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Getting the blend right: aspects of marketing

Product1.

How will I develop my
product so that my
customers gain a cer-
tain benefit from it
(e.g. certain everyday
tasks are made easier)?

How do I need to deve-
lop my product so that
it differs from those of
my competitors (e.g.
recognisable quality
features)?

What sort of packaging
should my product have
(e.g. particular image
impact, high level of
transport safety)?

What sort of service do I
need to offer in order to
satisfy my customers
and to distinguish
myself from my competi-
tors (e.g. delivery servi-
ce, spare-parts service)?

How can I orient my
product (even better
than in the past) to the
needs of my custo-
mers?

What price will my
customers accept?

Prices2.

Will my customers
respond to a special
introductory price
(price falls or rises over
time)?

Should I orient my
price to those of my
competitors (e.g. low
prices, orientation to
price leader)?

What psychological
price is suited to my
customers (e.g. price
thresholds – “0.99 pri-
ces”; Velben prices:
high prices for conspi-
cuous consumers; snob
prices: high prices for
products which only
high-income groups
can afford)?

To what extent should I
differentiate my prices
(e.g. by demand, region,
customer group)?

At what conditions
shall I offer my pro-
ducts (e.g. discounts,
delivery inclusive)?

By what means will my
product reach the
right customer group,
in sufficient quantities
and on time?

Distribution

Do my customers want
to buy my product
directly (manufacturer
sells directly to final
customer, e.g. at factory
gate, by phone, online)?

Do my customers want
to buy my product via a
distributor (manufactu-
rer concludes contract
with distribution part-
ners, e.g. wholesalers
and retailers, represen-
tatives)?

How can I reach my
foreign customers
(distribution partners,
local offices, trade fairs,
internet)?

3.

Communications4.

Do the company logo
and letterhead corre-
spond to the image of
my company?

What customers would
I like to address (e.g.
communication with
new customers: wide-
spread information;
building customer loyal-
ty: targeted personal
approach)?

What advertising media
attract my customers
(e.g. adverts in newspa-
pers, on posters, in cata-
logues, on radio or tele-
vision)?

What publicity work is
suitable (e.g. informa-
tion events, sponsoring,
media events, newslet-
ter)?

What should I tell my
customers about
myself and my pro-
duct? By what means?

Four marketing elements exist to help you
market your goods or services. Combine the

four elements to attain your marketing
goals.
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Market analysis

How large is the total market
for my good/service (interna-
tional, national, regional)?

What proportion of it can be
developed?

How will my market develop
in the next few years?

Market analysis questions

Talks with customers and
potential customers
Talks with suppliers and
distributors
Sectoral information on mar-
ket volume and trends 
Internet research
Market information from busi-
ness associations and universi-
ties
Articles in specialist journals

Own research

Market research needed if
broader base of information
is to be established or no data
are yet available about the
market; workshops with mar-
ket or sector experts

Have research undertaken in
databases (databases of busi-
ness media, Genios, etc.)

What demands does the mar-
ket make of us and of our
goods/services?

Do we know what our custo-
mers want?

Talks with customers provide
the most important indica-
tions (e.g. notes by field wor-
kers)

Analysis of customer com-
plaints

Hold chaired group discus-
sions (focus groups) with
(potential) customers

Talk to opinion leaders on the
market (e.g. specialist journa-
lists)

Who are our most significant
competitors on our market?

How well do they perform?

Will more competitors enter
the market in future?

Talks with customers about
own performance compared
with competitors

Comparison of performance
from publicly available stu-
dies (e.g. Stiftung Warentest)

Attendance at trade fairs,
exhibitions, congresses

Analysis of competitors’
advertisements

Purchase general competition
studies

Detailed and specific competi-
tion analysis by an external
service provider (e.g. corpor-
ate consultant)

What are our customers 
willing to pay?

Is full use being made of this
willingness to pay?

Are there customer segments
with different levels of will-
ingness to pay?

Evaluation of data about own
customers (who buys at what
price?)
Temporary price cuts (e.g.
bulk discounts, product 
packages) in order to test
demand response
Auctioning of goods/services
on internet

Measurement of price-sales
ratios and further-reaching
analyses by pricing specialists
(market research institutes,
specialist consultancies)

Outside support




