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Abstract – The key purpose of this research is to examine, in specific, the current marketing combination. 
This research gives advertisers an insight which can be used as strategies to help them achieve their 
marketing goals. Borden (1965) states that he was the first one to use the word marketing combination 
and Culliton proposed it to him (1948). McCarthy (1964) offered the 4Ps Marketing Blend as a way of 
implementing Marketing Planning (Bennett, 1997). The marketing mix is based on a single 
microeconomic theory P (price) (Chong, 2003). In order to face up to a highly dynamic landscape new Ps 
were put onto the marketing scene. Also, by analysing scholarly views from five marketing management 
subdivisions (consumer marketing, partnership marketing, service marketing, retail marketing and 
industrial marketing) and new marketing disciplines Möller (2006) provides an updated image of the 
current situation in Mix discussion as a marketing model and dominant marketing management method 
(E-Commerce). Numerous research, including Lauterborn (1990), Möller (2006), Popovic (2006) and 
Fakeideas, have criticised the definition of 4Ps (2008). However, the 4Ps remain a cornerstone of the 
marketing mix, notwithstanding their shortcomings. The following Ps are also needed to reach an 
understanding on eligibility and realistic implementation (Kent and Brown, 2006).  

Keywords: Marketing mix, P 

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - X - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

1. INTRODUCTION 

1.1 Marketing Theory 

Social Definition: Marketing concepts are social and 
administrative. Kotler is described as 'the most 
influential marketer ever' by the American Marketing 
Association and Armstrong 26 has adopted a social 
definition: "marketing as a social process that 
enables individuals and groups to obtain what they 
need and want by creating and exchanging value 
with others. This term hits the primary mind of human 
beings—exchange of "needs," which is why this 
study is based. 

Managerial Definition: Marketing was defined as 
the "art of selling goods" in the 1960's, with the 
managerial definition. By 198528, the American 
Marketing Association (AMA), which had since been 
listed in most study books and most textbooks, 
suggested a now universally recognised managerial 
definition: "Marketing involves the preparation and 
implementation of conception, pricing, promotion of 
ideas, commodities, and the distribution of resources 
that meet person and corporate aims." The meaning 
has been changed to "Marketing is an operational 
role and a series of processes for the development, 
communication and value delivery of consumers in 

ways that favour the company and its 
stakeholders" on America marketing association' s 
website. 

The marketing mix is based on a single 
microeconomic theory P (price) (Chong, 2003). The 
marketing blend, also called "4Ps" in 1964, was 
presented by McCarthy as an instrument for turning 
marketing planning into practise (Bennett, 1997). 
Marketing blend is not a mathematical hypothesis, 
it is simply a philosophical construct that defines 
the key decision-makers that allow their offers to 
meet the requirements of customers. The 
instruments will be used to establish long-term and 
short-term operational plans (Palmer, 2004). It is 
the same principle to blend a cake with the concept 
of a marketing mix. Based about the kind of cake 
we choose to baked, a baker can change the 
ingredients in a cake. The advertisement balance 
proportions may be modified equally and vary 
between the commodity and the product (Hodder 
Education, n.d). Since it was adopted in the 1940s, 
the model for marketing combination strategy 
dominates marketing thinking, study and 
experience (Grönroos 94). "The sacred four-
fold...the marketing faith...written in tables of stone" 
(1986) referred to Kent in 4Ps of the marketing 
blend." In the advancement of marketing 
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philosophy as well as practicality, the marketing 
blend was highly influential (Möller, 2006).  

But Möller (2006) pointed out that the weaknesses of 
the 4Ps marketing mix system have been widely 
criticised by the foundations of conventional 
marketing management. There are also a host of 
opponents who oppose the 4Ps entirely and propose 
alternate structures. 

