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MEANING OF MARKETING MIX #ThiedT AT & gidd)

THE MARKETING MIX REFERS TO THE COMBINATION OF MARKETING ELEMENTS THAT A BUSINESS USES TO ACHIEVE ITS MARKETING OBJECTIVES IN
THE TARGET MARKET.
IT IS A PLANNED MIX OF CONTROLLABLE VARIABLES THAT INFLUENCE CUSTOMERS’ BUYING DECISIONS.

* THE CONCEPT OF THE MARKETING MIX WAS POPULARIZED BY E. JEROME MCCARTHY, WHO CLASSIFIED IT INTO FOUR ELEMENTS, KNOWN AS THE
4PS OF MARKETING:

* PRODUCT
* PRICE
* PLACE
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DEFINITION(GfssT)

ACCORDING TO PHILIP KOTLER:

“THE MARKETING MIX IS THE SET OF CONTROLLABLE MARKETING VARIABLES THAT THE FIRM
BLENDS TO PRODUCE THE RESPONSE IT WANTS IN THE TARGET MARKET.”
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COMPONENTS OF MARKETING MIX (4PS)
HAThTedT AT & °9ceh

1. PRODUCT
MEANING OF PRODUCT

* A PRODUCT IS ANYTHING THAT CAN BE OFFERED TO THE MARKET TO SATISFY A NEED OR WANT. IT INCLUDES
PHYSICAL GOODS, SERVICES, IDEAS, OR EXPERIENCES.

* EXAMPLES:

» GOODS: MOBILE PHONES, BOOKS, CLOTHES

* SERVICES: BANKING, EDUCATION, TRANSPORTATION

1. 391 (PRODUCT)
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FEATURES OF A PRODUCT (3¢l T TaQivaru)

* TANGIBLE OR INTANGIBLE
* OFFERS UTILITY OR SATISFACTION
* CREATED TO MEET CUSTOMER NEEDS

* HAS A LIFE CYCLE (INTRODUCTION, GROWTH, MATURITY, DECLINE)
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PRODUCT MIX (3c91e AT

PRODUCT MIX REFERS TO THE TOTAL RANGE OF PRODUCTS OFFERED BY A COMPANY.
ELEMENTS OF PRODUCT MIX:

« PRODUCT WIDTH — NUMBER OF PRODUCT LINES

 PRODUCT LENGTH — TOTAL NUMBER OF PRODUCTS

 PRODUCT DEPTH — VARIATIONS WITHIN A PRODUCT

 PRODUCT CONSISTENCY — RELATEDNESS AMONG PRODUCTS
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IMPORTANT PRODUCT DECISIONS (#gcaqur 3cqre four)

*Product design and quality
*Branding

*Packaging and labeling
*Product features

*After-sales service

*Product life cycle management
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IMPORTANCE OF PRODUCT IN MARKETING MIX
(3cUlq ol Hgcd)

CORE ELEMENT OF MARKETING
DETERMINES CUSTOMER SATISFACTION
INFLUENCES BRAND LOYALTY

BASIS FOR PRICING AND PROMOTION DECISIONS
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2. PRICE (Hed)

MEANING OF PRICE

PRICE IS THE AMOUNT OF MONEY CHARGED FOR A PRODUCT OR SERVICE. IT REPRESENTS THE
VALUE EXCHANGED BETWEEN BUYER AND SELLER.
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Affects profit and market share

IMPORTANCE OF PRICE
*Only element that generates revenue
Influences demand and sales volume

(Fed I Hgca)

‘Plays a key role in competitive positioning
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FACTORS AFFECTING PRICING DECISIONS

INTERNAL FACTO

* COST OF PRODUCTION

* MARKETING OBJECTIVES

* COMPANY IMAGE

* PRODUCT LIFE CYCLE STAGE
EXTERNAL FACTORS:

* MARKET DEMAND

* COMPETITION

* GOVERNMENT REGULATIONS
* ECONOMIC CONDITIONS
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PRICING METHODS (Hed fa&iRoT hr faferm

