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4.4.1The Marketing Mix: Product

AnIntroduction to the Marketing Mix

¢ Themarketing mixrefers to the seven elements that contribute to the successful
marketing of a product

Diagram Showing the Seven P's of the Marketing Mix
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The extended marketing mixincludes 7P's

An Explanation of the Seven P's of the Extended Marketing Mix
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Product ¢ Thisinvolves identifying the features, design, quality, branding, l
and packaging of the product/service available for sale and ensuring
that they meet the needs and expectations of customers

¢ E.g.HSBC offers different current accounts to meet a variety of
customer needs, with each account having different features
o ThePremierAccountis a fee-free currentaccountaimed at
higherincomeindividuals which includes free worldwide travel
insurance, overdraft facilities and preferentialinterestrates on
mortgages

Price ¢ Thisinvolvesidentifying the best pricing strategies to use after
having considered the amount of money customers are willing to pay,
as wellas factors such as production costs, competition, demand
and perceivedvalue

o E.g.Netflixhasrecently changedits pricing structure to reflect

the different needs of customers and achieve further growth
= Customers choosing the Standard service which includes
adverts pay the lowest subscription fee

= Premium customers pay three times as much as Standard
service customers but can enjoy advert-free, ultra-HD
programming

Place * Thisrefers to the distribution channels and physicallocation usedto
make the product/service available to customers
o Placeinvolves decisions related to the selection of sales outlets,
logistics and supply chain management

* Intensivedistributioninvolves targeting the mass market by selling
productsin as many popularoutlets as possible

¢ Exclusivedistributioninvolves targeting high end customers by
limiting the sales outlets

o E.g.Porschesports cars are sold throughlicensed retailers
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Promotion ¢ Thisrelates to the activities used to communicate and promote the l
product/service to the target market including advertising, public
relations, sales promotions, personal selling etc.

¢ Promotional strategies are used by firms to make their existing and
potential customers aware of their product, build theirbrand image
andencourage loyalty
o E.g.Southwestern Airlines makes extensive use of humorous
advertising, as well as offering frequent discounts on tickets and
engagingin public relations by sponsorship of several US
baseballteams

People e This refers to the humanresourcesinvolved in customer
interactions and product/servicedelivery so as to provide a
positive customer experience
o Employing, training and retaining theright set of employees is
especiallyimportant forthe success of service-focused
businesses

Process ¢ This refers to the operational processes and workflows that enable
the smooth and efficient execution of marketing strategies

¢ Processis anessential element asitensures that the customer
experienceis consistent, streamlined, and meets orexceeds
customer expectations
o E.gtravelcompanies such as Germany's Meier's Weltreisen sell a
range of package holidays that provide flights, hotels and full
transfer services while providing resort-based representatives
that ensure a smooth vacation experience for customers

Physical Evidence | ¢ Thisreferstothe tangible elements that customers can perceive
wheninteracting with a product/service such as the physical
environment, packaging, and branding
o E.g.largefastfoodretailers such as McDonalds and Pizza Hut
create almostidentical outlets around the world, with highly
recognisable logos and even matching furniture and decorin
restaurants
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The Product Life Cycle YOURNOTES

¢ Theproductlife cycle describes the different stages a product goes through fromits l
conceptiontoits eventual declinein sales

¢ Therearetypically five stagesin the productlife cycle: development, introduction,
growth, maturity, and decline

DEVELOPMENT
INTRODUCTION
GROWTH

SALES VOLUME ————>

TIME

The five stages a product goes through over its life span - from development to decline (and
ultimately withdrawal from a market)

e Theimplications forcash flow and marketing vary at each stage of the product life cycle
e Companies should tailor their marketing strategies and manage theircash flow to ensure
long-term profitability and success

Implications of the productlife cycle for business cash flow & marketing strategy

Stage Explanation Implications & Strategies
Development e Generatingand e Cashflowis usually negative during this
screening product stage, as the company s investing heavily in
ideas andthen the product without generating any
designingand revenue

developing the product
e Themarketing strategy during this stageis

e Thebusiness usually focused on creating awareness and
incurs high costs for generatinginterestin the product
researchand

development, market
research, and product
testing
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Introduction

The stage begins when
the productis launched

Characterised by slow
sales growth as the
productis stillnew and
unknown to most
consumers

e Cashflowis usually negative as the

business usually incurs high costs for
promotion, advertising and distribution

Promotional efforts are focused on
creating awareness and generating
interest in the product

Pricing strategies willdepend upon the
nature of the product and the market
o Price skimming may be used for
innovative orhigh technology products
where little competition exists
o Penetration pricing may be more
suited to products beingintroducedto
competitive markets

Growth

The product enters this
stagewhen sales begin
toincreaserapidly

e Thebusiness focus

shifts to building
market shareand
increasing production
to meet the growing
demand

Cash flow usually turns positive during this
stage as salesrevenueincreases and costs
are spread out overalargervolume of
production

Marketing strategies focus on
differentiating the product fromits
competitors and building brand loyalty
o Price skimmingtactics may be
droppedin favour of longer-term
premium pricing for high-end products
o Promotional activity including
advertisingis likely toincrease as
customers are encouraged to
purchaserepeatedly
o Furtherdistribution channels willbe
soughttomeetincreasing demand
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Maturity e Characterised by e Cashflowis usually positive during this
slowing sales growth stage as sales revenue continues tocome
as the productreaches inand costs arereduced through
its peakin terms of economies of scale and efficient
market penetration production processes

e Themarketing strategy aims to maintain
market share and increase profitability by
cutting costs and finding new markets

o Promotional pricing tactics may be
used

o Advertising will focus on reminding
customers of product benefits

o Furthernew distribution channels will
be sought

o Product features may beupgraded

Decline Starts when sales begin| ¢ Cash flow usually turns negative as sales
todeclineasthe revenue declines and costs associated with
product becomes the product's declineincrease
obsolete oris replaced
by newer products e Themarketing strategy mayinvolve

discontinuing the product, reducingits
e Thebusiness focus pricetoclearinventory, or finding new
shifts tomanaging the uses forthe product
product's declineand
reducing costs
(') ExamTip
w

You should be aware that product life cycles rarely follow this model precisely

¢ Insome cases the productlife cycleis very short, lastingjusta few months

weeks

o Memorabilia produced and sold forKing Charles' coronationin 2023
enjoyed short product life cycles in general, available for sale forjust a few
months prior to and after the event

¢ Inothercases productlife cycles areincredibly long, lasting many decades
o The Milka brand of chocolate was introducedin 1901 - more than a century
lateritremains one of the most popular global brands in its market
segment with net sales of almost £2 billionin 2018
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Extension Strategies

