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Marketing 
Marketing means identifying consumer’s requirements and identifying how to supply these requirements at a profit. It is finding out what a customer wants and making a product to satisfy these needs profitably
The Marketing Strategy
A marketing strategy is a plan of setting out how a business achieves its marketing objectives 
The Marketing strategy will set out a map of marketing goals and how these goals will be achieved. It is usually developed with the different stages of planning in place, and should have both strategic and tactical plans in place
A business Marketing Strategy is outlined below

1. Identifying your Target Market
A Target Market refers to all people who might buy a particular good or service. The Target Market will have something in common and are targeted by the advertisers
Example Target Market for Ed Sheeran tickets would be Pop Music Fans, soccer jerseys would be football fans, Dora the Explorer would be children, etc..
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2. Market Research
Once you have identified your target market, one of the most important tasks in business is to find out what products and services the consumer needs and wants. To do this they use Market Research, which is the collecting of information about a product and its market and then using that information to make business decisions. 
This will give information for a business on important areas such as potential demand, consumer tastes, price sensitivity, competitors’ products, and feedback on existing products
Types of Market Research
Field Research
[image: ] [image: ] [image: ]
Field Research is primary research, and it involves going into the marketplace and gathering information by making direct contact with existing or potential customers.
Field Research can be expensive and time consuming, but it does allow a business the opportunity to design the questions they need answering themselves and also allows you to directly observe your target market.
Examples of Field Research include:
· Surveys 
· Questionnaires
· Taste tests and free samples
· Focus Groups
· Direct Observations
Desk Research
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Desk Research is secondary research, where a business accesses information that has already been gathered. The information already exists, so the business does not have to go out to try and find it.
Desk research is relatively cheap, which keeps costs down as the data does not have to be collected. They must however be aware that data can go out of date quickly, and will have no guarantee to the accuracy of the research as there may have been mistakes in recording answers or leading questions
Examples of Desk Research include:
· The internet
· Central Statistics Office
· Trade Magazines
· Libraries
· Business Reports
Market Research Success
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Market Research Failure
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3. Market Segmentation
Market Analysis can show that your target market can be divided into smaller segments. Market Segmentation involves dividing up the market into clearly identifiable segments that have common characteristics. It allows a firm to identify which segment their target market is by dividing the market into groups of consumers with common needs and then designing and implementing strategies to target them
Reasons for Market Segmentation include:
· Different segments have different spending patterns and disposable income and so segmenting will ensure that different price strategies can be used for the different segments that exist
· Market segmentation helps lower marketing costs as money is not wasted on advertising to segments not interested in their products
· It can help smaller businesses succeed as they can enter a segment of the market that can be highly competitive and try to become an expert- example wedding shoes for the wedding market
The most common ways of identifying a market would be through
· Geographic Segmentation: This is segmenting markets based on where a person is from, like location, urban v rural, climate, population growth etc… Think of radio stations- they are segmented geographically based on where people are from and give local news about those areas

· Demographic Segmentation: This is segmenting markets based on characteristics, such as age, income, gender etc.. You are able to target demographics differently for the same or similar products. Think of Cadbury Chocolate Bars like Freddo, Dairy Milk, aimed at different demographics

· Behavioural Segmentation: This is segmenting our brand loyal v infrequent users. Multipack offers can be offered to frequent users, while individual packets can also be purchased, like Manhattan Popcorn or baked beans

· Psychographic Segmentation: Products like cars, newspapers etc.. have social classes and personality types, think of people who buy Porches, or The Sunday Times vs tabloid newspapers. 
Sample McDonalds Market Segmentation [image: ]
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The market analysis may also highlight the existence of Niche Markets. 
A niche market is a subset of a market segment which a specific product is focused and its features are aimed at satisfying a specific market segment’s needs, as well as price range, production quality, and demographic it is intended for. 
It is usually a small market segment who is not satisfied with the mainstream products in the market because they have different, more specialised needs and are even prepared to pay a higher price for the product. 
[image: ]4. Product Positioning
Product positioning means creating an image for the product in the minds of consumers in the target market. For example, what do you think when you consider Marks and Spencers v Aldi for food shopping?
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5. The Marketing Mix
The Marketing Mix consists of the 4 elements that a business can use to persuade consumers to buy their products. They are known in business as the 4 P’s, and they are:


















