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Management of Marketing 
Outcome 
1 Apply knowledge and understanding of how the marketing function enhances the effectiveness of large organisations by: 

1.1 Explaining how market research can be used to enhance the effectiveness of large organisations

1.2 Explaining how the marketing mix can be used to enhance the effectiveness of large organisations

1.3 Describing the costs and benefits to large organisations of having a product portfolio

1.4 Explaining how current technologies are used in the marketing function
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Marketing
The Role of Marketing

Marketing is the process involved in identifying, satisfying and anticipating the wants of customers.
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Why is marketing important?  
To ensure that the goods and services produced by an organisation are brought to the attention of potential customers.

The role of marketing is to:
· Help raise awareness of the products and services on offer.

· Help to encourage the organisations profile in the market and enter new markets.

· Encourage customers to purchase the businesses products and services.

· Target new customers and retain existing ones.

· Allow an organisation to know what customers want.

· Assist with monitoring changing tastes and trends in the market.
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Marketing as a Strategic Activity

Marketing is referred to as a strategic activity because it impacts upon the whole business and the objectives it wants to achieve. The different activities that the marketing function carries out have to be planned carefully to help a business achieve its objectives. 
Marketing Terms

	Market
	A market exists when buyers and sellers come together, exchanging and/or services for money.

	Buyer
	The person/ business buying the good in exchange for money.


	Seller
	The person/ business selling the good in exchange for money. 



	Consumers
	People/ businesses who buy goods and services to use but do not resell them.



	Market share
	The percentage of sales/ number of customers by one business in a market compared to the total size of the market.

	Market growth
	An increase in the demand/ number of customers for a particular product or service over a period of time.  


	Market leader
	When one business has the most customers compared to other business the same market.


Types of Markets

	Industrial Markets
	Consumer Markets

	Where organisations purchase goods and services in order to produce other goods and services.


	Made up of individuals who buy goods or services for their own personal or domestic use.




The products within consumer markets can be classified into 3 major types:
· Convenience Goods – Non-durable low priced goods that are normally used only once and then have to be replaced on a regular basis.

· Shopping Goods – Durable goods that are longer lasting and of a higher price than convenience goods.  They only need to be replaced only after a number of years.

· Speciality Goods – Expensive goods that are unique in nature.
Product V Market Led Marketing

	Product Led Marketing
	Market Led Marketing

(Customer led)

	· The business produces products that they believe customers will want and try to convince them buy them.
· Market research is not seen as important.  There are however high levels of product research and development.
· The market may have little or no competition.
· Often products are unresponsive to changing external factors. 
Example:

Dyson Vacuum Cleaner
	· The business develops a product based on customers wants.
· High levels of market research are carried out to determine customer wants.
· Market-led businesses often exist in highly competitive markets.
· The marketing mix will be responsive to changes in external factors and consumer behavior
Example:

Apple i-Phone




Market Segmentation

Market Segmentation is the process of dividing a market up into groups of customers.
This allows businesses to create different products to target customers’ specific needs
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How can you segment a market?

	Segment
	Description

	Age


	Businesses often target people of a particular age group.

	Gender


	Businesses will sometimes aim products at a particular sex. 

	Social Class
Income



	Targeting by income or social class means to market a product towards people who a certain level of income or belongs to a particular social group.



	Geography


	People from different areas of the country sometimes want different products/services and marketing has to take account of this.



	Family Structure


	Certain products will appeal to people with children or people who live on their own.



	Political Persuasion


	Many consumers have strong political views and this will influence their purchases.



	Religion
	The religious beliefs of a consumer may influence what they buy.



	Occupation
	Segmenting the market by occupation means to market a product towards people who do a particular job.



	Lifestyle
	Segmenting the market by lifestyle means to market towards people who lead a particular life, e.g. whether they are into sport and fitness.




Types of Segmentation

	Differentiated Marketing
	Undifferentiated Marketing



	This is when the business provides different products and services for particular market segments.   

Example - Ford Ka V Ford C-max


	[image: image14.png]Population

O Sample



This is when products and services are aimed at the population as a whole without producing different products for different market segments.
Example – Heinz Beans




Consumer Behaviours
Businesses are interested in the behaviour of customers to help them make decisions about their product and how to market it.
	Why do they buy what they do?

	Some products might be bought for status.



	What motivates them to buy?

	What triggers people to want to buy something?  Is the purchase necessary or is another factors influencing them?



	What influences buying decisions?

	What pressures or stimuli influences where, when and how people buy? Ie: Advertising, point of sale display, store layout or culture



	What customer buys the product?


	Which market segment does the product appeal to?



	Where do they choose to buy?  Why?


	Is it online or in a shop?  Why?  What factors have resulted in this choice?



	What do they look for when buying?


	What criteria have to be satisfied when buying something?  




· Impulse purchases – Buy something without thinking, often the spur of the moment.
· Routine purchases – Buy something because it is habit i.e. loaf of bread.
· Limited decision making purchases – Buying something with thought before it.
· Extensive decision – Buying something that has a high degree of thought put into it before buying it.
Why would a business segment?
· To make sure the product is suitable to the wants of the customer group.
If the product does not meet the requirements it will not sell.

· To make sure that the product is sold in the most suitable place where customers can access it. The product will not sell if the customer is unable to purchase it in a place convenient to them.
· So that a price can be set that will reflect the market segment.
· To make sure advertising and promotion campaigns are targeted towards the correct customer group. Money would be wasted on promoting products to the wrong market segment and no sales would be made.
· By targeting products to specific ages the business may be able to retain customers who would eventually move on to a competitor. 
Niche Marketing

Niche marketing is aiming a product at a particular, often very small segment, of the market.
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This is often a very profitable segment because it will be a very small market that has been overlooked by other businesses.  
· However as the segment becomes more profitable competition will arrive. 
· Niche markets are so small they can’t accommodate more than 2 competitors in the market.
Segmentation and Technology

Internet

· The business can advertise their products and services via the internet therefore they can research a large audience.
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EPOS

· The business can gather information about what products are fast selling and slow selling products. This allows the business to identify what stock they should buy more of that their target market will buy. 
Market Research
Market research provides organisations with information about what consumers wants and needs and reasons why they makes specific purchases.

