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The Marketing Mix

Definition: The marketing mix is the combination of 
product, price, place and promotion for any business 
venture.

No one element of the marketing mix is more important 
than another – each element ideally supports the others. 
Firms modify each element in the marketing mix to 
establish an overall brand image and unique selling 
point that makes their products stand out from the 
competition.

Market research findings are important in developing the 
overall marketing mix for a given product. By identifying 
specific customer needs, a business can adjust the 
features, appearance, price and distribution method for a 
target market segment.

Product Portfolio

Definition: The product portfolio is the mix of products 
the business produces and sells. Having a product 
portfolio makes a great deal of sense in a number of 
ways.

A product portfolio:
• spreads fixed costs
• allows for greater economies of scale
• allows the targeting of wider markets
• reduces risk
• smooths out overall sales
• creates opportunities for growth.

Asset-Led Marketing

Definition: A marketing strategy based on a 
firm's strengths, not solely on the customers' 
needs.

Taking an asset-led marketing approach 
means that a business can build on: 
• its tangible strengths, which might include 

its product, production techniques and 
distribution network

• its intangible strengths, such as goodwill, 
branding, experience and image.

The Worlds most valuable brands

Advantages of Asset-led:
 ☑ Strengths linked to market needs. This 

could be a reputable brand extending 
their product range, e.g. the makers 
of Marmite have produced marmite 
flavoured rice cakes.

 ☑ The business will be aware of its 
weaknesses and will not produce products 
that it does not believe it can do well just 
because the market has requested them.

 ☑ The cost of market research may be less.
 ☑ Likelihood of success likely to be greater.

Case study example:
Tesco sending details of their back-to-school 
children’s clothes promotions to customers 
on their database, who spend money on 
fish fingers and burgers (these customers 
are likely to have young children). Tesco are 
targeting a market segment that is most likely 
to buy the promoted product. In this example, 
we see that the internal strength of the 
business is the effective application of IT. This 
is then related to seasonal market demand, 
increasing product sales.

Ways to Market a Business

• Businesses can find out their customers’ 
requirements and make sure that their products 
meet them. 

• They could assess whether the layout/presentation 
of the business is attractive enough.

• Review the product range – is it appropriate? Are 
they targeting the right market?

• Review the pricing, e.g. in comparison with the 
competition.

• Review the way the business promotes their 
products. Alternative promotional offers.

• Find out about competition again via market 
research and try to match what they are doing.

• Consider the location – is it suitable – for the 
business/customer?

Product

Place

Price

Promotion
Advertising 
personal 
selling, sales, 
promotion,
and publicity.

Where to sell 
your product.

What products 
to make and sell.

Market
Target

How much is your
product going to 
cost.

Product



The Marketing Mix
AS Business 

Unique Selling Point

Definition: Something that differentiates the product from its 
rivals.

• May help a business to gain a competitive advantage over 
its rivals.

• Can help to justify why a premium price may be being 
charged.

• Likely to attract more customers.

Purposes of Packaging

• Design – Packaging should be eye catching. It should help the consumer distinguish 
them from other products. Should be consistent with the brand image. Colour may be 
important.  

• Convenience – Consumers must be able to open the products easily in order to access 
the contents. Must not be too bulky as this will add to distribution costs and may deter 
customers.

• Protection – The contents must be well protected and not easily damaged as this 
will be a problem for both distributors and customers. This will also be costly for a 
business and may lose customers if the products are poorly protected. Storage. Needs 
to maintain freshness.  

• Information – Customers now require to be fully informed about the ingredients used 
in their products that they purchase. This is also required by law and all legislation 
must be complied with. The sources of raw materials are increasingly important for 
ethical customers.  

• Environmental factors – More consumers are becoming environmentally aware and 
recyclable materials are used when possible. Also manufacturers are increasingly 
coming under pressure to reduce waste in relation to packaging.  

• Cost of materials to make the packaging, e.g. comparing cardboard and plastics.  

Branding

Definition: It is a name, term, sign, symbol or design that 
identifies a seller’s products and differentiates
them from competitors’ products.

Increasing brand awareness is important:
 ☑ To create brand loyalty – important as it encourages repeat 

purchasing by loyal customers and will increase market share.
 ☑ To differentiate the product – important to be able to clearly 

distinguish the product in a market where products can be fairly 
similar. 

 ☑ To gain flexibility when making pricing decisions – important as 
prices can be raised without significant loss in revenue. 

