Marketing Mix
Marketing Mix

According to Philip Kotler

Marketing mix is the set of marketing tools that the farm uses to pursue its marketing objective in the target market
Major Tools of Marketing Mix

1. Product

· Product variety

· Quality

· Design

· Brand name

· Packaging

· Sizes

· Services

· Warranties

2. price

· List price

· Discount

· Allowances

· Payment period

3. Promotion

· Sales promotion

· Advertising

· Personal selling

· Public relation

· Direct marketing

4. Place

· Channels

· Location

· Transportation

· Inventory

· Coverage

· Assortments

Product

· A product is anything that can be offered to a market to satisfy a want or need.

· Products that are marketed include physical goods, services, experiences, events, persons, places, properties, organizations, information and ideas.

Product Classification

1. Durability and Tangibility:

· Non durable goods

· Durable goods

· Services

2. Consumer goods classification:

· Convenience goods:

· Staple goods

· Impulse goods

· Emergency goods

· Shopping goods: 

· Homogenous shopping goods

· Heterogeneous shopping goods

· Specialty goods

· Unsought goods

3. Industrial goods classification:

· Materials and parts:

· Raw materials fall into two major classes:

· Farm products (e.g. wheat, cotton, livestock, fruits and vegetables).

· Natural products (e.g. fresh crude petroleum, iron core).

· Manufactured materials and parts fall into two categories:

· Component materials (iron, yarn, cement).

· Component parts (small motors, tires).

· Capital items:

Capital items are long-lasting goods that facilitate developing or managing the finished product

· Installation consists of buildings (factories, offices).

· Equipment consists of generators, drill presses, mainframe computers.

Pricing

The amount of money paid per unit for goods or service. Prices are usually dependent upon three major variables:

· cost

· competition

· customer

Selecting the Pricing Objectives

A company can pursue any of five major objectives through pricing:

1. Survival

2. Maximum current profits

3. Maximum market share

4. Maximum market skimming

Selecting a Pricing Method

Companies select a pricing method that includes one or more of the following three considerations:

· the customers’ demand schedule

· the cost function

· competitor’s prices

1. Markup Pricing

2. Target – Return Pricing

3. Perceived – value pricing

4. Value pricing

5. Going – rate pricing

Promotion
According to Philip Kotler

Promotion stands for the various activities the company undertakes to communicate its products merits and to pursue target customers to buy them

Objectives of the Promotional Mix
1. to inform about the firms offerings

2. to influence the purchase

3. to change the consumer behaviour

4. to remind frequently

5. to face competition 

6. to create image and goodwill

7. to destroy negative image

8. to create and increase demand about new and existing offerings

9. to maintain stability of demand

10. to increase profit

11. to crate awareness for new goods and services

Tools of Promotional Mix
1. Advertising

2. Sales promotion

3. Public relations and publicity

4. Direct marketing
Implementation of a Promotional Plan
1. Setting objectives
2. Target identification

3. Budget development

4. Message selection

5. Determination the promotional mix

6. Selecting the media mix

7. Managing the promotion

8. Measuring effectiveness

9. Follow-up and modifying the promotion Campaign

