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M ost managers think of spe-
cific aspects of their mar-
keting mix at crucial points 

in time, such as deciding when to 
roll out a new advertising campaign 
or when to announce price changes. 
But when was the last time that you 
looked at your overall marketing 
mix?  

The 4 P’s of the marketing 
mix have been taught in business 
schools for a number of years – and 
they remain a useful way to think 
about how you are approaching 
marketing. Each of the P’s — prod-
uct, price, place and promotion — 
is a variable you have some control 
over, so you can create a marketing 
mix to help attract customers to 
do business with your firm. Here 
are some suggestions on how to 
think of each of these 4 P’s for your 
business, and worksheets to help 
you use these ideas to develop your 
marketing strategy.

Product
The first P refers to the goods 

and services you offer to custom-
ers. People think of the physical 
product when they hear “product,” 
but product can also include: qual-
ity, features, options, services, brand 
names and warranties. In the grain 
and feed business you must consid-
er another element: the transaction 
you make with your customer in 
the purchase of his/her grain. This 
is sort of a “reverse” transaction 

because you are buying from rather 
than selling to your customer. 
The product is the marketing of 
the grain, and the return to your 
business for providing that service 
is the margin you earn. Often a 
physical product and service are 
combined or bundled together for 
business transactions, and we use 
the term product to refer to the 
bundle of goods and services that 
the customer is ultimately buying. 
If in your business you have differ-
ent products, serving very different 
customer segments, you may want 
to work through this process of 
evaluating your marketing mix for 
each of your products.

A key component of finding the 
right product is to determine who 
your customers are, what their 
needs are, and what brings them 
value. What features of the product 
are considered basic? Next, think 

about your product and ask yourself 
how your product satisfies cus-
tomer needs and brings value to the 
customers.

Then, think about the product 
that your competitors are provid-
ing. How are your competitors 
bringing value to the customers? 
In what areas are you doing a bet-
ter job than your competitors? In 
what areas are your competitors 
doing a better job than you? What 
aspects of your current product do 
you want to keep? What aspects 
of your current product could you 
adapt to bring greater value to your 
customers?

Worksheet 1 will allow you to 
organize your thoughts to answer 
the questions posed above. Simply 
reproduce the table on a larger 
sheet of paper and fill in the char-
acteristics of your product and 
then your competitors’ products. 

Taking a Fresh Look at Your 
Marketing Strategy
Tools to help you think about the marketing mix you have in place —  
and ideas to help you increase your competitiveness.

WORKSHEET 1

Product Your Product Your 
Competitors’ 
Product 

Describe How Your 
Product Ranks

Product

Product Variety

Product Appearance

Product Quality

Product Features

Product Functionality

Services

Brand Name

Packaging

Warranties

1.800.394.2591
952.758.2591

www.scottequipment.com

605 4th Avenue Northwest  •  New Prague, Minnesota 56071 • Fax: 952.758.4377

BUILT FOR TODAY 
TO LAST FOR 
TOMORROW

E Q U I P M E N T  C O M PA N Y

Continuing to Build on Excellence

Lower profile easily accommodates retrofits
The twin agitator design yields a reduced vertical mixer profile due to the low diameter to length ratio,
providing the opportunity to increase mixing capacity in height restricted areas.

Revolutionary trouble-free 
drop gate design Scott Equipment
Company’s drop bottom gate eliminates the
piano hinge for improved performance and
provides a tight seal without the use of felt,
rubber or other seal materials.

Serving the agricultural industry for nearly 40 years...
Let our experience work for you.

Mixing results in 30-60 seconds
The counter rotating twin agitators 
provide a unique mixing action that 
results in a quicker homogeneous 
mix than traditional single shaft mixers.

Batches as low as 10% of 
rated capacity The exclusive 
agitator design provides the necessary 
product movement in the mixer to 
accommodate even the smallest batch size.
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Complete the table by describing 
whether your product does a better 
or worse job of delivering value to 
your customers than your competi-
tors’. Once you have completed the 
table you will be able to identify 
how you can adapt your product so 
you are more competitive.