 ☑ To help recognition – important as this might mean that customers 
trust a product that they instantly recognise and are therefore 
more willing to buy it.  

 ☑ To develop a brand image – important because if customers have 
a strong desire to be associated with the brand, then they are likely 
to pay significant price premiums in order to get the brand of their 
choice. 

 ☑ Customers tend to trust the product and may purchase other 
products that are associated with the brand.

 ☑ Gives a business a clear and easily recognisable identity, which will 
help to differentiate products from those of competitors.

 ☑ Retailers will be more willing to stock and sell the branded 
products.

 ☑ Competitors have to discount heavily to attract customers away 
from their preferred brand. 

 ☑ Might damage the business' reputation if a new product is not 
successful.

 Disadvantages:  
 ☒ High cost of advertising – brands must constantly be kept in the 

consumer’s eye.
 ☒ Loss of brand value for one product can affect a whole range of 

similarly branded products.
 ☒ Brands invite competition – often from copycat manufacturers.
 ☒ High cost of research and development in ensuring that the brand 

continues to develop and lead the market.

TOP BRANDS

REPUTATION

BEST PRICES
GOOD SERVICE
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Is the Provision of Quality Products 
the Most Important Element in the 

Marketing Mix?

Arguments in favour of quality products:
• For some businesses, the concept of 

quality is central to the image of that 
business – for example, Apple; they are 
at the expensive end of the market and 
therefore cannot allow their reputation 
to be damaged by either poor quality or 
poor quality service.  

• Some businesses aim to be the very best 
in the industry – therefore providing a 
quality product will be integral to that.

• Customers will not repeat purchase if the 
quality is poor – lost revenue in the longer 
run – word of mouth.  

• Retails will not stock a business' products 
if they cannot be relied upon, as their own 
reputation will be damaged.  

However:  
• The price for its products must be set 

at the right level. Too cheap and it will 
not fit in with the image of the business. 
Too expensive and they may lose some 
customers.  

• The place where the products are 
sold/displayed is important – a wide 
geographical spread is important in order 
to allow people to access the products.  

• The promotion of its products and 
service is also important in maintaining 
the right image as well as informing the 
customers of the products existence. 
Well-designed website and impressive 
brochures. 

Product Differentiation

Making your products different from the competition is 
important. This separates your brand from competitor 
brands. Products might be very similar in the way 
that they are made or how they are used but may be 
perceived quite differently by consumers. 

Products can be differentiated from the competition 
by:
• methods of promotion – creating a personality for 

the product
• packaging – eco-packaging
• form – making your products look different from 

the competition
• the provision of add-ons – Kia cars have a seven-

year warranty
• quality and reliability – these are features which 

can be emphasised (for example, BMW and Rolls-
Royce cars).

Product differentiation helps create customer loyalty 
and gives a business more control over the pricing 
strategies used.

Marketing Plan

Definition: A marketing plan is a detailed statement of 
how the company’s marketing strategy will be put into 
action. 

Advantages:
 ☑ the plan forces a business to think about the future
 ☑ it will improve co-ordination, takes a holistic view of 

a business marketing activities and helps to ensure 
that all departments work together  

 ☑ it will help ensure that the business achieves its 
objectives

 ☑ employees will be more informed and perhaps 
better motivated

 ☑ a marketing plan should make banks feel more 
confident about offering loans to a firm.

Disadvantages:
 ☒ the plan itself is costly and time-consuming to devise
 ☒ if the plan is not well drawn-up or includes too much 

information, it may do more harm than good as it 
fails to help the business achieve its objectives

 ☒ a bad plan can de-motivate employees who have no 
faith in it

 ☒ businesses are often organised into departments 
and the success of the marketing plan will depend 
upon each being prepared to put aside their own 
goals to satisfy consumers' needs.
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Partnerships

Definition: Product life cycle has to do with the life of a product in the market with respect to sales. Products pass 
through these stages at different speeds – some products do not make it past the early stages and fail!

Diagram:

Stages:

• Development – During the development stage, there is substantial negative cash flow caused by spending on 
R&D, market research, product design and preparing for production. 

• Introduction – The product is launched onto the market but sales are usually slow – a good deal needs to be 
spent for promotion in order to boost sales. 

• Growth – As sales increase, the business will hope to earn enough money to pay back their initial investments.
• Maturity and Saturation – Sales increasing/revenue increasing – cash can be reaped from sales once they have 

stabilised during the maturity stage. As the product enters the saturation phase there is slower rate of growth – 
competition may be entering the market.