Product
A product can be an idea, a service or a good. Consumer products such as clothes and TV sets are products purchased to satisfy personal and family needs. 
Among the issues to be considered concerning product include:
· Branding
· Product Design
· Product Packaging
· Product Life Cycle
Branding
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Branding involves the creation of a brand name (Coca Cola, McDonalds, Apple) which the company has the sole right to use. Brands create a personality for a product, which allows consumers to develop a lifestyle relationship with the products they consume, and also helps the business stand out from their competitors
The Importance of Strong Branding
1. Increase Sales
When consumers recognise a brand name, they are immediately drawn to it and it is easier for them to make up their mind to buy the product. Think about the amount of Starbucks there are all around the world- a strong brand name stands out from unknown competition to the buyer
2. Branding can help you win investment
A strong, well-known brand can help you to generate future business, and even increase your business’ value by giving you more leverage in your industry. This makes it a more appealing investment opportunity because of its firmly established place in the marketplace
3.  Branding can help you win new customers 
A good brand will make it easier for you to win referral business. Strong branding generally means there is a positive impression of your company among consumers, and they are likely to do business with you because of the familiarity and assumed dependability of using a name they can trust.
4. Branding can boost employee pride and satisfaction
When an employee works for a company with a well-respected brand, and they genuinely agree with what your brand stands for, they will be more satisfied with their job and have a higher degree of pride in the work that they do.
Branding your workplace and creating promotional merchandise for your employees to use can help to reinforce the strength of your brand and the values it stands for.
5. Brand Loyalty
A well thought out brand will help you build trust with consumers, potential clients and suppliers.
People are more likely to do business with a company that has a polished and professional brand image and lead to brand loyalty and repeat customers
Own Brand Products 
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These are products sold by retailers under the retailer’s own name and logo to compete against existing products. Large multiples such as Tesco’s use own label brands e.g. Tesco Milk sold against Avonmore milk in Tescos. These products tend to be cheaper against the competitors.
Advantages of Own Brand Products
· Own Brand Products allow businesses to offer customers lower prices which in turn helps attract customers to do all their shopping in their store- this is known as a loss leader
· It gives retailers a competitive advantage against competition as their own brand products are not available anywhere else
· There is also more bargaining power for the retailer- suppliers compete for limited shelf space as the retailer stocks their own products and so more discounts can be obtained



[image: ]
[image: ]

Product Design
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Product Design involves the creation of an attractive product which works. When designing a product, it must be able to do what it is set out to do, and also be aesthetically pleasing in terms of shape, colour etc.. The success of Apple Computer's iMac can be attributed to its distinctive features and designs.
Particularly in today’s market where consumers are so self-aware, and with so much competition in the market place, making sure your product design suits the needs of consumers will increase sales and brand loyalty.

Product Packaging
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Product packaging serves many functions that are useful for a business:
· Protects the product during transit, storage and handling
· It also keeps the product fresh, preserving quality until it is used
· Packaging contains information on contents, ingredients, best before date… 
· Products can be instantly recognisable due to the shape of the packaging
· Packaging draws attention through brands and logos, shape and colour
· Packaging can control the size and quantity of a product
· Packaging can increase brand loyalty and self-esteem/self-image for high end goods

