Outline of Chapter 5

              DEMOGRAPHIC DIMENSIONS

              OF GLOBAL CONSUMER

              MARKETS

              INTRODUCTION

              TARGET MARKETERS FOCUS

              ON THE CUSTOMER 

                Get the facts straight--for good

                marketing decisions 

              PEOPLE WITH MONEY MAKE

              MARKETS 

                Marketers search for growing

                markets

                    Transparency 38

                    (Exhibit 5-1) "Population

                    Added between 1994

                    and 2020"

                    Overhead 48

                    "Demographic

                    Dimensions for Select

                    Countries"

                    Reference: (Exhibit 5-2)

                    "Demographic

                    Dimensions of

                    Representative

                    Countries"

                Population is becoming more

                concentrated

                There's no market when

                there's no income

                  GROSS NATIONAL

                  PRODUCT (GNP)--the total

                  market value of goods and

                  services produced in an

                  economy in a year.

                People can't spend what they

                don't have

                A business and a human

                opportunity

                What do Third World

                consumers really need?

                Reading, writing, and

                marketing problems

                Much segmenting may be

                required 

              POPULATION TRENDS IN THE

              U.S. CONSUMER MARKET

                  Overhead 49

                  "Demographic Dimensions"

              Where does your state stand?

                  Transparency 39 (Exhibit

                  5-3) "Map of the United

                  States Showing Population

                  by State (all figures in

                  thousands)"

              Where are the people today and

              tomorrow?

                  Transparency 40 (Exhibit

                  5-4) "Percent Change in

                  Population by State,

                  1995-2005"

              Population will keep growing,

              but...

              Birthrate--boom or bust?

                BIRTHRATE--the number of

                babies born per 1,000 people.

                  Transparency 41 (Exhibit

                  5-5) "Changes in the U.S.

                  Birthrate, 1935-2005"

              The graying of America

                  Overhead 50 "Age

                  Distribution"

                  Transparency 42 (Exhibit

                  5-6) "Population

                  Distribution by Age Groups

                  for the Years 1980, 1990,

                  2000, and 2010"

              The teen cycle is starting again

              Household composition is

              changing

              Nonfamily households are

              increasing

              The shift to urban and suburban

              areas

              Local political boundaries don't

              define market areas

                METROPOLITAN

                STATISTICAL AREA

                (MSA)--an integrated

                economic and social unit with

                a large population nucleus.

              Big targets are attractive--but

              very competitive

              The mobile ones are an

              attractive market

              INCOME DIMENSIONS OF THE

              U.S. MARKET

              More people are in middle- and

              upper-income levels

              Real income growth has

              dropped--but for how long?

                  Overhead 51 (Exhibit 5-7)

                  "Median Family Income,

                  1960-1996 (in 1996

                  dollars)"

              The higher-income groups still

              receive a big share

                  Overhead 52 (Exhibit 5-8)

                  "Percent of Total Income

                  Going to Different Income

                  Groups in 1996"

                  Overhead 53 "Income

                  Distribution"

              How much income is "enough"?

              Can low-income consumers

              protect themselves?

              SPENDING VARIES WITH

              INCOME AND OTHER

              DEMOGRAPHIC DIMENSIONS

              Disposable income is what you

              get to spend

                DISPOSABLE

                INCOME--income that is left

                after taxes.

              Discretionary income is elusive

                DISCRETIONARY

                INCOME--what is left of

                disposable income after paying

                for necessities.

                  Overhead 54 "Types of

                  Income"

                  Overhead 55 "Family

                  Spending for Several

                  Family Income Levels (in

                  1995 dollars)"

              Spending varies over the family

              life cycle 

                  Overhead 56 "Stages in

                  the Family Life Cycle"

                  Transparency 43 "Family

                  Life Cycle Factors"

                  Transparency 44 (Exhibit

                  5-9) "Stages in Modern

                  Family Life Cycles"

              Young people and families

              accept new ideas

              Reallocation for teenagers

              Selling to the empty nesters

                EMPTY NESTERS--people

                whose children are grown and

                who are now able to spend

                their money in other ways.

              Senior citizens are a big market

                SENIOR CITIZENS--people

                over 65.

              ETHNIC DIMENSIONS OF THE

              U.S. MARKET

              Do ethnic groups buy differently?