The Marketing Mix principle is a corporate tactic 
utilised by marketer and marketers in marketing 
plans and other roles. In defining a commodity or 
brand bid, the marketing combination is important 
and is always linked to the 4 P: price, product, 
promotion and location. However, four Ps are 
extended to 7 Ps or 8 Ps to deal with the various 
roles or design of the services in services marketing. 
A modern four-piece philosophy with individuals, 
systems, initiatives and achievement has been 
proposed in 2012. Marketing mix is either detected or 
derived from a single microeconomic theory P 
(price). The marketing blend, also called "4Ps" in 
1964, was presented by McCarthy as an instrument 
for turning marketing planning into practise (Bennett, 
1997). The marketing mix is not a mathematical term, 
it is just a psychological structure for commodity, 
price, location and consumer promotion. It is the 
same principle to blend a cake with the concept of a 
marketing mix. Depending on the form of cake we 
choose to bake or produce, the bakers alter or 
combine the amount of ingredients in the Arjun Mittal 
et al cake. The marketing mix's proportions may be 
modified in the same manner and vary from product 
to product and from business to service. There are 
also two significant roles in the marketing 
combination principle. First, it is a key instrument to 
help us understand the role of the marketing 
manager is to trade in a wide extent the rewards of 
one's strategic strengths against other people's 
advantages in the marketing mix. The second task of 
the marketing mix is to help expose a different 
component of the job of the marketing manager.  

2. HISTORY AND IMPLEMENTATION OF 
MARKETING MIX  

Borden (1965, by way of a review of Culliton (1948) 
as "mixer of ingredients" claiming he is the first to 
use this word "marketing mix" An office manager is 
"the processor of ingredients, often following a 
recette, sometimes adapting a formula to the 
appropriate ingredients and often experimenting with 
or inventing ingredients that no one else has tried" 
(Culliton, 1948). 

The early marketing model is close to the concept of 
a marketing blend focused on Stackelberg's theory of 
intervention criteria from the 1930s (1939). The so-
called parameter principle was then established by 
Rasmusen (1955). He suggests that the price, cost, 
service and advertisement are the four determinants 
of competitiveness and revenue. This principle is 

included in the Product Life Cycle Definition by 
Mickwitz (1959).  

The initial Marketing Blend from Borden was made 
up of 12 elements: product strategy, pricing, naming, 
delivery networks, personal sales, promotional 
services, packing, presentation, physical service and 
factual discovery and review. Frey (1961) suggested 
the division into two marketing variables: commodity, 
packaging, name, price and service offering and 
methods (distribution channels, personal selling, 
advertising, sales promotion and publicity). The 
marketer blend, the product and services mix, the 
sales mix and the communications mix, was 
proposed by Lazer and Kelly (1962) and Lazer, 
Culley and Staudt (1973). McCarthy (1964) further 
refined the concept of the marketing mix and 
described it as a mixture of all the variables under 
the leadership of the marketing manager to meet the 
target demand. He divided the 12 elements of 
Borden into four elements or four elements, namely 
the commodity, price, marketing promotion and the 
place to meet the target market.   

Many scientists are proposing new 'P' in the 
marketing mix, particularly in the 1980s. Fifth P is 
suggested by Judd (1987) (people). In order to 
adapt the marketing combination definition to the 
service, Booms and Bitner (1980), to initial 4 Ps 
(participants, physical proof and process) introduce 
3 P. In addition to the Ps definition, Kotler (1986) 
adds political authority and popular sentiment. The 
definition of the 15 Ps is proposed by Baumgartner 
(1991). MaGrath (1986) proposes 3 Ps to be 
included. The S (service) blend is recommended in 
Vignalis and Davis (1994). Goldsmith (1999) says 8 
Ps are anticipated  

In its study of academic opinions in five 
subdisciplines in marketing (consumer marketing, 
marketing relationships, services marketing, retail 
Marketing, and industrial marketing) and a 
changing marketing, Möller ( 2006) provides an up 
to date image of the existing status as part of the 
Mix discussion (E-Commerce) The role of the Mix 
as a marketing strategy technique, proposed 
alternatives which would apply new parametres to 
the original Mix or replaced it with entirely different 
structure, is seriously doubted by most researchers 
and writers examined in these fields. 

3. CRITICISE ON MARKETING MIX  

4Ps defines 4 separate, clearly specified and 
autonomous mechanisms for management. While 
several physical firms are continuously working 
with 4P in an interconnected fashion, it remains the 
responsibility of different divisions and individuals 
within the organisation to draught but primarily 
execute the P policies. More importantly, 
customers usually experience the individual results 
of each 4P on various dates, periods and locations 
if certain firms strive hard to completely incorporate 
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their marketing efforts internally (Constantinides, 
2002; Wang, Wang and Yao, 2005). But a research 
carried out by Rafiq and Ahmed (1995) suggests that 
the 4Ps system is highly unhappy. Even, Overall, 
these findings provide relatively good backing to 
Booms, and the 7P system of Bitner (1981) can 
substitute the 4Ps of McCarthy as the standardised 
marketing blend. There has been tremendous 
interest from academic and business to the creation 
of a marketing blend. A lot of changes have been 
introduced to the 4Ps system, the most concerted 
criticism comes from the marketing service sector 
(Rafiq and Ahmed, 1995). 