Product Life Cycle
Product life cycle - This describes how the market for a product changes over time.
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Introduction Stage – This stage of the cycle could be the most expensive for a company launching a new product. The size of the market for the product is small, which means sales are low, although they will be increasing. On the other hand, the cost of things like research and development, consumer testing, and the marketing needed to launch the product can be very high, especially if it’s a competitive sector
Growth Stage – The growth stage is typically characterized by a strong growth in sales and profits, and because the company can start to benefit from economies of scale in production, the profit margins, as well as the overall amount of profit, will increase. This makes it possible for businesses to invest more money in the promotional activity to maximize the potential of this growth stage
Maturity Stage – During the maturity stage, the product is established and the aim for the manufacturer is now to maintain the market share they have built up. This is probably the most competitive time for most products and businesses need to invest wisely in any marketing they undertake. They also need to consider any product modifications or improvements to the production process which might give them a competitive advantage
Saturation Stage- The market becomes full and sales fall for each individual seller. Costs rise as advertising and sales promotions are used to maintain the firm’s position in the market. Price wars may occur to try to keep customers
Decline Stage – Eventually, the market for a product will start to shrink, and this is what’s known as the decline stage. While this decline may be inevitable, it may still be possible for companies to make some profit by switching to less-expensive production methods and cheaper markets (Product Harvesting)
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Extension Strategies to a Product Life Cycle
Update The Product
Businesses could update the product and launch it in new flavours or sizes or with different features. E.g. Coke launched different size bottles like the 1.25 litre to maintain sales
Change the Design
The business could improve the design of the product, tweaking a feature e.g. adding Bluetooth radio to a car. This might attract new customers or previous customers may retry the product to find out what has improved. E.g. The Honda Civic changed its design to be more modern cars

Change The Pricing Strategy
Changing the selling price can increase sales. Price drops can increase demand as consumers look for value e.g. The FAI lowering match tickets to encourage fans to buy tickets to increase overall revenue
Offer Loyalty or 	Discount cards
Offering loyalty cards with points or discounts can be a way of retaining customers that may be tempted to go to competition. E.g. Dunnes Stores give €10 off your next shop when you spend €50.

Price
This is how much the customer will pay for the product/service.
Among the issues to be considered concerning price include:
· Factors influencing prices
· Pricing strategies
· Breakeven Analysis
Factors influencing Price
Demand: When demand is high, prices will be high. Think of tickets to an All Ireland Final or an Ed Sheeran gig
Production Costs: The price will have to be higher than the cost of producing the product, for example raw materials, expenses, wages etc.. While a business may initially try to sell below cost price to attract customers, it will not be sustainable in the long run
Competitors: Prices will generally need to be in line with what competitors are charging, unless they actively choose an alternative pricing strategy such as premium pricing
Consumers: The type of buyer and their expectations can decide the market- income levels, spending habits etc..
Type of good: Smokers generally are price loyal, but in supermarkets, everyday goods such as bread and milk will generally sell on what is the cheapest
Pricing Strategies
Premium pricing:
· Price is set at a high rate to reflect consumer’s perception of a superior product. 
· Ideal for small businesses that sell unique products and develop high-quality products. 
· Product may have a unique selling point (USP) or a distinct competitive advantage
BMW/Rolex Watch/Hermes scarf/Fantasia children’s clothing/Products based on new technologies (3D Games).
Price skimming:
· Often most effective in the early days of a product life cycle/very few close rivals/setting high prices during the introductory phase to maximise revenues/help cover R&D costs and lowering the prices as competitor products appear on the market
· Suits businesses that have a significant competitive advantage. Allows businesses to earn high profits from “early adopters” who are prepared to pay the higher price to have the latest or best product on the market, before dropping the price for price sensitive consumers 
· Cannot last for long as rival products will come on the market.
(Apple/ Samsung/ Sony).
Other Pricing Strategies
Bundle pricing: Sky packages/Vodafone
Cost plus pricing (mark-up pricing): Price set to cover costs (production, marketing, distribution) and include a target/fixed percentage profit margin.
Tiered pricing: Customers can choose the price level that best fits their budget. They can purchase the basic model car or the luxury model. Can help a business capture a larger portion of the market
Price discrimination: Charging different prices to different market segments for the same product. Cinema tickets/airline tickets
Penetration Pricing: Undercut competitors to attract customers
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Place
This is about getting the final product to the consumer. It is important to choose a Channel of Distribution which is easily accessible to your target market
[image: ]
Factors to consider when choosing a Channel of Distribution:
Cost
More channels- more expense. Ryanair was motivated by cost factors when it cut travel agents out of its ticket sales distribution network.
Type of good/durability
What’s the shelf life? Fresh goods delivered directly to the retailer.
Market size
Cadburys distributes their products through wholesalers like Musgrave Group due to number of shops nationwide
Technological developments
Apps e.g. banking 365online for Bank of Ireland, less need for physical branches.
The Wholesaler
[image: ] [image: shutterstock_57689326]
A wholesaler buys large quantities of goods from many manufacturers and sells them in smaller quantities to retailers. E.G. A school may need large stocks of paper, which it purchases directly through the wholesaler in order to receive a discount
Cash and carry wholesalers are different than general wholesalers as they act as supermarkets to retailers. Consumers are not permitted to shop in them. E.g. Musgraves.
2014 Question 7 B.
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Promotion
This refers “to the method made by the business to communicate there product to the target market
[image: ]
1. Sales Promotion
Sales promotion is any initiative undertaken by an organisation to promote an increase in sales, usage or trial of a product or service 
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Examples of Sales Promotion
· Free gifts e.g. Subway gave away a card with six spaces for stickers with each sandwich purchase. Once the card was full the consumer was given a free sandwich
· Discounted prices e.g. Budget airline such as EasyJet and Ryanair, e-mail their customers with the latest low-price deals once new flights are released, or additional destinations are announced
· Joint promotions between brands- For example fast food restaurants often run sales promotions where toys, relating to a specific movie release, are given away with promoted meals
· Free samples (aka. sampling) e.g. tasting of food and drink at sampling points in supermarkets. For example Red Bull (a caffeinated fizzy drink) was given away to potential consumers at supermarkets, in high streets and at petrol stations (by a promotions team).
· Vouchers and coupons- often seen in newspapers and magazines
· Competitions and Prize Draws
· Buy one Get one Free
· Loyalty Cards

