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Marketing mix has four elements -product, pricing, promotion and distribution. This can be summarized a:- Having the right product in the right place at the right time and at the right price.
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Marketing Mix Modeling can be used to determine the optimum marketing budget and allocate it across the marketing mix to achieve the defined strategic goals. It can also be used to allocate spending across a portfolio of brands and manage brands to create value. 
The marketing program consists of numerous decisions on the mix of marketing tools to use. The marketing mix is the set of marketing tools the firm uses to pursue its marketing objectives in the target market. In 1960 Jerome McCarthy classified these tools into four groups. These he called the four Ps of marketing: Product, Price, Place, and Promotion.

THE FOUR 'P's OF MARKETING MIX:

1. The first P that is Product represents 
a. Product variety,
b. Product Quality,
c. Product Design,
d. Product Features,
e. Product brand name,
f. Packaging services, warranties, returns etc.
2. The second P that is Price represents
a. price lists,
b. discounts,
c. allowances,
d. payment period,
e. credit terms etc.
3. The third P that is Promotion represents
a. sales promotion,
b. advertising,
c. sales force or personal selling,
d. public relations,
e. direct marketing.
4. The fourth P that is Place represents
a. channels, 
b. coverage,
c. assortments,
d. locations,
e. inventory 
f. transport.
Marketing-mix decisions must be made to influence trade channels as well as the final customer. The four Ps represent the sellers’ view of the marketing tools available for influencing the buyers’. From a buyer's point of view, each marketing tool is designed to deliver a customer benefit. Robert Lauterborn suggested that the sellers' four Ps correspond to the customers' four Cs.

	Sellers’ Four Ps
	Customers’ Four Cs

	1. Product
	Customer solution or benefit

	2. Price
	Customer Cost

	3. Place
	Convenience

	4. Promotion
	Communication


The marketing mix is a bundle of variables which are offered to the customer. These include the product or service itself (its advantages); its availability (the place where and when it is available, delivered or distributed); its image (the way it is promoted) and, of course, the price which should be charged. 
In trying to optimize the limited resources at her/his disposal, the marketing manager has to juggle resources and decide on the best marketing mix. Should money be spent or forfeited on: reduced prices, improved products, new delivery trucks? Or maybe invest all your money in a high-risk television advertising campaign? 
It is important to remember that, the choice of a target market affects the mix. Here is Professor Philip Kotler: 
"For example, in Ghana you can sell cigarette in bits of ones, twos and threes at a time, not in packets, except in supermarkets and other specialized shops. This brings to mind the idea of localization or adaptation. The biggest mistake companies often make is to assume that the way a product is sold in one country is the same everywhere." (Paraphrase Philip Kotler).  
DIFFERENT APPROACHES TO THE MARKETING MIX
The 4 Ps is just one approach to the marketing mix. There are many other approaches. 
1. For instance, American author, Philip Kotler prefers the 4 Cs. He suggests that the 4 Ps are a seller's mix or sales orientated approach and it therefore should be replaced by the 4 Cs which are more customer or marketing orientated. 

