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cbalabsloaner
Sticky Note
Dr.B says: This is one of the most important ideas in marketing; however the focus on the formulas is too narrow. You should A/S/E each of the Marketing Mix element’s elasticity! Furthermore, it is very important that you relate one or more of these “independent variables” (i.e. Price, Promotion, Product, Place) to one of the 4 dependent variables that make up demand (Warm bodies[?], % using category, consumption rate, and/or our market share. For example: how sensitive is the consumption rate of Hygiene products in Russia to the intensity of distribution level?









