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Design mix

Function, aesthetics and cost; balance for the

target customer

Life cycle

Development — introduction — growth — maturity —
decline; model only

Extensions

Redesign, new uses/markets or promotion; benefits
must justify cost

Differentiate

Features, quality, brand and service can support
loyalty or price

Product

Fit / cost-plus

Costs, customers, rivals and objectives; 25%
mark-up = 25% margin

Compete / enter

Competitive: rivals; penetration: low start, later
rises may be hard

Skim / promote

Skimming: high initial price; promotional:
temporary offers

Evaluate,
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Retail / e-tail

Routes to customers; reach/advice versus costs
and shared revenue

Direct / shops

Online control/delivery costs; shops allow
trials but need rent

Both

Ordering + collection; coordinate stock and
service

Choose

Customer/product needs, delivery, cost and
capacity; showroom trade-off

Place

Online comparisons, segment and cycle matter; Making marketing
revenue = profit decisions
Audience Position
Inform, persuade, remind; fit target, budget and All four elements support one offer: premium
objective or budget

Methods

Advertising, sponsorship, trials, offers and
branding; judge costs

Digital

Targeted adverts, viral sharing and e-newsletters;
control/relevance limits

Results

Spending — sales/profit, not views alone; other
causes may explain change

Pgomotion

Connections

Price/product changes affect demand, promotion
and capacity

Advantage

Features, price, convenience and reputation
combine; technology shifts mix

Judgement

Use case evidence: demand — costs — profit;
protect valued quality

Integrated mijx

1. Product — Price: Valued benefits can support the chosen pricing strategy
2. Place — Integrated mix: Distribution capacity must support the whole offer