2. Going back to the 4 Ps, some feel this approach to the marketing mix misses the most important part of marketing; the centre of the marketing universe is omitted. The 5th P is the People which correspond with customers and employees. Customers are at the centre of the marketing universe. 
Although the 4 Ps can be used for both products and services, some scholars feel that the 4 Ps work better for products than it does for services. American academics Booms & Bitner felt that the 7 Ps are more appropriate for the service sector.
The 7 Ps are as follows:
1. Product,
2. Price, 
3. Place, 
4. Promotion, 
5. People, 
6. Process 
7. And Physical environment. 
Each of these Ps affects what the customer is offered. People are employees. Process means the production and delivery of the service. Physical Environment means the interior and exterior of the buildings. 
3. In 1961 Albert Frey suggested that all the marketing mix variables could be categorized into just two groups: The Offering and the Methods and Tools. 
The Offering consists of Product, Packaging, Service, Brand and Price, while the Methods and Tools comprise of Distribution Channels, Personal Selling, Advertising and Sales Promotion. 
MIXING THE MARKETING MIX
There is no one, single, perfect marketing mix. Some mixes are, however, better than others. The marketing mix has an infinite amount of combinations or mixes. The 'same' product can have extremely different mixes for different markets around the world. 
Ranges of prices, distribution options, product modifications, promotional strategies can all be mixed in different ways. They should, however, fit together to consolidate a single desired positioning in a particular market segment. 
The mix should not pull in different directions; a high price for low quality goods does not make sense in the long term. Repeat business (relationship marketing) is important in the world of marketing. 
Equally, low quality, discount priced products will find distribution in a luxury up-market store difficult to achieve. 
Here is a new product. Market it. Mix the mix. 
A friend's mother has developed a watch which has a videophone and magnifying glass for viewing. A combination of miniaturization and micro-chips means the video watch can be produced for as little as GH¢20.00 per unit. She has asked you to help her to draw up an outline marketing mix. Consider two different mixes. What would you do? 
Answer
1. The first question to ask would be: 'what is the market?' What benefits does this product deliver? Who might enjoy these benefits? 
2. Next, considering various segments and possible target markets would also help. And a clear view on the positioning also helps. 
3. An understanding of what resources the company has would be vital. 
A. One option would be to recommend a retail price for the video phone watch at GH¢1,000. This could be distributed through luxury stores like the Diplomatic Shop, promoting it with elaborate in-store displays (merchandising) supported with a limited mail shot and PR campaign. 
B. Now consider another option. This time change the marketing mix radically. Reduce the price and sell in packs of two through discount warehouses at say Melcom, supported by a national TV advertising campaign. 
Each ingredient in the mix can vary enormously. For example, the watch can be made out of plastic or platinum. It can have a lifetime guarantee or become a disposable product. 
It can have lots of extras such as diamond studded leather straps, silk wrapping and so on. On the other hand, it can have no added costs and no added extras - just the basic video watch. 
These are decisions which the marketing manager has to make after careful analysis of the situation, the market, its needs, its sectors, the ideal positioning, and the resources within the company.  Therefore, there are lots of marketing mix options open to the marketing manager, but obviously, some of the mixes are better than others.
Finally, some countries require different mixes. Some segments require different mixes within the same country. The mix can change according to market requirements which in themselves change over time. 
THE EVER-CHANGING MIX   
An excellent marketing mix in one period may not be as effective in another period. The marketing mix changes over time. Partly because: 
1. markets change, 
2. new sectors evolve, 
3. trends develop, 
4. attitudes change, 
5. different ideal positioning emerges, 
6. technology moves on, 
7. new products arrive, 
8. different distribution channels appear. 
Just look at the personal computer, or PC, market. Today's PCs are better products, have much lower prices and different methods of distribution compared with ten years ago. Today, thousands of people buy PCs through mail order or the Internet. Ten years ago, this would never have been the case. 
The Marketing Mix has to change to meet new market conditions. 
Here is an example of how different elements of the marketing mix dominated the retail petrol market in Ghana over a period of time. 
In the early 1960s Product Performance - miles per gallon, reliability was very important. Physical distribution and sourcing of supplies became vital during the first oil crisis in 1973. This was followed by a price war in 1974, which was in turn followed by supply and distribution problems during the second oil crisis in 1979. The early '80s saw location and design of new retail sites as the key to competitive advantage. 
This was followed by the mid-1980s, sales promotions war as petrol retailers competed to give away instant gifts, tokens, scratch cards. These sales promotions were supported by large advertising budgets. So now the campaigns are directed at promoting the sales promotions rather than the product itself. Some advertising campaigns even advertised the fact that their competitors had inferior sales promotions. The marketing mix can change over time. 
It can also change over distance. This is particularly true in international markets where certain approaches to advertising and promotions are acceptable in some countries but not in others; or where the distribution network is restricted; or where the price structure is totally different. 
The optimum mix is influenced by:
1.  the company's long term policy on repeat sales, 
2. its positioning strategy, 
3. the target market selection, 
4. the firm's resources, 
5. levels of competition 
6. And the ability, or willingness, to change the mix according to a particular market's requirements. 
The ideal mix should support the ideal positioning in the most attractive target markets. 
PRODUCT

A product is anything that can be offered to a market for attention, acquisition, use of consumption that might satisfy a want or need. Again, Skinner also defines a product as “anything that satisfies a need or wants and can be offered in an exchange”.

People satisfy their needs and wants with goods and services. The term product is used to cover both. The importance of physical products lays not so much in owning them as in obtaining the services they render. A car is not bought just for its appearance but because it supplies transportation services.  A Microwave oven is not just bought to admire but because it supplies a cooking services. Thus, physical products are really vehicles that deliver services to us.

In fact, services are also supplied by other elements, such as persons, places, activities, organizations, and ideas. Generally, the term product is used to cover physical products, service products, and other things that are capable of delivering satisfaction of a want or need.

Manufacturers often make the mistake of paying more attention to their physical products than to the services produced by these products. They see themselves as selling a product rather providing a solution to a need. Yet a woman is not buying lipstick; she is buying “hope”. 

A carpenter is not buying a drill; he is buying a “hole”. A physical object is a means of packaging a service. The marketer’s job is to sell the benefits or services built into physical products rather than just describe their physical features. VALUE, COST, AND SATISFACTION:

How do consumers choose among the many products that might satisfy a given need? 