2. Personal Selling
[image: Image result for personal selling fashion][image: Image result for personal selling car]
Personal selling is where businesses use people (the "sales force") to sell the product after meeting face-to-face with the customer.
The sellers promote the product through their attitude, appearance and specialist product knowledge. They aim to inform and encourage the customer to buy, or at least trial the product.
A good example of personal selling is found in department stores on the perfume and cosmetic counters. A customer can get advice on how to apply the product and can try different products. Products with relatively high prices, or with complex features, are often sold using personal selling. 
3. Public Relations
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Public Relations refers to all activities e.g. press conferences/ sponsorship related to creating a good public image for the product or service amongst its stakeholders.
It aims to achieve favourable publicity and build a good corporate image for the business in the public eye in the long run. The activity may be carried out by the company’s own Public Relations Officer (PRO) or by a specialist PR agency.
Methods of PR
Publicity
Public Relations can take the form of press releases or press conferences where the media are given information about the company’s activities. The business can arrange photo shoots and provide pictures to media for them to use.

Sponsorship
Businesses want to have people associate their brand with certain events or teams e.g. the Olympics.
They pay money so that their product name will be displayed by individuals, organisations or at particular events or stadia. It can be very effective at positioning a business (sponsoring of sports events or TV programmes).
e.g. 3arena in Dublin, Vodafone on the Irish Rugby Jersey
Newsletters
Sending newsletters – relevant information about the organisation or/and its products/services - directly to the target audience is also a common method to create and maintain a strong relationship with the public. Newsletters offering promotional products are also a common marketing strategy but PR specialists use it to share news and general information that may be of interest to the target audience rather than merely promoting products/services.
Blogging
To reach the online audience, PR specialists use the digital forms of press releases and newsletters but they also use a variety of other tools such as blogging and recently, microblogging. It allows them to create and maintain a relationship with the target audience as well as establish a two-way communication.
Social media marketing
Like its name suggests, it is used primarily by the marketing industry. Social media networks, however, are also utilised by a growing number of PR specialists to establish a direct communication with the public, consumers, investors and other target groups
4. Advertising
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Advertising is when businesses communicate directly with consumers in an attempt to convince them to buy their products.
Types of Advertisements
Informative- Give information, example milk is good for bones/ buy Irish
https://youtu.be/BC7urUfk81Q
Persuasive- Chose our product, you must have our product
https://youtu.be/l8-Mr1Vf2iw?list=PL5F-BsyODxxcU9c8fnTn2JlX-d050xztH
Competitive- Make the switch- Ryanair v Aer Lingus
Generic- Industry promotes the product, example Irish Beef
Remind- Keep the product in your mind, like Coca-Cola

