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Marketing and the media

7

Unit 7
Marketing and the media
Your product

Whether your product is smoothies, toothpaste or paperclips, the important thing is that it’s different from the products of your competitors. It has to stand out. It may have features that other products don’t have. It must also have a clear brand identity (or brand image). And as Will said, everything about your product contributes to the brand image: its name, the packaging, your company logo – everything. You want consumers to recognise your product instantly – and to buy it again and again.

Your target group

The market is the total number of people who could buy a product. But you won’t sell your product to everyone – people have different needs and desires and they don’t all shop in the same way. You have to find your target group (or target audience). To do this, you have to break down the market into market segments. Marketing people do this in many different ways: by age and by gender are two obvious ways, but income, education and even shopping habits can also be important factors.

Market research

When companies market their products, they need information: How big is the market? Who are their competitors? What new products do people want? Do they like your existing products? How much of the market do your products have (your market share)? This information comes from market research and companies carry out market research constantly. You can get a lot of information from desk research with just a telephone or the internet. But you often get the best answers if you go into the street and interview people. This is called field research.

Advertising

Nobody will buy your new product if they don’t know about it – you have to advertise it. And then you must go on advertising it so that your customers don’t forget. How you advertise is called your advertising medium. You can use a mailshot (when you send out sales letters), posters, even the sides of buses. Most advertising, of course, is in the (mass) media: on radio or TV or in the press (in newspapers and magazines). And today there are the new media like the internet and mobile phones. In reality, you’ll probably use more than one of these as part of your advertising campaign.
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