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PESTEL & SWAT video

Remember

Regular marketing s Pharmaceutical Marketing - ¢ 4 ta alal) dy pdil) Uad)

Now we will briefly described the pharmaceutical marketing mix ( it is a core of marketing)

Pharmaceutical Marketing Mix

THE EXTENDED MARKETING MIX: The 7Ps Model

Tangible Q Defining a product/brand
components of satisfying customer
services that ’ \

‘ to sells

allowsa e
customer to o

measure whether I
Marketing

" A Strategy K
Procedures B ocosses R The way in which
and flow of ‘ ‘ the offering meets

activities which

\ / the customer's
loadto an needs.
exchange of
8 ===
value. X .

People All people who How the offering's benefits
directly or indirectly and features are conveyed
influence the perception to customers

of the offering.

The cost to customer
and the cost-plus profit
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Pharmaceutical marketing matrix

& ATTENTION I The marketing mix is the easy language across all marketing language



v The 4 basics of marketing are:

Product Price Place Production

Then some authors & researchers add:

People Process Physical evidence
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The detailed aspects of the Marketing Mix

Product

e Quality

* Image
|:Branding |
* Features
eVariants
*Mix
*Support
eCustomer
service
eUse
occasion
*Availability
eWarranties

Promotion

eAdvertising

* Marketing
communications
¢ Personal
promotion
eSales
promotion
ePublic Relation
* Branding
eDirect
marketing
ePull & Push

Price

*Positioning
e List
*Discounts
*Credit
ePayment
methods
*Free or
value-
added
elements

Place

*Trade
channels

eSales
support
eChannel
number
eSegmented
channels

People

eRecruitment
eIndividuals
on marketing
activities
eIndividuals
on customer
contact
eCulture/
image
eTraining

and skills
eRemuneration

Process

eCustomer
focus
*Business-
led

o|T-
supported
*Design
features
eResearch
and
development

Physical
evidence

experience
of brand
eProduct
packaging
*Online
experience




Product & Promotion <! 3& 33523« Branding 4l v/

Gasedl) &) 93 A Trade channels v/

s) Partners sl Stack holders or audience 5! Recruitment 3 <2 Provider 2! 1S ¢l9u  People < v/
.Consumers or customers

keS¢ <Online firm or actual firm 2 Jeaedl) OIS ¢ g ¢ Adlall (31 g¥) dwuay Jiawsill S Physical evidence v/
s A Al 81 8 ) B palaal) 55 (A2 Physical virtually ¢sS: %2 Online experience ) Jady
.Face to face (ie 43l 3 A1 (SIConnection (48 158 9dy 9 ) pramy Cpdill W gd gl AN g3 palaall



* The Marketing Management Process:

1- Analysis (PESTLE, SWAT, WH family)
2- Targeting (Segmentation)
3- Strategy
4- Planning
5- Implementing
Mix

6- Controlling

haa faa 4 ) g e &l g2l Una adbd Marketing mix ¢ L 5 Marketing management process ¢ gl o3 =
iy Marketing b Jxida s JS Marketing -b

Sales b 3 sdic (S La 13 Marketing b <l giy 38 s La day Sales 538 3 AL Marketing 3 480 jw (A oS3
e Ladl g gty ) A3 ok

S S o A (lata) Saly Marketing A gald Sales 3d AL byl e (Sla g g Sha sy Al Lua  w
. Marketing & Sales ) iy o) aJ¥ Marketing b alge A 081 Sales -

Marketing o aiaall 3 d A 068 a ¥ piadd Marketing Jie Jlaall 40 23 13) Y) Jay o La Jlaa s¥  Marketing & =
Adua bA B 08 a Y lual




PETEL + CTool

e Market Regulations

Faltical ¢ Taxation e Consumer protection
Factors =3

* Governmental decisions

- *Exchange rate (1S = 2,65 Reais)

Economic

* Unemployment rate (34%)
Factors

* Consumers trust
Social * Number of older people increases Factors
Factors e |lliteracy rate = 5%

