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undifferentiated marketing strategy. One of 
three basic marketing strategies (the other 
tWO being DIFFERENTIATED and CONCEN
TRATED). An undifferentiated strategy 
exists when the supplier offers the same or 
undifferentiated product to all persons or 
organizations believed to have a demand for 
a product of that type. Three sets of cir
cumstances suggest themselves as being 
suited to an undifferentiated strategy: (a) 
the introduction of an innovation; (b) the 
mature/decay stage ofthe product life cycle; 
(c) commodity marketing where the condi
tions most closely approximate the econom
ist's model of perfect competition. When 
introducing a new product into the market
place, especially a radically different pro
duct, several factors may predicate an 
undifferentiated strategy. For example it is 
widely recognized that much of the risk 
attendant upon a new product launch is 
uncertainty as to the scope and nature of 
demand, which may result in a perceptual 
mismatch between supplier and potential 
user. Inertia and commitment to the known 
and safe product or process, make it very 
difficult to forecast just what interpretation 
prospective users will make of the benefits 
offered by the innovation. Under such cir
cumstances, a broad approach may be pre
ferable to an attempt to pre-identify recep
tive customers as a basis for market seg
mentation and the development of either 
differentiated or concentrated strategies. 
Similarly, by the time that the product is 
moving into its decline it is safe to assume 
that the users/consumers are strongly com
mitted to the product and so there is little 
need for special marketing effort. In the 
third case, the essential homogeneity of the 
commodity militates against either a diffe-

rentiated or concentrated strategy. (MJB) 

unique selling proposition. See REEVES, 
RossER. 

unit pricing. A system of marking on pro
duct packaging the price per unit of quantity 
and the actual price. It promotes easy 
comparison of products by consumers and so 
should lead to fair competition. (MoD) 

Universal Product Code (UPC). System of 
product identification used in the USA by 
which a ten-digit number is assigned to each 
grocery product sold by US producers. The 
system is also in use in the UK where a 
13-digit article number is assigned to each 
product. The code is printed in a system of 
black and white bars referred to as a 
BAR-conE which can be read by an electro
nic scanner at the supermarket checkout. 
See a/so ARTICLE NUMBERING. (AJB,MDD) 

UPC. See UNIVERSAL PRODUCT ConE. 

Upper class. See SOCIO-ECONOMIC CLASSI
FICATIONS. 

user-active. A term referring to the source of 
ideas for new industrial products. The new 
industrial product development process is 
said to be user-active when it is the customer 
who: (a) develops the idea for the new 
product; (b) selects a supplier capable of 
making the product; (c) takes the initiative 
to buy the product from the supplier, thus 
aiding the diffusion ofthat new product. 

(KAB) 

USP (unique selling proposition). See 
REEVES, RossER. 
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