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____________________________________________________________________________________________________________________________________________________________________
Write a definition of marketing here:
____________________________________________________________________________________________________________________________________________________________________
Write a definition of marketing strategy here:
____________________________________________________________________________________________________________________________________________________________________
Product lifecycles
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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Draw the product lifecycle diagram



Time
Revenue £














Product lifecycle explained
	Product development
	













	Introduction of product to market
	

	Growth phase
	

	Maturity phase
	

	Decline phase
	



Product lifecycle extension strategies
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· There are ways that a business can extend the lifecycle of the product, the most popular ways are:














Draw the product lifecycle diagram with the extension strategy marked on

Time
Revenue £
















Product lifecycle extension strategies
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__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________


Product lifecycle extension– modification of the product
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__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Product lifecycle extension - rebranding
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__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Product lifecycle extension – relaunching product
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__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Product lifecycle extension - promotion
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__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Boston Matrix and the product portfolio

Write a definition of the Boston Matrix here:

__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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Boston Matrix explained
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Uses and limitations of the Boston Matrix

	Uses
	Limitations

	



















	






Marketing strategies appropriate for different types of market
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________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________



[image: ]Niche market strategies

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________



[image: ]B2B marketing

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________



[image: ]B2C Marketing

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________





Consumer behaviour – how businesses develop customer loyalty
· Businesses have discovered that it is much ______________________ to keep a _________________ customer than to gain new customers through marketing
· The expression “______________________ the leaky bucket” is used – where business owners should focus on keeping their existing customers with loyalty _______________________, discounts and extras rather than continually trying to _____________________________ new customers
· Customer loyalty is creating a product or service that ensures ______________________ purchases
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Effective customer service
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________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

[image: ]Loyalty cards
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________


[image: ]Saver schemes
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* What do you think these are? How do they work? What do they cost?
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Extract C- LEGO history

The name LEGO s an abbreviation of the two Danish words leg godt; meaning play
well It s our name and our deal. The LEGO Group i a pivte fimited company and
was founded n 1932. It has changed a great deal over the past 80 years and i 2 global
enterprise that is now the worlds thircHlargest manufacturer of toys.

‘The LEGO brick is our most important product. Thisis why we are proud to have been
‘twice named Toy of the Century. Our products have had extensive development over
the years - but the foundation s stil the traditional LEGO brick. The brick,inits present
form, was launched in 1958. The colourful interlocking bricks are unique, and offer
unlimited building possibiltes for children.

‘The LEGO brand is more than simply our familiar logo. It i the expectations that people.
have of the company towards ts products and services, and the accountabiliy that the
LEGO Group feels towards the world around it The brand acts as 2 guarantee of quality
‘and originality —'Only the bestis good enough has been our motto since 1932.

Extract D - Successful product launches and innovation secures strong result

A successful launch of LEGO Legends of Chima and strong performance from classc ines,
such as LEGO City and LEGO Friends, contributed to a very satisfactory annual result for
the LEGO Group.

Mads Nipper, Executive Vice President of the LEGO Group, sad, LEGO Legends of Chima
5. rich and engaging universe that children can explore in many ways. Not anly by
building and playing with LEGO sets, ut also in the digital worid using apps, exploring
content on LEGO.com, v videos and online games. The theme is 2 great example of how.
we bridge physical and digital play for al age groups:

In 2014, the first ever LEGO movie was launched. It has eamed revenues of more than
$424m worldwide. A sequel s scheduled to be released in 2017.

0

0
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Assess the likely importance of the product life cycle for the LEGO Group.
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‘The John Lewis Partnership - ‘Never knowingly undersold’

The John Lewis Partnership (JLP) operates John Lewis department stores and Waitrose

supermarkets across the UK. JLP is run on behalf of its employees, each of whom has a
say inits running and a share in its profits.

Itis profit sharing day at John Lewis department stores and
Waitrose supermarkets. Each employee will see an envelope
being opened and hear a number read out. This s the
percentage of salary - 15% in 2010 - that each employee,
from the executive chairman to a cleaner, will take home.

JLP is the UK's largest example of worker co-ownership. Its
purpose is “the happiness of allits employees, through their
‘worthwhile and satisfying employment in a successful business”
John Lewis also offersits employees the chance to stay at one of
five holiday centres it runs for their benefit at a low price. There
isalso a generous pension scheme. All employees get 25% off
John Lewis products and 15% off Waitrose food. John Lewis
employees stay with the company for twice as long as

the industry average.

Employees are asked to take an active role as owners. The Chairman and Board run JLP's
commercial activities, but an 82-member coundil - chosen by employees - elects nearly

half the Board. Individual stores have some control over product range and choice of 2
suppliers. Research indicates that employee-owned firms are stronger in an economic

‘downturn, deliver far better customer satisfaction and create jobs faster than large public

limited companies.

Operating its business this way is not easy as JLP has to make sufficient profit to sustain
and develop its stores as well as sharing profits with its employees. In a business which is 25
paying out more to its employees than a typical pc pays out in dividends, achieving this

balance is difficult and sometimes a source of conflict. A member of JLP's Board says:“In

‘many waysit's simpler to have one boss who says: we're doing this’”.

JLP's culture of looking after employees and employees looking after customers has.
been built up over 85 years and has become a successful way of working. Never 30
knowingly undersold'is part of JLP's marketing strategy. This means that for many years

JLP customers have been confident that if they found their purchase for a lower price
elsewhere, then JLP would refund the difference!

(Source: adapted from hetp://www johnlewispartnership couk/)
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The John Lewis Partnership (JLP) states that it is: ‘Never knowingly undersold’ (see
Evidence A, Lines 30 to 31).

Analyse two reasons why JLP might benefit from this marketing strategy.
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