¢ Extension strategies referto the techniques used by businesses to extend thelife of a
product beyond its naturalllife cycle

e Thesestrategies are designed to boost sales and maintain profitability for a product that
has reached the decline stage of its life cycle

¢ There aretwo types of extension strategies:
o Product-related extension strategies
o Promotion-related extension strategies

Product-related extension strategies

¢ Involves changing or modifying the product to make it more appealing to customers and
extendits life cycle and can be achievedin one of three ways:

o Productimprovements e.g. Samsungreleases new versions of its Galaxy
Smartphone every year with upgraded features and improvements to the previous
model

o Line extensions e.g. Coca-Colaintroduced Diet Coke and Coke Zero as line
extensions of its original Coca-Cola

o Repositioning e.g. when IBM's personal computer division started losing market share to other
brands, it repositioned its products as high-end business machines and focused on the enterprise

market

Promotion-related extension strategies

¢ Involves changing the marketing and promotion of the product to extendits life cycle and
couldinclude one or more of the following changes:

o Changes to advertising e.gKellogg's continues torecreate adverts forits Corn Flakes
cerealwhich has been aroundsince 1906

o Price promotions e.g. CyberMonday occurs on the first Monday after Thanksgivingin
the USA and electronic firms discount prices significantly to boost sales of their
products

o Sales promotions e.g. many coffee shops offer a loyalty program where customers
can earn a free drink forevery sixconsumed
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(’) Exam Tip .
w
Businesses sometimes make the choice to remove a product from the market
when it reaches the decline stage of the product life cycle, ratherthan continue to
investin expensive and time-consuming extension strategies.

If you are asked to weigh up options to extend the life cycle of a product, a useful
evaluative point could be the possibility of adopting none of the options - and
considering the benefits of removing the product from sale.

These benefits may include reduced promotional and R&D spending as well as
providing the opportunity for a business to focus on remaining products inits
portfolio.
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The Boston Consulting Group (BCG) Matrix

e The Boston Matrixis a toolused by businesses to analyse their product portfolio and
make strategic decisions about each product

* Thematrix classifies products into four categories based on theirmarket share and the
market growthrate
o CashCow
o Problem Child/Question Mark
o Star
o Dog

RELATIVE MARKET SHARE
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The classification of products in the Boston Matrix according to their market share and the
growthratein the market as a whole

e By categorising products into these categories, businesses can allocate resources more
effectively, optimising theircash flow and developing marketing strategies that align with
the product's potential

TheImplications of Product Classificationin the Boston Matrix for the cash flow and
Marketing Strategy
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Cash Cow e Cashcows areproductswitha They generate significant positive
highmarket shareinamature cash flow but havelow growth
market (the entire marketis no potential
longer growing) The business invests minimal

resources in cash cows as they are
seen as stable sources ofincome
Marketing efforts focus on
maintaining their market share
and profitability
Cash cows arevaluable assets and
canbeusedtofundthe
development of new products
Problem ¢ Problem child or question mark Thereis often a negative cash flow
Child/Question products have alow market as businesses usually investin
Mark sharein a high-growth market problem child products toincrease
¢ Theseproducts havethe theirmarket share and turnthem
potential tobecome stars if the into stars
company invests in their o Iftheinvestment does not
development resultin growth the business
may discontinue the product
Marketing efforts focus on
increasing their market share and
brandrecognition
Star e Starproducts have a high They generate significant positive
market share in a high-growth cash flow andhave the potential
market forcontinued growth
e Thecompany typically investsin Marketing efforts focus on building
stars to maintain orincrease brand recognitionandincreasing
their market share market share
Stars arevaluable assets and the
business should focus on
maximising their potential
Dog ¢ Dogproducts have alow They generatelittlerevenue forthe

market shareinalow-growth
market

company andhave no growth
potential

Businesses often move away
(divest) from thesetofocus on
more profitable products
Marketing efforts for dog products
are minimal or zero
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") ExamTip
In paper2 you may be asked to apply the BCG matrix to a given product portfolio.

(G

To achieve full marks you willneed to demonstrate both knowledge and
application skills.

¢ Todemonstrate knowledgeit's a goodidea to draw the matrix, ensuring that
both the axes and headings are accurately labelled

¢ Applicationis demonstrated through the correct placement of products
within the four quadrants and by explaining why you have chosen to place
individual products in each quadrant
o Refertoeach product's relative market share and the rate of market
growth
o Lookforcluesin the stimulus material to help you with this.
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Boston Consulting Group (BCG) Matrix Strategies YOURNOTES

¢ Marketing strategies for productsin a business portfolio vary dependingon the BCG l
Matrix quadrant in which they sit
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Four different marketing strategies based on the BCG Matrix

1. Hold strategies for stars

¢ Allocate moreresources to support further growth

¢ Build market share through continuous investmentin product development, marketing
andinnovation to maintain a strong market position

e Capture additional market segments by expanding the product's reachinto new
geographical markets

2. Harvest strategies for cash cows

¢ Maintain market dominance by protecting existing market share through branding, quality
and customerloyalty

+ Optimise profitability by streamlining operations, reducing costs, and maximising
efficiencies to maximise profits

e Extractcashflowstoinvestin otherproducts ornew ventures

3. Build strategies for question marks

e Conduct marketresearch andanalysis to determine the potential for growth and
profitability
e Investselectively and allocateresources strategically to question marks with the
highest potential and withdraw resources from those with low potential
Page 13 of 51
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¢ Investin marketing, research and developmenttoincrease market share and convert them YOURNOTES
into stars 1

4, Divest strategies fordogs

¢ Sell off the product orbusiness unitif it no longer fits with the company's overall strategy
orlong-term objectives

e Harvestormaintainif the product can stillgenerate some cash flows

 Iftheproducthas no future prospects planforanorderly exit from the market

(f) Exam Tip

w
Before suggesting divestment for 'dog’ products, consider whetherremainingin a

low-growth market may provide the potential to develop a specialised, niche
market where little large-scale competition remains. It may mean that a dog may
make the unusual step of becoming a cash cow in the future.

e Forexample, when mass-market electronics brands such as Toshiba and Sony
divested their portfolios of record players in the 1990s, smaller-scale
manufacturers such as Denon and Technics continued to sell a smallrange of
these devices alongside more technologically advanced audio equipment.

e Therecentvinylrevival has meant that these brands now generate significant
sales revenue and have become market leaders.
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Limitations of the BCG Matrix

¢ While the BCG Matrix provides valuable insights for marketing managers and serves as a
useful starting point for portfolio analysis there are some limitations to its usefulness

