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OCR ALevel Business: Marketing 1

Sales
Profit
Meet ‘
Customer
Needs Marketing
objectives

= Mass market = this is the
market that is aimed at the
general population e.g.
regular toothpaste

* Niche market - this is a subset
of the main market and
addresses a spedialit need
e.g. Sensodyne toothpaste for
sensitive teath

Knowledge Organiser: Marketing

Target market

The group of
cusfomerswhoo
Market Share—the propartion of a market con- buginess aims o seil
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Brand -
Reputation Individual Sales ar Velume X100 Primary research
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Market Growth -
a particular product or service over time
Change in size of Market X 100
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Advantage Samples
s » Mot practical for large
» Suitable for small populations Simple Random populations
o Cluick = There may exist penodic cycles
Systematic Random within the frame, which makes
« Easy o check for ermors the data inaccurate
« Good for populations with
distinguishable ayers Stratified Random
+ Convenient, no need to have a » Mon-random
complete sampling frame Clusters + Maynol give a precise picture
» Lesscostly of the population
+ Non-random
+ There's a possibility of bias
» Quick Cuota » Difficult for those who refuse to
« Has minimum complications take the survey, If replaced by
someone else, the data might
be inaccurate
Quick Convenienoe Bias

l Characteristic Business Market
Demand B oOrganizational
Volume Larger
# of Customers Fewer

| Location Concentrated

| Distribution More Direct
Nature of Buy More Professional
Buy Influence Multiple
Negotiations More Complex
Reciprocity Yes

A Leasing Greater
| Promotion Personal Selling

Consumer Market
Individual
Smaller
Many
Dispersed
Maore Indirect
More Personal
Single
Simpler
No
Lesser
Advertising
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OCR ALevel Business: Marketing 2

Lelling Disectly to Condumens

Competitor priciag

Knowledge Organiser: Marketing

FED- % CHANGE IN DEMAND A price is sef based on

% CHAMNGE IN PRICE prices chargedty

- competilors
Product Life Cycle - Overview Cost-phus pricing
Adding o percentage

¥ED - CHANGE IN DEMAND of prafit enta the tetal

5 costs af making o

CHAMNGE IN INCOME product

Penetration pricing
A price it sel lower
thon competitors

% CHAUNGE I ADVERTISING SPEND Skimming

A high price is charged
initially far those
custarmérs wiho wond
the latest products
% CHAMNGE IN PRODUCT B PRICE Promotional pricing
Prices are reduced to
give sales @ boast

RED - SCHNAGE IN DEMAND

NED - % CHANGE IN PRODUCT A DEMAND

Factors that Affect Price Elasticity
Necessity or Availability of
luxury? substitutes
Consume
gl Iu"IaItY
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Network 4 Competition : . y gins ' Hierarchy-of-Effects Model
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Marketing
Strategy Process

pwaceosss | ]M,M
agazines & radio AI(:.AdwrthtiSinlg] coona g DAGMAR MODEL
ove -the- 1ine online Aoy Singe

social networking wird-of-mouth

~_ ___ Promotion — n [purchase |

branding
sales promotions —
packaging . direct mail Digital marketing is the marketing of products or servicss 3 <—— NWJMENESS
BEIDW—thE-ll nc using digital technologies, mainly on the Internet, butakso
public relations T personal selling including mobile phones, display advertising, and any oth- L < |TRREST
I'I|'L'I'L|'|II'I|.|I.‘-iI: . exmbihon & race faar . .
' fr digital medium. : DS

Dizital Dis tribution is the delivery or distribution of digital : i i
media content such as awdio, video, software and video " . '\ < 4TI




