
Marketing	mix
is 	the	combination	of	techniques 	us ed	to	market	a	brand.	The

techniques 	are	often	called	the	Ps

Product what	you	s el l ,	and	the	variety	or	range	of	products 	you	s el l

Price how	much	the	product	or	s ervice	cos ts

Place
where	you	s el l 	the	product	or	s ervice.	This 	means 	the	location	of	your
s hop	or	outlet,	or	the	acces s ibi l i ty	of	your	s ervice	-	how	eas y	it	is 	to

acces s

Promotion how	you	tel l 	cons umers 	about	the	product	or	s ervice

People	-	(	employees )
a	pers on	employed	for	wages 	or	s alary,	es pecial ly	at	non-executive	level

and	how	are	they	different	from	the	competitors `

Phys ical	pres ence how	your	s hop	or	webs ite	looks

Proces s
how	your	product	is 	built	and	delivered	or	how	your	s ervice	is 	s old

delivered	and	acces s ed
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Phys ical	evidence how	your	s ervice	becomes 	tangible

Quality how	good	or	bad	s omething	is

Branding
The	activity	of	connecting	a	product	with	a	particular	name,	s ymbol,	etc.
or	with	particular	features 	or	ideas ,	in	order	to	make	people	recogniz e

and	want	to	buy	it

Reputation
the	opinion	that	people	have	of	s omeone	or	s omething,	bas ed	on	pas t

behaviour	or	character

Acces s ibi l i ty howa	cceptable	is 	the	product,	and	do	people	approve	of	the	product

Cus tomer	needs
is 	a	des ire	that	caus es 	a	cus tomer	to	buy	a	product.	If	cus tomers 	buy

products 	to	s atis fy	needs ,	then	needs 	provokecus tomers 	to	buy
products .

Cos t	to	us er
does 	the	cus omer	perceive	the	cos t	of	the	product	as 	fair,	or	is 	it	too

expens ive.

Convenience
how	convenient	is 	it	to	find	your	product.	Is 	it	eas y	or	does 	the	cus omer

have	to	make	an	effort.
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Communication how	s hould	you	communicate	with	your	cus tomers

Acceptabilty
how	acceptable	is 	the	product,	and	do	people	approve	of	the	product?	Is

it	s ocial ly	acceptable	-	fas hionable	and	attractive?	Does 	the	product
res pect	the	laws 	of	the	country	-	is 	i t	legally	acceptable

Affordabil ity
does the	cus tomer	have	enough	money	to	buy	the	product	-	can	he	/	s he

afford	theproduct

Aces s ibi l i ty
is 	the	procut	eas y	to	acces s ?	is 	the	product	acces s ible	for	people	with

dis abil ities ?

Cos t	to	us er
does 	the	cus omer	perceive	the	cos t	of	the	product	as 	fair,	or	is 	it	too

expens ive

Awarnes s
how	many	people	know	about,	or	are	aware	of	the	product
is 	awarenes s 	high

Objects
what	do	you	s el l

how	is 	it	manufactured	or	made
Is 	it	a	high	quality	product	or	is 	it	bottom	end

Objectives
revenue	objectives 	concern	the	income	you	want	to	generate.	Price

objectives 	concern	the	price	you	want	to	s el l 	at
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Organiz ation
how	s hould	you	organiz e	the	s ale	and	dis tribution	of	your	product?
Which	dis tribution	methods 	wil l 	work	bes t.

Operations
the	fact	of	operating	or	being	active	/	a	bus ines s 	organiz ation

the	activities 	involved	in	a	company	producing	goods 	or	delivering
s ervices

Point	of	purchas e	POP
dis play	is 	marketing	material 	or	advertis ing	placed	next	to	the

merchandis e	it	is 	promoting.	Thes e	items 	are	generally	located	in	the
checkout	area	or	other	location	where	the	purchas e	decis ion	is 	made.

