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Marketing mix is also known as the 4 P’s. Price,
product, place and promotion. Itis vital a business
get all four elements right to enable them to meet

customer needs and compete with other
businesses.




Factors thatinfluence
pricing decisions




Factors thatinfluence
pricing decisions

Costs
Nature of the market
Degree of competition
Product life cycle
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Differentuacton
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"4 different from competitors. Businesses can do this through '
,‘* a USP (unique selling point), branding , design features or "
customer service. '/' |

This can make a product more competitive, higher prices can

be charged and it ensures the product stands out. However

It can be expensive and competitors may copy.

This is a strategy where a business makes its product
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Product lifecycle

This describes the stages a products goes through from when it is
introduced until it is removed from sale.

Introduction - Product is new, sales are low, promotion is high.

Growth - Sales increase, profits start to grow, competitors enter
the market.

Maturity - Sales reach their highest level, market becomes
saturated and competition is strong.

Decline - Sales start to fall, product becomes outdated, may
discontinue product.







EXxtension strategies

These are methods a businesses use to extend the life
of a product, usually when it is in the maturity or
decline stage.
1.Improving the product by adding a new feature

2.Changing the packging
3.New promotion

4.Reducing the price
5.Targetting a new market







Product portfolio is the collection of products a

businesses offers. It helps to balance risk, growth and
profit.
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Stars Question Marks

Cash Cow
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Boston Matrix

This is a business tool used to analyse a company’s product
portfolio.
Star - High market growth, high market share.
Leaders in a growing market. E.g. Iphone

Cash Cow - Low market growth, high market share.
Generates stable income E.g. Classic Coca cola

Question Marks (or problem child) - High market growth, low markt
share.

Need significant investment to become a star.

Dogs - Low market growth, low market shre.
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\ -
‘\~ r
’




Price skimming ©
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A pricing strategy where a business sets a very high initial price,
the price is then lowered gradually over time. Appleis a good
example of a business that uses price skimming.

Advantages |
R&D costs can quickly be recovered ,
/ High profit margins

Disadvantages
The high price may be out of reach for many customers
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Price penetration



Price penetration

This is a pricing strategy, where a company sets a low
initial price and gradually increases the price over
time. Netfkix, amazon prime are good examples.

Advantages
Quickly gains market share
Attracts price sensitive customers

Disadvantages
Low profit margin at the start
Switch to competitors when price increases
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Competiton Pricing

This pricing strategy is when a business sets its prices
similar to its competitors. Supermarkets are
wellknown for using competitive pricing.

Advantages
Helps with competitiveness

Disadvantages
May not make a profit (ignores costs)
Can lead to price wars
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This pricing strategy is where a product is sold at a loss to
attract customers who may buy other profitable items.

Advantages
Attracts customers to the businesses
Increases overall sales

Disadvantages
The businesses loses money on the product
Customers may only buy the loss leader product




Cost-plus Pricing
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Cost-plus Pricing

Cost-plus pricing is when a business calculatess the cost of
making a product and then adds a percentage on for profit.

Advantages
Guaranteed profit

Disadvantages
lgnores competitors prices
Can be difficult to calculate the cost to make one product.
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Advertising is a marketing method to communicate products and
services to customers. Advertising includes the following methods:

Newspapers
Magazines
- Television
Internet

P Billboards

Adverasing
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Newspaper’s

A newspaper is a printed or digital publication, which is
printed for local or national readers.

el Bktloesrt

Advantages
Effective for targetting local customers
Cost effective

Disadvantages
Declining readership
Black and white print

/
TT /
. -
o -withr Mgg 8







Magazines

S ..
A magazine is a glossy colourful printed or digital publication,
which is printed to reach a specific target audience.

Advantages
High quality
specific target audience
Long shelf life
Niche marketing

Disadvantages
Not for mass reach
Can be expensive
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Television

This is an expensive advertising method where businesses pay
for commercials. The adverts reach a wide audience and it
combines audio with visual.

Advantages
Audio and visua impact
Targetting options
Brand recognition

Disadvantages
High costs
Short duration
Declining audiences
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Internet

N

Internet advertising, uses websites, social media, search engines
and other online channels to reach and engage customers.