How can marketing improve efficiency in a business?
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· A business can ask customers their opinions and therefore use the information to make alterations to existing products.
· Allow groups of customers to test out their product and as a result feedback can be gained to ensure new products meet customers’ needs and will therefore be successful.
· A business could use the internet to research data/information on their market to gain a better understanding of the size/profile of their market. Therefore they will have a better understanding of their customer base and will be more successful.
· Use feedback from customers to ensure advertising is targeted at the correct market segment.  This will ensure money is not wasted targeting the wrong segment.
· Use feedback from customers and information gathered to provide information about the most appropriate price to give to the product or service.  Therefore the target customer will be able to afford the product.
· Ask customers their opinions and use the information to enter new markets/increase their market share.  This will reduce the risk of failure before investing money and time in a new market.
Types of Information

	Qualitative
	Quantitative

	This is information that is descriptive and may involve value judgements or opinions. 
I.e.:
· Customers’ views on the appearance and comfort of the Honda Civic.
	This is information that is definable, it can be measured and it is normally expressed in figures. 

I.e.: 60% of the people questioned went abroad on holiday




Types of Research

	Type
	Desk
	Field

	Definition
	This is information which has already been collected for one purpose and is then used by the business for another purpose.
	This is first-hand information obtained for a specific purpose by the business.


	Examples of Sources
	Newspapers, Government reports, Trade magazines, Internet websites
	Interviews, Consumer panels, observations, EPOS

	Advantages
	The information has already been carried out and is available therefore it is easy to obtain.
It is usually cheaper to gather than field research, which saves the organisation money.

The organisation can make decisions quicker because the information already exists.

	The research has gathered new information and is therefore more up-to-date than existing information.

The information has been gathered for a specific purpose and is therefore more relevant to business needs.

The information is not available to competitors; therefore they will gain a competitive advantage over their rivals.

The information gathered should be correct and can be validated therefore it is more accurate than desk research.


	Disadvantages
	Information may not be reliable because it has been collect for one purpose and may be used for another.
The information may have been collected a long time ago and therefore is not relevant to today's business environment.
The information may be biased which could lead to wrong or incomplete decisions being made.
Any information the business used can be seen and used by their competitors also therefore the business may not gain a competitive advantage with the information.
	It can be expensive to carry out field research which means the money cannot be spend on something else.  (e.g. – buying more equipment)

It can take a long time to carry out market research, which could stop decisions being made quickly.

People need to be trained in carrying out field research which can expensive.



Desk Research Methods

Internal V External Research
	
	Advantages
	Disadvantages

	Internal

Data and information from the organisation’s own records and only people within the organisation can access and make use of it.


	· Extremely useful in the control, operations and evaluation of any business concern.

· Reliable and verifiable as it comes from within the business.

· No financial costs to produce the information.
	· New organisations may not have information to access.

· Regular updating is required to keep details accurate.

· Costs of setting up and producing personal and wage records may be high.

	External

Data and information from sources out with the organisation.


	· Gives useful information on the environment (PEST) in which the business operates.

· A vast amount of information is available.
	· Not verifiable and therefore may be unreliable.

· May have financial costs to obtain the information.

· May contain bias.

· The same information is available to competitors.

· Might be time consuming to gather
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Types of Information
	Types
	Description

	Written
	Information in the form of text.

Examples - letters, memos, reports, notices

	Oral
	Information that is spoken or heard by someone else.

Examples – Telephone interviews, TV programme

	Pictorial
	Information presented through photographs or pictures.

Examples – reports, newspapers or websites

	Graphical
	Information that is presented through a graph or a chart.

	Numerical
	Information that is presented through numbers.

Examples – Sales figures on a website


	Type
	Benefits
	Problems

	Written
	· You can refer back to it and keep it as a record.
· You can easily see who the information has come from.
· You can go and check how reliable it is by finding the person who gave the original information.
	· The information could get lost.
· The expensive of providing storage spaced for written information (i.e. – filing cabinets)


	Oral
	· You get an instant response/ answer.
· Issues can be clarified instantly. 
· Gives the opportunity to get to know people.
· You can give advice or guidance.
· Discussion is much easier.
	· Less formal than written information.
· Responses could be easily forgotten.
· The reliability of the information could be questioned.

	Pictorial
	· It can make information easier to remember.
· Effective way to stress important points.
	· It can be difficult to find a relevant picture to effectively illustrate your point.
· Different cultures may interpret pictures in different ways

	Graphical
	· Complicated information can be easier to understand using a graph.
· Comparisons can be clearly identified (i.e. – between years)
	· If the information is inputted incorrectly it could make the interpretation wrong/ difficult to understand.
· May require the business to purchase expensive software to create the graphs

	Numerical
	· Normally factual (quantitative) and allows for forecasting, choosing alternative courses of action.
· Provides information to compare yourself with your competitors.
	· If numbers are not recorded properly any further analysis using those figures would be incorrect.
· It can be difficult to communicate numerical information quickly.



Field Research Methods

	Method
	Definition
	Advantages
	Disadvantages

	Personal Interview


	This involves a face to face discussion between two or more people.  The interviewer will ask a number of questions.


	The researcher can encourage the respondent to answer questions.

The interviewer can ask the person being interviewed to clarify a point if they are unsure of something.

Body language and facial expressions can be observed as part of the interview process.


	It can be time consuming and expensive to carry personal interviews out.

The interviewer will need training in interview skills.

It is unlikely that the same number of respondents would be obtained compared to a survey.



	Focus Group
	A focus group is a discussion between selected people about a specific good or service.  People taking part will be asked a number of questions about the good or service with the aim of generating a discussion on these things.


	The feelings and views of people can be observed as can their body language.

Points that are not understood can be clarified.


	It is time consuming and expensive to carry out.

Information can be difficult to analyse.

The sample of people used in the focus group might not represent the views of the whole population.

	Postal Survey
	A postal survey is when a list of questions is sent to people through the post.  They will be asked to complete the survey and to send it back to the business.


	It is fairly cheap to send the survey to large numbers of people spread over a wide geographical area.

People can complete the survey at their own pace at a time that suits them.


	People need to open the survey sent to them in the post and send it back; they might not do this.

It can take a lot of time to get the information back.

There is no opportunity for the respondent to clarify anything they don’t understand.

	Telephone Survey
	A telephone survey is when people are contacted by telephone and asked to answer questions.


	A large number of people all over the country can be contacted.

It is less expensive to carry out compared to a personal interview.

Information is obtained instantly.

Points can be clarified over the phone.


	People might not want to participate in a telephone survey especially if they have not been telephoned at a suitable time.

This method is unsuitable for large surveys as people are often only willing to answer a short survey over the telephone because of the time it would take to respond to a larger one.

	Online Survey
	An online survey is when people answer a number of questions that are displayed on a website.  It might involve them clicking on the appropriate answer and/or typing in comments.

	A link to a survey website can be sent to large numbers of people.

They do not need to spend money on printing surveys.

People from all over the world can participate.

	This method relies on people having a connection to the internet.

This method has no personal contact.


	Hall Test
	A hall test involves a product being given a customer to try and then asking for their feedback on it.

