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			The marketing mix


			Key information


			

					
Names: marketing mix, marketing-mix, marketing mix policy.


					
Uses: the marketing mix is a basic tool for marketing decisions.


					
Why is it successful? The model summarises all the tools available to marketers for decision-making.


					
Key words: product, price, place, promotion, target market.


			


			Introduction


			History


			The term ‘marketing mix’ first appeared in the article entitled ‘The Concept of the Marketing Mix’ (1948) written by theorist Neil H. Borden (1895-1980), a professor of marketing and advertising at Harvard Business School. He said himself that he was inspired by the research of James W. Culliton (1912-2004) who described the role of marketing managers as ‘mixers of ingredients’ and proposed a list of twelve elements of the industrial marketing mix at this stage. In 1960, Professor Jerome McCarthy (born in 1928) developed Borden’s theory and kept four main points, namely the 4 Ps (product, price, place and promotion) in his book Basic Marketing: A Managerial Approach. The mnemonic feature of this approach has contributed to its success and it is widely used by marketers. The marketing mix and the 4 Ps of marketing are often used to express the same idea, although they are not really synonymous. The marketing mix is a concept that describes the steps and choices that companies or brands have to make throughout the process of entering a market with a product or service; whereas the 4 Ps model is probably the best-known way of defining the marketing mix.


			Definition of the model


			The marketing mix is a marketing concept that includes all of the tools available to marketers to develop efficient actions and achieve their sales penetration targets within a target market.


		




		

			Theory


			Objectives of the model


			The marketing mix includes all of the marketing decisions and actions taken to ensure the success of a product, service or a brand in its market.


			The first decisive step in the marketing process: market analysis. Once this is done, the 4 Ps model can be used as a good decision-making tool for marketers. In fact, in addition to covering all of the elements that marketers can focus on, the model is easy to use. Its distinctive name has also undoubtedly added to its success. This classification system is one of the most used in the marketing mix, both in textbooks and in real life.


			More broadly, the marketing mix model can be used to help decision-making in the context of a new offer on the market, as well as to test an existing marketing strategy.


			Context and theorists


			The marketing mix appeared at a time when a significant increase in consumption was observed. During the postwar boom (period of strong economic growth between the end of World War II and the first oil crisis, experienced in most developed countries from 1946-1973), there was an explosion of mass consumption. Before that time, marketing was simply used to understand the preferences and behaviour of the consumer; with the arrival of the marketing mix it was then possible to obtain an overall view of the placing of a particular product on the market. Although this theory is attributed to McCarthy, who identified the 4 Ps, he was actually inspired by the list compiled by Neil Borden in ‘The Concept of the Marketing Mix’. The professor also admits himself that he was influenced by the research of his partner, James Culliton, who described the role of marketing managers and ‘mixers of ingredients’. Later, Philip Kotler (born in 1931), the father of modern marketing, took the 4 Ps concept and offered an updated version in his most famous book entitled Marketing Management (in collaboration with Kevin Deller, Delphine Manceau and Bernard Dubois).


			The authors did not all agree on the nature of the marketing mix elements. Neil Borden spoke of ‘procedures’, but today the terms ‘parameters’, ‘tools’ or ‘instruments’ are preferred.


			Neil Borden’s original list contained 12 elements of the marketing mix that should be taken into account by the marketer: 


			

					product


					price


					branding


					distribution channels


					personal selling (face to face)


					advertising


					promotions


					packaging


					displays


					servicing


					physical handling


					fact finding and analysis.
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