REF7- THE MARKETING MIX

Questions and answers:

1. What is the marketing mix?

The marketing mix consists of a set of strategy decisions made in the areas of product, promotion, pricing, and distribution for the purposes of satisfying the customers in a target market. 
2. Who is the central focus of the marketing mix ?

The product is the central focus of the marketing mix. If it fails to satisfy the needs of consumers, no amount of promotion, price cutting, or distribution will persuade them to buy.

3. What changes can be made to industrial product?

If product changes are required, they may be cosmetic, (such as printing instruction plates in another language) or relatively simple adaptations (such as lengthening pedals or changing seat positions) . Occasionally, adaptations are necessary to meet local legal requirements, such as those that govern noise, safety, or exhaust emissions.
4. What is the promotion ?

Promotion, one of the basic elements of the marketing mix, is communication that secures understanding between a firm and its publics for the purpose of bringing about a favorable buying action and achieving a long-lasting confidence in the firm and the product or service it provides. 

5. Why is pricing important ?

Pricing, the third element of the marketing mix, is an important and complex con​sideration in formulating the marketing strategy. Pricing decisions affect other cor​porate functions, directly determine the firm's gross revenue and is a major de​terminant of profits.

6. What forces influence the price setting ?

The forces that influence this variable: the interaction of pricing with the other elements of the marketing mix, interaction be​tween marketing and the other functional areas of the firm and environmen​tal forces.

7. Why is more complex pricing for the overseas markets?

Pricing for the overseas markets is more complex because managements must be con​cerned with two kinds of pricing: (1) foreign national pricing, which is domes​tic pricing in another country, and (2) international pricing for exports.

8. What are the distribution functions?

The development of distribution strategies is a difficult task in the home country, but it is even more so internationally, where multinational marketing managers must concern themselves with two functions rather than one: (1) getting the products to foreign markets (exporting) and (2) distributing the products within each market (foreign distribution).

9. What must be analyzed when making decisions on distribution?

When making decisions on distribution, care must be taken to analyze their in​terdependence with the other marketing mix variables. Channel decisions are critical because they are long-term decisions; once established, they are far less easy to change than those made for price, product, and promotion.