Limitations of the BCG Matrix

Limitation

Explanation

Simplistic approach

¢ The BCG matrixrelies on a simple framework which classifies

products solely based on market growthrate and relative
market share
o Otherimportant factors such as competition,
technological advancements, customer preferences and
otherindustry trends areignored
o Lackof consideration of these factors mayleadto poor
strategic decisions

Ahigh market share does not guarantee profitability when the
marketis highly competitive orif the company incurs significant
costs to maintainits share
o E.g.despite controlling market share of around 50%
between them, the three largest airlines in the USA achieve
average annual profit margins of less than 5 percent

Lack of focus on the The BCG matrixis based on current market conditions and
future historical data and does not considerchanges in the
competitive environment
It may not identify emerging trends which are crucial forlong-
term marketing planning
Ignores The BCG matrix treats each productinisolation and does not

interdependencies

account for potential synergies orinterdependencies among
them

In reality some products may complement each other or benefit
from sharedresources which can affect the marketing decisions
that may be chosen
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Time consuming

¢ |dentifying market growth rates and market share foreach
product within a businesses portfoliois likely to take expertise
andtime

¢ |f market conditions are changing rapidly regular changes will
need tobemade to the positioning of products within the matrix
to ensure that appropriate marketing decisions are made
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Aspects of Branding

¢ Brandingis the process of creating a unique and identifiable name, design, symbol, or
otherfeature that differentiates a product/service orcompany fromits competitors

e Brandingis a strategic tool that helps businesses create awareness, develop strong
customer relationships, generate loyalty, and establish a perceived value that sets them
apart from competitors

PRODUCT OWN BRAND
BRANDING PRODUCT

MANUFACTURER /
CORPORATE
BRANDING

Copyright S

The three different types of branding available to businesses

¢ Through consistent and effective branding efforts, companies can build a strong brand
presence, cultivate customerloyalty, and achieve sustainable business growth

Manufacturer/Corporate branding
e Thisrefers to the use of acompany name orlogo to promote all the products or services

offered by the company
 This type of brandingis used by companies like Nestlé, Nike, and Apple

The Advantages & Disadvantages of Corporate Branding
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¢ Creates a strongbrand recognitionand
reputation forthe company, which can
increase customerloyalty and trust

¢ Allows the companytoleverageits
existing reputation and customerbaseto
introduce new products more easily

¢ Helps to build economies of scale by
promoting multiple products underone
brand, which can reduce marketing costs
andincrease profitability

e |facompany'sreputationis damagedby a

productit can have a negativeimpacton
all the products offered underthat brand

¢ |fthe company faces intense competition
inone market 9e.g smartphones), it may
affect the sales of all the products
offered across other markets (e.glaptops
and desktops)

Product branding

¢ Thisrefers tothe use of aunique name, design, or symbol to promote a specific product
o E.g.KitKat, Coca-Cola,andMcDonald's BigMac

The Advantages & Disadvantages of Product Branding

Advantages

Disadvantages

¢ Creates adistinctidentity forthe product
which can help to differentiate it from
competitors andincrease brandloyalty

¢ Allows the company to market different
products to different segments of the
market e.g. Coco Cola and Coke Zero

e Canhelptobuild customerloyalty and
trustby associating the product with a
specific quality and benefits e.gDyson
Vacuum Cleaners

¢ Thecostof creatingand promoting a new
brand for each product can be expensive

¢ Introducing new products under different
brands is difficult as the business must
build a new brand for each product from
scratch

» Different products within the brand may
have different levels of quality which can
affect customersatisfaction

Own brand product

¢ Ownbrand or privatelabel branding refers to the use of a retailer's name to promote a
specific product orservice andis often used by supermarkets
o E.g.ASDAchocolate, Tesco's Finestrange, and Sainsbury's Basics range

The Advantages & Disadvantages of Own Brand Products

Advantages

Disadvantages
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It can helpretailers to differentiate
themselves from their competitors by
offering unique products

It allows retailers to offer products ata trust

lower cost than branded products which
canhelptoincrease sales and profitability
It can help to build customerloyalty by
offering exclusive products that are not
available elsewhere

e Ownbrand products may have alower
perceived quality than branded products
which can affect customerloyalty and

Brands can be built using any one, or a combination of the following methods:
o Bydevelopingunique selling points (USPs)

(e}

o

]

Through advertising
Through sponsorship
Through the use of social media

Examples of the way Brands have been Built

Method

Explanation

Example

Unique selling

o USPs arethefeatures that make

Apple is known forits

points (USPs) aproduct/service stand out innovative and sleek design
fromits competitors and use of quality materials,
Brands can build theirreputation which sets its products apart
by emphasising these unique fromits competitors
qualities in theirmarketing The company has builtits
efforts brand around this USP andis
recognised worldwide forits
premiumdesign
Advertising Brands can create compelling Coca-Colahas successfully

ads thatresonate with their
target audience, raise brand
awareness, and communicate
theirvalue proposition

With theright advertising
strategy, brands create a strong
emotional connection with their
audience andinspire brand
loyalty

builtits brand through
advertising

Iconic ads overtheyears have
become synonymous with the
brand

E.g.The "Share a Coke"
campaign encouraged people
tobuy Coca-Cola bottles with
their friends' names on them
andwas amassive success
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Sponsorship

e Partneringwith events,

organisations, orindividuals can
help brands gain exposure and
build theirreputation by aligning
themselves with positive
associations orvalues

Nike has sponsored many
high-profile athletes and
sports events, such as the
Olympics and the World Cup
The business has builta
reputation forbeingabrand
that champions excellence
andinspires people to be their
best

Social Media

With theright social media
strategy, brands can build a loyal
followingandcreatea
community around their brand

Glossierhas a strong presence
on platforms like Instagram
anditengages withits
audience andshares user-
generated content

Glossier's socialmedia
strategy has helped the brand
build aloyal following

Emotional Branding

Astrategy where companies
build strong emotional
connections with their
customers by appealing to their
values, beliefs, and emotions

Brands like Patagonia and
TOMS have built theirentire
brandidentities around their
commitments to
environmental and social
causes, whichresonates with
customers who prioritise these
values
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The Importance of Branding YOURNOTES

e Strongbranding can provide several benefits to a business, including: l
1. Added Value

o Strongbranding can addvalue to a product by creating a perception of quality,
reliability and reputation

2. Ability to Charge Premium Prices

o Customers may be willing to pay more fora product thatis associated with a well-
established brand as they perceive products with strong branding to be of higher
quality and therefore worth the extra cost

3. Reduced Price Elasticity of Demand

o Customers areless sensitive to price changes of products with strong and appealing
branding because customers who are loyal to abrand are more likely to continue
purchasing the product evenif the priceincreases

4. Branding Establishes Recognition & Identity

o This helps to builds trust and credibility and creates an emotional connection with
customers which helps to generaterepeat purchases

5. Business Differentiation

o Branding differentiates a business fromits competitors and supports marketing and
advertising efforts which can use key elements to build memorable promotional
materials and campaigns

(’) Exam Tip

w
Strong brands also strengthen a businesses balance sheet.