              Stereotypes are common--and

              misleading

              Ethnic markets are becoming

              more important

              Strategy changes may be

              needed

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 5

              Transparency 151

              (Tripod) "Bring Gen-X right to

              your doorstep with over 40 million

              pageviews each month."

              There are a large number of baby

              boomers and they have attracted

              a lot of attention from

              marketers--but messages that

              appeal to them often do not work

              with the younger Gen-X group

              (and vice-versa). Specialists like

              Tripod help advertisers reach

              Gen-X consumers.

              Transparency 159

              (BMW) "Yeee Ha."

              Marketers are very aware that

              spending varies with income and

              other demographic

              dimensions--and luxury cars

              require that a consumer have

              significant discretionary income.

              Transparency 163

              (DirecTV) "Our mini-dish satellite

              system is just as easy to use.")

              New developments in satellite

              broadcasting and cable TV are

              providing opportunities for more

              specialized programming--and

              thus are proving to be effective

              advertising media for marketers

              who want to target messages at

              groups of customers with specific

              demographic characteristics.

              Transparency 168

              (Biore-Andrew Jergens) "Biore

              Pore Perfect. The No. 1 selling

              SKU in facial skin care. Beautiful,

              isn't it?"

              Many firms, including Andrew

              Jergens Company, are paying

              more attention to the special

              needs of teen consumers.

              Transparency 171

              (Thomasville) "Pity, most of the

              time you're with it, your eyes will

              be closed."

              Purchases of luxury items -

              including high-quality designer

              furniture - come from

              discretionary income.

              Transparency 174

              (MapInfo) "Identify your best

              customer...And find others just

              like him. Choose ClusterPLUS."

              Demographic and psychographic

              characteristics are valuable in

              determining what group to target

              and where those people are.

              Transparency 185

              (Physicians' Online) "Physicians

              are consumers too...Target your

              ad to an online community with

              highly desirable demographics."

              Demographics play an important

              part in determining what group(s)

              to target. Physicians are an

              affluent online community with

              upscale demographics.

              Transparency 186

              (United States Postal Service) "In

              a country of 250 million, is it

              possible to have a personal

              relationship with everyone?"

              Consumers in the U.S. are widely

              spread across geographic areas

              and have widely varying media

              habits, but almost everyone can

              be reached by mail.

              Transparency 198

              (Country Music Association)

              "Meet the top brand managers in

              country."

              Marketing managers often

              consider demographic

              dimensions in deciding how to

              reach a target market. The

              Country Music Association

              (CMA) wants these managers to

              realize that country music attracts

              100 million fans--and that they

              are brand-loyal and affluent. For

              example, the ad says that 50% of

              U.S. households making $75,000

              a year or more listen to country

              music. Why does the Country

              Music Association want to spread

              this word to advertisers? If more

              advertising dollars flow to country

              music radio stations, more

              stations will switch to that

              format--and more country music

              will be played and sold.

              Transparency 219

              (First Moments) "We've got your

              target market covered."

              Many firms are utilizing new and

              different ways to reach

              fast-growing Hispanic markets.

              For example, the Hispanic

              birthrate is higher than for other

              groups so Hispanics are an

              important and growing market

              segment for many firms that sell

              baby products. To help such

              firms reach this target, First

              Moments, Inc. offers special

              distribution of product samples

              and coupons to new Hispanic

              parents right in the hospital within

              24 hours of the baby's delivery.

              The program reaches 69 percent

              of all Hispanic births in the U.S. 

              PERSPECTIVES ON TEACHING

              CHAPTER 5--DEMOGRAPHIC

              DIMENSIONS OF GLOBAL

              CONSUMER MARKETS

              The material in this chapter

              serves as an effective "linking

              pin" between the aggregate topics

              of market opportunities,

              segmentation, and trends (in the

              first 4 chapters) and the more

              individual-level analysis of buyer

              behavior and decision-making

              (which is the focus of the next 2

              chapters). It useful to mention

              that this relates to the upper half

              of Exhibit 3-1 and the analysis of

              customers that guides efforts at

              market segmentation and

              targeting and ultimately the

              specification of a distinct target

              market for a marketing strategy

              that the firm will implement.

              At the very aggregate level, the

              chapter starts with an overview of

              issues about population, income

              and growth in different countries.