	The product is tried by the participant, who can report back on their actual experience.

It is relatively inexpensive to use this method of research.

	Opinions and views can be difficult to analyse.

The participants might give the response they think the organisation wants to hear so that they do not come across as being rude.


	Observation
	An observation involves watching something and recording what happens.  The observer might have to count how many times something happens, or someone does something, or what someone's reaction is to a situation.
	Facts and figures (quantitative information) are gathered which are easier to analyse than qualitative information.

People are being observed might not be aware so should act naturally.
	Those being observed are not usually asked for their opinion or to give an explanation as to why they did or did not do something.

There are privacy and ethical issues to consider when observing people.

	Electronic Point of Sale (EPOS)
	EPOS systems gather information when consumers are making a purchase at the checkout.

	Large quantities of information can be gathered using this method.

The information gathered is factual and not just opinions.

	It can be expensive to purchase an EPOS system – especially for a small business.

There is no opportunity to gain the opinion of the customer using this method.


	Social Networking Sites
	Social networking websites such as Facebook and Twitter can be used to gain feedback from people on goods and services.  

Many businesses use a social networking website to interact with their customers and to find out their reactions and opinions on different issues.

	A two-way interaction occurs between the business and customers.

A large number of people can be reached.

Questions can be posed to customer very quickly.


	Customers might not want to join the social networking website of the business.

Information obtained on the website is not usually private and could be viewed by anyone.




Sampling Methods
Why is sampling important?
A business can’t ask all potential customers their views because it would cost too much money. So a business will choose an appropriate sampling method to collect their research instead.
Methods of Sampling

1. Random Sampling
2. Quota Sampling
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Stratified Random Sampling
4. Cluster Sampling
Random Sampling
This is when people are picked randomly through the use of either a telephone directory or electoral register. The people picked must be used in the sample.
	Advantage
	Disadvantages

	· No bias is shown by the researcher when choosing participants which makes the results more valid.
· This method saves time in selecting a sample which can lead to the business getting to the final outcome of their research quicker.
	· The sample may not reflect the target market which could lead to incorrect decisions being made.
· Can over represent a certain market segment which will skew the results and may make the results irrelevant. 
· This method can be expensive as many calls may have to be if customer list are not up to date.


Quota Sampling
This is when people are picked from a group based on specific characteristics. It is the job of the researcher to find and interview the people who fit the categories required.  I.e.: Age or gender
	Advantage
	Disadvantages

	· This is quick and easy method as group lists are pre-made which means the information can be collated and analysed quicker.
· This method is less expensive to carry out than random sampling which will save the business money.
	· The exact sample from each group is not randomised therefore researcher bias could be involved.


Stratified Sampling
This is when a sample is selected that is representative of the target market.
	Advantage
	Disadvantages

	· The sample represents the target markets which makes the results more relevant and valid to the research.
· There is no researcher bias as the sample is randomised from the list of those that meet the characteristics required.
	· This method takes time to work through the population lists and select the exact sample required which will make the research process take longer.
· The sample chosen could be geographically dispersed which would make the research cost more.



Cluster Sampling
This is when the population is split into smaller clusters which could represent the population on a small scale.  It is usually geographically based.
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	Advantage
	Disadvantages

	· This saves time compared to researching samples spread across wider areas.
· This is one of the cheapest methods of sampling which will keep business expenditure low.

	· There is a risk of the sample not being accurate enough to represent the target market which could make the results irrelevant to the businesses research purpose. 


Market Research and Technology

Electronic Point of Sale (EPOS)
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Information is collected about what products are fast and slow selling when they are swiped through a till. 

Therefore the business could lower the price of unpopular products to attract customers and increase sales.
Loyalty Cards

Loyalty cards can be used to track what customers are purchasing and how often they are purchasing an item.  

This allows them to then target the customer with tailored promotions to encourage them to make repeat sales.
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Text Messaging

A business may use text messaging to ask a customer for feedback on their experience of a service or the quality of a good.  

This can then be used to make improvements to improve satisfaction.

Internet

A business can use the internet to source information about current market trends and customer tastes.  

This will save money from conducting field research.
Marketing Mix
The ingredients of a successful business.
	Element 
	Description
	Importance

	Product
	The is the actual good/service being sold to the customers.

	It is important because customers won’t buy something they don’t want. 
Using market research allows a business to produce a product that will sell and let them maximise sales.

	Price
	The amount charged for the actual product.

	It is important because customers will not buy a product if it costs too much.
The price must not be too high compared to a competitor and it must reflect the quality of the product.
The price should cover its costs and also be able to make a profit.


	Place
	This is about getting the product to the customer and where it is made available to the customer to buy.
	It is important because the product must be accessible to the customer in order for sales to be made.


	Promotion
	This how the customer is made aware of the product and persuaded to buy it.

	It is important because customers need to be informed that is available in order for a business to generate sales.


	People
	Those involved in providing the service to customers. 
EG: Staff

	It is important because customers expect to receive a high quality service.  
They need to make sure employees are trained and rewarded to encourage them work hard.


	Physical evidence
	The location of where the service is being offered and what it looks like. 
EG: Store layout 

	It is important because it helps a customers to distinguish between organisations.
Customers are unlikely to purchase from a business if their physical evidence is poor.


	Process
	The different processes and systems used to deliver the service being provided.

	It is important because customers expect the service they receive to be efficient and reliable.   
New ways of providing a service have to be offered to customer and businesses have to constantly update them when necessary



Product
The actual good/service that is being sold by the business.
Product Life Cycle

The stages of life a product goes through relating to sales and time. 
The length of the cycle will depend on the product itself. 
A long life cycle refers to products that never go into the decline stage of the product life cycle as they remain popular because their brand is highly and constantly promoted.  Example - Heinz beans, Coca Cola

Product Life Cycle Graph

	Stage
	Impact on sales
	Impact on profits

	Development
The product is being researched and developed.  Prototypes will be made and tested and changes will be made after research feedback.

	There are no sales as the product is still being developed.

	The product will be making a loss due to the costs of development and no income from sales.


	Introduction
The product is launched into the market usually with promotional activities to raise awareness of the product.

	Sales are slow to begin with as customers are unsure of the product.
Customer may have to be persuaded to move from competitors’ products.

	The product begins to cut into the developmental costs but high promotional costs result in still no profit being made.


	Growth

The product has been on the market for some time, customers are fully aware of the product and are purchasing it.

	Sales start to rise rapidly.  This can be the result of slightly reduced prices, lack of competition and/or consumer confidence in the product.
	Profits are starting to be made and losses from development and promotions are being covered. 


	Maturity
The product has been in the market for some time and competitors enter the market.

