
CHAPTER 7 

OVER TO YOU 

The Marketing Mix Open Learning 
package was devised to enable the 
viewer and reader to share the 

experience of other marketi ng 
practitioners. Hopefully itwill have 
confirmed that your existing marketing 
operations are professional, and compare 
favourably with well-based practice. 
Maybe you will have gained insightthat 
will inspire you to make improvements to 
your current marketing operations. 

The case studies included in this 
Workbook are diverse. They include 
service and manufacturing companies, 
publ ic and private sector busi nesses and 
large and small firms. If you are to getthe 
maximum value from studying the 
material and watch i ng the television 
programmes you should not be content 
with simply acquiring new knowledge. 
You need to examine this training 
material very carefully, asking yourself 

• 'Could this case have relevance to our 
situation ?' 

• 'How can we benefit from the 
experiences of Madame T ussaud' s or 
Heinz-orTaylor Hitec ... ?' . 

In asking these and similar questions, 
you shou Id put fi rm lyon one side any 
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preconceptions you might have about the 
size and nature of your business. The 
marketing principles introduced in this 
Workbook are appl icable to all 
bu s i nesses. The lessons learned by the 
large companies are often transferable to 
smaller businesses - and vice versa. The 
challenge is yours. 

Professional marketi ng is not a matter 
of applying formulae and calculating the 
solution to business problems. It is as vital 
for British Rail to understand the needs 
and motivations of its various customer 
groups as it is for the markettrader. It is as 
important for the smaller com pany to 
create a confidence building image as it is 
for a large company to create a stylish 
corporate identity. Both large and small 
companies have to price their products 
and shou Id be aware of the need to regard 
pricing as a central element of The 
Marketing Mix. 

All of the case studies presented in the 
Workbook are examples of organisations 
committed to marketing as a philosophy 
of business; committed to putting the 
customer at the centre of thei r busi ness 
plans: committed to getting their staff to 
'Think Marketing'. We hope you will 
discover ideas in th is Wookbook that are 
worth trying in your own situation. 

NOW IT'S OVER TO YOU 
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