The remedies that the FTC or the courts have imposed include:

· Cease and desist orders. These legally-binding orders require companies to stop running the deceptive ad or engaging in the deceptive practice, to have substantiation for claims in future ads, to report periodically to FTC staff about the substantiation they have for claims in new ads, and to pay a fine of $16,000 per day per ad if the company violates the law in the future.

· Civil penalties, consumer redress and other monetary remedies. Civil penalties range from thousands of dollars to millions of dollars, depending on the nature of the violation. Sometimes advertisers have been ordered to give full or partial refunds to all consumers who bought the product.

· Corrective advertising, disclosures and other informational remedies. Advertisers have been required to take out new ads to correct the misinformation conveyed in the original ad, notify purchasers about deceptive claims in ads, include specific disclosures in future ads, or provide other information to consumers.

Marketing in Controversial Fields

According to Marin Institute:

· Tobacco companies spent an estimated $600 million on promotional items in 1993.

· Research showed that the "Joe Camel" logo was recognized by six-year-old children as frequently as the "Mickey Mouse" logo was. 
· Children who smoke overwhelmingly choose Marlboro, Camel and

Newport, the three most heavily advertised brands.

· 39% of students surveyed can name 
something they like about 
advertisements for alcoholic beverages. 
The most common response from kids 
was that advertisements spotlight 
attractive people and make drinking 
look like fun.

· More than half of all children surveyed 
can link Spuds Mackenzie with 
Budweiser Beer. 

A study done by the American Journal of Public Health concluded that Boston train passengers between the ages of 11 and 18 saw an alcohol-related advertisement every day. There have been studies similar to this, which supports the allegation that underage consumption of alcohol is in correlation with the exposure of alcohol ads. In response, many cities have recognized the effect of alcohol-related ads on adolescents and in some cities these advertisements have been banned on public transportation. It is difficult to make definite allegations regarding youth exposure to these types of advertisements but it is necessary to find ways in which these allegations may be limited.

According to 2001 College Alcohol Study (CAS), continuous alcohol promotions and advertisements including lowering prices on certain types of alcohol on a college campus have increased the percentage of alcohol consumption of that college community. Alcohol advertising on college campuses have also shown to increase binge drinking among students. However, it is concluded that the consistency of these special promotions and ads could also be useful in reducing binge drinking and other related drinking problems on campus. 


The Center of Alcohol Marketing on Youth the research clearly indicates that, in addition to parents and peers, alcohol advertising and marketing have a significant impact on youth decisions to drink.


Conclusion


To sum it all up we have reviewed the rules of creating demand. The 3 ways to identify and target your niche market. Also the laws made for advertising, established by Federal Trade Commission (FTC). Lastly you learned about the studies done around advertising alcohol and tobacco. 
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