: eLower energy costs

Technological : gy 3

 Easier access to internet
Factors

*Mobile Technology increasing

Environmental
Factors

*We can only produce X levels of CO
* Ozon layer worsened this year
* Be careful using radon gas

Legal * Employees should sign a confidentiality
Factors agreement in order to keep the
company's information secretly
* Market Growth / Market performance
Competition e Marketing Intelligent

*New competitors, new activities for old ones
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Social Factors
¢ Prevalence & incidence & death rate & mortality rate & morbidity rate b aighy Aaluas LW 4uudlly
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Technological Factors

Digital marketing & mobile technology -l Llla j&aal ac o W1 (¥ 4S i 8 La

Environmental Factors
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I Advanced SWAT video

SWAT tools
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SWAT Tool

Tools to build strategies analysis:

STRATEGIC ANALYSIS
INTERNAL EXTERNAL
STRENGTHS WEAKNESSES OPPORTUNITIES THREATS
build; enhance Resolves; reduce exploit; expand avoid; thwart

RE
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EXHIBIT 4 65 Quantitative Assessment of the SWOT Matrix

This analysis was conducted for the VirPharm marketing plan example found on our website. The ratings in each
cell have their basis in a thorough analysis of the company and the industry.

Quantity & mixing factors & strategy <= Js¥) (1

maming 2013

Cangage

Strengths I M 1 R I()ppurlunilic.s M I R
BOPREX approved to treat arthritis, 3 3 9 FDA hasapproved the transition of 3 3 9
migraine headache, and general pain prescription NSAIDs into OTC N . . - - -
market * dAu dﬁ
I - dpuﬁy@uﬂ\smwﬁsw,q S g | Lot
atent exclusivity for three years 3 3 9 Consumers will try new productsas 3 3 9
they become available ‘ n s S 9 u A : S > h J
New product entry 3 2 6 NSAIDscanbe used as general pain 3 3 9 J‘y‘g‘ ‘ ‘ Y ‘-’ Qu a ntlty SWAT
reliever and fever reducer . ‘
Prescription-strength pain relief 3 2 6 Potential market channels not 3 3 9 ‘ﬁ 4*34‘ Mﬂs dm ‘JA SWAT eé-g" u M ¢ u‘w @m‘
available OTC aurrently exploited N - . o
y e - >
Effective migraine treatment 3 2 6 Competing prcscn.plion pain relievess 3 2 6 . (.5 w‘ *MU. uﬂ CJ J °J Mu. ﬁ LA &
have been pulled from the market bl
Talented and motivated workforce 2 2 4 Weak product differentiation among 3 2 6
OTC competitors
Lower cost of raw materials 3 1 3 US.population isincreasingly seeking 2 3 6
convenience of online shopping
Wide range of products 1 2 2 Increase in aging population 2 2 4
Wekeans D S . Information from the VirPharm marketing plan:
Limited marketing budget -3 3 -9 Competition from both prescripton -3 3 9 : s s v .
pain relievers and OTC pain relievers The first step is to quantify the magnitude of each element within the matrix.
Market position (number 6 in 3 3 -9 Extremely crowded OTC market 3 3 9 Magnitude: is refers to how strongly each element affects the firm.
market)
q . . , » 1 (low magmtude) 2 (medlum magmtude) or3 (hlgh magnltude) for each strength & opportunity,
Weak product differentiation -3 3 -9 Consumer loyalty with existing 302 -6
compditors
Current brand name (new to -3 2 -6 Negative publicity regarding NSAIDs -2 3 -6
market)
Mid-sized company -2 2 -4 Declining physician reccommendation -1 3 -3
of NSAIDs
BOPREX associated with -1 3 -3 OTCNSAIDs not indicated for long- -1 2 -2 . 4 .
gastrointestinal side effects term use 3 ‘.’J‘ 1 w euJY‘ (& G \” UJA
Variability in offshore suppliers -1 2 -2 Regulations on drug advertisements -1 2 -2