Brands are consideredintangible assets on a company's balance sheet. Astrong
brand adds to the overall value of these intangible assets, which may be an
important part of acompany's net worth and make it more attractive toinvestors.
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4.4.4The Marketing Mix: Price

Types of Pricing Strategies

¢ Choosing theright pricing strategy is essential fora business to be profitable,
competitive, and successfulin thelongrun
o Byunderstandingtheircustomers, competitors, and costs, businesses can set prices
that maximise revenue and profitability
o Pricing canplay a significant role in positioning the brand in the market and help a firm
to compete effectively

COST PLUS PREMIUM

e <—| FRONS | s

PREDATORY |

Copyright © Save My Exams. All Rights Reserved

Different Types of Pricing Strategies

¢ Priceis the only element of the marketing mix that relates directly torevenue andis vital to
abusiness achievingits sales and marketing objectives

¢ Businesses needto selectthe most appropriate methods of pricing to ensure that they are
able to make a profit whilst meeting the needs and expectations of customers
o Abusiness may use more than one method of pricing across its productrange
= E.g.alarge supermarket may offer premium-priced product ranges alongside a
selection of loss leaders

An Explanation of Pricing Strategies
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Costplus

The business calculates the
cost of productionandthen
adds a markup to determine
the final price

The markup covers the cost
of production plus the
business's desired profit
margin

This pricing strategy is
commonly used by
manufacturers that produce
standardised goods e.g.
washingmachines

Asimpleand
quick methods
of calculatinga
pricefora
product

Itensures thata
profitis made
oneachitem
sold

e |tdoesnot
considerthe
needs of the
market

e Thepricing
approach of
competitorsis
ignored

Penetration

Thebusiness sets alow
price foranew
product/service whenitis
firstintroduced

This is effectivewhen a
business wants to quickly
capture market shareand
attract price-sensitive
customers e.g. many new
perfumes launch using
penetration pricing

Oncethey have enough
customers, the business will
starttoraise the price

Customers are
attracted to
buy the product
atalow price
leading to high
sales volume
and market
share

e Competitors

unable tomatch
orbeat thelow
price may be
forced outthe
marketleading
toless
competition

e Customers
may perceive
thatthe
productis of
low quality if
the productis
soldatalow
price

e Sellingatalow
price will limit
the amount of
profitmade
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Loss Leader

e Charginga price below the

average cost fora product

The aim of this methodis to
attract customers to buy
other profitable, products
atthe sametime, makingup
forlosses on thelow-priced
product

Itis frequently used by large
supermarkets that operate
in competitive markets

e Thisisan

effective way to
attract
customers to
switchbrands

Losses may be
minimised for
businesses that
have highlevels
of stock
turnover forloss
leader products

e Smallerrivals

may accuse
businesses
using this
method of
behaving
unfairly

If customers do
notpurchase
othergoods
the business
willmake aloss

Thebusiness sets prices so ¢ This method Use of this
Predatory lowthatitdrivesits allows a strategy may
competitors out of the business to gain have anegative
market adominant impactona
positionin the businesses
This strategy isillegalin many market reputation
countries asitis considered
anti-competitive andharms Iltactsasa Itisan
customers by reducing barrier to entry expensive
choiceinthe market forfirms strategy for
considering which a
sellinginthe business needs
market sufficient
finance tofund
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Premium The business sets a high ¢ Thismethod e Largenumbers
price forits product which emphasises of more price-
gives customers an exclusivity and conscious
impression of high quality improves the customers are
and luxury value of abrand ignored which

limits sales
This is effective fordesigner Premium-priced revenue
brands such as Chaneland goods often
RitzCarlton Hotels attract Premium-
favourable priced
The high price helps the attentionfrom products
business differentiateits celebrities and require high
products from competitors the media, quality raw
and make high levels of profit reducingthe materials and
need for components
Premium pricing should not promotional sovariable
be confusedwith price activity production
skimming, where a high price costsare
is setforashortperiodata usually high
product's launch
(') ExamTip
w

Exam questions frequently ask you to be able tojustify the most appropriate pricing
strategy fora goodorservice.

When studying the data provided, consider the points above and then make a
recommendation.

Forexample, inlaunching a new productinto a competitive market, it may be
appropriate touse a penetration pricing strategy to attract customers and
encourage themto switch brandin orderto gain sales and market share quickly.
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AnIntroductionto Promotion

¢ Promotion plays a crucial role in generating customer awareness, interest and desire fora
product/service
o Abusiness uses promotional activities to communicateits value proposition to
potential customers and differentiate itself from competitors
o Promotion helps to build brand awareness andloyalty which can lead to repeat
purchases andreferrals

e Promotion can be classifiedinto three forms
o Abovetheline
o Belowtheline
o Throughtheline

FORMS OF PROMOTION

|

v
ABOVE THE LINE THROUGH THE LINE BELOW THE LINE
PAID-FOR COMMUNICATIONS A COMBINATION OF COMMUNICATIONS
THAT USE EXTERNAL MASS ABOVE THE LINE AND GENERATED WITHIN A
MEDIA SERVICES TO BELOW THE LINE BUSINESS THAT TARGET
PROMOTE PRODUCTS PROMOTIONAL ACTIVITIES SPECIFIC GROUPS OF
CUSTOMERS

There are three main forms of promotion which are frequently combined by businesses to
achieve a coherent promotional mix
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Above the Line Promotion
¢ Abovetheline promotion refers to advertising activities that are aimed at reachinga wide
audience through traditionalmass media channels to create awareness about a product,

service, orbrand.
o Thesechannels typically include television, radio, newspapers, magazines and

outdoor advertising such as billboards

Characteristics of above the line promotion

BRAND
BUILDING

MASS
REACH

Copyright © Save My Exars. All Rights Reserved

Above the line promotion has arange of characteristics

1.Massreach: Above theline promotion aims to reach alarge number of people often
through broadcasting media andis designed to create brand awareness and generate

interest among a wide audience

2.Non-targeted: Itis generally not tailored to a specific customer segment and aims to
capture the attention of as many people as possible

3.High cost: Traditional above the line promotion methods require significant budgets due
tothe costs associated with advertising on television, radio or print media