COST-BASED PRICING — BASED ON COST + PROFIT

* DEMAND-BASED PRICING — BASED ON CUSTOMER DEMAND

COMPETITION-BASED PRICING — BASED ON COMPETITORS’ PRICES

VALUE-BASED PRICING — BASED ON PERCEIVED VALUE
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PRICING POLICIES

* PENETRATION PRICING
*  SKIMMING PRICING

* DISCOUNT PRICING

* DIFFERENTIAL PRICING
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MEANING OF PLACE

PLACE REFERS TO THE ACTIVITIES INVOLVED IN MAKING PRODUCTS AVAILABLE TO CUSTOMERS AT THE RIGHT PLACE
AND AT THE RIGHT TIME.
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IMPORTANCE OF PLACE

« ENSURES PRODUCT AVAILABILITY

» BRIDGES THE GAP BETWEEN PRODUCERS AND CONSUMERS
» INCREASES CUSTOMER CONVENIENCE

« REDUCES DISTRIBUTION COST
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A DISTRIBUTION CHANNEL IS THE PATH THROUGH WHICH GOODS MOVE FROM PRODUCER TO
CONSUMER.

* TYPES OF CHANNELS:
* DIRECT CHANNEL — MANUFACTURER — CONSUMER

* INDIRECT CHANNEL -
* MANUFACTURER — RETAILER — CONSUMER
* MANUFACTURER — WHOLESALER — RETAILER — CONSUMER
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FUNCTIONS OF DISTRIBUTION (30T & &)

*  TRANSPORTATION
*  WAREHOUSING
* INVENTORY MANAGEMENT

* RISK BEARING

~*  FINANCING
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FACTORS AFFECTING CHOICE OF DISTRIBUTION
CHANNEL

*Nature of product
Market characteristics
Company resources
Middlemen availability
*Cost considerations



MEANING OF PROMOTION:
PROMOTION REFERS TO COMMUNICATION ACTIVITIES USED TO INFORM, PERSUADE, AND REMIND CUSTOMERS ABOUT A PRODUCT.
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* CREATE AWARENESS

* INCREASE SALES

* BUILD BRAND IMAGE

* FACE COMPETITION

* EDUCATE CONSUMERS

L glld[achdl 3clool hldl
. fS&hr seEr

. oS O ST



PROMOTION MIX CONSISTS OF VARIOUS PROMOTIONAL TOOLS:

i

2

ADVERTISING

PAID, NON-PERSONAL COMMUNICATION

MEDIA: TV, NEWSPAPERS, SOCIAL MEDIA, RADIO
SALES PROMOTION

SHORT-TERM INCENTIVES TO BOOST SALES
EXAMPLES: DISCOUNTS, COUPONS, FREE SAMPLES

. PERSONAL SELLING

FACE-TO-FACE INTERACTION WITH CUSTOMERS
USED IN INDUSTRIAL AND HIGH-VALUE PRODUCTS

. PUBLIC RELATIONS

BUILDING FAVORABLE COMPANY IMAGE
PRESS RELEASES, EVENTS, SPONSORSHIPS
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FACTORS AFFECTING PROMOTION MIX

*Nature of product

*Target market

*Budget available

*Stage of product life cycle
*Marketing objectives



IMPORTANCE OF MARKETING MIX (FThfeer f@Fa &1 #Fgca)

*Helps achieve marketing goals

«Satisfies customer needs

*Ensures effective utilization of resources
*Provides competitive advantage
*Supports business growth and profitability
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CONCLUSION (TSt

THE MARKETING MIX (4PS) IS A FOUNDATION CONCEPT IN MARKETING. A SUCCESSFUL
BUSINESS CAREFULLY BALANCES PRODUCT, PRICE, PLACE, AND PROMOTION TO MEET
CUSTOMER NEEDS AND ACHIEVE ORGANIZATIONAL OBIJECTIVES. PROPER COORDINATION OF
ALL FOUR ELEMENTS LEADS TO MARKET SUCCESS AND CUSTOMER SATISFACTION.
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