M = magnitude of the element, | = importance of the element, R =

could intensify

Magnitude scale ranges from 1 (low magnitude) to 3 (high magnitude).
Importance scale ranges from 1 (low importance) to 3 (high importance).

total rating of the element.
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This analysis was conducted for the VirPharm marketing plan example found on our website. The ratings in each
cell have their basis in a thorough analysis of the company and the industry

Strengths M I R Opportunities M | R

2 ; - vy e . & e .
BOPREX approved to treat arthritis, 3 3 9  FDA has approved the transition of 3 3 9 M k H J‘ {"S ! OJ. A n a;l (K] M‘ ‘a; ﬁu! (K
migraine headache, and general pain prescription NSAIDs into OTC a r etl ng . J &‘ﬁ \9

market

= Adaad) 3 pAlL ANL ?; Al Al
Patent exclusivity for three years 3 3 9  Consumers will try new products as 3 3 9 g o g g ﬁ g w J ® 3 ¢ v e

they become avaiable

New product entry 3 2 6 NSAIDs can be used as general pain 3 39
ad faxes cod
Prescription-strength pain relief 3 2 6  Potential market channels not 3 3 9

available OTC aurrently exploited
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UaR A A Lludi Uy Neglected opportunities 2 L (ng 5 adial 5 Lgd dlaai Uy Strength 2% L (g
9 Jlias Wl New product entry OS! Wy 4 Lgaudi Wiliay A Wide range of product Jie cisd gl o<l

New product entry 3 2 6 NSAIDs aan be used as general pain 3 39
reliever and fever reducer

Prescription-strength pain relief 3 2 6  Potential market channels not 3 3L 9

available OTC aurrently exploited

Effective migraine treatment 3 2 6 Competing prescription pain relievers 3 2 6

have been pulled from the market
Talented and motivated workforce 2 2 4  Weak product differentiationamong 3 2 6
OTC competitors

Lower cost of raw materials 3 1 3 US. population is increasingly seeking 2 3 6

mnvemence of lmlrm' \hunmmv

Wide range of products 1 2 2 Increase in aging population 2 2 4
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. Weaknesses (/2

1. Existing brand 1. Brand perception
2. Existing customer base 2. Intermediary use

3. Existing distribution 3. Technology/skills

4. X-channel support éu a2 ‘;m J.A,MQ M‘-} CJ&\

SO strategies WO strategies
1. Cross-selling Leverage strengths Reinforce!

2. New markets to maximize opportunities What else?
3. New services = Attacking strategy
4. Alliances/Co-branding Growth
ST strategies WT strategies
1. Customer choice Leverage strengths to Minimize or Eliminate risk
2. New entrants minimize threats Share or Transfer risk
£ AL T T S AT SR G L e S = Defensive strategy =Retreat strategy
4. Channel conflicts Retrenchment

Retrenchment is an act of cutting down or reduction, particularly of public expenditure
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WT Strategy
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Minimize risk
Eliminate risk
Share risk
transfer risk
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Act of cutting down or reduction
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WH Family
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Level 1 Level 2

t = daen A8y jhy g Juald ¢ g Jlad (AL o Alaliad) g
What Which is better?
Why Which is more important?
How Which is more profitable?
Where Which is more smart?
Who
When - Alalda 312 &=~ WH g.'nﬁ v

Sy ) e 9 SR gl pi e iy v Which or who is + modular

ALB GO (e gl el
Bagage A Sub unit ) G Adalia by Vv
&) 5 Why Jud Guadey v/ (2 agla 4alS 6} 5 How or Who =
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WHERE

|

N\

WHAT

WHY

HOW

WHO

WHEN

= What {exactly) do | want to achieve?
= What are the facts?

= What would happen if no decision was made or
solution found?

* What do | need in order to find a solution?

* Why do | want to achieve a solution?

= Why did the problem or opportunity arise?

* Why do I need to find a solution or way forward
atall?

® Ask 5 Whys

= How will the situation be different?

= How relevant is the information | am gathering?
* How can | find out more?