Advantages
Global reach
Prcise targetting
Cost-effective

Disadvantages
Technical skills required
Negative reviews
Ad fraud
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Billboard advertising is a form of outdoor marketing where large =
printed or digital displays are placed in high traffic areas.

Advantages
Large in size so highly visable
24/7 Exposure
Geographic targetting

Disadvantages
Limited information
High cost for prime locations
Difficul to measure effectiveness
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Public Relations

Public Relations( PR) are activities a businesses does to
maintain a good image. These include:
Sponsorship
Charity donations
Press releases

PR focuses on reputation and relationships but the
businesses can not fully control how the media presents
the information.
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Sales Promouon

These are methods that occur in store or on the businesses
website to encourage sales. The main aim of sales promotions is
to encourage a customer to purchase the product immediately.
Sales promotions include:

Point of sale displays
2 for 1 offers
Free gifts s
Samples P"
Coupons
Competitions
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_ Sponsorship -«
S ® e LT AT

Sponsorship is when a business pays money or provides
support to an event, organisation, or a team in return for
promotion of its name or brand.

e.g. A small local business could sponsors a kids football team
and have their name on the kit. Emirates sponsor Arsenal’s
stadium and the deal is worth hundreds of millions.

Advantages - Brand recognition and publicity.
Disadvantages - It can be expensive and if negative issues

occur with team or individual being sponsored, it can impact
business.
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Social Media

Social media promotion is when a business uses platforms like
iInstagram, TikTok, Facebook and X to advertise products,
communicate with customers and build brand awareness.

Advantages - Low cost, wide audience, targeted advertising,
direct communication.

Disadvantages - No control over reviews or comments, time
consuming.

W—e—"

Revigion with Mrs 8



o e il

@ e/

“ '¢ &&“%

Factors alfecting
promotional mix " g

&

PPPPP



@
< lactors allecting

promotional mix pd2

| \. (. 0%
- HudEe W :
<

methods a business uses. The key factors that affect §
the promotional mix, are as follows: '
Finance available
Competitor actions
The product or service
The nature of the market
The target market
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Reasons for
promotlon

1.Inform / remind customers of product / service.
2.To increase sales

3.To change the brand image of the product / service.
4.To persuade customers to purchase the product.
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This doesn’t just refer to the place where the product is sold, it

also means the different channels of distributions. There are three
main channels.

1.Retailers (Sell product directly to consumers)

2.Wholesalers (Purchase products in bulk from manufacturers
and sells them to retailers.)

3.Telesales (Sells products directly to customers over the phone







Retailers
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Retilers are businesses that sell products directly to
customers.

Benefits - Direct contact with cutomers

Opportunity to promote products, such as: displays and
special offers.

Build customer loyalty.

-~ ™ Drawbacks - High operational costs, strong competition,
dependent on suppliers. Only sell small quantities directly to
customers.
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_ Wholesalers s
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E Wholesalers buy in bulk from maufactorers and sells to retailers.

L s -

Benefits - Bulk buying results in discounts, retailers purchase large
quantities.

= Drawbacks - Wholesalers will add their profit margin, resulting in
; higher costs for retailers. Very little communication with direct
__ customer and slower supply chain.
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Telesales
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This is a method of selling products or services,
directly to the customer over the phone.

Benefits - Direct communication with customer,
immediate feedback, lower costs and large customer
reach.

Drawbacks - Customer may hang-up or not answer, it |
IS time consuming and it can give a negative brand =
Image.
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I-Commerce
]

E-commerce, is buying and selling products or services over
the internet.

Benefits - Wider market, lower costs, 24/7 sales and
convenient for customers.

Drawbacks - Delivery costs, risk of online fraud, no physical
experience and high competition.




Online store
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M-Commerce
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M-Commerce, known as mobile commerce, is buying and
selling products or services using a mobile device.

Benefits - convenient, faster purchasing, wider reach and
personalised marketing through apps.

Drawbacks - Risk of hacking, internet access is needed,
smallscreen size and app development costs are high.
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