              Seeing the differences in these

              aggregate data helps to sensitize

              students to differences in the

              opportunities that exist in different

              countries. The marked

              differences in the growth rates,

              for example, also help students to

              see why marketing managers are

              looking to international markets

              for new opportunities.

              This chapter also provides

              substantial detail concerning the

              demographic patterns and trends

              in the U.S. market. However, the

              focus of the discussion is more

              on the marketing strategy

              implications of the patterns than

              on the individual statistics. This is

              largely a matter of whether

              students can see the forest or if,

              instead, they are just

              overwhelmed with a lot of trees.

              Either way, reinforcing the need

              to see the "big picture"--which is

              in fact based on many individual

              facts--is useful. (Because it is

              useful, however, doesn't mean

              that it will happen with every

              student. It's pragmatic to realize

              that some students won't be able

              to "put it together" until they've

              had more exposure to marketing.

              On the other hand, that ability

              often comes with practice, so

              encouraging students to integrate

              is a good idea.)

              It may be useful to make a

              statement to the students in your

              class concerning the extent to

              which you expect them to have

              command of statistical details in

              the chapter, especially those in

              the exhibits. The Manual of Tests

              provides a wide variety of

              different types of questions,

              ranging from those that focus

              primarily on students' ability to

              apply demographic information to

              marketing problem-solving to

              much more specific "policing"

              questions that focus on recall of

              the details. Thus, the test bank

              will provide you with support for

              what you say to your students. If

              you do expect your students to

              pay close attention to the

              statistics in the exhibits, it is

              probably wise to warn them of

              that in advance. Otherwise, you

              will certainly hear about it after a

              test!

              We recommend a reasonable

              "in-between" approach: Expect

              students to have a good "feel" for

              the basic patterns--but not

              necessarily "instant recall" of all

              of the supporting evidence. The

              graphs in the text are designed to

              support this perspective because

              they make the most important

              trends and issues more vivid and

              easier to see. For example,

              Exhibit 5-5 plots changes in the

              U.S. birthrate over the period,

              1935-2005. The graph and

              related discussion in the text

              highlight the fact that the birthrate

              has declined dramatically since

              the late 1950s, and this is tied to

              the discussion of the longer term

              impact of the "baby boom." Thus,

              students shouldn't be surprised to

              see a test question that deals

              with that trend.

              On the other hand, if you expect

              students to know that the

              birthrate in 1945 was 19.4 babies

              per 1,000 people, they might see

              that as a "bit picky"--especially if

              you have not warned them in

              advance.

              The text gives many examples of

              how demographic information is

              used to determine the size of

              different market segments and to

              evaluate trends in the market. It's

              useful to explicitly remind

              students that these ideas directly

              relate to the concepts developed

              in Chapter 3 and Chapter 4. It is

              also useful to remind them that

              the information in this chapter

              illustrates in some detail the types

              of secondary data (discussed in

              Chapter 8) that are available.

              One way to reinforce the link

              between demographic data and

              strategy planning is to use the

              computer-aided problem for this

              chapter. Even if you have not

              assigned the computer-aided

              problem to students for

              out-of-class work, the Instructor's

              Manual provides illustrative

              spreadsheets on the problem and

              suggests a number of different

              points for discussion. Those

              materials show how demographic

              information is used in forecasting

              sales, a topic that is revisited in

              Chapter 21 along with discussion

              of related approaches such as

              Sales and Marketing

              Management's Survey of Buying

              Power. If you do not intend to

              cover that material later in the

              course, the Survey of Buying

              Power material works well with

              this chapter.

              The highlighted teaching case for

              this chapter (on page 143)

              focuses on Citibank's efforts in

              Japan, India, and Australia--and

              highlights the growth opportunity

              that Citibank sees in those

              markets. A good way to spark

              discussion here is to ask students

              to look at the demographic data in

              Exhibit 5-2 for some of the

              countries mentioned in the case

              and to try to draw some

              conclusions about the nature of

              the opportunities in those

              countries based on analysis of

              the numbers. This hands on

              approach works well because it

              encourages students to think

              about what the numbers might

              mean (rather than just thinking

              about them in the abstract). It

              useful to emphasize that this

              same sort of analysis is used by

              all kinds of marketers, including

              those who are focused only on

              their own domestic market. Of

              course, the data they focus on

              may be different--and more along

              the lines of what is highlighted

              later in the chapter.

