
Retail Marketing Mix 

The 6 Ps of the Retail Marketing Mix are an extension of the traditional 4 Ps of marketing 

(Product, Price, Place, Promotion), tailored specifically for the retail environment. They 

include: 

 

1. Product 
• Refers to the merchandise or service offered to customers. 

 

• In retail, this includes product variety, quality, design, features, brand name, and 

warranty. 

 

• The product range must align with customer needs and expectations. 

 

2. Price 
• Encompasses the pricing strategy used to attract and retain customers. 

 

• Includes discounts, markdowns, pricing tactics, and perceived value. 

 

• Pricing must balance competitiveness, profitability, and perceived value. 

 

3. Place 
• Refers to the location and distribution channels through which the product is sold. 

 

• In retail, this means physical store location, store layout, online presence, and supply 

chain efficiency. 

 

4. Promotion 
• Involves all methods used to communicate and promote products to the target 

market. 

 

• Includes advertising, in-store displays, sales promotions, loyalty programs, public 

relations, and social media. 

 

5. People 
• Focuses on the staff and salespeople who interact with customers. 

 

• Includes training, customer service, product knowledge, and the overall customer 

experience. 

 

• In retail, staff can significantly influence buying decisions. 



 

6. Presentation (or Physical Evidence) 

• Refers to the look and feel of the retail environment, both physical and digital. 

 

• Includes store design, layout, signage, ambiance, cleanliness, and website/app 

usability. 

 

• Strong presentation reinforces brand image and enhances customer engagement. 

 

 

Retail Pricing:  
 

The retail price of a product is the price that a customer will pay when purchasing a product 

at a retail store. This is the final price that customers pay. The retail price is the price that the 

customers pay for the final product that is sold. The price at which the product is sold to the 

end customer is called the retail price of the product. Retail price is the summation of the 

manufacturing cost and all the costs that retailers incur at the time of charging the customer. 

Retail price is the final price at which a product or service is sold to consumers in a retail store. 

It encompasses various costs such as production, distribution, marketing, and profit margin. 

 

Factors Influencing Retail Pricing: 

Retail pricing is influenced by a variety of factors that impact the final cost of goods for 

consumers. These factors can be categorized into three main areas: production costs, market 

conditions, and external influences. Understanding these factors is crucial for retailers in 

determining the optimal pricing strategy for their products. 

1. Production Costs  

The cost of producing goods plays a significant role in determining their retail price. 

Factors such as raw material costs, labour expenses, manufacturing overheads, and 

transportation fees all contribute to the overall production cost.  

2. Supply Chain Efficiency  

The efficiency of the supply chain affects pricing as well. Retailers must consider the costs 

associated with sourcing materials, storing inventory, and transporting goods from 

manufacturers to stores. Streamlining these processes can help reduce costs and 

ultimately influence retail prices.  

3. Distribution Expenses Retailers  

need to account for distribution expenses when setting prices. This includes costs 

associated with warehousing, packaging, shipping, and delivery logistics.  

4. Demand-Supply Balance  

The balance between customer demand and product supply has a direct impact on retail 

pricing. When demand exceeds supply (high demand with limited availability), retailers 

may increase prices due to increased buying power among consumers.  

 

 

 



5. Market Competition  

Competitive forces within an industry also play a vital role in determining retail prices. If 

there are many competitors offering similar products or services at lower prices, retailers 

may need to adjust their own pricing strategies accordingly.  

6. Seasonal Demand  

Fluctuations Seasonality can significantly influence retail prices. For example, during peak 

seasons like holidays or special events when demand is high, retailers may increase prices 

to take advantage of the increased consumer spending. Conversely, during off-peak 

seasons when demand is low, retailers may offer discounts or promotions to stimulate 

sales.  

7. Taxes and Tariffs  

Government-imposed taxes and tariffs can directly affect the cost of goods for retailers. 

Increases in taxes or the implementation of new tariffs can lead to higher retail prices as 

businesses pass on these additional costs to consumers.  

8. Economic Conditions  

Broader economic conditions such as inflation, interest rates, and exchange rates can 

indirectly influence retail prices. Inflationary pressures may drive up production costs, 

which in turn could result in higher retail prices. Global events like natural disasters or 

political instability can disrupt supply chains and impact pricing. 