* How can | involve relevant people?

* Where did the issue arise?
* Where does it impact?

= s the “where” important?
° if s0, why?

* Who am | trying to please?

« Who cares about this situation? Who is affected?
* Who is involved (information, help, action)?

* Who needs to be informed?

« When did the issue arise?
» When do we need to act?
* By when must it be resolved?

A8 Gy oy A QUSY (e Auall g A o Jla A

EXHIBIT 3.4 The Expanded 5W Model for Customer Analysis

Who Are Our Current and Potential Customers?

1. What are the demographic, geographic, and psychographic characteristics of our customers?

2. Who actually purchases our products?

3. How do these purchasers differ from the users of our products?

4. Who are the major influencers of the purchase decision?

5. Who is finandially responsible for making the purchase?
What Do Customers Do with Our Products?

1. In what quantities and in what combinations are our products purchased?

2. How do heavy users of our products differ from light users?

3. Do purchasers use complementary products during the consumption of our products? If so, what is

the nature of the demand for these products, and how does it affect the demand for our products?

4. What do our customers do with our products after consumption?

=

5. Are our customers recycling our products or packaging?
Where Do Customers Purchase Our Products?
1. From what types of vendors are our products purchased?

2. Does e-commerce have an effect on the purchase of our products?
3. Are our customers increasing their purchasing from nonstore outlets?

When Do Customers Purchase Our Products?
1. Are the purchase and consumption of our products seasonal?
2. To what extent do promotional events affect the purchase and consumption of our products?

3. Do the purchase and consumption of our products vary based on changes in physical/social sur-
roundings, time perceptions, or the purchase task?

Why (and How) Do Customers Select Our Products?

1. What are the basic features provided by our products and our competitors’ products? How do our
products compare to those of competitors?

2. What are the customer needs fulfilled by our products and our competitors’ products? How well do
our products meet these needs? How well do our competitors’ products meet these needs?

3. Are the needs of our customers expected to change in the future? If so, how?

4. What methods of payment do our customers use when making a purchase? Is the availability of
credit or financing an issue with our customers?

5. Are our customers prone to developing close long-term relationships with us and our competitors,
or do they buy in a transactional fashion (primarily based on price)?

6. How can we develop, maintain, or enhance the relationships we have with our customers?

Why Do Potential Customers Not Purchase Our Products?

1. What are the basic needs of noncustomers that our products do not meet?

2. What are the features, benefits, or advantages of competing products that cause noncustomers to
choose them over our products?

3. Are there issues related to distribution, promotion, or pricing that prevent noncustomers from pur-
chasing our products?

4. What is the potential for converting noncustomers into customers of our products?

Source: Adapted from Donald R. Lehmann and Russell S. Winer, Analysis for Marketing Planning, 6th edition (Boston: McG raw-Hill/Irwin,
2005). Copyright 2005 The McGraw-Hill Companies, Inc.




Segmentation and subsequent targeting video

Segmentation
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v Types of segments:

* Consumers segmentation

¢ Organization segmentation ( pharmacies , hospitals and clinics )
+ Patient journey ,Disease journey

Marketing 3! (24 ¢ Ui Al ¢4 Pharmaceutical marketing Jb 4agll & Patient journey ,Disease journey -
. Patient & Disease journey Lixd

Disease journey 3 (3¢ With atherosclerosis ) <iliebaa ¢ g4 (5 Sw (i 0 cidgied Market b Sa 1 JUa

zJo Oral or injection s« Insulin treatment <) s < Pharmaceutical company -k ¢+ 29 Kind od segmentation Jaxi
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Segmentation Jexil Uil & Segmentation variable -

Segmentation Variable in consumer markets 4 Variable J) b o6 9 dleny i b
1-Demographic characteristics: Wia  Adma 48 Ciagied Dla

P 940 O el g clud
— By g Al is) 48y )
4 9i%a Education 4als
Lt Ao auslil) Ja¥ ¢y 4
9 el o ey Jedy
—> A jaa g dlgiudd)  elda
a3 8 LAy gdi a9 gl

Breakdown by any combination: age, gender, income, education, race , marital status,
education, household (or business)etc.