4.Brand building: Above the line promotion plays a crucial role in brand building by
establishing brand recognition and familiarity among consumers

Types of Above the Line Promotion
¢ Abovetheline promotion can be classified as beinginformative, persuasive orreassuring

Types of Above the Line Promotion
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Informative ¢ Informative advertising focuses
on providing factual
information about a product,
service orbrand

e |ts goalis to educate andinform
consumers about the features,
benefits andvalue of a product,
enabling them to make well-
informed purchasing decisions

¢ Pharmaceutical companies

such as Bayerwhenreleasinga
new drug may decide to make
aninformative television
advertisement that provides
information on the medication's
proven benefits andlists
mandatory information at the
end

Persuasive ¢ Persuasive advertisingis
designedtoinfluence
consumers' attitudes and
behaviours towards products
orservices

e [taimstoconvince customers
thata particularproduct or
serviceis desirable, necessary
or superior to alternatives in

Acompany selling luxury
cosmetics such as Elizabeth
Ardenis likely to use well-known
attractive celebrities inits
magazine advertisements

Package holiday companies
thataimtheirservices at families
such as Eurocamp emphasise
excellentweatheranduse

themarket images of children having funin
printed advertisements
Reassuring e Reassuring advertisingaims to Coca Colareassuresits

remind existing customers that
they made theright decision
when choosing a particular
product overthose of rivals

¢ |tencourages customersto
remainloyal and continue to
purchase the productand
others within therange

customers through the use of
television advertising that
promote a 'feel-good' response

The Advantages & Disadvantages of Using Above the Line Promotion

Advantages

Disadvantages
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¢ Businesses canreachalargeand diverse

audience because mass media channels
provide a high level of visibility

Itis effective for creating a strong brand
image, enhancingbrand recognitionand
establishing a sense of credibility and
trustamong consumers

e Themarketingmessage canbe

communicatedin animpactful manner
using sound, images and graphics

Above theline promotion can be
expensive, especially forsmallbusinesses
with limited budgets

As it focuses onreaching a wide audience
ratherthan specific target segments,
advertising may not effectively reach the
intended audience

Advertising typically offers limited
interaction or direct engagement with
consumers

With therise of digital media traditional
media consumptionhas decreased and
consumers can easily filter out orignore
advertisements.
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Below the Line Promotion YOURNOTES

¢ Below theline promotionincludes marketing communications over which abusiness has l
direct control and which do not make use of mass media

Assessing the Use of Below the Line Promotions

Method Explanation Advantage Disadvantage
Direct ¢ Involves communicating ¢ Businessescan e Canbeintrusive
Marketing directly with customers target specific as customers
through email, text audiences and may perceive it
message, social media or personalise the as spam
post message to
individual e Canalsobe
E.g.Takeaway restaurants customers costly, especially
distribute menus to if businesses do
households in thelocal Direct marketingis nothavean
community measurable which established
enables businesses customer
totrack theirresults databaseor
andadjust strategy needto purchase
accordingly leads
Sales Techniques thatencourage Canquicklyboost | « Canbe
Promotions the purchase of aproduct or sales orcustomer expensive
service by offering engagement especiallyif the
temporary incentives or promotion
discounts Canhelptoclear requires a heavy
out stock or discounting
Examplesinclude free promote a new
samples, buy one getone product e Canattract
free (bogof), discount deal-seeking
coupons, loyalty cards, Canencourage customers who
point of sale materials and impulse purchases may not be loyal
rebates (customers have to tothebrand
mailin to receive money Canbetargeted to
back) specific segments e Mayreducethe
of customers sales of full-
priced products
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Personal ¢ Whereasalesperson Allows businesses e Canbe
Selling interacts with customers to build expensive due to
one-on-one, eitherin relationships with the cost of hiring
person or through digital theircustomers and and training
communication channels understand their sales staff
specific needs
E.g. Luxury skincare e Limitedimpact
products are often sold by Enables businesses asitis difficult to
brandrepresentatives at to provide scaletolarge
concession standsin personalised audiences
department stores adviceand
guidanceto
customers
Public The business seeks to build Canenhancea ¢ PRcanbetime-
Relations relationships with the public business's consumingand
(PR) andmanage theirreputation reputationand is difficult to
credibility measure the
Public relations activities Often cost- directimpact of
can effectivewhen PR activities on
include sponsorship, media comparedto profits

relations, public events
and community outreach
activities

Public relations can also
involve eye-catching
publicity stunts such as
SpaceX's 2018 launch of a
Tesla Roadstercarinto
space

advertising or
personalselling

May achieve a wide
reachas
imaginative PR
activity is frequently
shared on social
media

¢ Specialist-and
expensive PR
companies can
often achieve the
bestresults
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Through the Line Promotion

¢ Through-the-line promotion combines both above the line and below theline techniques
to create a comprehensive promotional campaign
o |tallows fora holistic approach toreach customers through both mass media and

personalised communications

o Athrough theline promotion campaign mightinvolve running a television commercial
to create brand awareness followed by social media advertising and targeted email
marketing to reach specific customer segments and encourage them to take action

Advantages & Disadvantages of Through the Line Promotion

Advantages

Disadvantages

It combines the broad reach of
advertising with the personal touch of
below theline techniques whichiis likely to
lead toincreased customer engagement

Theintegrated approach canleadto
betterbrand recognition as customers
receive promotionalmessages in a variety
of ways

e Coordinating a multi-channel through-
the-line campaign requires marketing
expertise forwhich a business may need
to employ an expensive specialist
marketingagency

¢ Careful planningis needed to ensure that
allelements present a coherent message

(') ExamTip

Formost businesses their choice of promotional techniques is limited by the budget

available.