Assuming that a person needs to travel eight (8) km a day to work: a number of products could be used to satisfy this need: a bicycle, a motorcycle, an automobile and a bus. These alternatives constitute his product choice set. The person may also consider other factors; namely speed, safety, ease, and economy. These are called his need set. Now each product has a different capacity to satisfy his various needs. Thus, a bicycle will be slower, less safe, and more effortful than an automobile, but it will be more economical. The person has to decide which product will deliver the most total satisfaction. The guiding concept is customer value. The person would arrive at an estimation of the capacity of each product to satisfy his set of needs. He might rank the product from the most need-satisfying to the least need-satisfying. Value is the consumer’s estimate of the product’s overall capacity to satisfy his or her needs. 

Suppose the person is primarily interested in the speed and ease of getting to work. Since each product involves a cost, he will not necessarily buy the automobile. The automobile costs substantially more than, say, a bicycle. The person will have to give up more of other things (represented by the cost) to obtain the car. Therefore, he will consider the product’s value and price before making a choice. He will choose the product that will produce the most value for the money he is paying.

Product management is a marketing role that deals with the planning, forecasting, and marketing of products at all stages of the product lifecycle. The main focus is on driving new product development. The product manager is effectively the general manager of a product or group of products. The role consists of product development and product marketing with the objective of maximizing sales revenues, market share, and profit margins. The product manager is often responsible for analyzing market conditions and defining features or functions of a product.
LEVELS OF GOODS AND SERVICES
Product planners need to think about goods and services on three levels. Each level adds more customer value. The most basic is the physical Product, which is displayed at the counter or shelf. It is the actual product that the customer picks and takes it home. This physical product consists of the brand name, labels, logo, design, packaging, quality level, and many other identifiable features that meet the eyes of the customer. 

The second level to be considered is the Core Benefit, which addresses the question “What is the customer really buying”. When designing Products, marketers must first define the Core, problem-solving benefit or services that consumers seek.

Finally, there must be an Augmented Product around the core benefit and actual product by offering additional consumer services and benefits. For example, Sony must offer more than just a camera. It must provide consumers with a complete solution to their picture taking problems. Thus, when customers buy the camera, Sony and its dealers might also give buyers a warranty on parts, quick repair services, and instructions on how to use the products and a toll free number to call when buyers encounter any problem. 

CLASSIFICATIONS OF PRODUCTS 

Goods and Services fall into two broad categories: Consumer Products and Industrial Products.

CONSUMER PRODUCTS

These are products bought by the final consumer for personal consumption. Marketers usually classify these products based on how consumers go about buying such products.

1. Convenience Products: These are products which are bought frequently, immediately and with a minimum comparison or buying efforts. Examples of convenience goods include newspaper, soap and fast foods. These products are usually low priced, and marketers placed them in many locations to make them available when consumers need them.

2. Shopping Products: These are less frequently purchased consumer goods and services that customers compare carefully on suitability, quality, style and price. When buying shopping products consumers spend much time and effort in gathering information and making comparison. Examples of shopping products include furniture, clothing, used cars, airline, hotel services and electrical appliances. Shopping Product marketers usually distribute their products through fewer outlets but provide deeper sales support to help the customers in their comparison efforts.

3. Specialty Products: These are consumer goods and services with unique characteristics or brand identification for which a significant group of buyers are willing to make a special purchase effort. Examples include specific brands of cars-Mercedes Benz, Jaguar etc.; designer clothes and so on.

4. Unsought Products: These are products that the consumer either does not know about or knows about but does not normally think of buying. Most major new innovations are unsought until the consumer becomes aware of them through advertising. Examples include life assurance and blood donations. By nature unsought products require a lot of advertising, personal selling and other marketing efforts.

INDUSTRIAL PRODUCTS

These are products that are purchased not for their own sake but for further processing or for use in conducting a business. The distinction between a consumer Product and Industrial Product is based on the PURPOSE for which the product is bought. For example, if a consumer buys a car for family use, this is a consumer good. If the same consumer buys the same car for use as a taxi, this becomes an industrial good.

Industrial Products are classified into three (3) groups. These are as follows:
a. Materials and Parts
b. Capital Items
c. Supplies and Services
MATERIALS AND PARTS

Materials and parts include raw materials and manufactured materials & parts. Raw materials consist of farm produce and other products from the primary sector. They are such products like, palm fruit, cotton, vegetables, livestock, fish, iron ore, petroleum and gold. 

CAPITAL ITEMS

These are industrial products that aid in the buyer’s production or operations. Examples include generators, elevators, computers, furniture and many more.

SUPPLIES & PARTS

These may include operating supplies such as lubricants, coal, paper and pencils, repairs and maintenance items like paint, nails and brooms. Supplies are the convenience products of the industrial field because they are usually purchased with minimum effort.

Business Services may include window cleaning, computer repair and others.
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