2. Psychographics :

This refers to 'personality, emotions and motives. Linked to purchase choices,
including attitudes,lifestyle.

3-Geographical differences:

Region, size of population, climate and population density — Gl (e una

4- Behavioral :
« Psychographics & (da

Price sensitivity, Occasions or situations, Product usage, Benefits sought. alld 015 A A dua (e dllgliaual)
By how people use the product, how loyal they are, or the benefits that they are — Chronic patient : Ji
looking for. by 43) S Occasional s al

A Jadi p Saa laS all )Sua
ge by (Sas  Variable -
. Loyalty of product
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ExHI8IT 5.2 Common Segmentation Variables Used in Consumer Markets

-
' Category Variables Examples
Behavioral Segmentation Benefits sought  Quality, value, taste, image enhancement, beauty, sportiness, speed,
exdtement, entertainment, nutrition, convenience

Product usage  Heavy, medium, and light users; nonusers; former users; first-time

users
Occasions or Emergencies, celebrations, birthdays, anniversaries, weddings, births,
situations funerals, graduation

Price sensitivity Price sensitive, value conscious, status conscious (not price sensitive)

Demographic Segmentation  Age Newborns, 0-5, 6-12, 13-17, 18-25, 26-34, 35-49, 50-64, 65+
Gender Male, female
Income Under $15,000, $15,000-$30,000, $30,000-$50,000, $50,000-$75,000,
$75,000-$100,000, over $100,000
Occupation Blue collar, white collar, technical, professional, managers, laborers,

retired, homemakers, unemployed
Education High school graduate, some college, college graduate, graduate degree

Family life cycle Single, married no children, married with young children, married
with teenage children, married with grown children, divorced,

widowed
Generation Generation Y, Generation X, baby boomers, seniors
Ethnicity Caucasian, African American, Hispanic, Asian
Religion Protestant, Catholic, Muslim, Hindu
Nationality American, European, Japanese, Australian, Korean

Social class Upper class, middle class, lower class, working class, poverty level
Psychographic Segmentation Personality Outgoing, shy, compulsive, individualistic, materialistic, civic minded,
anxious, controlled, venturesome

Lifestyle Outdoor enthusiast, sports-minded, homebody, couch potato, family-
centered, workaholic
Motives Safety, status, relaxation, convenience
Geographic Segmentation Regional Northeast, Southeast, Midwest, New England, Southern France,
South Africa

City/county size Under 50,000; 50,000-100,000; 100,000-250,000; 250,000-500,000;
500,000-1,000,000, over 1,000,000

Population Urban, suburban, rural

density

@ Cangaga Leamng 2013



The characteristics of segment (target market )

e Measurability — The understanding of size, purchasing characteristics and value needs of a segment
e Accessibility — The ability to communicate with the segment in an effective manner

¢ Sustainability — The segment is profitable enough to differentiate itself from other segments in the market
and maintains the value the business offers.

e Actionability — The capability of an organization to create a competitive advantage with its offering in
the specific segment of the market



Target Marketing Strategy Lsle s ) Strategy - g)59 5= Segmentation e Ls 3 2 Targeting -

1-Mass marketing

It is a market strategy in which a firm decides to ignore market segment differences and appeal the
whole market with one offer or one strategy .
Traditionally mass marketing has focused on radio, television and newspapers as the media used to

reach this broad audience

2-Niche marketing (Simple Specific Segment Targeting)
It is the subset of the market on which a specific product is focused.
Niche marketing targets a very specific segment of market; for example, specialized services or goods

with few or no competitors.

3-Differentiated Marketing Strategy (Selective Targeting)
A differentiated marketing strategy is when a company creates campaigns that appeal to at least two
market segments or target groups.