Take careto considerthe costs involvedin the promotional methods you
recommend and ensure that you have carefully considered the financial position of
the business. Low-cost methods such as social media and short-term sales
promotions may be the only methods a business can afford and so considering how
these may be put to bestuseis farmore convincing than comparing them to

methods that are beyond theirreach.
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Social Media Promotion

¢ Socialmedia marketing targets promotional activity at users of online communities such

as Facebook, Twitter and YouTube

D YouTube

30 ewitter | (O) Instagram

Examples of social media platforms

¢ Interactingwith customersin this way builds relationships, drives repeat business from
existing customers and attracts new customers as content is shared with otherusers

Advantages & Disadvantages of Social Media Marketing

Advantages

Disadvantages

Social media platforms have billions of
active users which allows businesses to
reach avast audience across different
demographics andlocations

Social media platforms enable businesses
to deliver promotional content to
specific groups based on demographics,
interests and behaviours, increasing the
chances of reaching theright audience

Businesses can create and share content
easily, increasing brand visibility and
exposure which helps generate brand
awareness

Socialmedia marketing can achieve
organic reach and engagement without a
large budget

o Effective social media marketing requires

consistent effort and time to create
quality content, manage multiple
platforms, and engage with the audience
which can be time-consuming, especially
forsmallbusinesses with limited resources

Socialmedia opens up channels for public
feedback andreviews, which caninclude
negative comments or complaints which
canbeviewedby all otherusers

Social media platforms frequently
update their algorithms which may affect
thevisibility and reach of content

Businesses face the challenge of breaking
through the noise and capturingusers'
attention amidstthelarge volume of
competing content

¢ As social media platforms evolve, businesses must also adapt their social media

strategies to keep up with the latest trends
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o E.g.Instagramhas been a popular platform forbusinesses to promote their products YOURNOTES
through influencer partnerships. 1

o Morerecently many businesses have shifted their focus to promoting theirbrands
through short-form video content on platforms like TikTok

(’) ExamTip

' . . . .
Currently, even the smallest of businesses make extensive use of social media to
control theirown below the line promotions.

Inyourresponses you should acknowledge that these platforms are not below the
line promotional methods themselves, rather vehicles through which below the line
promotional activity can be shared widely with specific target markets atlittle - orno
- costand encourageinteractivity with customers.
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Types of Distribution Channels

¢ Distribution channels referto the chain of intermediaries through which goods/services
move from the manufacturer to the end customer

— Producer
— Wholesaler
FOUR STAGE D1STR|BUT1ONJ — Retdiler
— Consumer
TYPES OF P
— Producer
DISTRIBUTION | (THREE STAGE DISTRIBUTION | { - Retailer
CHANNELS — Consumer

\ [TWO STAGE DISTRIBUTION {‘P"’d”“r

— Consumer

The three different types of distribution channels businesses can use to move products
from the manufacturer to the end consumer

Four Stage Distribution Channel

« Atraditional channel consists of four stages: producer, wholesaler, retailer, and consumer
e This channelis commonly used for products such as groceries, clothing, and electronics

o E.g.The Coca-Cola Company produces the soft drinkand then sellsitto awholesaler,
whointurn sellsitto aretailer

o Theretailerthen sells the soft drink to the customer

Three Stage Distribution Channel
e Thethreestagedistribution channel eliminates the wholesaler stage, with the producer
selling directly to theretailer
¢ This channelis often used for products with high demand orwhere the cost of distribution
is high
¢ |tis alsofrequently usedforproducts with high profit margins, where the manufacturercan
affordto sell directly to the retailer and stillmake a profit

o EgToshiba produces laptops and sells them directly to retailers like Currys, who then
sellthemtothe end customer
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Two Stage Distribution Channel

* Thetwo stage distribution channel eliminates both the wholesaler and retailer stages,
with the manufacturer selling directly to the end consumer
¢ This channelis commonly used for products that are sold online or through direct sales

channels

o E.g.RyanAirsellsits service (passenger tickets) directly to the end customer on their

website

Advantages & Disadvantages of Different Distribution Channels

get products to consumers

e Theproducerhas full control
over promotional activity,
merchandising and customer
service

Distribution Advantages Disadvantages
Channel
Four Stage e Storagecosts are absorbed The wholesaler and retailer each
by the wholesaler demand a mark-up, reducing
profit forthe produceror
¢ Thewholesalertakes on increasing prices forconsumers
responsibility forbreaking a
large quantity of products Control over below-the-line
into smaller batches for promotional activity is nolonger
retailers to purchase underthe control of the producer
Three Stage ¢ Customer serviceandsome Theretailer's mark-up will
promotional activities are reduce the profit of the producer
carried out by theretailer ormake the product more
expensive forconsumers
e Storageanddisplay costs
are absorbed by theretailer Promotional activity by the
retailermay notbe
communicated with the
producer, potentially causing
production shortfalls
Two Stage ¢ Alow-costandfastwayto Allstorage and distribution

costs are theresponsibility of the
producer

Resolving customer service
issues can take alot of timeand
take attention away from
production
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Changesindistribution have beenimpacted by social trends such as the growth of e- !
commerce and the shift from product-based businesses to service-based businesses

By understanding these trends, businesses can adjust their distribution strategies to
meet the needs of their customers betterand stay competitive in the marketplace

The Growth of E-commerce

Explanation Example

Online distributionhas become e Amazonis known as a third-party

increasingly populardue to the
convenience and accessibility it offers to
consumers

Many businesses now use drop-
shipping, which allows them to sell
products without holding stock
o Oncethebusiness has soldthe
products, they are shipped directly
fromthe producerto the customer
o Thisreduces the costand complexity
of distribution, making it easier for
businesses to sellonline

logistics provider (3PLs)

It provides businesses with the
infrastructure and online marketplace
which allows them toreach a wide
audience andincrease sales without
havingtoinvestin their distribution
infrastructure

Many businesses now generate the bulk
of their sales sellingon Amazon

(’) Exam Tip

In some cases customers are also able to purchase directly from wholesalers.

Costcois a globalbusiness which operates a chain of membership-only warehouse
outlets that allow both smallretailers and consumer members to shopinits stores

andonline.

In 2022 Costco was the fifth largest global retailerand the world's largest retailer
of choice and prime beef, organic foods, rotisserie chicken and wine.
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4.4.7 The Marketing Mix: People

The Importance of People in the Marketing Mix

e Peopleplay a crucialrole in the marketing mix as they are responsible for designing and
carrying out marketing activities, interacting with customers, selling products and
delivering a positive customer experience

¢ People canalso provide valuable feedback and propose innovative marketing solutions

¢ |Inparticularpeople contribute to the marketing mixin five key areas:

BRAND CUSTOMER
AMBASSORS SERVICE

CUSTOMER
INTERACTION

INNOVATION
& FEEDBACK

SALES &
PERSUASION

Theimportance of people is acknowledgedin the extended marketing mix

¢ Carefulrecruitment and training of workers, especially those in customer-facingroles, is
increasingly recognised as the key determinant of marketing success

An Explanation of the Importance of Peoplein the Marketing Mix
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CustomerlInteractions | ¢ Salespeople, customerservice representatives oremployeesin
aretail outlet have direct contact with customers

¢ Theseinteractions caninfluence customer perceptions, build
relationships and shape the overall customer experience

Brand Ambassadors e Employees' knowledge, enthusiasm and passion for the brand
can have a significantimpact on how customers perceive and
connectwith the brand

¢ Positiveinteractions with knowledgeable and helpful employees
can enhancebrand loyalty

