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The Marketing “Mix”

Marketing

manager
Product Price Promotion Place
Features List price Advertising Outlets
Brand name Discounts Personal selling Channels
Packaging Allowances Sales promotion Coverage
Service Credit terms Publicity Transportation
Warranty Payment period Stock level

Cohesive marketing program

Promotion

Product



Marketing Mix — 4Ps

The marketing mix elements that make up an
organization’s marketing program.

Product
Promotion
Price
Place

These are management decisions,
controllable factors

-




Marketing function relates to many people, groups, and forces

The
organization
Society Society
| Resources s‘m;“

Relationships




Organization's
marketing department

— | | Discover consumer needs

A

Information about needs

Marketing’s first task:
discovering consumer
needs

Potential consumers: The market



Marketing’s second task: satisfying consumer needs

Organization's marketing department

C ts f Satisfy consumer needs by
. %’:gf,ﬂfts‘” finding the right combination
Discover consumer needs m————— Of: PY _OdUCt
Price
Promotion
Place ‘
| Information about needs l Goods, services, ideas

A \

| Potential consumers: The market



