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Product
A product is something that is offered to the market. It includes aspects such as function, appearance, packaging.
A product can be: 1) a good such as washing machine or shampoo
                                 2) a service such accountancy or hairdressing
		      3) a place such as a tourist destination
		      4) a person such a football player or pop star.
Understanding the type of product is important. Business will need a different marketing strategy to sell a chocolate bar than a washing machine. For the chocolate bar is more important wrapping and location. For the washing machine, design and performance are more likely to be significant to the customer.
?Think about the product you would like to launch in the market in the CR:

Price
Pricing involves a balance between being competitive and being profitable. Pricing strategies will depend on the product and the market. There are different strategies for new and existing product.
Strategies for new products include.
· Skimming – setting a high price when the product is introduced.
· Penetration – setting a low price to guarantee entry into the market.
For existing products there are other strategies:
· Price leader – the business will set the market price.
· Price taker – the business will match the market price.
· Predator – the business will undercut the market price.
? Try to explain other pricing:
Psychological pricing
Special – offer  pricing
? Suggest the price offer for your product:

Promotion
It is about communication. It is about telling potential consumers about a product. The aim is to persuade customers to buy the product. 
Promotion includes:
· Advertising – direct through the TV, radio and newspapers.
· Direct selling – customers are approached directly.
· Direct marketing –sales catalogues.
· Point-of-sale – promotional material such as free samples.
· Incentives – loyalty cards, bonus points.
· Public relations – this is not direct marketing – sponsorship.
?List 3 different ways of promoting the product?
? What is the best way to promote your suggested product? Think about the logo of the product?
Place
It includes the physical place, availability and timing. The key questions facing firms are:
· What are the best outlets for reaching potential customers?
· How can I convince those outlets to stock my products?
· What is the most effective way to get my products to those outlets?
There are 3 main channels of distribution:
1. Traditional –hypermarkets buy their products from wholesalers.
2. Modern – Sainsbury´s, B&Q do not buy from a wholesaler. They buy direct from producers. They are able to negotiate the highest discounts from the producers.
3. Direct – from door- to- door selling.
? What are the 3 main channels of distribution?

Marketing mix – an evaluation
The concept of marketing mix has remained unchanged since It was first introduced in the 1950s. It has proved to be a useful marketing tool. However many believe that there are strong arguments for adding a fifth ingredient – people.
?Why do you think people should also be included into MMIX?
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