	Sales reach their peak and level out.  Many sales can still be made for a long time at this stage.

	Profits are high but start to fall.  The competition will take sales away.


	Saturation
The product has been in the market for a long time and suffers from too many competitors in the market.

	Sales begin to fall as consumers move to competitors’ products.

	Profits fall rapidly especially if prices are slashed to encourage sales.


	Decline
The product is no longer wanted and customers stop purchasing the product.


	Sales decline as newer and better products are introduced in the market
	Profits fall and a loss might be incurred eventually.



Extension Strategies
A medium to long-term plan for lengthening a products life cycle to keep products at the maturity stage.
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	Strategy
	Impact

	Change the appearance of the product
	To attract new and existing customer segments which will increase sales.

	Change the price
	Lowering the price will make the product more affordable and therefore appeal to more market segments.



	Change the packaging
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Consumers will think that they are getting a different, re-vamped product and are more likely to buy it.  This will attract new and existing customer segments.



	Change the methods of promotion


	Customers will become more aware of the products which will increase sales.



	Change the use of the product
	Extend the use of a product to new markets to suit seasonal tastes.  Ie: Miniroll new ice-cream flavours


	Change where the product is sold
	Making the product available in more places will mean it can be seen by more potential customers. I.e.: Using e-commerce.


	Rebrand the product
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Changing the name can generate publicity and attract new and wider market segments.  This will increase awareness of the product which could lead to sales.



	Develop new variations of a product.
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Developing new varieties can mean the product appeals to the tastes and desires of different market segments. Updating the product using the latest technology to make customers want the product again.




Product Portfolio
A business should strive to have a product portfolio which means having a range of products on sale.
How does a business know what products to keep, sell or invest more in?

Boston Matrix - This is used to categorise a business’s product portfolio according to each product's growth rate and market share.
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	Advantages
	Disadvantages

	It can help a business decide which products to pursue, which products to remove and where the business’s profits are best spent. 

	It only takes into account the current market position and does not take into account external factors.



	It allows for information to be presented in picture form which can be easier to understand.

	High market share doesn’t automatically mean profits all the time. 

	
	It only provides a snapshot of the current position of products.

	
	The product life cycle can vary over time but this is not factored into the analysis.


There are very few single-product organisations most offer a range of products or a product line.
By identifying the stage in the product life-cycle each of their products are currently in, businesses can plan when to introduce new products as old products go into decline.

	Types of Portfolios

	Product Line Portfolios
	Diversified Product Portfolio



	This involves having a variety of similar products on sale.
This will allow for more market segments to be targeted.
Example: Heinz Soup, Coca Cola
	This involves having products for sale across completely different market segments.
This will spread the risk of failure.
Example: Virgin products


Types of Product Portfolios

	Product Line Portfolio
	Diversified Product Portfolio

	Advantages
	Disadvantages
	Advantages
	Disadvantages

	The risk is spread therefore if one product fails the others can remain profitable.

The products will appeal to a variety of customers which will increase the customer base and sales.

It will help to raise awareness of the business which will improve their brand image and reputation.

Market share can be maintained and increased using different products to attract a variety of customers.

The development stage of the product life cycle is reduced as experience is gained from existing products therefore products can be launched onto the market quicker.

Profits from products that are at the growth or maturity stage can be used to fund the development of new products.

This method allows the business to still achieve sales if certain products are only demanded in certain seasons due to the variety of products offered. 


	Negative publicity of one product can lead to a damaged reputation across all products in the portfolio.

Operations within the business can become complex as different machinery and processes may be required to produce a range of products. This will increase business expenditure.

Additional finance may be required to invest in new machinery and to train staff to produce new products.  This could reduce the finance a business has for other activities such as marketing.


	There will be an increase in sales and customers as the business is appealing to new markets.  This should result in higher profits.

This can help to deal with periods of poor cash flow which will allow a business to continue to survive.

The risk is spread across all products which will ensure a business continues to trade.

This method allows for a business to achieve growth quicker and provide more financial stability while will make it easier to gain finance from banks.


	This method requires considerable expenditure to research and develop new products which will increase overall business expenditure.

Market research can be costly in time and money for the business to identify a new target market.

There will be a time delay between identifying the ideas and launching the product which means no sales are being made to compensate for the development money being spent.

A bad reputation with one product may affect the entire range of products which could lead to a decrease in sales across the range.




Pricing Strategies
The amount paid for the good or service.

How to set an appropriate price?  (National 5)

	Factor
	Importance

	The price charged by competitors. 


	The business needs to make sure that their price is not more than competitors as they might lose customers to them.


	How much it costs to make?


	A business must cover its costs in order to break-even.  It will calculate how much it costs to make the product before deciding the price, to make sure that costs are covered.


	How much profit is wanted?


	The more profit that is wanted, the higher the price that will be need to be charged for the product. 


	The market segment being focused on
	Products that are aimed at people with high incomes might be priced higher or products that are aimed at people with lower incomes might be priced lower.


	The product life cycle of the item
	Products at the beginning of their life cycle might be priced higher because they are in demand and they may have incurred high research and development costs.
As demand falls the price might be reduced.  Products in the decline stage are often reduced in price so that they will continue to sell.


	How much of the product can be supplied?
	Products that are not made in large quantities might be priced higher than those that are easily made.



It is important to remember that some businesses can charge higher prices because other factors will contribute to their success.  
Factors include:

· Their product being unique

· Little competition

· Brand loyalty

· Limited supply of the product

Pricing Strategies

	Factor
	Advantage
	Disadvantage

	Cost Plus Pricing

When you add a percentage to the cost of the raw materials that make the product.


	This method ensures that the cost of making the product is covered and a profit is made.


	This doesn’t cover indirect costs such as rent.

	Promotional Pricing

Prices are reduced for a short period of time.  


	This strategy can help a business to inject new life into a product or reduce stock levels quickly.
	The money made on each item will be lower therefore profits will be lower overall.

	Psychological Pricing

The price charged by the business makes the customer think the product is cheaper than it is.
	Customers think that the product is cheaper and therefore buy it.    


	Some customers will still put effort into their deliberation of whether they should buy the item therefore this pricing strategy may not work on everyone.

	Price Discrimination

Some businesses charge different prices for the same product according to the time of day, year or amount of usage.
Example: BT phone calls, Thomas Cook holidays

	This ensures the product can appeal to various market segments. 
	It can be hard to budget for sales revenue in advance.

	Premium Pricing

When high prices are set for products or services and this high price is maintained to create an exclusive image for the product.
Example: Ferrari

	It will help create an image of quality and exclusivity to customers
	Any customer looking for value for money will shop elsewhere. 

	Destroyer Pricing

The price is set deliberately low for a period of time to force out competitors.