Advertising Media
[image: ]
Note-In class we will form a class discussion on the advantages and disadvantages of each form for a business
Guerrilla Marketing
[image: ]
Guerrilla marketing is an advertisement strategy concept designed for businesses to promote their products or services in an unconventional way with little budget to spend. This involves high energy and imagination focusing on grasping the attention of the public at a more personal and memorable level.
Advertising Aims
[image: ]
Selecting an Advertising Medium
· When will the target audience see it- Example Dora the Explorer on tv during the morning
· Nature of the product – Example Washing Powder or cleaning products being seen to work
· The Message- Trade magazines for cars
· The Cost- Depending on size of the business, what is cost effective

2014 Question 7 A.
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[image: ]The Advertising Standards Authority of Ireland
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[bookmark: _GoBack]The Advertising Standards Authority of Ireland keeps an eye on the advertising industry to ensure that consumers are protected
Any member of the public can complain to the ASAI in writing. It will investigate the complaint and if it agrees with it, will ask the advertiser to take it down or change i[image: ]
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Sheeran’s target audience

* 60% female compared to 40% male audience
« Millennials varying from ages 18-34

« An audience with a heavy consumption of
entertainment

« Audience engages in social media heavily
« Utilizes numerous digital devices (i.e. smart
phones, iPads etc.) and platforms.
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Apple

Apple has been the largest name in technology for years. This is not necessarily
because they are the most innovative. Instead, it is because they use market
research to find out exactly what their customers want from their devices; they
then figure out how to make those wants a reality.

Their “Apple Customer Pulse” research group is a prime example. Because these
are online surveys, the company is able to compile and analyze the data faster,
and the surveys are easy to administer, without much effort. This makes the
market research more appealing to those that participate, as well as to the
company.

These surveys have led to different designs and modifications of Apple
products. Such modifications include having bigger screens to view videos and
games more clearly.*
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Coca-Cola Lost Millions Because of
This Market Research Mistake

Author
Scott Smith, Ph.D.
January 21, 2013

In the mid-1980s, the Coca-Cola Company made a decision to introduce a new beverage product

(Hartley, 1995, pp. 129-145).

The company had evidence that taste was the single most important cause of Coke's decline in

the market share in the late 1970s and early 1980s.

A new product dubbed “New Coke” was developed that was sweeter than the original-formula

Coke.

Almost 200,000 blind product taste tests were conducted in the United States, and more than

one-half of the participants favored New Coke over both the original formula and Pepsi.

The new product was introduced and the original formula was withdrawn from the market. This
turned out to be a big mistake! Eventually, the company reintroduced the original formula as Coke

Classic and tried to market the two products simultaneously.




image11.png
What went wrong?

Two things stand out.

First, there was a flaw in the market research taste tests that were conducted: They assumed

that taste was the deciding factor in consumer purchase behavior.

Consumers were not told that only one product would be marketed. Thus, they were not asked

whether they would give up the original formula for New Coke.

Second, no one realized the symbolic value and emotional involvement people had with the

original Coke.