4-Concentrated Marketing Strategy (Market specialization, Product specialization)
A concentrated marketing strategy is targeted to one specific market segment

Cilally 339 90 agasd gy b ga pa slad) 2Bl aga il




1-Mass marketing

Selective or single Concentrated marketing
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ExHIBIT 5.6 Basic Strategies for Target Market Selection
‘ -
Single . Mass
Segment Selective Market Product Market
Targeting Targeting Targeting Specialization Specialization
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STP model
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Product video
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PLC (Product Life Cycle)

Product life cycle (PLC) PLC
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EXHIBIT 7 8 Strategic Considerations During the Product Life Cycle

Life Cycle Stages
Introdudion Growth Maturity Dedine
Overall Stimulate product Increase market share by Maximize profit by Reduce expenses and
Marketing  awarcness and tnal acquiring new customers; defending market share or marketing efforts to
Goals discover new needs and  stealing it from maximize the last
market segments competitors opportunity for profit
Product Introduce limited models Introduce new models Full model ling increase  Eliminate unprofitable
Strategy with limited features; with new features; pursue supplemental product models and brands
frequent product changes continuwous innovation offerings to aid in product
differentiation
Pricing Penetration pricing 1o Prices fall due to Prices continue to fall;  Prices stabilize at a
Strategy establish a market competition; price to price to beat the lower level
presence o price match or beat the competition
skimming to recoup competition
development costs
Distribution] Gradually roll out produat Intensify efforts to expand Extensive produa Maintain a level
Strategy to expand availability; gt product reach and avadability; retain shelf  necessary o keep
channd intermediaries on availability space; phase out brand loyal customers;
board unprofitable outlds or  continue phasing out
channels unprofitable channels
Promotion | Advertising and personal  Aggressive brand Stress brand differences Reduce to a minimal
Strategy sdling to build awareness; advertising, scling, and  and bendfits; encourage  level or phase out

heavy sales promotion to

stimulate produa trial

sales promotion to

and conttnued trial

brand switching; keep the entirdy
encourage brand switching brand/product fresh

Source Adapted from William M. Pride and O.C. Farrell Markaing: 2010 Edition (Mason, OH: Cengage Leamning, 2010), pp. 290.295,
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The Bostom matrix model
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A market share is a relative density of goods of firm in the general capacity of the given market, (’S\ :\5)’“‘“\ uébé Cf"’ : Market Share compa rEd to LiEder
expressed in percentage: . h“j eg) o D.J.j h\jl\ . \J\ ., .JLQ} Market J‘_\ Q} eg)jv n_i

Unit Market Share (in sale volume) = Unit Sales / Total Market unit sales
Unit Market Share (in money) = Sales of separate goods / Market capacity
C=P+1-E+Cs
where C—market capacity, P — domestic production, | — import, E — export, Cs — commodity stocks.

Relative Market Share = Company s Market Share / Competitors Market Share

Market Share Compared to Lieder = Company s Market Share / Leaders Market Share



I Price video I

Price

v’ Price refers to decisions surrounding "list pricing, discount pricing, special offer pricing, credit payment
or credit terms".
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Pricing strategies
1. Pricing at a Premium

With premium pricing, businesses set costs higher than their competitors.
Premium pricing is often most effective in the early days of a product's life cycle, and
ideal for businesses that sell unique goods.

Because customers need to perceive products as being worth the higher price tag, a business must
work hard to create a value perception.

Along with creating a high-quality product, owners should ensure their marketing efforts, the product's
packaging and the store's décor all combine to support the premium price.

2. Pricing for Market Penetration

Penetration strategies aim to attract buyers by offering lower prices on goods and services. While many
new companies use this technique to draw attention away from their competition, penetration pricing
does tend to result in an initial loss of income for the business. Over time, however, the increase in
awareness can drive profits.

3. Economy Pricing

Used by a wide range of businesses including generic medicine and discount retailers. Economy pricing
aims to attract the most price-conscious of consumers. With this strategy. businesses minimize the
costs associated with marketing and production in order to keep product prices down. As a result,
customers can purchase the products they need without frills.