Customer Service e Skilled customerservice employees can address customer
inquiries, resolveissues and provide personalised support

¢ Positive customer experiences contribute to customer
satisfaction, repeat business and positive word-of-mouth
recommendations

Innovationand e Employees' observations andfeedback can help identify
Feedback emerging trends, customer preferences and areas for
improvement

¢ Thisinformationis crucial forrefining marketing strategies,
developing new products and enhancing the overall customer
experience

Sales and Persuasion o Skilled sales employees can understand customer needs,
provide tailored solutions and effectively communicate the
benefits of a product orservice

e Theirability to buildrelationships, address objections and close
salesis essential in achieving marketing objectives

¢ Inorderto gainthese benefits businesses need to foster a culture of unity, particularly
amongst customer-facing employees and take steps to ensure that they are well-
motivated

o Asatisfied workforceis more likely to provide excellent customer service, work hard to
close sales andactas brandambassadors
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¢) ExamTip YOURNOTES

Auseful evaluative point in exam questions that require you to weigh up marketing !

strategies is the extent to which people have the skills, training and motivation to
implement them effectively.

Eventhe mostimaginative advertising campaign or the most enticing sales
promotion can be undermined by negative interactions with staff members.
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The Importance of Processesin the Marketing Mix

e Processesrefertothe activities, procedures and systems a company employs to deliver
aproduct orservice toits customers and create a competitive advantage

e Somereasons why processes areimportant in the marketing mixinclude:

ADAPTABILITY

Effective processes formanimportant part of the extended marketing mix

CUSTOMER
EXPERIENCE

¢ Businesses develop a set of processes that allow fora product or service to be delivered
effectively to theircustomers

¢ E.g.fromthe moment cruise passengers book their trip a series of process are engaged

o Online booking and customer service processes provide forsmooth organisation
and preparation for the trip

o Whenthey arrive at the dockside customers are greeted; theirbaggage s taken to
theirallocated cabin; two weeks of services fromrestaurants and evening
entertainment, casinos and shopping are organised and provided; specialist services
andfacilities are available to those with particularneeds and, finally, when customers
arrive at theirdestination, baggage s delivered to them

Thelmportance of Processes
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Reasonfor Explanation Example
Importance
Customer e Processes directlyimpact the e [’Oréaluses artificial
Experience overall customer experience as intelligence toimprove
theyinvolve everything from how the customerexperience
customers discovera product or
servicetohow they makea e Face-scanningsensors
purchase, receive supportand measure a customer’s skin
interact with the brand which allows appropriate
skincare products to be
¢ Well-designed processes provide a recommendedto
seamless and positive customer customers
journey, enhancing customer
satisfaction andloyalty
Efficiency o Effective processesimprove e AirBnBhosts are

efficiency, streamlining operations
andreducing costs

o By carefully designing and planning
marketing processes businesses
can eliminate redundancies,
automate repetitive tasks and
improve the use of resources

e Thisleadstoreducedtimescales,
increased productivity and
profitability

encouragedto provide
self check-infacilities,
removing the needforthe
hostto be presentwhen
guests arrive at their

property

Consistency

¢ Processes helptomaintain
consistency because they provide a
framework for delivering consistent
messages, brandingand
experiences wheneveran
interaction with customers occurs

¢ Consistency builds trust, reinforces
the brandidentity and helps to
develop long-termrelationships
with customers

e The Economistuses its
established brand 'tone
of voice' consistently
across all of its social
media channels

¢ |ts posts areinformative
andfactual,andits
languageis brief, clearand
using everyday speech
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Adaptability Marketing processes needto be e Passengers travellingwith
flexible and adaptable to changing the airline Lufthansa no
customer preferences longerneed aboarding

pass orpassporton the
By continuously monitoring airline's route from Miami
processes businesses can identify International Airport to
areas forimprovement and Munich following the
respondto emerging trends and opening of America’s first
challengesincluding the actions of all-biometric terminal,
competitors reducing check-intime to
less than two seconds
Alignment Processes help different e AtHubSpot, aleading
departments work together business software
effectively to meet objectives company, Cross-
functionalteams usea
When teams work together within variety of collaboration
defined processes itimproves tools which allow forthe
communicationand coordination rapid approval of
promotional activities
¢ Thebusiness alsokeeps a
fullrecorded timeline of
taskcompletion so that
anyoneinvolvedinthe
project caninstantly see
the status of a project
O Exam Tip
w

When businesses change their processesiitis crucial that they are carefully tested in
advanceto ensure that customers can continue to access products orservices
seamlessly. IT-based processes are particularly prone to problems and a number of
high-profile disasters have hit well-known brands.

e Intheearly2000's Hershey'’s tried to squeeze a complex IT upgrade project
into an unrealistic timeline and launched it during the busy Halloween season
beforeits employees had been adequately trained on the new system

o Asaresultthe business could not process $100 million worth of
confectionery orders and suffered a 12% dropin sales
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The Importance of Physical Evidence in the Marketing Mix

¢ Physical evidencerefers to the tangible andvisible signs of a product/service that
customers interact with and perceive during their buying experience

¢ Visible andtangible signs caninclude the following:

SIGNAGE & STAFF EQUIPMENT | [IMARKETING

aience | PACkAsiNG [l DispLays DIGITAL W, opEARANCE & MATERIALS
PRESENCE W & enaviour || FACILITIES

Physical evidence can take many forms in the extended marketing mix

e |tis aparticularlyimportant element for services as it helps to shape customer
perceptions and build trustin a process where the intangible product cannot be viewed or
touched by potential customers

o Businesses usethese physical aspects to delight customers and set themselves
apart from competitors

Key Aspects & Examples of Physical Evidencein the Marketing Mix

Aspect Explanation Example
Store/Office ¢ Thephysicalenvironmentin e Celine's high-endfashion
Ambiance which a business operates boutiquein Londonuses
greatlyimpacts customer elegantdecor, softlighting
perceptions andsoothingmusictocreatea
luxurious and exclusive
¢ Thisincludes factorssuchas atmosphere
storelayout, interior design,
lighting, colours, music and
overallambiance
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Packaging ¢ Thedesign, quality and e Eachproductsold by beauty
functionality of product retailer Lush displays its simple
packaging contribute to the business logo prominently on
overallimpression customers the front, ensuring that the
have of abrand brand isimmediately

identifiable
Packaging should be visually
appealing, informative and ¢ Inlinewithits CSRconcerns, all
aligned with the brand identity pots andbottles are made
so as to differentiate a product from BPA-free 100% recycled
from competitors plastic and all containers are
recyclableviaanin-store
programme
Signage and Clearand attractive signage * TheAldldasﬁaTgshlpL?ndon
. . storeis full of innovative,
Displays helps customers navigate and

locate products orservices
within a physical space

Effective signage can provide
importantinformation,
promotions orbranding
messages