The bottom line on this is that relevant variables that would affect the problem solution were not

included in the research.
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Type of

‘Behavioral

‘Psychographic

Segmentation

Region.
Density

Life-cyclestage

Income
Occupation
Degree of loyalty
‘Benefits sought

User status
Social dlass
Lifestyle

McDonald’s target segment
Urban/rural

8-45

Males & Females

‘Bachelor Stage: young, single people not living at home
Newly Married Couples: young, no children
‘Full Nest IT:youngest child sx or over

Lowand middle

‘Students, employees, professionls
“Hard coreloyals’ and Switchers’

‘Easygoing & careless

‘Potential and regular fat food eaters

Lower, working and middle classes

McDonald's targets Resigned, Strugeler and Mainstreamer

individuals according to Cross Cultural Consumer
Characterization developed by Young & Rubican
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Vinyl: A Billion-Dollar Nostalgia Niche

Buyers from millennials to Baby Boomers are purchasing vinyl, although listening to music
may not be the primary motivation. For some, vinyl is a unique form of expression in a digital
age.

Vinyl, which reached peak sales in units and dollars in the
late 1970s, will continue its remarkable resurgence in
2017, driven by consumer demand for collectibles.
Deloitte Global predicts vinyl records and related
accessories will generate approximately $1 billion globally
in revenue for the first time this millennium.* New and
used records will account for more than 90 percent of this
revenue, while turntables and accessories will make up
the rest, according to Deloitte Global.2
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2010 Q7 (C) ‘Many businesses spend large sums of money developing a
brand name". lllustrate the benefits of branding for the business and the
consumer. (25 marks)

MS: 4 @ 5 marks (2 + 3); example 5 marks (2+3)

Benefits to the business:

Marketing More Efficient

Having a strong brand name means businesses can advertise the brand
instead of each product e.g. Cadbury’s advertising Cadbury's, not each
individual bar.

Customers will more easily recognize their products on shelves and in
advertising/marketing and will know it from other competitors.

Introducing new products/ranges

If a brandname is well known e.g. Under Armour, then it is much easier
for them to launch new products or new ranges e.g. Under Armour
Golf range, as consumers already know the brand and trust it will be of
a high quality.

E.g. Apple launching the Apple Watch was easier as the brand was so well
known.
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Others: Command higher prices; repeat purchasing/customer
loyalty; Market Segmentation e.g. Kelloggs;
Benefits for the consumer:

Consumer Confidence/Trust

Branding helps the buyer to identify a particular producer’s goods
and allows confidence in the performance of that brand.

They feel much happier parting with hard earned money for branded
items.

E.g. they know when they buy Nike it should be of a high standard even if it
a higher price than some competitors.

Image/Enjoyment
Certain premium brands allow consumers to define their success or
power e.g. Rolex watch/ Porsche car.

Brands can allow consumers to express their own self-image e.g. what
branded goods/slogans they wear as clothes.
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2015 Q5 (A) (i) Draft and label a product life cycle.

(ii) Describe one characteristic of each stage of the product life cycle with
reference to a product of your choice. (25 marks)

MS: 8@1m +1 m for curve; 5 @ 3m (2+1); Name one product 1m

PRODUCT LIFE CYCLE
SALES

Introduction  Growth Maturity Saturation Decline
TIME

*As with all graphs, make sure to give a title and label both
axes*
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Introduction

There is heavy expenditure on promoting (advertising/sales promotions) the
product and the company has to decide on a suitable pricing strategy.
Sales are slow which can lead to no profit/poor cashflow.

E.g. Boojum had to advertise a lot when they opened in Dublin as sales
were low.

Growth

AAs the product gets known (word of mouth, reviews etc...) sales grow
rapidly.

Costs fall per unit as production increases leading to an improved cash flow.
Expanded production will require further investment.

E.g. Boojum opened up two new stores to cope with increased demand.
Maturity
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Sales increases slow as profits reach a peak and level off.

If the product isn’t enhanced/developed, sales will go in to decline.

E.g. advertising can be used to extend a products life cycle at this stage. Or
new developments e.g. Boojum introduced two new burritos to their menu.

Saturation

The market becomes full and sales fall for each individual seller.

