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Marketing
Customer loyalty to 
viral marketing
Ian Marcousé explains the marketing terms  
that cause the most trouble in exams

Customer loyalty
Achieving high levels of repeat purchase from satisfied customers. 
This can be passive or active. Actively loyal customers love you and 
talk about you. Passively loyal ones keep coming partly out of habit 
and partly due to convenience. Actively loyal customers may return to 
you even after moving house, passively loyal ones will disappear as 
they find somewhere that’s more convenient.

Ethnocentric marketing
Promoting your products internationally in the same way you promote 
them in your home country, i.e. selling your culture as much as the 
product. Coca-Cola has always sold a slice of American lifestyle as 
well as a fizzy drink. Similarly, Rolls-Royce cars are promoted for their 
British traditions as much as their engineering excellence.

Global niche markets
Like-minded groups of consumers can be regarded as a niche market, 
with tastes or habits that are similar, yet distinct from the mass 
market. In some cases these niches may occur in markets worldwide, 
e.g. open-top sports cars or the ‘first-movers’ who have to buy the 
latest iPhone, no matter how expensive. The total sales generated 
within a global niche may exceed the sales within one country’s 
mass market.

Market orientation
At its best, this means focusing the whole business on customer 
needs, to match the product range to the requirements of the 
market. At its worst it can mean companies chasing the latest trend, 
e.g. organic meat one minute, vegan the next. Customers value 
authenticity, so chasing trends can be self-defeating.

Market positioning
Deciding where to place a brand in relation to customer segmentation 
and the competition, e.g. develop a new video app targeting 
under-12s but clearly differentiated from TikTok.

Online sales
Creating an e-commerce business by selling via a website. This has 
many advantages for customers, but makes it hard for the business to 
create customer loyalty. With no personal contact, customers feel free 
to shop around and find the right product at the best price. For the 
online seller, creating loyalty is the big challenge.

Penetration pricing
Pricing a new product low enough to gain a substantial share of a 
competitive market. It sounds a valid approach, but risks establishing 
the image of the new product as a ‘value’ rather than a ‘quality’ 
product. This makes it hard to push up the price later on. Penetration 
pricing should not be confused with predatory pricing, which 
deliberately tries to drive rivals out of business.

Primary research
Investigating the specifics of a market by setting up research that 
finds out exactly what you need from those you are targeting. 
A Chinese car producer might want to gain a full understanding 
of British car buyers. This would require a costly combination of 
qualitative and quantitative primary research. Even then, the results 
might be hard to interpret.
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Problem child
This section of the Boston matrix is where a product has a low share 
of a fast-growing market. The term ‘problem child’ makes this sound 
like a brand with a problem, but a newly launched product is likely 
to have a low market share. As long as its market share is growing, it 
represents a great opportunity to create a new rising star. This is why 
cash cows are milked for cash — not only for rising stars but also for 
problem children.

Product differentiation
This is the ultimate marketing challenge: to make your product 
(or service) stand out from the crowd in a way that creates the 
perception of a meaningful difference between your brand and 
others. If you can differentiate effectively, your brand’s price elasticity 
falls, allowing you to price more ambitiously — think Tesla or Chanel.

Qualitative research
Research based on consumer psychology, in other words not what 
people buy (that’s quantitative) but why they buy it. This usually 
involves focus groups or in-depth interviews, but on too small a 
sample of people to draw firm, statistically valid conclusions. So 
interpreting qualitative research findings requires judgement rather 
than analysis.

Viral marketing
Stimulating customers to promote your product for you in ways that 
may make it ‘go viral’, perhaps getting worldwide publicity in a short 
space of time. Traditionally this happened (more slowly) by word of 
mouth. Today it would be driven by social media, influencers and 
apps such as TikTok.
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