SECTION -1

QUESTION-3.
ANSWER:-

Marketing mix plays vital role in creating values
Benefits of the marketing mix

The marketing mix has been a fundamental concept of marketing textbooks the past 50 years
or more. This article explores the benefits and the role of the marketing mix in both the study
and the practice of marketing.

As a learning tool

While one of the limitations of the traditional 4P’s marketing mix is that it is quite simplistic,
that means it is also an excellent approach to learning the scope of marketing.

Marketing students are typically introduced to the concept of the traditional marketing mix in
their introductory marketing studies — it is usually one of the first concepts taught.

Highlights a broader scope of marketing

For many years, marketing was primarily associated with simply advertising and promotion.
The 4P’s marketing mix structure, however, clearly highlights that promotion is simply one
of the four elements. At the centre of the marketing mix is product — for without a product
offering, it is impossible for an organization to offer any value to an end consumer and it is
impossible for the firm to create profitability for itself.

A handy checklist

The marketing mix is handy as a top level checklist of the key components of any integrated
marketing program. When a marketer is developing their marketing strategy and
documenting their marketing plan, the marketing mix can act as an overall checklist, or
control, to ensure that they have considered the broader aspects of marketing.

Flexible options

There is no perfect marketing mix, due to the infinite combinations of the elements involved.
The same product may have different marketing mixes for different target markets. Also no
marketing mix is constant; it should be adapted to the requirements and changes of the
environment it concerns. But one thing is certain, the different elements of the mix should not
pull the organization in different directions, they should consolidate a single position within a
certain market segment.

What Is Marketing Mix?



Businesses have technically always used marketing tools to promote and sell their work, but
the term "marketing mix™ was coined in the mid-20th century. One of its first uses was in a
1953 address to the American Marketing Association, in which Harvard professor and
marketing expert Neil Bordon outlined how marketers develop and execute a successful
marketing plan

Identifying and arranging the elements of its marketing mix allows a business to make
profitable marketing decisions at every level. These decisions help a business:

Develop its strengths and limit its weaknesses
Become more competitive and adaptable in its market
Improve profitable collaboration between departments and partners

Since the 1950s, the elements of marketing mix have undergone various transformations in
response to new technologies and other changes in marketing best practices.

The Four Ps of Marketing Mix

Since the 1960s, marketing mix as been associated with the four Ps: price, product,
promotion, and place.

Price. The cost to purchase a product. Price depends on the customer's perceived value of the
product, and it can dramatically change your marketing strategy. A lower price makes a
product accessible to more customers, while a higher price appeals to customers seeking
exclusivity. Either way, the price must be greater than the cost of production so your business
can make a profit.

Place. Any physical location where the customer can use, access, or purchase a product. This
includes distribution centers, transport, warehousing, inventory decisions, and franchises.

The Seven Ps of the Marketing Mix

Sometimes, the four Ps are expanded to include the seven Ps. In addition to the usual four Ps,
the seven Ps include physical evidence, people, and process.

Physical evidence. Anything tangible related to a product or the physical environment in
which a service takes place. Physical evidence may include product packaging, delivery
receipts, signage, or the layout of a physical store.

People. Employees, including those who interact directly with customers (such as sales,
customer service, or delivery people) as well as staff recruitment and training. This category
includes how well employees perform their jobs, how they appear to customers (for example,
what their uniforms look like), and how customers feel about their experience.

What Is a Digital Marketing Mix?

A digital marketing mix is how a business achieves its marketing goals using digital
technologies. As more business is done online, digital marketing tools become important to
all types of businesses, not only those in the tech industry.



A digital marketing mix follows the same principles of a traditional marketing mix. However,
those elements are adapted to the way the Internet influences new technologies and consumer
behavior.

The Four Cs of a Marketing Mix

In the 1990s, the four Ps were adapted to the four Cs to place less focus on the business and
more on the customer. The four Cs are consumer, cost, convenience, and communication. In
some instances, the four Cs may be more applicable to a digital marketing mix than the four
Ps.

Consumer. The wants and needs of the consumer. Under this model, a business should be
focused on solving problems for consumers rather than creating products. This requires
studying consumer behavior and needs, along with interacting with potential customers to
find out what they want.

Cost. The total cost of acquiring a product or service, which goes beyond the price tag. Cost
includes the time it takes to research a product and make a purchase. It also may include the
cost of trade-offs that consumers must make, such as forgoing another purchase, or the cost

of guilt they experience for buying or not buying a product.

Convenience. How easy or difficult it is for consumers to find and purchase a product. The
rise of Internet marketing and purchasing has made convenience more important in customer
decisions than physical place.

Communication. A dialogue that depends as much on the consumer as on the seller. This
includes advertising, marketing, and media appearances. In the digital world, however, it also
includes emails that customers either opt into or initiate, brand ambassadors, blog posts,
websites, sponsored product placement, and social media channels.

How to Identify Your Marketing Mix

To bring in early sales and build a customer base, any business must begin by identifying its
marketing mix. The first step in this process is identifying your target customer.

Once you know who your customer is, you can start to understand their relationship with
your business.

What problem does your target customer have?

What is getting in the way of solving that problem?

How does your product or service address that need?

How does your target customer feel about your competitors? About you?
What motivates your target customer to buy?

Next, identify your goals for sales and growth, as well as your budget for marketing
initiatives. Then, choose a marketing tactic that will help you reach your target audience and
achieve those goals.



For example, if you need 25 leads to sell one product, and you want to sell 1,000 products
this month, then you need 25,000 new leads. You know your target customer reads and trusts
two different websites, one with 25,000 visitors a month and one with one million visitors a
month. The website with only 25,000 visitors a month is much less expensive to advertise on,
but it is unlikely that all 25,000 visitors will become new leads. Therefore, the website with
one million monthly visitors is a better use of your advertising budget, even if it is more
expensive.

By working through the elements of your business' individual marketing mix, you'll be able
to create a strategy that effectively reaches consumers, make sales, and grows your business.