	Competitors are forced out of the market, then the price can be increased again.

This will help to increase market share.
	This can only be used by large organisations who can afford to make losses while prices are low.



	Penetration Pricing

This is when the price is set low to being with and then increases over time.
Example: A new chocolate bar
	This can encourage customers to try a product.

The business may gain repeat customers once the price rises.
	Very little profit can be generated during the initial low price period.

	Market Skimming

The price is set high to begin with and lowers over time.
Example: Apple

	Sufficient interest in the product allows for the price to be set high which can increase profits.
	High initial price could put customers off buying. 

	Competitive Pricing

The price of the product is set similar to competitors.
Example: BP and Shell


	This method can avoid a price war.

This will encourage competition which can improve the entire market.
	Other element of the marketing mix must be better than competitors to encourage sales.

	Loss Leader

The price of some products is set unprofitably low to entice customers in to buy other products.

	This can help bring in customers to the business.

This will encourage repeat sales from customers.
	There is a risk that some customers will only buy the loss leader product while prices are low.

	Low price

The price is permanently set lower than the competition.
Example: Primark

	This attracts customers looking for value for money and can create a high sales volume.
	Some customers are put off by low prices as they believe it indicates low quality goods/services.

	High price

The price is set permanently higher than the competition.


	This could help to create an image of the product being high quality.
	Some customers may not be able to afford the products which would reduce potential sales.

	Demand pricing

The price is set in line with the economic laws of supply and demand.
High demand = high price

Low demand = low price


	The business ensures that the price charged is what the customer is willing to pay.  
	Businesses need to employ effective research methods to establish demand levels accurately. 


Place
Place is about getting the product to the customer and where it is sold.

N5 Revision - Factors that influence choosing a location
	Where the customer is
	There is no point in setting up a business in a place where there are no customers.  



	Availability of suitable premises
	The business might need a certain size of shop or a shop with certain facilities. (i.e.: a kitchen or large car pack) 



	Parking facilities
	Customers need to be able to access the business easily or they might be put off from using the business.  It is also important that the business has disabled car parking facilities available.

	Suitable infrastructure
	Infrastructure refers to the availability of water, gas, electricity and transport links.  This is important so that the business can operate and so that customers, suppliers and other stakeholders can access it.

	The market segment
	Depending on the customer group being targeted, this might influence where the business located.  

For example – a shop selling clothing for skiers might open up next to a ski slope.

	Employee availability
	Employees might be needed to work in the business and therefore employees with suitable skills need to be available nearby.

	Competition
	A business might want to set up as far away as possible from its competitors or it might want to be as close as possible.  


Government influence on location
· Different authorities use incentives and grants to encourage organisations to set up businesses in certain areas. 
· This is done in order to increase the levels of business and enterprise, reduce unemployment in the area and ensure that derelict land is being put to use.
Channel of Distribution 
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Manufacturer – The business that make the products.
Example – Sony or Walkers

Wholesaler – Businesses that store goods in bulk which they purchase from manufacturers before selling them on to retailers in smaller quantities.
Example – Costco or Makro

Retailer – Businesses that sell goods to final customer.
Example – Asda or Curry’s

Consumer – The people who buy the products to use and do not sell them on.

Factors to consider when choosing a channel of distribution
	Factor
	Description

	Finance available
	A manufacturer may not have the finance to set up their own e-commerce or print catalogues so using wholesalers and retailers is their only option.

	Desired image for the product


	Certain products have an image that dictates where it can be sold.

	Legal restrictions
	Some products can’t be sold through certain channels. 

I.e.: Prescription medicines need to be sold through pharmacists.



	Stage of the product life cycle
	Products may only be sold in exclusive outlets at the beginning of a products life cycle but may be sold in discount stores during their decline stage to encourage sales.

	Shelf life of the product
	Some products need to be shipped to retailers faster as they will go out of date quickly.


N5 Revision - Distribution Methods
A business has to decide how to physically get the product to the customer.

Some products might be provided electronically via the internet.

Road Networks – Products distributed by road networks.
	Pro
	Con

	· This is often a cheaper method when compared to others.

· The delivery of the product is often quick.

· The customer will receive the product direct to their door.

	· It is difficult to transport large products.

· This is not an environmentally friendly method for delivering items.

· Any roadwork’s or traffic jams will cause delays in delivery.


Train – Products distributed by railways.
	Pro
	Con

	· This method allows for large products to be transported.
· This method allows for large quantities to be transported.

	· There isn't a train station in every location or even a rail line in every location for delivery.
· This is not a door-to-door service, as the products will arrive at a station and will need to be transported on to their final destination using another method of transport.


Aircraft – Products distributed by airmail.
	Pro
	Con

	· Products can be transported across the world more quickly than by sea.
· Large amounts of small products can be transported.

	· This method means that large items cannot be transported.
· Products need to be taken to an airport to be loaded onto the aircraft and this could be expensive.


Boat – Products distributed by shipping boats.
	Pro
	Con

	· Larger products can be transported easily.
· Products can be transported across the world.

	· It is time consuming to transport products across the world.
· This method is not a door-to-door service, as the products will arrive at a port and will need to be transported to their final destination using another method of transport.


Mobile Networks – Services sent by wireless signals from mobile phones mats to customer devices.
	Pro
	Con

	· Extra products can be purchased using the network.

· 4g is now available which increases signal strength and access to the internet


	· Signals can be disrupted due to adverse weather.

· Rural areas can be disadvantages due to no signal. 


Satellite - Services sent via satellite signal.

	Pro
	Con

	· Services can be distributed directly to the customer’s location.

	· Signals can be disrupted due to adverse weather.

· There can be high installation costs.

· Rural areas could be disadvantaged as it is expensive to install the correct infrastructure in these areas. 
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Wholesalers
Manufacturers can sell goods to wholesalers to distribute to smaller retailers.  
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Most large manufacturers do not use wholesalers because they have their own warehouses and transport systems.

	Advantages and disadvantages for a manufacturer to use a wholesaler


	Advantages for manufacturer
	Disadvantages for manufacture

	The packaging and displaying of goods is carried out by the wholesaler, saving the manufacturer time and costs.
	Manufacturers make less profit as a cut is taken by the wholesaler.

	Wholesalers buy in bulk saving the manufacturer from making lots of small deliveries
	The manufacturer loses control of how the product is marketed.

	Wholesalers can promote products to retailers which saves the manufacturer promotion costs.
	The manufacturer loses control of which retailers the product is sold to.

	The wholesaler carries the risk of the products going out of fashion as manufactures get rid of stock as soon as it is produced.
	


