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Surrender All Marketing Structure

When one considers the market structure in which Surrender All operates it is fair to say that oligopoly is the closest classification. Surrender All operates in a market that is dominated by a few large producers of a homogeneous or differentiated product (McGraw-Hill, 2001). Though they are technically classified as a traditional record label, their niche as a Christian entertainment company places them on a playing field where very few dare to venture exclusively.
This distinction allows them to have considerable control over their prices. However, it is important for the companies operating within an oligopoly to use care when making decisions on pricing, output, and advertising. Because of their “fewness” each company is affected directly or indirectly whenever business decisions of this sort are made (McGraw-Hill, 2001).
In order to remain in or move into an optimal competitive position Surrender All must become the leader in non-price competition. Non-price competition is what companies do by appealing to consumers on a non-price basis-- for example, by emphasizing product design, customer service, variety, and advertising (EconEdLink, 2004). Specifically, in a relationship based industry Surrender All must seek brand loyalty that will surpass the external forces of supply and demand by effectively manage the key inner workings of their business model.

These key inner workings include meeting agreed upon deadlines, the quality of their product, and integrity of their brand name. A loss of trust in any of these areas will drastically affect the consumer demand and as a result the price of the Surrender All product to find a new equilibrium. Surrender All can enhance revenue by maintaining its prices at an equilibrium with demand and consistently providing stellar service to enhance the brand name. Surrender All must continue to implement these strategies to preserve and prosper future sales. 
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