The marketing introductory texts say that all aspects 
of the marketing mix (4Ps) are just as critical, as any 
weakness could lead to failure (Kellerman, Gordon 
and Hekmat, 1995). Number of industrial marketers 
and buyers surveys have shown that the components 
of the marketing combination vary greatly (Jackson, 
Burdick and Keith, 1985). Two studies focusing on 
identifying core marketing policies and standard 
processes for profitable production companies 
(Jackson, Burdick and Keith, 1985). Udell (1964) 
found that the core policies and processes included 
commodity and distribution efforts. The promotions, 
prices and locations were pursued. Robicheaux 
(1976) finds that core marketing policies had 
substantially improved in a replication of this report. 
In the Robicheaux (1976) survey Pricing was 
perceived to represent the most significant marketing 
practise, while in Udell's (1964) survey, it was only 
sixth. Udell (1968) noticed that promotional activities, 
pricing and delivery were the most critical. The 
commodity related parameters, followed by delivery, 
price and promotion, were identified by LaLonde in 
1977 as most significant. Perreault & Russ (1976) 
noticed that consistency of the goods, delivery and 
price were the most critical. The chief executive 
officers of the McDaniel and Hise, (1984), found that 
the price and product of two of the 4 ps is somewhat 
greater than the two others – the position (physical 
distribution) and promotion. In the order price and 
product, delivery and promotion Kurtz and Boone 
(1987) noticed that, on average, the business people 
ruled 4 P as being of the utmost importance. Thus, 
these studies show that market managers do not 
really see the four sides as similar but consider the 
prices and commodity components to be the most 
significant (Kellerman, Gordon and Hekmat, 1995).  

The 4Ps principle has been criticised as a 
production-based and non-customer-oriented 
marketing term (Popovic, 2006). It is known as a 
perspective for marketing management. Lauterborn 
(1990) notes that all these factors can therefore be 
viewed from the point of view of the user. This 
transition is achieved through the transformation of 
the commodity into a consumer solution, price into 
customer costs, comfort and promotion, or 4Cs. 3-4 
main critiques of the Marketing Mix system were 

outlined by Möller (2006). x The mix does not take 
consumer behaviour into account nor is directed 
internally. The Mix considers consumers to be 
passive; interactions are not possible and 
connections cannot be captured. The Mix has little 
analytical content; it mostly functions as a simple tool 
that concentrates management attention. x The Mix 
has little assistance in personalising marketing. A 
analysis of another paper, "Review: Reviewing the 
Marketing Blend" (Fakeideas, 2008), found: x The 
mix is not special in marketing services. x The 
commodity is mentioned in the individual, but most 
firms do not isolate a commodity. The balance is not 
about the partnership building which has become a 
big emphasis in marketing or interactions which 
customers are buying. x Marketers advertise 
products or labels both of which are associated 
inside the minds of the customer. Implicit 
advertisers are essential to the conceptualization of 
the blend. It is not the situation. The aim of 
marketing is to "manage customers." 

4. IMPORTANCE OF THE MARKETING 
MIX 

All of the campaign blend features are influential. 
You shape a strategic strategy for an organisation 
and manage it correctly. But it was incorrect and it 
may took years for the company to rebound. The 
marketing combination takes many individuals, 
from consumers to businesses to production, 
among many others, into account in marketing 
analysis, perception and consulting. 

5. DIGITAL MARKETING MIX 

The digital marketing mix is mostly the same as the 
marketing mix, and is a change to the feature of the 
digital marketing of the product, price, place and 
promotion. The typical explanation for digital 
marketing is "Achievements of marketing targets by 
the use of digital technology." 

