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Marketing – important marketing concepts 

 

Introduction: the important marketing concepts of  

1. Adding value 

2. Mass marketing vs. Niche marketing 

3. Market segmentation  

 

1. ADDING VALUE 

In our first few lessons, we talked about ‘adding value’. A firm tries to add as much value and ideally, 

without spending too much money. Let’s review: 

 The selling price of the product minus the cost of the materials and components to make it 

 Let’s say a tub (plastic carton) of ice cream sells for $4 and the cost of the sugar, cream, milk and 

flavourings cost $1: Value added = $3 

 This is N____ the same as profit as the firm still has to pay wages, rent and other costs but profit will be 

included in this added value  

 If the firm is able to increase this added value – potential for greater profits is clear 

 Effective marketing makes this possible: How?  

 What will encourage consumers to pay a price that exceed the cost of the basic 

materials? 
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A USP can be created by: 

 

 

 

 

 

 

 

 

 

 

 

 

 

2. Mass marketing and niche marketing  

 

Niche marketing:  

 

 

 

 

 

 

This market segment can be a very small section of the whole market, perhaps not been identified by competitors  

Examples are: 

 

 

 

 

 

 

 

 

Disadvantages of niche marketing might be: 
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Mass marketing is the exact opposite of niche marketing: 

‘One product for the whole market’ is becoming more unusual concept for firm to adopt. The traditional example 

of Coca-cola sees them trying a marketing campaign aimed at putting people’s names on the cans. While the 

product IS THE SAME for everyone (no customisation), they are still aware of some distinction. 

Examples of mass marketing are: 

 

 

 

 

 

 

 

  

Activity 14.7: TI to peddle premium cycles for sale 
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3. Market segmentation  

 

This is very widely practised marketing strategy. It is CONSUMER FOCUSED so it is consistent with the 

concept of market orientation. It is often called ‘DIFFERENTIATED MARKETING’ as it doesn’t just try to 

sell ONE product to the WHOLE market; it targets different markets with different products.  

 

 

 

 

 

 

 

 

 

 

 

 

 Computer manufacturers 

 Coca-cola 

 Toyota 

 

Sometimes firms only market their goods or services to ONE segment. GAP is a clothing retailer aims only at the 

youth market. Nike shoes are only for sports use (although its usage may be different) and Coutts Bank only offers 

banking services for the very rich. SAGA is company that aims at people over 55 years old.  

 

Market segmentation – identifying different consumer groups: 

 Successful requires the firm to have a ‘clear picture’ of the typical customers in the target market it is 

trying to sell to 

 A ‘clear’ picture needs to be build up to HELP with MARKET RESEARCH sampling, designing the 

product, pricing and promoting the product  

 This is called the ‘CONSUMER PROFILE’  

 The main characteristics of consumers contained in a customer profile are 

o Income levels, age, gender (male or female), social class and region  
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Total market can be segmented in three different ways (but sometimes four): 

Geographic 

differences 

Consider difference within China: Xinjiang, Shanghai, Guangzhou, SiChuan, Xi’an etc. 

 

Differences between regions, countries, districts, coastal, climate 

Differences between European consumers: Northern Europe versus Southern Europe 

 

 

 

 

 

 

 

 

Demographic 

differences 

Most commonly used basis for segmentation 

Study of population data and trends, and demographic factors, such as  

House construction firm would be interested in... 

 

 

 

Socio-economic groups 

 

 

 

 

 

 

 

 

 

Psychographic 

factors 

Peoples’ lifestyles, personalities, values and attitudes 

 

 

 

 

Attitudes towards ethical business  

Lifestyle – activities, interests and opinion  

Personality characteristics – aggressive, passive, cautious, reckless, adventurous 
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Activity 14.8 –  
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Consider that IKEA will open in Xi’an next year. Can you indentify four customer profiles that they are aiming for? 

Give characteristics of each customer profile 

1.  

 

 

 

 

 

 

 

 

2.  

 

 

 

 

 

 

 

 

3.  

 

 

 

 

 

 

 

 

4.  

 

 

 

 

 

 

 

Can you profile yourself? 
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Revision questions 260: 

2. Using examples, differentiate between market orientation and product orientation.  

 

 

 

 

 

 

 

 

 

5. State four possible examples of marketing objectives that a business might set. 

 

 

 

 

 

 

 

 

 

14.  Outline three ways in which a manufacturer of jeans might increase market share.  

 

 

 

 

 

 

 

 

 

 

15. How might a retailer of sports clothing attempt to ‘add value’ to the products? 
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Summary of the worksheet in your own words (in English and Chinese): 

 

 

 

 

Vocabulary check: 

English Chinese 

  

 

  

  

  

  

 