While economy pricing is incredibly effective for large companies, the technique can be dangerous for
small businesses. Because small businesses lack the sales volume of larger companies, they may
struggle to generate a sufficient profit when prices are too low. Plus, the competition reaction should
be calculated.



4. Price Skimming
Designed to help businesses maximize sales on new products and services, price skimming involves
setting rates high during the introductory phase.

The company then lowers prices gradually as competitor goods appear on the market.

One of the benefits of price skimming is that it allows businesses to maximize profits on early adopters
before dropping prices to attract more price-sensitive consumers.

Not only does price skimming help a business recoup its development costs, but it also creates an
illusion of quality and exclusivity when your item is first introduced to the marketplace.

5. Psychology Pricing

Psychology pricing refers to techniques that marketers use to encourage customers to respond on
emotional levels rather than logical ones.

For example, setting the price of a watch at $199 is proven to attract more consumers than setting it at
$200, even though the true difference here is quite small.

One explanation for this trend is that consumers tend to put more attention on the first number on a
price tag than the last. Start from S 9 (basic to advance OR monthly to manual).

6. Bundle Pricing

With bundle pricing, company sell multiple products for a lower rate than consumers would face if they
purchased each item individually. Not only is bundling goods an effective way of moving unsold items
that are taking up space in your facility, but it can also increase the value perception in the eyes of your
customers, since you're essentially giving them something for free.

Bundle pricing is more effective for companies that sell complimentary products.
Pricing strategies are important, but it's also important to not lose sight of the price itself.
Here are five things to consider, alongside your strategy, when pricing your products

7) Tiered Pricing:
e Does your product have options that vary in value?
e Can your customers choose between standard and fully loaded?
e Example: Insulin cartridge, Pen, Smart Pen ...etc.
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Place

e Place is defined as the "direct or indirect channels to market, geographical distribution,
territorial coverage, retail outlet, market location, catalogues, inventory, logistics and order fulfilment".

* Place refers either to the physical location where a business carries out business or the distribution
channels used to reach markets.

* Place may refer to a retail outlet, but increasingly refers to virtual stores such as "a mail order catalogue,
a telephone call center or a website".( Digital marketing)

Ansoff's Grid for Product/Market Matrix

Existing
markets

New
market

New products and new markets: diversification

Existing Products

New Products

Market Penetration Strategy

1 More purchase and usage from
existing

2 Gain customers from competitors.
3 Convert nonusers into users.

Product development
strategy

1 Product modification via new
features

2 Different quality levels

3 New product

Market development
strategy

1 New market segments
2 New distribution channels
3 New geographic areas

Diversification strategy

1 Organic growth

2 Joint ventures markets
3 Mergers

4 Acquisition/ take-overs

There are two types of diversification, related and unrelated diversification.
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Diversification strategy
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A) Related diversification:

L é
Horizontal integration refers to 'development into activities which are competitive with or directly 4_"‘ B GpA éﬁ
complementary to a company's present activities.' Sony with its PlayStation started to compete in £

computer games. - M L@J‘ A
L] I

Vertical integration occurs when a company becomes own.

a. supplier of raw materials, components or services (backward vertical integration)

b. Distributor or sales agent (forward vertical integration), for example: where a manufacturer begins to
directly sell final product to customer instead of selling it to wholesaler.

Lalal aa ‘;CA A <¢——— B)Unrelated diversification: TOTALLY NEW (product and market) in all aspects.

Horizontal integration : Vertical integration :
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Competitive means eat yourself before others eat
you.
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Promotion
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Promotion: Promotion Communication Mix

* Promotion refers to "the marketing communication used to make the offer known to potential
customers and persuade them to investigate it further".

* The promotional mix describes a blend of promotional variables chosen by marketers to help a firm
reach its goals.

* Promotion elements, of the promotional mix vary, but typically include the following:

1. Advertising

2. Personal selling . is AL&% v& a DA la <l pal ‘Jﬂ bm |
3. Sales promotion — ” J * ‘9‘)3 GAH L§ > Sl 2 ¢ @JY
4. public relation