• Decline – Sales of the product begin to fall – decisions have to be made as to whether to support the product or 
remove it from the market.

Extension Strategies

Definition: A medium-/long-term plan for 
lengthening the life cycle of a product or brand, or 
to generate more sales. Likely to be implemented 
during the maturity or decline stages. 

Examples include:

• New feature – attract new customers – 
expensive to design.

• Develop a wider product range – reformulate 
the product – new flavours, new recipes, 
etc. can attract new customers – existing 
customers may not like the new flavour.

• Aim at specific target markets that have not 
purchased the product before. New image 
promoted by revitalised advertising campaign.

• Change brand name/packaging/appearance 
– customers may not recognise product, cost 
of advertising to let customers know of the 
change.

• Produce different quality – appropriate to 
customers demand/income – in environment 
for market segment – but may discourage 
some looking for, e.g. less/more expensive 
goods.

• Market in different places, e.g. the internet, 
geographically in different areas or countries 
– but costs of promotion, transport, etc. may 
impact on prices.

• New promotions – through competitions/
gifts/open events they may attract different 
customers – but may add to costs and 
discourage some.

• Adopt new pricing strategies – may adopt 
skimming/creaming – customers willing to 
pay high prices – but may discourage some 
looking for lower price. May charge lower 
prices to attract wider market but may 
discourage some customers. This could lead 
to less profits.

Relationship between the Product 
Life Cycle and Cash Flow

Reasons for changes in product life cycle

• Fall in demand for products – people are buying 
alternatives.

• Same quantity of goods sold – at lower price so value 
fallen. 

• Goods available from alternative suppliers – 
supermarkets etc. – internet. 

• Recession – loss of jobs – fall in purchasing power – all 
goods fallen in demand.  

• Technological change – e.g. downloading. 
• Products already owned – don’t need any more.
• Products last longer – don’t need to buy them as so often.
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Boston Matrix

Definition: The Boston Matrix shows the market 
share of each of business’ products and the rate of 
growth of the markets in which they operate. 

By highlighting the position of each product in terms 
of market share and market growth, a business can 
analyse its existing situation and decide what to do 
next. 

• Cash Cows – high market share in a relatively slow growing or declining market. High sales generate cash, 
which may be used to help support new products being launched in new or existing market segments. Less 
money is likely to be used on supporting cash cows as they are already established. 

• Problem Child (also known as a Question Mark) – low market share in a high growth market. Could well 
provide a lot of revenue in the future, but are probably the most difficult to manage. The market is growing 
and, therefore, achieving a higher market share would be the objective. Relatively high levels of investment 
are needed to keep the products going with re-launches. If this has been tried before, may abandon the 
product. 

• Star – high market share in a high growth market. Does well in a growing market. May well need protection 
from competitors and money from the cash cows can help to fund heavy promotion. 

• Dogs – low market share in a low growth market. They hold little appeal unless they can be revived. Will 
probably be withdrawn from the market or may be given one last chance. Dogs may be sold onto other 
companies and removed from the portfolio.

How does the BM help in managing a 
business’ expanding product portfolio?

• As the business’ portfolio grows, the Matrix 
may be helpful in giving business owners a 
structure/method for analysing how each 
product is doing in relation to market share and 
market growth.

• A firm can access if any of its products have 
become cash cows yet. Do they need as much 
promotion as some of their other products? Can 
any of their products be regarded as cash cows 
given that the business may only have been 
trading for a few years?

• Are any of the products problem children? Do 
they need to withdraw them from the market or 
seek ways of boosting sales?

• Are any of the products doing very well – are 
they rising stars? Should production capacity 
be increased at the expense of other less 
successful products?

• It isn’t good to have too many items in each 
category. If this is the case, then perhaps they 
should allow the products they have to mature 
in the marketplace before introducing any new 
products.

• The Boston Matrix is just a generalisation. Cash 
cows can lose money and dogs can be profitable 
in the right circumstances. 

• Customer opinions and loyalty need to be 
taken into account. Market share can be a 
reflection of how long a business has been in a 
market or the success of its recent marketing 
mix. If there is a high degree of loyalty among 
a business' customers, this might enable it to 
overcome apparent weaknesses in terms of its 
products' position in the Boston Matrix. 

• The Matrix can cause firms to focus too much 
upon pursuing increasing market share 
as opposed to, for example, attempting to 
consolidate market share or improve other 
aspects of the performance of the product. 
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