Product: Via the interaction and relation between 
web and electronics, the commodity is redefined in 
the field of digital marketing as a "visual product." A 
commodity may be shipped directly from suppliers 
to consumers by means of the digital form. 
Customers may, for example, purchase music in 
the form of an MP3 rather than a physical CD. 
Therefore, it is important to learn how to vary the 
goods in the online world if an organisation is 
developing Internet Marketing Strategies. Having 
regard to the product feature on the Internet, below 
are some indicators. 

• Core product modification: In this instance, 
the product can be modelled in digital 
format like film, songs, books or other 
publications etc.  
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• Core product modification. Take the example 
of Netflix. The wide-ranging usage of the 
Internet has shifted from DVDs to 
convenience shops and merchandise for 
web sales and rental. 

• Digital product provision: Businesses need to 
expand their choice of items in order to win 
market shares across the Internet. 
Psychological advice can, for example, be 
offered online via video calls. 

• Construction of the whole product: 
Amazon.com also has a premium streaming 
package such as Amazon Prime as well as 
internet shopping, allowing users to freely 
send Amazon videos and shipping services. 

• Web analysis: the Internet is a low-cost and 
easy means to do consumer research that is 
useful for firms to figure out what goods or 
services people want. 

Price: Price complaints about a company's pricing 
practises or price templates. Thanks to broad 
Internet use, a wide range of applications can be 
seen in the perspective of both consumers and 
producers. The internet allows customers to compare 
prices in real time before making a consumer choice 
which saves time and saves energy for consumers. 
As far as manufacturers are concerned, they will 
change pricing in real time to provide consumers with 
greater market transparency. Furthermore, Internet 
seems to relieve market burden because online 
producers are not required to rent a physical store on 
their budget. For the business who wishes to join the 
Internet industry, it is also necessary to make new or 
adjusted price strategies. 

Place: Through the application of the Internet, the 
position of the Internet in fostering usage is the as 
the Internet and physical networks are becoming 
interactive. The biggest boost from the Internet to the 
industry is not just the sale of goods online, but also 
the building of partnerships between businesses. As 
a matter of fact, places from the digital marketing 
viewpoint are often connected with promotion 
because of the ease of going from one location to the 
next. That ensures that vendors also utilise third 
party platforms as a search tool to direct clients on 
visiting their websites.  

Promotion: Promotion means the choice of target 
audiences, the location and use in the marketing mix 
of different communication methods. In contrast to 
conventional marketing methods, digital marketing 
tools are designed to get the public involved by 
placing advertising and social network posts, like 
displaying commercials, pay-per-click (PPC), SEO, 
influencers, etc. Chaffey and Smith proposed that 
they could be divided into six categories when 
designing online marketing campaigns: 

• Promotion of search engines including 
optimization of the search engine, pay-per-
click (PPC). 

• The constructive feedback on goods or 
services when reducing derogatory 
comments on online PR. 

• Online alliances, developing third-party 
agreements that facilitate the promotion of 
goods or services. 

• Interactive publicity, client and business 
interactions via social networking, opt-in e-
mail ads 

• Social media promotion, initiation and 
participation in customer to customers. 

6. MCCARTHY'S 4 PS 

The initial marketing combination, or 4 Ps, initially 
suggested by E. Jerome McCarthy, a marketing 
decision-making system. The marketing blend of 
McCarthy has since become one of the most 
sustainable and generally recognised marketing 
frameworks.  

Table 1: Brief Outline of 4 Ps 

Category 
Definition/ 

Explanation/ 
Concept 

Typical Marketing 
Decisions 

Product 

A commodity is 
a product that 
responds to the 
desires or 
wishes of the 
customer. 
Tangible (good) 
or incorporeal 
products can 
(services, ideas 
or 
experiences). 

 Design of product – 
consistency features 

 Sortiment of products 
– product line, blend, 
lines of product. 

 Branding Branding 

 Packaging and 
marking  Services 
(complimentary 
service, post-sales 
service, service 
level) 

 Returns Product 
management over 
the life cycle 

Price 

Price means 
the amount 
paid for a 
commodity by 
the buyer. 
Price may also 
include 
slaughter 
customers are 
willing to buy a 
commodity (e.g. 
time or effort). 
Price is the only 
attribute with a 
sales effect. 
 