Costs rise as advertising and sales promotions are used to maintain the
firm's position in the market.

Price wars may occur to try to keep customers.

E.g. Tolteca enter the Irish market selling burritos, reducing demand for
Boojum.

Decline

Sales and profits fall as the product is withdrawn from the market.
Product harvesting may occur; selling at a very low price with no
advertising.

A product may be launched in a different market instead.

E.g. With the rise of Mexican food, Chinese takeaways are in decline, and
many sellers are shutting down or re-opening as a different cuisine.
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Break Even Analysis

Sales (5)

Break-even Point

20

3 6

In order to survive businesses must at least break even,
which means they need to generate enough income to cover
all of their costs.

Break-even analysis is a financial tool that can be used by
managers to determine the impact of costs and revenues on
profitability. It willillustrate the number of products that
must be sold in order to cover all the costs associated with
production.
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2013 Q7 (C) Outline the factors a marketing manager might consider
determining the selling price of products at ‘All- Weather Wellies Ltd". (20
marks) MS: 4 @ 5 marks (2+3)

Input Costs

The price needs to be highar than allthe firm's costs on raw materlals,
labour, marketing, distribution etc... and also include a satisfactory.
profit margin on each sale.

All-Weather Wellies will need to add up all projected costs and profit
margin per unit at projected sales to set their price.

Competitors Prices
Afirm will need to decide where to position their product in a market
compared to their competitors. They can do this using pricing
strategies e.g. penetration pricing to go below the market level or
premium pricing to make the product seem of a higher status or quality
than competitors.
All-Weather-Wellies Ltd could opt for  low pricing strategy such as
“penetration pricing’ in order to capture market share from competitors.

Product Image

A price will also often reflect the image of the product e.g. a low price will
reflect low quality but could lead to high sales e.g. Ryanair Predatory
Pricing

Al Weather-Wellies Ltd is selling branded boots so they could use
premium pricing to show that they are superior to other options.

Consumers
The type of buyers (target market) will determine the price that can be
charged to each segment. Their income levels, spending patterns,
habits etc.

All-Weather-Wellies Ltd may discriminate between the festival-goers and
the great outdoors in the price setting process (price discrimination
strategy).
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Demand

I initial demand is high before a launch, a business could charge a high
initial price for those consumers that ‘must have" the product, and then
later on lower the price to get more customers (Price Skimming).

New products launched by All-Weather Welies Ltd may be very popular so
higher prices can be charged at the introductory stage.
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Describe two factors Sensible Foods Ltd should consider when choosing a suitable
channel of distribution for its products

(Cost

The more stages in the channel of distribution the more expensive the product will be
for the consumer as each middleman will require a cut or mark-up. Sensible Foods
Ltd may keep costs down by selling directly to Goodbuys. They also provide on-line
selling.

Nature of the product being sold/its durability/i
A range of low calorie confectionary products could include cakes which may have a
very short shelf life. If marketed as a product for the health conscious .Sensible
Foods Lid may sell the product in a pharmacy or a health store (i.e. directly to the
independents).

Target Market
Sensible Foods Ltd will have to consider its target market and choose a channel
which allows it to reach its target market of health conscious consumers. Sensible
Foods Lid. can advertise and sell its products on line using a company web site.
Consumers place orders and goods are delivered using the postal system or a courier
delivery service.
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Outline one positive and one negative implication for Sensible Foods Ltd of using a
leading supermarket chain such as Goodbuys to sell its product.

Positives

National Promotion Campaign: Goodbuys may implement a promotional campaign
for all s stores nationwide on behalf of Sensible Foods Ltd. extending the customer
base for Sensible Foods Ltd.

Consumer Feedback: Goodbuys may provide feedback to Sensible Foods Ltd on
consumer behaviour, attitudes and opinions on the low calorie confectionary products
at Sensible Foods Lid. This will help the company in developing its product range.
Products will be sold fresh due to the high tumover of stock in the Goodbuys chain,
therefore minimal loss due to product being out-of-date.

