For physical goods -4 P’s
For services - 7 P’s

1. Product

2. Price

3. Place

4. Promotion

5. People

6. Processes

7. Physical evidence

‘ Product

> Features and Benefits

> Accessories

» Product quality & durability
> Product design

» Brand name and Logo
Packaging

» Product range

After sales service

> Guarantees & warranties

Y
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Product

%

roduct

Extension strategies
Specialised versions
New editions
Improvements — real or o
therwise!

Changed packaging
Technology, etc.
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Price

> Suggested retail price
> Price discrimination
> Bundling

> Price flexibility

> Discounts

> Allowances

> Payment terms

» Credit policy

Price

Strategies:




= Importance of:
= knowing the market
= elasticity
= keeping an eye on i
vals
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Pricing Strategies

Market Skimminy

Value Pricing /"~~~

M.wi

R Cost-Plus Pricing
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Price Disrimination

Ot pce e

& ‘ Place

Inventory management
Distribution channels
Market coverage

Types of transportation
Location of sales outlets
Arrangements of sales areas
Stock levels

Warehouse locations

Place

Promotion_

The Marketing Mix

_Physical Environment — -

Multi-Channel

) ;lace

= The more places to buy the product and th
e easier it is made to buy it, the better for t
he business (and the consumer?)

‘ Promotion

> Promotional strategy

» Advertising

> Personal selling

» Sales promotions

> Public relations and Publicity
> Promotional budgets




Promotion

« Promotional Mix
— Advertising (Off and Online)
-PR
— Direct Marketing ( Off and Online)
— Exhibitions
— Sales -Personal and Telesales
— Sales Promotion
— Literature ( Off and Online)

Promotion

Special Offers
/Advertising

V’/Endorsements

Physical Envi

;romotion

‘ = NOT just advertising

wcts and Services

Services are distinguished from products
mainly because they are generally produced
at the same time as they are consumed,
and cannot be stored away or taken.

An enhanced marketing mix

needs to be deployed.

- Services

= Growth of service sector in advanced
industrial societies

= market oriented trade with service
organisations

= Marketing characteristics of services

intangibility

inseparability (cannot be separated from the provider)

heterogeneity (precise standardisation is difficult)

perishability (cannot be stored e.g. hotel rooms)
ownership (does not result in a property transfer)

Service

ﬁl arketing Mix Characteristics

] Intangibility -less tangible than tangible; can't see, taste, touch, sme

11, or hear prior to purchase

= Inseparability — service are produced and cons
umed simultaneously

= Variability( heterogeneity ) — Service will var

¥ (less standardized and uniform than tangibles; variability in end result )

= Perishability — Service cannot be stored




NOTE:

services tend to hold these characteristics, b
ut are not necessarily so. E.g., a shoe repair
service does not exhibit the characteristics o
f inseparability or perishability. Additionally
, @ repair to your shoe is only partially intang
ible - a new sole is certainly tangible and a
major physical component of the shoe.

% s | he extended marketing mix

People

All people directly or indirectly
involved in the consumption of a
service are an important part of the
marketing mix. Knowledge workers,
employees, management and other
consumers to add significant value to
the product/service

| People
sAppearance sProfessionalism
=E.g. uniforms =E.g. doctors/police
sAttitude =Skills
sE.g. friendly v unhelpf |sE.g. glass cutting
ul
sCommitment sNumbers
sE.g. clergymen =E.g. enough waiters
sBehaviour =Discretion
=E.g. MacDonald’s =E.g. lawyers

People

Physical Environment %
\I 7
B
= 3 The Marketing Mix ._

Employees
Management

Culture /

Customer Service/

People

= The image they present can be important

= First contact often human — what is the lasting ima
ge they provide to the customer?

= Extent of training and knowledge of the product/se
rvice concerned

= Mission statement — how relevant?

= Do staff represent the desired culture of the busin
ess?

‘ The extended marketing mix

Process

Procedures, mechanisms and flow of activities by
which services are consumed

Physical evidence

Tangible evidence of purchase and physical
environment which surrounds the purchase and
the experience of purchase.




Process

sE.g. Argos 28 days

sProcedures sInformation
=E.g. form filling =E.g. www.bbc.co.uk
=Policies sCapacity levels

= e.g. easyjet/Go

sMechanisation

=E.g. Package holidays

sSpeed/timing
sE.g. Trains

=Queuing
=E.g. one in front

sAccessibility
sCashpoints

Process

e~~~

Especially relevant to service industries Process
How are services consumed?

_Irocess
3 consume services?

= What processes do they have to go through t
0 acquire the services?
= Where do they find the availability of the servi
ce?
= Contact
= Reminders
= Registration
= Subscription
= Form filling
= Degree of technology

Physical Evidence

Environment Facilities Tangible Evid
ence

sFurnishings |=Vans/aircraft |slabels

=Colours sUniforms sTickets

sAmbience sPaperwork sPackaging

Physical Environment

Smart

Run-down f .
“interface \Nysical Environment/  __ _
Comfort, The Marketing Mix

Facilities

hysical Environment

= Smart/shabby?

= Trendy/retro/modern/old fashioned?
= Light/dark/bright/subdued?

= Romantic/chic/loud?

= Clean/dirty/unkempt/neat?

= Music?

= Smell?




L| The Marketing Mix

Marketing objectives
Type of product
Target market
Market structure
Rivals’ behaviour

Marketing position
Product portfolio
= Product lifecycle

Global issues — culture/religion, etc.

IT and Marketing

Advantages of using IT for Marketing

> Speed of communication

> Wider access to information
> Global communication

> Interactivity and multimedia
> Personalization




