Marketing (4.1-4.6)
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market il’lg /'mazkitig/

market orientation

/'mackit orrien'terfn/

product orientation

market share /makit fes/

market leader

marketing plan /'makitm plen/

segmentation /segmon'terfn/

demographics

psychographics

targeting

niche market /nif'makit/

Marketing identifies customer needs and helps meet
them.

Market orientation means finding out what
customers want first.

Product orientation means making a good product
first and then finding buyers.

The shop’s market share is its proportion of total
market sales.

The market leader has the largest market share.

The marketing plan states objectives, actions and
the campaign budget.

Segmentation splits customers into groups with
similar needs.

Age and income are customer demographics.

Hobbies and lifestyles are customer psychographics.

Targeting chooses which customer groups a business
will serve.

A niche market serves a small specialised customer
group.
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g)‘ mass market /mes'makit/ A mass market serves a broad customer group.
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positioning /ps'zfonim/

position map

unique selling point

Ansoff matrix /'znsof 'mertriks/

market research /makit ri'ss:tf/

primary research

/'pratmari r1's3:tf/

surveys /'sswerz/

focus groups /'fevkes gru:ps/

secondary research
/'sekandari ri's3:tf/

quantitative data
/'kwontrtertrv 'derta/

qualitative data
/'kwolitertrv 'derta/

sample /'sempl/

Positioning is how customers see a product
compared with its rivals.

A position map compares products using two
features, such as price and quality.

Free lifetime repairs could be a unique selling point.

The Ansoff matrix shows four ways to grow, using
new or old products and markets.

The bakery uses market research to learn about
customers’ preferences.

Interviewing customers for new information is
primary research.

Customer surveys collect answers to set questions.

Small focus groups discuss reactions to a new
product.

Using published market reports is secondary
research.

Sales numbers are quantitative data.

Customers’ written opinions are qualitative data.

The sample contains the people selected for this
study.
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random sampling

/'reendsm 'seempliy/

stratified sampling
/'streetifaid 'seemplin/

quota sampling /kweotos 'semplm/

convenience sampling

snowballing

sampling error

marketing mix /'makitiy miks/

product life cycle
/'prodakt laf 'satkl/

extension strategies
/ek'stenfn 'streetadziz/

Boston Consulting Group
matrix

product portfolio
/'prodakt po:t'favliss/

Random sampling gives each customer an equal
chance of selection.

In stratified sampling, each group is sampled in
proportion to its size.

In quota sampling, the interviewer asks a fixed
number from each group, but chooses who.

Convenience sampling uses people who are easiest
to reach.

In snowballing, each person in the study suggests
other people to ask.

Sampling error happens because a sample is not the
whole population.

Product, price and promotion are elements of the
marketing mix.

N

The product life cycle tracks sales from launch
through later stages.

New packaging is one of the extension strategies
that keep an old product selling.

The Boston Consulting Group matrix sorts
products by market growth and market share.

A firm’s product portfolio includes all the products
it sells.
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stars /staz/

cash cows /kefkavz/

question marks /kwestfn maks/

dogs /dngz/

branding /brendm/

brand loyalty

cost-plus pricing
/kost plas 'praisig/

penetration pricing
/,pent'treifn 'praisig/

price skimming /pras 'skimiy/

psychological pricing
/saika'lodz1kl 'praisiy/

loss leader

price discrimination

/prais di,skrimr'netfn/

Stars sell well in fast-growing markets.

Cash cows sell well in slow-growing markets and
bring in steady cash.

Question marks sell little in fast-growing markets.

Dogs sell little in slow-growing markets.

Branding gives a product a recognisable name and
identity.

Brand loyalty brings customers back to the same
brand.

Cost-plus pricing adds a set amount on top of the
cost.

Penetration pricing starts low to attract customers.

Price skimming starts high before lowering the price
later.

Setting a price just below ten dollars is psychological
pricing.

A loss leader is sold cheaply to attract shoppers who
may buy other goods.

Price discrimination charges different groups
different prices for the same product.
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dynamic pricing
/dar'neemik 'praisig/

competitive pricing
/kam'petitiv 'praisiy/

contribution pricing

above-the-line promotion

/a'bav 82 lamn pra'maofn/

below-the-line promotion

/br'lav 8a lamn pra'mavfn/

public relations

social media marketing

guerrilla marketing

promotional mix

place /pleis/

distribution channel
/ distri'bjuzfn 'tfeenl/

intermediary

Dynamic pricing changes prices as demand or
conditions change.

Competitive pricing sets prices with rivals’ prices in
mind.

Contribution pricing sets the price above the
variable cost.

Mass-media advertising is above-the-line
promotion.

Direct customer offers are below-the-line
promotion.

Public relations manages the firm’s public image.

Social media marketing promotes goods through
online networks.

Guerrilla marketing uses surprising, cheap ideas to
get, attention.

A promotional mix combines advertising and other
promotion methods.

In marketing, place concerns how a product reaches
customers.

A distribution channel links producer and final
customer.

A wholesaler is an intermediary between factories
and shops.
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Q e-commerce /i 'koms:s/

g)\ people
QO processes /'pravsesiz/

physical evidence

Buying and selling online is e-commerce.

In service marketing, people includes staff who serve
customers.

Booking and payment processes affect the customer
experience.

A clean waiting room provides physical evidence of
service quality.
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