Price
Price is the only one of the 4 P’s 

associated with revenue coming 
into your business. Price seems like 
a simple concept at first. After all, 
it is simply the amount you charge 
for your product. However, price 
can be a very complicated concept. 
First of all, it is important for you to 
think of what pricing strategy you 

are following. Next, consider other 
pricing policies you implement that 
affect the actual amount of money 
that you receive. Finally think about 
your target customers. What are 
they willing to pay for?

There are three general pricing 
strategies that you could use: cost-
plus pricing, value-based pricing 
and competition-based pricing. 
Cost-plus pricing involves adding a 
standard percentage of profit above 
the cost of producing the product. 
This form of pricing is relatively 
simple to apply and is often con-

sidered a fair method of pricing 
because the firm establishes a price 
that allows a normal rate of return, 
which is quite reasonable.

Value-based pricing involves 
establishing a price based on the 
buyer’s perception of value, rather 
than the cost of production. One 
often thinks of value-based pric-
ing associated with luxury items, 
but value-based pricing can also 
be associated with “regular” goods. 
The key is that the price is deter-
mined based on what the consumer 
is willing to pay, based on the value 
they receive, not only on the cost of 
production.

Competition-based pricing, as 
the name suggests, involves charg-
ing a price based on what the 
competition is charging. You may 
find yourself engaged in competi-
tion-based, or going-rate pricing, 
when you are in an environment 
with a homogenous product where 
firms all charge the same or very 
similar prices. In this environment, 
survival dictates that you charge 
the same price as your competi-
tors. Another form of competition-
based pricing occurs in those situ-
ations where closed or sealed bids 
are solicited and the firm bidding 
the lowest price (or most closely 
matching the criteria in the solici-
tation) gets the job.

On Worksheet 2, jot down the 
advantages and disadvantages of 
each of the three pricing strategies 
for your product. If you have more 
than one product, you may find 
that for some of your products you 
must follow competition-based 

WORKSHEET 2
Advantages/Disadvantages for Your Product

Cost-plus Pricing

 Value-based Pricing

Competition-based Pricing

Younglove Construction, L.L.C.
2015 E. Seventh St. (51101) | P.O. Box 8800 (51102) | Sioux City, IA

712-277-3906 | Fax 712-277-5300
younglove@younglove-const.com | www.younglove-const.com

Younglove was selected to design and construct 
the new poultry feed mill facility in Maysville, 

Georgia, in April of 2004.  With storage 
capacities of 14,000 tons of whole grain, 

2,400 tons of soy meal, 2,700 tons of other 
ingredients, and 3,000 tons of finished feed, 

this facility will produce 130 tons of pelleted 
feed per hour.  Providing engineering, general 
construction, slipform and tilt-up construction, 

equipment installation, and site development 
management, Younglove completed the entire 

project in 15 months.  Another fine example of how 
Younglove builds relationships—one facility at a time!

YOUNGLOVE
Builders of value...Builders of trust

YOUNGLOVE IS PLEASED TO HAVE
PROVIDED ITS 
SERVICES TO

Mar-Jac Poultry
Maysville, Georgia
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pricing, while for other products 
you can follow cost-plus or value-
based pricing. Most grain transac-
tions are done in an environment 
of competition-based pricing. You 
may have products you are offering 
as a service to the community and 
for those products, cost-plus pricing 
may make the most sense. 

Finally, you may decide to use 
value-based pricing for those prod-
ucts that bring specific value to 
your customers. Perhaps you offer 
something not offered by your 
competitors and are able to price 
according to the value customers 
place on your product. Once you 
have completed the table you will 
be able to evaluate your current 
pricing strategy and determine 
whether you could benefit from a 
change of strategy.

In addition to your general pric-
ing strategy, you must also decide 
which pricing policies to utilize. 
Utilizing a specific pricing policy 
will influence your customers’ abil-
ity to purchase product from you 
and therefore have an impact on 
your revenue. Examples of pricing 
policies include: payment period, 
seasonal allowance, bundling of 
products/services (grouping certain 
products together with favorable 
pricing to encourage purchase), 
price flexibly for the salesperson, 
price difference among target cus-
tomer groups, price differences 
among geographic areas, volume 
discounts, cash discounts, and 
credit terms.

Using Worksheet 3, consider 
the advantages and disadvantages 
of the different pricing policies 
for your product. Then consider 
to what extent your competitors 
are using that policy and how it 

is working for them. Once you 
have completed the table you will 
be able to evaluate your use of 
the different pricing policies and 
determine whether you could 
benefit from a change.