Price is the one 
aspect of the 
advertisement 
mix that speaks 

 Price strategy 

 Price tactics 

 Price-setting 

 Allowances – e.g. 
rebates for 
distributors 

 Discounts – for 
customers 

 Payment terms – 
credit, payment 
methods 
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of the 
company's 
value. 
Price frequently 
contains 
consumer value 
factors. 

Place 

Provides 
connectivity for 
customers 
Considerations 
to include 
customer 
comfort. 

 Intensive distribution 
strategies, limited 
delivery, proprietary 
distribution 

 Currency 
Franchising; 

 Selection of channel 
member and 
partnerships of 
channel member. 

 Logistics, 
warehousing and 
transport inventory 

Promotion 

Promotion 
refers to 
contact with 
ads 
Can include: 
advertisements, 
PR, direct 
marketing and 
promotion of 
sales. 

 Promotional blend - 
effective combination 
between 
advertisement, public 
relations, direct 
communication and 
product promotion  

 Message Plan – 
what can be 
communicated? 

 How much to talk  

 Messages 
Frequency 

 

The 4Ps have been the cornerstone of the 
managerial approach to marketing since the 1960s 

Product: The commodity relates to the goods and 
services the company sells for sale. "Quality, 
functionality, advantages, styling, architecture, 
branding, packaging, amenities, guarantees, life 
cycles, investments and returns" shall be included. 

Price: Price applies to "list pricing choices, discount 
pricing, exclusive offers, lending or loan words." 
Pricing applies to the customer's actual expense for 
purchasing the products, which may include both 
financial and psychological costs including 
acquisition time and effort. Distribution networks, like 
supplier, wholesaler, business to business or 
business to customer, are taken into account. 

Place: Place is characterised as the business, 
geographical distribution, territorial coverage, retail 
store, sales place, catalogues, stocks, logistics, and 
fulfilment of the order. Place applies to either the 
geographic position of a company or the sales 
networks utilised to enter the markets. Place can 
apply to a shop, but it refers more and more to virtual 
shops like "A list of mail orders, a call centre or an 
online page. For example, companies that 
manufacture luxury items such as Louis Vuitton have 
an intense positioning approach by providing their 
products to just a few exclusive distributors. In 

comparison, cheaper consumables such as 
toothpaste and shampoo typically employ a 
comprehensive investment plan by offering their 
merchandise as many separate retailers as 
necessary." 

Promotion: Promotion applies to 'marketing 
information used to let prospective buyers know 
about the bid and convince them to further research 
it.' Advertisement, public relations, direct distribution 
and sales incentives are used in advertising. 

7. MODIFIED AND EXPANDED 
MARKETING MIX: 7 Ps 

In the 1980's, some scholars called for an 
extended and updated structure to serve service 
marketers more effectively. At the opening AMA 
conference in the early 1980s on service marketing 
and based on earlier theoretical work, the 
possibility of extending or changing a marketing 
mix on services was a key subject to address many 
of the crucial challenges and shortcomings of the 4 
Ps model. Taken together, the papers discussed at 
the conference show that service marketers were 
considering a revision of the General Marketing Mix 
on the basis of an assumption that services vary 
essentially from goods, requiring various methods 
and techniques. In 1981, Booms and Bitner 
suggested a 7 Ps model that would be better suited 
for selling of facilities, consisting of the initial 4 Ps 
plus mechanism, human resources and physical 
proof. 

Table 2: Outline of the Modified and Expanded 
Marketing Mix 

Category 
Definition/ 

Explanation 
Typical Marketing 

Decisions 

In order to get 
further 
information 
into their 
specific 
needs, the 
psychology of 
the citizens 
should be 
analysed with 
evolving 
times. In 
brief" What 
the client 
wants?" In 
brief. This is 
the only way 
that goods 
can be 
developed 
which add 
value to the 
lives of the 
consumer. 
Positioning - 
The product 
is positioned 

Human aspects 
included in the 
quality of 
services. 
Service staff 
representing 
customers' 
principles of the 
firm. 
Customer 
interactions. 
 
Employee-to-
customer 
interactions. 

 Jobs and instruction 
of employees 

 Uniforms  

 Scripting 

 ueuing processes, 
delay management  

 Claims handling, 
operation defaults 

 Social contact 
management 



 

 

 

Mayank Sharma* 

w
w

w
.i
g

n
it

e
d

.i
n

 

1312 
 

 A Review on the Present Marketing Mix Applies Particularly to the Marketing 

or positioned 
in the correct 
target area. 
 People 

Process 

The processes 
for delivering 
support, the 
structures and 
the operation of 
operations. 