Point	of	s ale	POS is 	the	time	and	place	where	a	retai l 	trans action	is 	completed

A	gondola a	large	s et	of	s helves 	on	which	goods 	are	dis played	in	a	s upermarket

A	wall -mounted	l iterature	holder a	holder	where	are	letters 	for	cus tomers ,

A	hanging	banner It	s hows 	the	logo	and	s ome	information	about	company/product

A	window	dis play paper	that	s hows 	a	dis count	or	information	placed	on	the	s hop	window
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A	floor	s tanding	dis play
is 	a	cardboard	dis play	s tand	us ed	in	retai l 	s tores 	to	dis play	products

to	cus tomers

a	bas ket	l iner
the	firs t	pop	you	wil l 	probaly	s ee	in	the	advertis ing	at	the	bottom	of	the

bas ket

A	dump	bin a	container	us ed	to	hold	and	dis play	goods 	in	a	s tore

Shelf	wobblers
a	piece	of	printed	paper	or	an	electronic	s creen	fixed	to	a	s helf	in	a

s tore,	to	bring	attention	to	goods 	on	that	s helf

A	totem an	object	that	is 	s howing	s omething

A	counter	top	dis play is 	a	retai l 	dis play	unit	normally	placed	on	a	s hop	counter	to	encourage
cons umer	impuls e	purchas es

A	tent	card
a	card	with	printing	on	either	s ide	that	may	be	mounted	on	a	s tand	or
placed	on	a	flat	s urface.	Tent	cards 	are	us ed	to	advertis e,	es pecial ly	by

res taurants 	tos howcas e	their	s pecials .

Street	marketing
is 	marketing	or	promoting	products 	or	s ervices 	in	an	unconventional
way	in	public	places .	The	main	function	of	it	is 	that	the	activities 	are

done	exclus ively	on	the	s treets
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Spread	the	word to	communicate	a	mes s age	to	a	lot	of	people

Word	of	mouth
Oral	or	written	recommendation	by	a	s atis fied	cus tomer	to	the

pros pective	cus tomers 	of	a	good	or	s ervice.	Cons idered	to	be	the	mos t
effective	form	of	promotion

To	build	awarenes s
Es tablis hing	brand	awarenes s ,	or	knowleadge	of	a	product	among	the

cus tomers

To	increas e	the	purchas e	cons ideration get	cons umers 	to	cons ider	buying	a	product

To	create	a	buz z
to	draw	pos itive	attention	and	interes t	in	s omething,	to	create	interes t

in	a	product	or	s ervice

To	es tablis h	a	dialogue
with	potential 	cons umers 	-	s tart	talking	and	l is tetning	to	people`s

opinions 	aboutthe	brand

Brand	ambas s adors
a	pers on,	es pecial ly	a	celebrity,	who	is 	paid	to	endors e	or	promote	a

particular	company' s 	products 	or	s ervices

Pas s 	on	–	to	carry pas s 	on	the	experience	of	product	or	brand	to	others
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To	build	credibil ity by	convincing	influential 	and	trus ted	peer	members

Peer	members people	of	the	s ame	age	or	with	the	s ame	interes ts

Product	s ampling
is 	a	s ample	of	a	cons umer	product	that	is 	given	to	the	cons umer	free	of

cos t	s o	that	he	or	s he	may	try	a	product	before	committing	to	a
purchas e

Pos ting or	putting	up	s tickers 	and	pos ters

Colleteral	dis tribution
hand-to-hand	dis tribution	of	flyers ,	pos tcards ,leaflets 	and	s mall 	gifts ,

als o	called	giveaways 	or	goodies

Cos tumed	actor s ome	figure	which	reminds 	on	product	als o	us ed	for	advertis e

Wrapped	vehicals vehicals 	with	brand	logo	for	advertis e

Giveaways s omething	that	is 	given	free	to	a	cus tomer
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Goodies s omething	es pecial ly	attractive	or	pleas ing
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