	Advantages and disadvantages for a retailer using a wholesaler



	Advantages for retailer
	Disadvantages for retailer

	Retailers can save on storage facilities by buying smaller quantities from wholesalers than they would get from manufacturers.

	It is more expensive than going directly to manufacturers as wholesalers add on a margin of profit.

	Retailers can benefit from promotions offered by wholesalers that they may not get from manufacturers.
	Wholesalers offer the same products to retailers’ competitors, so other areas of the marketing mix have to be relied on.



	Retailers can trial a smaller order of newer products and not be left with large amounts of unsold stock.
	The retailer may miss out on exclusivity deals by not going direct to manufacturers.


Retailers

Types of Retailers

	Type
	Advantage
	Disadvantage

	Supermarkets

There has been a growth in massive supermarkets which sell many goods and services under one roof.

· Asda

· Tesco


	· They can buy in large quantities.
· They can sell a range of products.
· They are open 24/7
	· Lack of competition can lead to poorer quality products.

	Convenience retailers 

Due to changing working patterns and lifestyle changes there has been a growth in smaller supermarkets in convenient locations.

I.e.:  M&S Simply Food

	· They cater for the changing needs of customers so are guaranteed to get customers.

· Prices can be slightly higher than large supermarkets due to convenience. 
	· There is a limited product range due to the small size of the shop.
· There are high levels of waste as it is harder to predict customer numbers than a large supermarket.



	Discount retailer
The number of discount stores has increased over recent years due to the recession.
· Poundland

· B&M

· Home Bargains


	· Products are sold for rock bottom prices which attracts customers. 
	· They have a limited product range compared to other retailers.
· Some customers don’t like the image of discount stores.

	Online retailer (E-tailer)
Rather than setting up their own e-commerce site, some manufacturers will sell through online retailers. 
· Amazon
	· Products can be sold to a worldwide market by online retailers.
· Products can be sold 24/7.
	· Customers can’t try or touch the product before buying.
· Delivery charges may put some customers off.

	Out of town retail parks
Found on the outskirts of most major towns in the UK with good infrastructure.

· Glasgow Fort
	· Infrastructure attracts customers.
· They are often near amenities such as cinema which can increase customers.
	· There is a limited choice of stores compared to high street shopping.
· Only suitable for customers with access to transport.


	Advantages and Disadvantages of selling through a retailer

	Advantages
	Disadvantages

	Retailers are located close to customers.

	Retailers take a cut of the profits.

	Retailers often promote the product for the manufacturer.

	Retailers may alter the price of the product and so have an effect on the image of the product.

	Retailers employ sales assistants to help sell the product.

	The product will face competition from other products stock by the retailers. 

	Large retailers buy in bulk.

	


Direct Selling (Manufacturer to Consumer)
Direct selling means selling direct to the consumer from the manufacturer.   This is the shortest channel of distribution and means there are fewer middle men taking a cut of the profits.  Businesses also retain control over how their product is marketed.

	Method
	Advantages
	Disadvantages

	E-commerce

A business selling its products using the internet.
Example: ASOS

	· Customers can be reached in a global market, 24/7.
· An entire range can be shown online.
· Online discounts can be offered to attract customers. 


	· It can take a lot of time and expense to design attractive, high-quality websites.
· Customer might be wary of providing their personal details online.

· Customers need to have internet access.

	Mail order
A business sells its products using a catalogue which is usually sent to the customer.


	· Credit facilities are available.

· Customers can browse for products and place orders from home at a time that suits them.

· Mail order only companies save money on staffing and store costs.
	· Glossy catalogues can be expensive to produce.
· Producing catalogues is not environmentally friendly and may not meet the business’s CSR aims. 
· A level of bad debt can be incurred.

	Direct Mail
A business posts letters, leaflets and brochures directly to the customers.
	· Specific market segments can be targeted.
· A wide geographical area can be targeted by placing leaflets inside newspapers and magazines.
	· Customers can perceive this was junk mail and throw it away.

· Customer mailing lists can quickly become out of date meaning a business may target the wrong people and waste money.

	Personal Selling
A salesperson sells products directly to the customer often by going to the door or over the phone.
	· This allows a demonstration or explanation of the product to be given.

· Feedback on products can be gathered from customers.
	· Customers may find this type of selling a nuisance and may not be keen to listen.

· Staffing costs and commission make this method expensive and increasingly unpopular for businesses.

	Online shopping channels
A business sells products on the TV using dedicated shopping channels.

Example: QVC
	· Customers can see products being modelled and demonstrated.

· Customers can be encouraged to buy on impulse due to short-term bargain prices.


	· Customers need to switch on to the channel before they can be targeted.

· Customers need to wait for products to arrive and may have to pay delivery costs.


Promotion
The way the business makes customers aware products exist and how they persuade them to buy it.
Advertising

Informative advertising

Passing information on to the consumer about new or improved products.
Persuasive advertising
Attempt by manufacturers to get customers to buy their product.
This is used in very competitive markets where there is little difference between one product and another.
They use powerful images and language to imply good things about you if you buy this product
Above the Line Promotion 

Promotions above the line use mass media to convey messages to consumers. 
The business does not have direct control over them.
	Advantages
	Disadvantages

	· Often the advertisement designs are outsourced to advertising agencies meaning high quality adverts are produced.
	· The business doesn’t have direct control over which consumers their products are advertised too.

	· Adverts can reach a wide audience across many market segments.
	· Above the line is very expensive due to paying for adverts to be produced by experts and for the mass media to carry them. 
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Above the line promotion methods

	Advertising Media
	Advantages
	Disadvantages

	TV

Advertising products during commercial breaks or sponsoring programmes.


	· Adverts can be targeted to a large national audience.

· The product can be demonstrated.

· The product can be made appealing using colour, sound and movement in the advert.


	· The cost of advertising nationally on TV can be high.

· The product may not reach all market segments.

· People might not watch the adverts as modern technology allows them to skip adverts.
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	Newspapers and Magazines

Advertising spaces or full page spreads can be used.
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	· The specific location of the customer can be targeted nationally or locally.

· The adverts can be kept by readers for reference later.

· Lots of information can be communicated if the advert is large.

· A free sample of the product can be given.  This is particularly common in magazines.


	· No sound, movement or demonstrations of the product can be given.

· Not all newspapers are available in colour.

· Some specialist newspapers and magazines can be expensive to buy and also to place an advert in.

· People do not tend to scrutinise daily newspapers.

· If it is local paper, the adverts are often of a poorer quality than national newspapers.



	Radio and the Media

Advertising during commercial breaks or sponsoring radio programmes.


	· This method can target particular market segments by advertising on particular radio stations or during particular shows.

· This method offers free advertising if the report is positive.