Place
Place involves everything associ-

ated with having your product in 
the right place and at the right time 
for your customer. Logistics is a 
core element of place, especially in 
the feed and grain business. Having 
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space to receive grain when produc-
ers have the grain to deliver may, at 
times, be the only factor that deter-
mines whether you get the grain or 
not. Similarly, having staff that can 
move trucks through the queue in 
an efficient manner is vital anytime, 
but especially crucial during harvest 
time. Other aspects of place include 
inventory and inventory manage-
ment. For any retail products you 
are selling consider how your stock 
of inventory affects your ability to 
secure business in that area. 

There are also many aspects of 
the physical location and condition 

of your business as well as hours of 
operation that are a part of place 
and crucial to your business success. 
How easy is it for customers to find 
your business? What kind of parking 
is available? Do you have signs to 
make it easy for customers to know 
where to go and feel comfortable in 
your business? Has your customer 
base changed over the past few years 
and, if so, have you changed aspects 
of your place to accommodate these 
new customers? For example, you 
may now be serving more life-style 
or hobby farmers who want to pur-
chase their horse feed on the week-

end. If this is an important part of 
your customer base, you will want 
to make sure that you have weekend 
hours. This customer segment may 
also be more sensitive to a retail 
environment that is clean and tidy 
than other market segments you 
serve, so you may need to “spruce 
up” your retail area. 

In Worksheet 4, first jot down 
what you are doing with respect to 
logistics, inventory management, 
physical location and condition of 
your business and hours of opera-
tion. Then, jot down changes you 
could make with respect to each of 
these components of place so as to 
improve your competitive position.

Promotion
Promotion is how you let people 

know about your business. To be 
effective, your promotional efforts 
should contain a clear message, 
targeted to a specific audience, 
reached via an appropriate channel. 
Promotion involves personal selling, 
sales promotions, public relations 
and advertising. Personal selling is 
a very important component of any 
firm’s promotion strategy since it is 
the way you have direct interaction 
with your customers. Salespeople 
can tailor communication to cus-
tomers and play a vital role in 
building relationships between the 
customers and your business. You 
may find that you can use sales 

WORKSHEET 3

Pricing Policy Advantages/
Disadvantages for Your 
Product

Extent To Which Your 
Competitors Are Using 
This Policy 

Payment Period

Seasonal Allowance

Bundling

Price Flexibility For The 
Salesperson

Price Difference Among 
Target Customer 
Groups

Price Difference Among 
Geographic Areas

Volume Discounts

Cash Discounts

WORKSHEET 4

What you are currently doing? Changes to improve competitive position

Logistics (grain or raw material 
procurement)

Inventory management

Physical location and condition

Hours of operation

NOW
celebrating our

125th anniversary!
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promotions effectively along with 
personal selling, by offering incen-
tives, loyalty programs or rebates 
to encourage purchases. Other 
programs could focus on customer 
education, such as marketing clubs.

 Public relations usually focuses 
on creating a favorable business 
image. Important components of 
a good public relations program 
include being a good neighbor, 

being involved in the community 
(supporting school booster club 
or recreational sports teams, etc.) 
and perhaps holding an open 
house. News stories, often initiated 
through press releases, can be good 
sources of publicity. Advertising is 
a key form of promotion and can 
be via radio, television, print, elec-
tronic or word-of-mouth.

On Worksheet 5, briefly 

describe what your business is 
doing with each of the compo-
nents of promotion in the first 
column, and in the second column 
describe what your competitor is 
doing. Once you have completed 
the table you will be in a position 
to identify ways you can change 
your promotion strategy to be 
more competitive.

Effective marketing involves 
paying attention to your overall 
marketing mix. Making a change 
to one component of the market-
ing mix will have implications 
for other components as well. 
Therefore it is very important 
to, from time to time, examine 
all of the 4 P’s of your marketing 
mix and make strategic changes 
that will allow you to be more 
competitive in your feed and grain 
business. ■

WORKSHEET 5

Promotion strategy Your product Your competitors’ product

Personal selling

Sales promotion

Public relations

Advertising

Radio

Television

Print

Electronic

Word-of-mouth
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