Eye-catchingdisplays can draw
attentionto specific products or
offers, influencing purchase
decisions

informative displays and
flexible design

e Thestoreincludes movable
cabinets and displays that
allow staff to easily adapt
merchandising activity

e Adedicated ‘Marley’ sneaker
display explains how the
productis madeusing ocean
plastics and augmentedreality
displays adding an extra visual
layertoin-store promotional
activity
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Digital Presence

¢ Awell-designedanduser-

friendly website, social media
profiles, online reviews and
customertestimonials canactas
virtual physical evidence which
provides customers with
information andreassurance
aboutthebrand

¢ In2018, KFC showed how
digital marketingis done with
its response to the now
infamous chicken shortage
which happenedwhen the
company switchedtoanew
supplierandwas unable to
meet demand

e Instead of shiftingblame KFC
tookitin goodhumour,
launching a “find my chicken”
bot on Twitter, allowing
customers tolocate their
nearest fully-stocked branch

Staff Appearance
and Behaviour

The appearance,
professionalism and behaviour
of employees representing a
business contribute to the
physical evidence

Uniforms, grooming standards,
and courteous behaviourimpact
customer perceptions andthe
overall experience

Friendly and knowledgeable staff

caninstilconfidence and build
trust

e Legolandidentified thatall
staff neededto be easily
identifiedin each of the three
theme parks site they operate
in Europe

¢ Allstaff wearthe samevibrant,
consistent, comfortable and
sustainable uniform that meets
Legoland's branding
requirements

Equipment and
Facilities

The quality and condition of

equipment andfacilitiesina

business also form part of the
physical evidence

e The Yooma Urban Lodgein
Brussels has modern and well-
maintained amenities and
innovative rooms aimed at
families that create a positive
impression on guests
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Marketing ¢ Printed materials such as e Independentschools and

Materials brochures, catalogues, business universities produce glossy
cards and product samples are informative brochures that are
physical evidence that often distributed during open
customers can touch andtake events orare available on
away to serve as a physical request
reminder of the business and
influence purchase decisions

(") Exam Tip
w

Physical evidence can support and embed a businesses unique selling point as it
reinforces values and and provides visual cues with which customers may align.

Forexample, my local café thrives and defines itself with being alocal, eco-friendly
business among the mass of coffee chains with which it competes in the area.
Everythingis local — theingredients, the plates and mugs and the decor (which
includes pieces produced by local artists) comes from the surrounding area — and
that's visible evidence of how it stands out from the chain outlets and maintains a

loyal following.
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Appropriate Marketing Mixes

e Thedifferent elements of the extended marketing mix must complement each other and
be appropriate for the business context, takinginto account arange of factors which
include

TARGET
MARKET

MARKETING
OBJECTIVES

Irte ©fF

PRODUCT

PRODUCT
EIEERGY(EIEE

Businesses should consider a range of factors when developing an appropriate marketing
mix

e Thestage of the productinits productlife cycleis likely to affect several elements of the
marketing mix
o Promotional activity fora productin the maturity stage may needto beincreasedin
order to differentiate the product fromrivals
o Low pricing tactics may be required during the introduction stage to persuade
customers to purchase the product forthe first time

¢ Thebalance of products in the Boston Consulting Group (BCG) Matrix willinform the
marketing mixchosen
o Investmentin seeking new distribution channels may be needed for star products
o Improved staff sales training may be useful for question marks to increase market
share overrivals
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e Thetypeof product,includingwhetheritis aimedatamass ora specialised niche market YOURNOTES
is likely to affect the marketing strategies andtactics selected 1
o Inacompetitive mass market extensive promotional activity and low prices may be
required to maintain market share
o Abusiness thatsells specialised products may make extensive use of personal selling
andinformative advertising to supportits niche products

e Thebusinesses marketing objectives willhave a directimpact on the marketing mix
o Agrowth objective may require a business seeking new distribution channels
o Anobjectivetoincrease market share may requireincreasedinvestmentin
promotional activity

e Thetarget marketis also animportant factorin determining the marketing mix
o Where the target marketis relatively young digital promotional tactics may be
effective
o Oldertarget markets may respond betterto more traditional promotional activities
andphysical evidence such as brochures and direct mailings

¢ Themarketing activities of competitors is a key factor to be considered
o If asignificant competitorlaunches a new product, a business may needtoinvestin
product or packaging upgrades orreduce prices to maintain market share

o Market positioning will also inform the marketing mix
o Abusiness that positionsits products as luxury items is likely to focus heavily on
personal selling, high quality packaging and other physical evidence
o Quality-focusedbusinesses may use premium pricing and streamlining processes
to ensure customers are fully satisfied with the purchasing process

(') ExamTip
w
Evaluation by businesses of these factors should be a continuous process as their
relative importanceis likely to change overtime, sometimes without warning.
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How the Elements of the Marketing Mix work Together

¢ Theinteraction between the elements of the marketing mixis crucial forthe success of any

marketing campaign

¢ Achangeinoneelement can have asignificantimpact on the others
* The marketing mix will change as a product moves through different stages of its product

life cycle

How Changes to one Element can Change the Entire Mix

Changes to the Product

Changes to the Price

e Theproduct/serviceis the heart of the
marketing mix as itis what the customeris
buying and all other elements are based on
it

o Theproduct determines the price, the
targetaudience, and the promotion
strategy

¢ Ifthe productchanges thenall other
elements of the mix will likely need to
change
o E.g.ifabusiness decides tolauncha

premium version of its product, it
may needtoincrease the price, target
a differentaudienceandusea
different promotion strategy to
reflectthe new product's value

e Theprice of aproductis closely linked to
its perceived brand value

o Ifaproductis pricedtoo highitmay
be perceived as too expensive by the
targetaudienceleadingtolowersales

o Ifaproductis pricedtoo lowitmay be
perceived as low quality leading to
lowersales

¢ Increasingthe price may require changes
to the promotion strategy which are aimed
at convincing consumers of the products
value

Changes to the Promotion

Changes to the Place

e Thepromotion strategy can affect the
price and distribution channels
o E.g.Ifabusiness decidestolauncha
high-end promotion strategy, it may
needtoincrease the price toreflect
the product's value

e Thedistribution/sales channels can affect
the price and promotion strategy
o E.g.ifabusiness decidestouse
exclusive distribution channels, it
may needtoincrease the price to
reflect the exclusivity of the product
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