· Technical information can be explained to listeners during the advert.


	· Not all media reports are positive. They might also tell people about the negative impact of the business.

· Many listeners often do not pay attention to adverts.

· The advert is limited to sound only. There can be no movement or visual stimulus.

· This method is reliant on the listeners’ imagination for the advert to be successful.

	Billboards 

Advertising products in public places in the form of posters and still images.


	· The advert can attract a wide target audience.

· The advert is often in a busy location and therefore can have high visual impact.

· Passers-by will frequently see the advert, which will help for the message to be repeated in the consumer’s mind.
	· The advert can suffer weather deterioration or be subject to vandalism.

· Passers-by may view it as a part of the scenery and ignore the message

	Cinema

Advertising products while the audience is waiting for the film to start.


	· Adverts can be shown before particular films to appeal to particular market segments.

· There is a captive audience to watch the adverts, as they are waiting on the film to start.


	· The message tends to be short lived which will limit the impact of it.

· Depending on what films you put the advert before; you can have limited audience for your product/service.

	Digital Screens

Advertising products in public places in the form of moving images.


	· Colour, sound and movements can be used for impact.

· It can be viewed by a large audience in busy areas.
	· It can expensive for city-centre locations or in large sports stadiums.

· It may begin to be viewed as part of the scenery and ignored.

	Internet 

Advertising products on websites as pop ups and ad banners.
	· This is a relatively cheap method for a business to use.

· This can target specific market segments based on a customer’s browsing history. 
	· Some customers ignore this type of advert which makes means they miss the advert.

· Pop-up blockers can prevent customers from viewing adverts. 


Below the Line Promotion (BTL)
These are promotions focused to specific groups of people and are directly controlled by the business. 

	Advantages
	Disadvantages

	· Businesses have more control over the customers their adverts are aimed at.
	· The impact can often only last for a limited period of time. 

	· Below the line is more affordable than above the line therefore it is more suitable for smaller businesses.
	· Some customers may find below the line methods intrusive. 


The most straightforward of BTL promotions are sales promotions.

Sales promotions – Short term inducements used to encourage sales.
Sales promotions are used to:
· Help launch a new product into a competitive market
· Aid extension strategies at the end of the product life cycle
· Take customers away from competitors
· Reward existing customers so they stay loyal
Sales Promotion Methods

1. Into the Pipeline Promotion

2. Out of the Pipeline Promotion
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Into the Pipeline Promotion

These are offered by manufacturers to retailers to encourage them to stock their products.
	Method
	Advantage
	Disadvantage

	Trade credit

Manufacturers offer retailers credit to pay for goods at a later date.
	· Retailers can purchase stock and then pay for it once it has been sold.
	· This could lead to bad debt if retailers are unable to sell stock.

	Merchandising materials/ Point of Sales Materials
Free posters and display materials are given to display products to customers. 
	· This can enhance the look of the retail store. 
	· Retailers may need to dispose of bulky display materials at the end of the promotion.

	Sale or return
Manufacturers give retailers the option to return stock that does not sell. 
	· It allows retailers to try new products without the risk of being stuck with unsold stock. 
	· Products may be returned in a poor condition, creating waste.

	Bulk buying discounts

Discounts used to encourage retailers to stock up on a product.
	· Retailers can save on the unit cost of products allowing for greater profits. 
	· Retailers may overstock and find they are unable to sell.
· Products might go out of date or fashion.

	Dealer competitions

Competitions for high sales can be offered to retailers or wholesalers. 
	· This can be useful for motivating retailers to generate high sales. 
	· Retailers in better locations may be at an advantage for making higher sales.

	Staff training

The manufacturer may provide training and demonstrations to the retailer’s staff so that they feel confident in promoting the manufacturer products.
	· This will ensure the customer receive the correct information about the product.
	· The manufacturer will need to spend time and money on training.


Out of the Pipeline Promotion

These are offered by the retailer to the final customer to encourage purchases to be made.

	Method
	Advantage
	Disadvantage

	Special Offers
This can include BOGOF and other short term promotions.
	· This can encourage the customer to try new products, which they may then purchase again at a normal price. 
	· Customers may feel pressured into buying more than they need which may result in waste.

	Free Gifts
Used to tempt customers to buy a product again or for the first time.
	· Gifts that require multiple tokens/ stamps encourage repeat purchases. 
	· It can be difficult to find a gift that appeals to all target markets.

	Vouchers and coupons
Usually given in newspapers/ magazines to give customers money off future purchases. 
	· Customers feel they are getting better value for money which attracts new customers.
· It can encourage repeat purchases.
	· Discounts offered by money-off vouchers can reduce profits. 
· Some customers will only spend up the value of the coupon limiting sales. 

	Loyalty Schemes
Allows customers to collect points by making purchases which can then be exchanged or discounts or free products in the future. 

	· Information on customer habits can be gathered.
· Promotions can be targeted to reflect actual customer preferences.

	· Customers can be wary if they feel the scheme will be difficult to set up or opt out of.
· These are time consuming and expensive to implement.


	Interest free credit
Retailers offer customers credit to pay for goods at a later date.

	· Allows customers to purchase products and then pay for them when they can afford to.

	· This could lead to bad debt if many customers are unable to pay by the agreed date. 



As well as the into and out of the pipeline methods discussed above, businesses can also using the following below the line promotions:

· Technology (Social media sites and apps)

· Product placement

· Celebrity endorsements
Below the Line and Technology

Modern technologies have changed the way in which promotion can happen.
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Social Media Sites

They are being increasingly used by businesses as a below the line promotion method.
	Advantage
	Disadvantage

	· The target market can be contacted directly and this saves marketing to uninterested customers.
· Information on new products or promotional offers can be uploaded immediately.
· The business can analyse those that like or follow them to find out about their characteristics.
· Consumers can leave comments which can be used to improve the product.
· Social media is free to use.
	· It can be difficult to engage with new customers as they have to voluntarily agree to see the business updates.
· It requires a lot of time to use social media effectively and may involve hiring a person to manage the accounts.
· Negative feedback can be given which can put other customers off their business.
· Negative feedback can be given instantly, not allowing the business time to release a statement in their defense.
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Apps

Apps are downloaded by customers onto their smart phones or tablets and they can access it by the touch of a button,

Apps allow customers to look at different products, read information and buy what they want. 

	Advantages
	Disadvantages

	· Apps can target specific promotions at customers based on their browsing history.
· Information about products and services can be updated quickly therefore providing an effective channel of communication.
· The app can integrate photos, videos and games to grab the user’s attention.
· Users of apps can share their experiences on social media sites, allowing the business free promotion and wider recognition.
	· Apps require a mobile signal to be used which limited the customers that can be reached in rural locations.
· There is a limit to the amount of information that can be put on app due to the screen size of mobiles.
· Apps cost money to develop and are often given away for free.
· Some customers are unsure about making purposes through apps due to less secure virus protection than computers.