Guaranteed big purchaser.
Convenient access to the products/shelf space in eye catching location.

Negatives
Competition: If the product is successful Goodbuys may develop its own brand to
compete directly with Sensible Foods Ltd, affecting sales and profits at Sensible
Foods Ltd.
Restrictive conditions: Goodbuys may attach special conditions before agreeing to
carry the Sensible Foods Ltd product range. For example forbidding Sensible Foods
Ltd from selling its goods through rival multiples, limiting the possible expansion of
Sensible Foods Lid.

Itis hard for new products to gain acceptance in large supermarkets, unless they are
genuinely innovative.
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Read the information supplied and answer the questions which follow.

‘Maria Noone is the entreprencur who owns Sensible Foods Ltd. This new.
company intends to manufacture a range of low calorie confectionery
products. Initially consumers will be tempted by special offers. There will
alsa be frequent coverage on national and local radio. Goodbuys a leading
supermarket chain has agreed to stock the range, while wholesalers will
distribute them to small independent shops.

Evaluate the role of advertising and sales promotion as elements of the promotional
mix at Sensible Foods Ltd.

Advertising The purpose of advertising is to inform the market that the business has
Something for sale and to convince someone to actually purchase it.

Advertising is used by Sensible Foods Ltd. to let possible future customers know
about the products on offer and to get them interested in buying the goods.
Advertising informs, persuades and reminds customers about the product and its
atiributes. Advertising communicates a message in order to influence customers
towards a particular product or service.

The medium used will depend on the market segment, the type of product or service,
the message and the cost effectiveness involved.

Sensible Foods Lid. is planning to have “frequent coverage on national and local
radio”. With 3 million adults in Ireland tuning in every day and listening for an
average of 4 hours the company will build brand awareness, and appeal to s
customer base at local level and nationally as it grows.
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Evaluation required

Sales Promotion is the use of short-term incentives/ “gimmicks” to attract customers
1o the product or services on offer. Activities other than direct advertising are
included. It adds to the attractiveness of the product.

Itis useful for stimulating sales by offering customers price reductions, buy one get
one fiee, coupons, samples, prizes, free draws, in-store displays ete. or any other
incentives directly related to the product.

It aims to attract new consumers for the product, rewarding loyal consumers and
increasing buying frequency among occasional consumers.

Sales promotion techniques involve some contact between the customer and the
seller. It lasts for a short period of time and may be repeated at a later date. It will
help Sensible Foods Ltd. retain market share. Sales promotion is less expensive than
advertising which may make it attractive for a new company like Sensible Foods Lid.

Sensible Foods Ltd. is supplying “special offers”.

Evaluation required
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Setting Standards

Advertising Standards Authority for Ireland for over 35 ye:
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The Advertising Standards Authority for Ireland

The Essence of Good Advertsing Q

' Al marketing communications should b legal, decent, honest and truthul

& All marketing communications shoud be prepared wih a sense of responsibity bothfo the consumer and fo Latest News
society.

' Al marketing communications should conform to the principes ofar competiion as generaly accepted in

business. 2017 Annual Report shows significant

majority (61%) of complaints were made on
the basis that an advertisement was

Complaints related to: The 8th Amendment of the Constitution and perceived to be ‘misleading’
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Lidl and Eir ads fall foul of standards
authority
Advertising Standarcs Authorty o eiand censures discoun etaler over crab lavs

ConorPope.

Q) T promotion of “ab clavs” that i ot contan any crab meat by Lidl 2
Juice diet that promised weight loss of 8bs in three days and an offer by Eir
that seemed too o0d to be true were among the ads to all foul of the
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Sixteen advertisements in total were found to have been in breach of the ASAT
code in recent weeks.

One person complained about an 2d in 2 Lidl brochure featuring 2 picture of a
‘product sold under the name “Sol & Mar”. The product was advertised as
breaded crab claws”.

However, the complainant said thatthe product had an inedible shell and
contained very little crab meat.