 Blueprinting 
operation method  

 Standardization and 
customisation 
choices 

 Blueprinting 
procedures  

 Processing 
architecture 

 Failure to diagnose, 
events of importance 
and failure of the 
system; 

 Service level 
monitoring and 
monitoring  

 Analysis and 
distribution of 
resource needs  

 Creating and 
measuring primary 
performance metrics 
(KPIs)  

 Best Practices 
alignment  

 Preparing 
procedures guides 

Physical 
evidence 

The setting in 
which the 
service takes 
place. 
The place of 
interaction 
between 
consumers and 
service staff. 
Tangible goods 
to promote 
service 
efficiency (e.g. 
machinery, 
furniture). 
 
Artifacts which 
recall service 
output to 
customers. 

 Appliances (e.g. 
furniture, equipment, 
access) 

 Specification of the 
space (e.g. 
functionality, 
efficiency) 

 Signage  

 Signage (e.g. 
directional signage, 
symbols, other 
signage) 

 Build indoor (e.g. 
furniture, colour 
schemes) 

 Conditions of the 
setting (e.g. noise, 
air, temperature) 

 Livery design (e.g. 
stationery, 
brochures, menus, 
etc.) 

 Stockings: (e.g. 
souvenirs, 
mementos, etc.) 

 

In the selling of every good or service, people are 
important. The operation is represented by the staff. 
People are not suppliers in the professional, financial 
or hospitality sector, but the consumers themselves. 
When individuals are the commodity, they affect an 
organization's public perceptions to the fullest extent 
possible. It is necessary to ensure from the point of 
view of marketing managers that workers reflect the 
organisation in line with wider branding strategies. It 
is better to guarantee that people are paid equally 
and receive enough wages to sustain their everyday 
lives. 

Process means a 'range of actions leading to the 
benefit of the commodity.' A procedure may be a 
sequence of activities performed by an individual for 
its work. It may be a sequence of moves by several 
different workers when trying to accomplish a 
mission. Some individuals manage several systems 
simultaneously. For one, a restaurant manager can 
track employee efficiency to ensure procedures are 
implemented. They are often supposed to oversee 
the operation, as customers are welcomed, seated, 
fed and guided to the next client. 

8. CONCLUSION 

Since the 1940s the theory of marketing mix 
management has influenced marketing; McCarthy 
(1964) evolved this concept further and refined the 
principle of what is commonly referred to as the 4Ps 
today. However, brand managers learn to deal with 
the emerging communication elements that have 
arisen from the multimedia world of the internet in 
the post-dot-com boom. These modern Marketing 
Elements have in several respects near analogues 
in the offline environment and still, from a certain 
point of view, they are innovative and deserving of 
a new qualification in e-marketing mixing 
(Kalyanam and McIntyre, 2002). Depending on the 
finances, business dynamics and changing 
demands, the marketing mix utilised by a single 
company can change. For some moment in time, 
the role of certain items in the marketing mix can 
differ. One aspect of the marketing mix cannot be 
decided without evaluating its effect on other 
elements (Low and Kok, 1997). According to 
McCarthy (1960), 'The amount of potential 
marketing combination techniques is endless. 
However, even several critiques of 4Ps influenced 
the advancement of both marketing philosophy and 
practise. The analytical bases of the moral 
guidance contained in the textbooks are still very 
little reflected in (Möller, 2006). In the early days of 
the marketing paradigm, the commercial blend was 
especially helpful when a significant part of the 
economy is served by tangible goods. Today, 
incorporated into organisations and with a broader 
range of goods and markets, several writers tried to 
expand its utility with the proposed 5th P, such as 
packaging, people and processes, with more 
International Journal of Marketing Studies May, 
2009 5. Today the targeting mix stays focused on 
the 4 P's more often. Despite its shortcomings and 
maybe its ease, the usage of this structure 
continues to be high and many marketing 
textbooks around it are organised (NetMBA, n.d). 
The 4Ps remain a staple in the marketing mix 
notwithstanding their shortcomings (Kent and 
Brown, 2006).  
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