Below the Line and Product Endorsement
Product endorsement/ celebrity endorsement is when famous sports or showbiz personalities are paid to wear and use a particular product.

	Advantages
	Disadvantages

	· This promotes a good image and name for the organisation.
	· Celebrities are expensive to pay. 

	· People often want to buy products associated with the celebrity.
	· The celebrity needs to be carefully chosen to match the image the product needs to have.

	· If the celebrity is successful it can increase sales levels. 
	· Negative publicity about the celebrity can impact negatively on sales of the product. 
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Below the Line and Product Placement

Product placement involves a business paying for its products to be used in films, TV or video games.

	Advantages
	Disadvantages

	· An awareness of the product is generated often to a worldwide audience.
	· The time exposure can be very short limiting the chance of the consumer remembering the product.

	· Products that can be identified with characters who customers like can results in higher sales. 
	· Customers may be put off products if they are associated with characters they don’t like. 

	· The customer does not know they are watching a promotion. 
	· This method often results in a bidding war with rival brands to secure the rights and this can cost a lot of money.
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Public Relations 
The act of controlling the image of a business that is perceived by the public. 
Effective PR will give the organisation a good image which in turn increases sales. 
Large organisations may have their own PR office or department. 

	Method
	Description
	Justification

	Press Conferences
	· The media are invited to a business presentation where they are given information or new.
	· Businesses can send a message or update out to a wide audience while keeping control of what is reported. 
· It can help to get the media on side and allow the press the opportunity to ask questions. 

	Press Release
	· The media are provided with a written account of a business activity or event.
	· This can be used to counteract bad publicity.
· Businesses send out messages or updates without being subject to further questioning. 

	Donations to charities 
	· Some businesses donate to charities anonymously while others will take the opportunity for a good PR event.
· 
	· Promotes the CSR aims of the business and can make them seem ethical.

	Sponsorship
	· Some businesses will pay to sponsor an event, team or venue.  

	· Businesses can benefit from the successes of those that they sponsor.

	Company visits
	· Businesses may choose to open up their factories to the public for a limited period.
	· Customers are able to get a sense of what they business is like and how it is run.
· The company may seem more friendly, approachable and open. 


How to choose a method of promotion?

A business will need to consider the following factors when determining the most appropriate promotion methods:

The target market
Business should promote their products in places where they are likely to be seen by the target market.

The finance available
The business will have to consider their budgets carefully.  Below the line methods are often used by smaller organisations for this reason.

Ethical practices
Promotions must be ethical in order to avoid upsetting customers and the local community. They should not mislead, be indecent or make false claims. 
What your competition does?
The business will need to consider whether they want to stand out and use different promotions or use similar promotion tactics. 
How technical the product is?
If the business needs to provide demonstrations of the products this will influence what methods they use to persuade customers to buy it.

Advertising Standards Agency

The Advertising Standards Agency is the governing body of all kinds of promotions.
· They ensure that promotions are ethical, honest and decent and they investigate any advertising related complaints.
· They have the authority to enforce changes to adverts or promotions if they contain wrong or misleading information. 
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People

The people who work for the business/ brand.
Strategies

	Method
	Justification

	Train staff to deal with customers effectively.
	This enables staff to be informed of the expectations of the business when dealing with customers.

	Regularly update staff on product/ service development.
	This ensures staff appear knowledgeable and can assist customers.

	Ensure selection methods are rigorous.
	This ensures the people employed are suitable to represent the business and their values.

	Monitor staff.  For example through the use of a mystery shopper.
	This ensures employees are representing the business appropriately and standards are maintained. 


Physical Evidence

This refers to what customers see that give them clues about a business from the image it portrays.
Physical evidence can include:  Wi-Fi areas, toys for children, corporate images, specific colours, refreshments, toilets, waiting areas, name badges, mission statements.

Strategies

	Method
	Justification

	Premises and vehicles that are modern and clean.
	This ensures that customers’ opinion of the business isn’t ruined by old-fashioned or dirty shops, areas, or vehicles.

	Settings should convey the type of ambiance to match the product or service on offer.
	This ensures that customers feel that their needs are recognised even before they purchase a good/service. 

	Feedback and testimonials from previous customers should be promoted.
	This provides reference materials for new customers which can be especially important when purchasing a service as it can be tried beforehand.


Process

This refers to how a customer receives a service.
Strategies

	Method
	Justification

	Ensure that outlets and call centers are well staffed.
	This avoids customers having to queue for too long which could put the off returning.

	Offer live chats or a FAQ services on the business website.
	This reduces the number of customers making queries either on the phone or in person.

	Empower customer facing staff to make decisions.
	This avoids further waiting as problems or queries don't need to be passed onto management.

	Regularly assess process such as queues or ordering times.
	This helps the business understand where problems lie and allows them to be addressed.

	Introduce the latest technologies to improve processes.
	Technology is generally faster than humans and will speed up processes.  I.e.: Self-service checkouts


Marketing and Technology

	Market Research
	Promotion

	· Text messaging
· Social media
· Loyalty cards
· EPOS
· Internet

	· Apps
· Social media
· Business website



Make sure you can:

1. Describe what you would use these technologies for.
2. The impact of using them.
Marketing and Technology

Marketing departments can use a variety of modern technologies to improve their operations.

TIP: In an assessment/ exam do not use the same use for different technologies.

	Technology
	Use

	Text Messaging
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	Texts can allow the organisation to receive immediate feedback on their products from customers.  They can then make improvements to their products or services.
A business can offer customers the opportunity to track the order of their goods and get updates on delivery.  This will give the customer greater control over their buying and greater satisfaction. 


	Electronic point of sale (EPOS)

	This can be used to identify what products are fast selling and slow selling.  The business can then lower prices for products that are not selling well to attract customers. 


	Loyalty Cards
	The business can track what customers are buying and how often therefore they can then target them with specific offers and promotions to encourage sales. 



	Social media
	Social media can be used to advertise products online to customers worldwide therefore this will increase the businesses customer base.
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	Emails could be used to send promotional offers and vouchers to customers, therefore this will encourage them to purchase from the business which will increase sale.

	Online survey
	Online surveys can be used to get feedback from customers and allow the customer to give their opinion on how the business could improve their products/ services therefore the business can make improvements to their goods.
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	Apps can be used to advertise and get detailed information on the goods that the business sells and buy online therefore this could increase the customer base of the business. 


Management of Marketing 





Notes








The route that the product takes from the manufacturer to the consumer.








